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Members of the Bunker Hill Golf Club must walk

past this attractive display of golf goods when

travelling between the locker-room and the course.
Its location increases business.
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Pro as Master of His Destiny

RE golf pros looking into the future?

Are the golf club directors giving

thought right new which might effect
the future of the pro insofar as his live-
lihood is concerned? Are the pros' salaries
tending upward or downward? Are the
pros keeping up with the procession in a
business sense or do they expect the golf
clubs to carry them as a necessary evil?
Are the pros making themselves invaluable
to the golf club or are they creating in the
minds of the players the question, “Is the
Pro Necessary?”’ Shall the pro hold a dis-
tinct and enviable position at the golf club
or will his entity and identity be lost in
the coming years?

Except for the resort and fee courses,
golf clubs do not require advertising. More
than one thousand of our four thousand
golf clubs are so well known that they
can advertise the pro rather than the pro
advertise the club an4d since golf has made
such great strides that it appears sure of
becoming our favorite national sport, the
pro has the greatest opportunity ever pre-
sented to the professional sporting class.
Today there are more than 500,000 people
who have the time and want to play golf.
They will take lessons from the pro. They
will buy clubs, balls, bags and patronize

the pro continually—providing he knows
how to get their business.

When the pro takes a position with a
golf club he is given a place of business
rent free and has from three hundred to
four hundred customers waiting at his
door. To some he will sell $10.00 in the
first thirty days; to others $100.00 worth
of merchandise or service; the amount of
sales depends upon the pro and the re-
sales depend upon the pro but in the av-
erage club the pro has a potential and
permanent business of from $14,000 to
$30,000 staring him in the face if he but
has the business instinet and desire to
accommodate the wishes of those club
members.

The Prize Pro

To secure the maximum business, to
make himself indispensable, the pro must
be:

First—A merchant.

Second—A diplomat.

Third—A good golf player.

Fourth—A golf teacher.

Fifth—A friend of every member and
above all must cultivate a pleasant, sunny
disposition.

He must first be a merchant in that he
knows the quality of goods to buy, the
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Save Time and Money
By Using the
Peerless Mower Sharpener

I

|

I

HUNDREDS OF GOLF CLUBS,
large and small, now use the Peer- ] I
less Lawnmower Sharpener. » m
I

|| The Peerless Lawnmower Sharpener grinds
|| all makes of Power, Horse and Hand Mowers ||
||| in 20 to 30 minutes, with razor-like edge,
“ giving any desired clearance or bevel. Mowers

‘1
| run easier, less power required, hence more
|| speed.Oneowner reports they have dispensed
‘, with one man. Another writes: ‘‘The Peer-
H less Sharpener saves us $700 to $800 annually.” ||
\

Write for Catalog and list of users.

| The Fate-Root-Heath Co.

888 Bell St., Plymouth, Ohio

Save Golf Balls—

s - Insure
‘Afn /ﬂ Accuracy!

HAVE A

LEWIS GolfBall
Washer
AT EVERY TEE

Makes washing easy, without
Above. the white en- Soiled hands. .

ameled metal tank, Improves appearance of links.,
holding soapy water 4 g

and scrubbing Saves time, patience, energy and
brushes. Below,sec- golf balls.

tional view of pat- - 5 .
ented beveled slot 1he patented plunger does the

that rotates ball Work with a few strokes.

Wi "™ 30 DAY FREE TRIAL

it perfectly.

On request we will ship you one
Lewis Golf Ball Washer to try for
30 days. If satisfied, send $6.25,
or order extra washers for other
tees. Otherwise, return it at no
cost to you. Special prices on
quantity orders. Detailed infor-

mation sent on request. Dept.
G.D.227.
e G. B. LEWIS COMPANY
fo - WATERTOWN, WIS.
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manner in which to display his goods, how
to operate his shop, have sufficient sales
knowledge to know how to approach his
customer, and, having made his sale main-
tain his interest in the customer to the
end that the customer returns to re-pur-
chase. Just as service is worth more than
discounts, the pro will sell good goods
at established prices and the service he
renders will be worth more to the club
member than any discount possible for the
member to obtain elsewhere. Having es-
tablished the right point of contact with
his club members, the good pro will pay
his bills at the wholesalers on or before
the due date in order that he may enjoy
the same reputation with the manufactur-
ers that he should build up at his club.
Given a year or two to accrue a bank bal-
ance, the good pro will order his supplies
on a C. O. D. basis to secure the lowest
wholesale prices and the special service
offered by all manufacturers to good cus-
tomers. The good pro shop will be clean,
orderly, businesslike, atmosphere pleasant
and a feeling of service-above-self will per-
meate the entire establishment so that the
members of the club will consider it so
great a pleasure to do business at the pro
shop they will not think of department
stores or friends who can obtain wholesale
prices.

The good pro, the successful pro, will be
a diplomat in every sense of the word,
realizing that he has three hundred and
fifty to four hundred members and some
six to ten thousand guests at his club that
are just so many individualities, person-
alities and idiosyncrasies with which to
match his ability as a merchant, employe,
teacher and friend. When Bill Smith loses
a golf club or misplaces one or leaves it
at the 19th hole, it was without doubt
taken out of the bag in the cleaning shop
so it is up to the pro to locate this stick
or at least use his powers to satisfy Bill
Smith and send him out happy. Within
five minutes Jim Jones will return with a
perfectly good ball having a perfectly
lovely smile across its face caused by the
sharp edge of a mashie, mid-iron or nib-
lick. Jim says he should get another ball
gratis because this one is defective and
Mr. Pro, if he is a good pro, will agree
with him at least for the first two or three
balls he returns in this condition and give
him a new ball although he realizes the
manufacturer would laugh if he were to
present Jim Jones' claim. In other words,
the good pro will know the customer is
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always right and a little gift now and then
to a member who knows he is taking un-
due advantage of his pro will result in
only one thing, that is ultimate profit,
good-will and consideration for the pro.
Most pros do not agree with this paragraph
but 95 per cent of the successful business
men will agree because the business man
deals only with those customers he earns
and he does not have a Board of Directors
who attempt to coax four hundred cus-
tomers into his store.

I reiterate that the pro must be a diplo-
mat. In his merchandising the good pro
will not become a gold-digger such as we
find at some resort courses where the
transient trade is preyed upon by the
pros who tell you your clubs do not har-
monize with your swing, your pro does
not know his business and you need a new
golf bag or you cannot expect to reduce
your score until he has sold you §50.00
worth of clubs and has given you another
$50.00 worth of lessons while you spend
a week or two at his resort.

The Playing Part

The good pro must necessarily be a good
golf player, else what is the purpose of
the pro? If he cannot play the course under
80, how can he teach the members to play?
And yet, the good pro will not spend all of
his time out on the golf course because he
didn’'t come there and expect to get a
salary from his club just to play golf on
the course. The good pro will be out on
the course between seven and nine o’clock
in the morning either practicing or play-
ing to perfect his game, providing he does
not have this time taken in giving lessons.
If his club members wish early morning
lessons, the pro will do his own practicing
after dinner. He will be a good teacher
in that he is able to study and ascertain
the peculiarities of each member to the
point that he can improve his game for
him by short lessons and the recommenda-
tion of much practice on the part of the
member to get the particular swing the
pro teaches.

It will be the duty of the good pro to so
interest himself in the other fellow that he
will lose his own identity as it were, while
teaching and make it his one and only aim
to produce a good player from each and
every student. We have seen so many pros
stand up on the tee for thirty minutes and
allow the student to hit ball after ball with
the same impossible swing without getting
down to the fundamental trouble which
shows that either the pro does not know
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| “For Better Turf”
| The

Lyman Carrier
Products

WASHINGTON
CREEPING BENT
STOLONS

Over 900 Greens Plantedwith it

Nursery at Granger, Ind.

(e

| [LECCO

The Complete Grass Food

|
|
|
|
|
|

Manufactured at Granger, Ind.

~

COCO0O0S

CREEPING BENT SEED
The last word in fine turf

{Supply exhausted, next crop|
|available in September, 1927

—

POA BULBOSA

A permanent winter green
turf grass for the south. Order
now for next fall’s plantings.
‘i Shipped from Coquille, Ore.

[.LYMAN CARRIER

Granger, Indiana

COCOOS SEED, Inc.

Coquille, Oregon
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The man

WHO

selects greens

can look over the prize creeping bent
greens of the country and he will see
that an amazingly large proportion of
them have been furnished by

ROBERT F. L LEESLEY GRASS CO.
RIVERSIDE AND
LEESLEY STRAINS

have established
ture, hardiness

superiority for tex-
and low maintenance.

MAY WE SEND YOU A CIRCULAR

ROBERT F. LEESLEY GRASS CO.
Telephone, Riverside 348
22nd Street at Harlem Avenue Riverside, Illinois

(
|
I
|

MORE THAN

1000 CLUBS

USE OUR

MEDAL and MATCH PLAY
TOURNAMENT CARDS

AND
GRAPHIC HANDICAP CARD SYSTEM
IF YOUR CLUB DOES NOT—LET US KNOW

A
WE WILL SEND
CATALOGUE and SAMPLES

ORDER Nﬁw FOR 1927 SEASON
'THE GRAPHIC SCORE BOOK CO.

521 GRAND BLVD.
PARK RIDGE ILLINOIS

HICKORY

We have engaged in manufacture of
hickory products for the past twenty-
six years, and can furnish pro finished
hickory golf shafts of the very finest
quality.

I. R. Longsworth Co., Somerset, Ky.

CHICAGO HOTEL EMPLOYMENT AGENCY
Larry A. Murphy, Manager

Headquarters for Golf Club Managers, Professionals
and other employees.

Telephone Harrison 3100-1306
417 South Dearborn Street

CHICAGO
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how to explain or does not care so long as
he receives his pay from the student.
While writing I am thinking of one par-
ticular, nationally-known golf player; thou-
sands and thousands of men and women
are proud to say they received lessons
from this man and the reason is that in
giving lessons he forgot himself entirely,
devoting all his ability, all his ingenuity
and all his knowledge to the end that his
student learned the easiest, most adaptable
and most correct swing possible with the
native ability or rhythm in his physical
body. This teacher gave himself completely
to the making of the master out of the
material available and so won the confi-
denc and friendship of his student that he
gave perfect satisfaction.

The good pro who is going to build him-
self into the club as a fixture of the club
must so forget himself, his own likes and
dislikes, his own partialities and oddities
that he will seep into and become a part
of the desirable quantities and qualifica-
tions of his club among the ¢lub members.
Beneath his skin he may have dislikes but
they will never appear above the surface
insofar as a member is concerned. He
will like all the members; he will be pleas-
ant to all. The cheaper the member, the
meaner the member, the more the pro will
be called upon to banish his own desires
to the end that he becomes a friend of
everybody. He will never enter into an
argument between members, he will never
take sides, he will be a diplomat when it
comes to an argument, he will show his
equilibrium and sunny disposition to build
up friendship, to build up his business, to
work out his problems and become the
favorite of all men at the club. He will
be looked up to as a golf player, to be
bragged of as a teacher and above all dis-
play a character beyond reproach. When
the good pro has accomplished these things
he is then building on a foundation secur-
ing his own future as a pro and will per-
manently combat the idea of having the
golf club itself control the privileges of
the pro shop or the proposition of the
clubg hiring a mediocre man to teach on a
salary basis while the club or some one
else in the club manages the caddy de-
partment and the concessions as they re-
late to the course,

There is, perhaps, one thing I have for-
gotten and that is the pro's connection
with the caddy master and the caddies
themselves. In the good pro, the caddies,
each and every one of them finds a friend—
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the man who will teach them the game,
rules and swing and with the good pro
there will be no partialities as between
caddies because he must see the weak spots
in the various caddies and help them im-
prove themselves. He will not usurp the
authority of the caddy master but all cad-
dies will be his friends and they will help
him build a reputation among the mem-
bers to the end that the pro becomes as
necessary as the club itself.

The pro has another angle which is of
much concern. The golf course is just as
much an institution as the clubhouse and
if the pro is to become popular, if he is to
become a fixture, if he is to remain indis-
pensable, he will make himself a devoted
friend of the house manager and the green-
keeper. The pro will not cut out divots
without having them replaced immediately
and he will not try to lord it over the
greenkeeper. He will assist the green-
keeper where possible and by no means will
he ever complain of the greenkeeper’s
work to anyone else any more than will he
find fault with the food or the services in
the operation of the grill.

It is the pro’s duty as the pro to build
up a state of harmony throughout the en-
tire club.
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WORLD’S LOWEST PRICED
GOLF COURSE TRACTOR

STAUDE GOLF

COURSE TRACTOR
PRICE ONLY $420, f. o. b.

Fully Guaranteed
In universal use, weight 1625
pounds, easily pulls mower
cutting 142 in. swath, etc.
Write today for full information

E. G. STAUDE
MAK-A-TRACTOR CO.

2696 University Ave. ST. PAUL, MINN.

What’s Your Idea? I

GOLFDOM wants a variety of

concise and intensely practical edi- |
torial articles of interest to golf club |
presidents, greens chairmen, profes-
sionals, managers and greenkeepers.
These articles should be boiled down
so the facts and figures can be kept
within 1500 words. Pictures and |
sketches of new ideas also are inter- ‘
‘ esting and valuable.

If you lack time, or hesitate be- {
cause you doubt, or are modest 1
| about your writing ability, don’t let
| that bother you. Just a rough out- |
| line of the salient points of your
| article will suffice for our editorial
| staff.

‘ This exchange of experience will |
help you, your club and every other
club in the country.

% The Editor GOLFDOM "

225 N. Michigan Ave. CHICAGO

ERNEST
CHAMBERLAIN

= INCORPORATED &

GRASS SEED

and |
COMPLET e EQUIPMENT
for
GOLF COURSES

_—
127 W. Woodbridge St.

DETROIT, MICH.

SEND FOR ILLUSTRATED CATA-
LOG OF EQUIPMENT AND
GRASS SEED PRICE LIST






