
In the Movies: Merchandising made easy with audio-visual aids, 

Manufacturers Make 
Merchandising Manageable 
Every year, pros rack their brains 
for new ways to market their mer-
chandise. M o r e often than not , the 
pro is left with warmed-over ideas of 
seasons past , but it doesn ' t have to 
be that way. 

Pro shop personnel can often 
turn to a p roduc t ' s manufac tu re r for 
tips on selling items and addi t ional 
selling aids, and it usually doesn ' t 
cost a dime. 

Just a b o u t every company in pro 
shop business has ideas on how to 
move products . They can vary all 
the way f rom simple p romot iona l 
signs to complete market ing kits. 

Probably the most extensive ef-
fort in the audio-visual field for the 
pro is currently being offered by 
Conf idence Golf . The c o m p a n y has 
produced a 16 mm movie educat ing 
the consumer and club pro on the 
benef i t s of the inves tmen t cast 
process. Varied steps of the process 
are shown, as the club takes shape. 

Cover ing the entire scope of in-
vestment casting, the movie follows 
the process f rom its infancy in 
design through finished product ion 
and up to the final util ization of the 
club on the course. T w o versions of 
the film are available in either six or 
13 minu te sessions. 

T o show the film, a counter - top 
projec tor is included in the loaned 
package. The machines allow the 
pro to run the film cont inuously or 
when desired. In essence, audio-
visual aids such as these are added 
pluses for the pro shop sale. Many 
consumers have little or no idea of 
how equipment is manufac tu red and 
a film such as this can add a lot to 
consumer educat ion, while at the 
same t ime give the p ro addit ional 
credibility as an expert in their field. 

There are also o ther visual aids 
available. Several equ ipmen t com-
p a n i e s o f f e r d i s a s s e m b l e d , u n -
polished versions of their clubs to 

assist the pro in illustrating to the 
consumer the unique qualities of the 
iron or wood, as opposed to its com-
peti tors . 

Shamrock Golf currently offers 
such a market ing device. According 
to company president Jack Kirby, 
the merchandising a t tempt has been 
w e l l - r e c e i v e d . " T h i s t y p e of 
market ing aid can really help the 
p r o on a sale. A club such as this, 
can graphically show the cus tomer 
tha t which, if described in words , 
somet imes is not completely clear ." 

Kirby explains tha t with the club 
his firm markets , which is aimed for 
the middle and high handicapper , a 
sales aid such as the unfinished club 
demons t ra tes the advantages of the 
c lub and the results that can be ex-
pected for the buyer . 

To compl iment the market ing 
items, Shamrock also has worked on 
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Merchandising 
a merchandising packet for pros 
handling its line. Included in the 
portfolio are a number of testi-
monials f rom satisfied customers 
along with press items on the club 
f r o m v a r i o u s med ia , the mos t 
prominent of which was a piece 
from the Nov. 4, 1974 issue of 
Newsweek. 

For several seasons one com-
pany in golf business, has con-

sistently aided the pro, the Etonic 
division of the Charles A. Eaton Co. 
For example, for a minimal charge, 
Etonic provides a complete mer-
chandising kit for such big sale days 
as Mother ' s Day and Father 's Day. 
The kit is full of promotional items 
that can compliment sale oppor-
tunities in the shop. 

Of course, promotional efforts 
are often focused on such special 
emphasis holidays as Christmas and 
several of the f i rms offer gift 

packaging of products to coincide 
with this time of year. For instance, 
F a u l t l e s s , R o y a l , P G A / V i c t o r , 
R a m , D u n l o p , A c u s h n e t a n d 
Pedersen all offer gift boxes of their 
top of the line balls for the Christ-
mas selling season. 

Added incentives were attached 
to the balls to aid sales. Royal's gift 
box featured an attractive chess set, 
while PGA/Vic tor ' s was accom-
panied by a flask of men's musk oil 
and R a m ' s of fered a weighted 
warm-up ring. 

T h r o u g h o u t the year, m a n u -
f a c t u r e r s o f f e r a n u m b e r of 
brochure-type leaflets highlighting 
new products. Easily available f rom 
field salesmen that visit the pro, 
these leaflets can often be turned 
into envelope stuffers that can be 
placed in the mail from the club to 
its members, thus highlighting mer-
chandise either new to the shop or 
still prominent. These items are 
almost always free from manu-
facturers. 

By the efforts of the manufac-
turer and the piece of merchandise 
itself, the pro can often gain an ad-
vantage on how to sell a product . 
For instance, Ron Sanders of Red 
Hot Golf markets a wood and an 
iron that in themselves are teaching 
tools for the golfer. Sanders' club 
have incorporated a solid epoxy in-
sert in the club face that after con-
tact with the ball show a smudge 
from where the club connected. "We 
call them our i n s t a n t Replay' clubs. 
Since they use clear epoxy and show 
the smudge, they are almost a self-
teacher for the player. The advan-
tage of the club is its aid in cor-
recting the swing. That 's an added 
selling point ," Sanders said. 

Impulse buying in the pro shop 
is an every day thing and especially 
on such items as gloves. Robert 
Robinson, sports glove product line 
manager for Edmont-Wilson told 
G O L F D O M , "P rominen t ly dis-
played merchandise can keep sales 
up and a t t rac t ive displays lend 
themselves to sales." 

E d m o n t - W i l s o n a long wi th 
many other manufacturers package 
their products in attractive displays 
that catch the eye and keep the 
p r o d u c t n a m e in f r o n t of t h e 
customer. 

Through a variety of ways, 
manufacturers are helping the pro 
merchandise. Why not, it's to their 
advantage too. • 

PICK OUR BR4INS. 
Profit from our experience. Over the years, and around the 
country, we've seen what works ana what won't. You know 
us as the leading salesj^eps in golf and sportswear fashions. 
But you may not know h^Vn^any business ideas we can 
contribute to your retailing success. We provide this advisory 
service free-just fo^fhe askingxfree...write for our useful 
Profit Markup Calculator JJCK G4RN>4H>4N,INC 

i v l TW I ^ „ J & e pfofit pros. 

N a t i o n a l h e a d q u a r t e r s : P.O. Box 1308, N e w p o r t B e a c h , C a l i f o r n i a 9 2 6 6 3 (714) 646-5169 

R e p r e s e n t i n g Johnston & M u r p h y g o l f shoes, " J o h n Wei tz" men's shirts b y Exce l lo , Esquire 
spor tswear , S p y d e r M a r k s lacks, H a d l e y w o m e n ' s spor tswear , a n d ill i knit sweaters . 

Circ le 112 on free i n f o r m a t i o n card 




