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"Whispering Campaign" Moves 
Slow Stock 

AT this time of the year the profes-
sionals in the eastern and central 
states are enjoying their biggest 

business season of the year with a volume 
of sales, according to reports from repre-
sentative professionals and manufacturers, 
that exceeds that of any year in the past. 
Everything is "botsy totsy," as the ver-
nacular has It, and the year's bumper crop 
of new golfers together with the more 
extensive education of professionals in 
business management, puts the average 
pro pretty much at peace with the world. 

But the fellow who is content to let well 
enough alone will soon be lost in the jam 
at the rear of the procession If he neglects 
to use his head in thinking one step ahead 
of the current business. For example: 

With the latter part of September the 
golf season In the northern part of the 
country is rather definitely concluded. In 
the larger cities the early football crowds 
this year probably will draw more from 
golf courses on Saturdays than ever before 
tor the schedule makers have booked some 
highly interesting games early in the sea-
son. With this counter-attraction luring 
the golfers who happen to be "off" of their 
games the pros' active market may run the 
i lsk of a sharp curtailment. Whether or 
not this storm signal is raised with some 
logical reason for its hoisting, is not so 
important. What, realty matters is the 
suggestion that the pro make sales hay-
while the sun shines. 

Push the Slow Stock 

As the golf fever la burning strong in 
his members the wise pro will make a 
check-up on his stock and note the Items 

that he has had in the shop since last sea-
eon or longer. If the stock has not moved 
In this length of time It is up to the pro 
to force ft Into the market. The chances 
are that the products are of high merit. 
Either the shop was overstocked on these 
i articular items, the pro and his assistants 
did not push them enough by conspicuous 
display or word-of-mouth, or the members 
bad some groundless prejudice against the 
Items. Regardless of the reason for the 
stock not moving, the pro s job Is to get 
it sold to a satisfied customer. 

The forward looking pro will carry as 
little stock into the winter as is possible. 
Xot only Is it poor business to have his 
money tied up in this frozen asset when 
his winter financial requirements are 
steady and fairly strong, but he runs the 
risk of having marked changes made in 
the style of this "dead" stock and thus 
putting It permanently out of the class of 
salable merchandise. Stock carried over 
the winter makes no profits for anyone. 

As a general rule professional!: are firmly 
committed to a one price policy, without 
"sales." Therein lies one of the reasons 
why the department stores steal away the 
professionals' business. But with good 
reason the pros can deviate from this 
policy along toward the last weeks of the 
season and cut the price of the goods that 
they have been carrying too long. 

This cut price sale is not an enterprise 
to be broadcast to the club unless the pro 
is a man who Is a discreet and able mer-
chant. There is too much of a tendency 
for members to look upon cut price goods 
as items of Intrinsic cheapness and for 
iMs reason the pro's entire line may suffer 
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trom a widely heralded price reduction or 
a few iterns. 

The heat method for quickly turning 
dead stock into money by the sacrifice of 
& little of the profit Is to mention the 
items offered to selected members who are 
good buyers and who would be Inclined to 
relay the information to other members as 
"inside dope" on hargains. ITnder the cir-
cumstances the pro ean readily tell the 
memtiers to whom he talks about this part 
of the stock, that he over-ordered and 
wants to do what every other business man 
does, turn his stock intn cash at the end of 
the reason; or that for some reason or 
other the stock, despite Its excellence, 
hasn't moved and the cut price Is solely for 
the purpose of getting sales quickly. 

Protects Winter Sales 

What pro In the northern states hasn't 
ogienetl bis shop in the spring and found In 
the [taps of his best customers a number 
of clubs that were bought from stores by 
these members just before they started off 
on winter vacation trips to (he south or to 
California? 

Wltb the constantly Increasing golfing 
winter traffic the northern pro who is onto 
kte Job will help bis members look ahead 
and buy whatever clubs they may need 
during their winter vacations in a sunnier 
clime. A reminder to this effect when com-
bined with the reduced price appeal will 
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I ring into the professional's pocket many a 
dollar that bas been a stranger to him in 
the past. We heard of one pro who went 
to the extent that he accounted for some 
or the dead stock in his shop by selling it 
to members for delivery and bitting as far 
in the future as Christmas. He worked 
this on the wives of members and on mem-
bers who were tn the habit of remembering, 
at Christmas, tile rest of their steady four-
some. This idea worked well with hint 
for be Is an enthusiastic and natural born 
merchant and white It might not go across 
In many places it at least, serves to show 
what can be done tn making a complete 
transformation of golf shop stock Into cash 
fct the close of the season. 

Today ts not too early for you to look 
over your stock and see what dead stock 
could be moved by a price reduction. 
Make a list of the Items and tell some of 
your members about the bargains In a 
way that will tet them know you are doing 
tbem a favor to put them "on the Inside." 
Vou can depend on them giving your stock 
enough free and forceful advertising to 
move it quickly from Its long resting place 
in your shop. This "whispering campaign" 
Will belt! you to go into Ibe 192K season 
with money enough to buy an entirely 
Iresh stock, and all that there Is to work-
ing out the plan ts to talk about the items 
to enough of your live and talkative mem-
hers to get the ball rolling. 

Fee Course to Pay for 
Private Club 

NORTH Hills Country Club at St. 
Louts, Mo., is going through one of 
the most interesting experiences tn 

golf today and the outcome may have con-
siderable bearing on the operation of other 
clubs that have land enough anil initial 
financing enough to build two adjoining 
courses. 

Two courses were originally Installed at 
North Hills. Doth of them are of cham-
pionship character. When the clttb found 
Itself confronted by the necessity of a 
financial readjustment one of the courses 
was turned Into a fee proposition. Main-
tenance costs are reduced per course by 
the division of expense and other expendi-

tures are cut sharply under the figures of 
a single course and club house. 

Of this situation at St. Louis. Alvan J. 
Goodbar, secretary of the club, tells GOLF-
POM : 

"The North Hills Country Club was 
originally promoted with the Idea of liav 
Ing fnrty-llve holes of golf, a large and elab-
orate country club house, an outdoor swim-
ming jiool, tennis eourts, bridle paths, etc. 
All of these facilities were predicated on 
the expectation of a mem her ship of 2.000, 
The promoter succeeded in getting about 
K30. In the meantime the work of con-
structing the forty-five holes of golf was 
well under way. 


