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Pro Profits as Merchant

As told to A. Earle Schlax by
DAVE LIVIE
Professional, Shaker Heights Country Club

OLF professionals have

a tendency to slight

the merchandising end
of their profession due in
most instances to slow re-
turns, a heavy playing or
instruction schedule, or the
feeling that too much atten-
tion paid to the shop and
store has a tendency to en-
courage animosity on the
part of the members toward
what they consider the pro-
fessional’s sideline.

The latter instance can be
easily dismissed for the
professional in this case is
too conscientious and in
time will realize that his
store and its upkeep is as much a part of
his value to the club as is his teaching.
His receipts should be a clear indication
as to what the members think of his so-
called sideline.

Playing professionals or professionals
with a heavy instruction schedule cannot
possibly give a great deal of time to mer-
chandising their stock but by carrying a
complete line of golfers’ supplies and plac-
ing their store in competent hands, this
obstacle can be overcome. If thought re-
veals that the returns are slow for the
amount of stock carried, then certain pro-
gressive merchandising methods must be
brought into play or this revenue obtained
by close application to another branch of
the profession.

The methods I have used to successfully
build up my merchandise sales I would not
view as much from a progressive angle
as a common sense angle. I say common
sense angle because any professional since
the game started who successfully retailed
golf supplies used the same methods and
they are only progressive in that they are
up-to-date.

Four cardinal points in regard to sales
which if observed by the professional will
increase his returns on stock 10 to 30 per
cent, in the order of their importance, are:

Personal service.

Complete stock of high grade golf sup-
plies.
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Proper display.
Neatness.

Personal Service
Foremost

Personal service is the
greatest selling point a pro-
fessional has at his com-
mand. He expects to give
it to dispose of his stock
and the members of his club
expect it from him. Many
a time I have found that
this service is slow pay but
in time it starts to pay divi-
dends in roundabout and
unexpected ways and as long
as there is that possibiity,
the professional should al-
ways be ready to give it.

The first service of every professional
in connection with the disposal of his mer-
chandise is to show every member of the
club he comes in contact with that he is
interested in seeing that he or she gets
the right kind of service in selecting clubs.
This being done to discourage buying in
downtown department stores which in most
gases fail to consider the purchaser except
from a sales angle. The professional takes
build and style of play into consideration
and tries to sell a club that fits the mem-
ber as neatly as a proper sized glove.

With the right service in clubs will come
the increased sale in other supplies which
should in their disposal carry the same as-
surance of personal service. To carry
through this idea I have sometimes found
it necessary to stretch a point in order to
send the customer out of the shop satisfied.
To illustrate this point:

A member came to me with a broken
steel shafted driver and asked if I could
fix the shaft. Knowing he had bought it
at a downtown store I told him to take it
to them and they would send it away for
him and if they didu’t to bring it back to
me. Because he had hought it on sale, they
refused to repair it and so he returned to
me. I shipped it to the company, ex-
plained the situation, and they gladly re-
paired it without charge. That man has
always been one of my best customers.
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Of course that is only one of the many
bits of personal service which are done
merely for the sake of goodwill and then
there are the many others done for busi-
ness reasons whereby you replace pur-
chased articles or refund money to satisfy
a whim, when you know the purchased
goods were all you implied at the time of
sale. All this to keep peace in the family
and maintain the standard of your mer-
chandise.

Careful Buying Important

In your complete stock of high grade
golf supplies you set your standard and
the professional who handles only the best
in clubs, bags, hats, caps, knickers, shoes,
etc., has a big jump on his competitor
who doesn’t, even if it is only in the mat-
ter of pride. His stock is classy and backed
by good national and sectional advertising
and consists of everything the golfer needs
with especial appeal to the business man,
who has no time to fool around a depart-
ment store waiting for a clerk, when he
knows he can purchase the desired article
at the first tee in about one-tenth the
time.

I have always found the golfing publie
gullible to a certain extent in the matter
of purchasing golfing accessories, especially
clubs. This is a fault of theirs that can act
as a sort of boomerang to the professional
if he does not sell with the idea of further
sales in mind. Of course as the game gets
older the buying public becomes better ac-
quainted with the sport and the accessories
needed to play it but then they are always
willing to take a professional’s word in
preference to their own decision in the
matter. Because of this fact the profes
sional can violate the confidence of his
members by selling with no thought of fu-
ture sales in mind and with a total dis-
regard as to whether the goods are going
to satisfy the purchaser.

For my part I would rather sacrifice a
sale any time than make one that might
in time have a tendency to reflect on my
character through my methods of mer-
chandising. I carry a guaranteed line and
I manage to guarantee satisfaction in them
by conscientious selling and a personal in-
terest in their use after the sale. By doing
this I encourage mouth to mouth advertis-
ing which sends a prospective buyer into
my shop sold on my merchandise before he
ever enters the door. This gives my stock
the prestige that permits me to charge
standard and top prices on any articles
therein. It behooves every professional to
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sell with his eye on the future, satisfying
every customer if possible and not only
that but making them in turn a booster by
the treatment accorded them in the trans-
action of the sale.

When visiting club members happen to
play at the club I am affiliated with, they
step in to look over the stock and that, in
most cases, means business. When this
happens they invariably shew newly bought
clubs or ask opinions as to whether they
need others to better their game. These
opinions, I give, showing whatever inter-
est I can, but never ctiticizing -clubs
bought from a brother professional. If I
thought them unsuited in some way for
their style of play I would change them
so that they would be right rather than
have them think I was trying to force a
new set of clubs on them. It is just a mat-
ter of diplomacy and up to the professional
to use it if he is to further his own inter-
ests.

Study Your Displays

Proper display in merchandising golf
stock is a big asset to the professional.
Some might lack the space and others the
taste to cash in on it but it is a requisite
in more ways than one. Balls and smaller
accessories must be displayed with prices
where they can be easily dispensed without
needless questioning. Clubs and bags
should be on racks and shelves where the
prospective buyer can have close inspec-
tion without unnecessary delay.

Then you come to the part that window
display plays in acquainting members with
vour stock and the part a frequently and
well dressed window can play in your bank
account. I have seen this worked time
and again and will cite one instance where-
in I had a part.

A number of years ago I was hired by
a California club as a teaching pro dur-
ing the winter months. The club profes-
sional was very busy and paid little or
no attention to his store probably be-
cause he figured the returns too small to
be bothered with, but he did have in his
store a nice display window facing the
first tee, which by the way is the ideal
location. In this he had tossed all of his
discarded golf ball boxes which never got
a glance from a passing member but what
he or she contemplated on what a lovely
bonfire they would make.

At certain times when I was at leisure I
would glance at this window and it became
such an eyesore, I asked the professional
if he would mind if I dressed it and re-
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e — arranged his store. He gave me permis-
INCREASED MEMBERSHIP sif)n and I_ went to \\'()1~!{ and 41_1‘esse(] his
window with the snappiest golf togs and
clubs he had. The effect was immediate.
The bulk of the members were wealthy

Easterners who came West with the idea
| B ey e i eopompehp arse i ||  Of PUYIDE golfing supplies suitable to the
every delail is closed—a reputation built on a strong climate and they started to buy at the
“Jollow through.” club shop. The window did the talking
for the summer and the receipts took all
H. D. MINTURN CO. of a 30 per cent jump and maintained it
(Nationally Known) b

410 North Michigan Avenue for the season.

CHICAGO, ILL. A good display not only informs the
L3 | members what you handle but it suggests
some other article they might need and
they are never adverse to stepping in the
store and inquiring. And when they are

Léionard Macorr;ber# sometimes in too much of a hurry to stop

before play a momentary glance at the

brings

i NEW LIFE TO YOUR CLUB!

An experienced company is ready to financially strengthen
your club either through increased membership or im-

Correspondence Inviled

(Incorporated)

s 5 window makes an impression that will
Designer and Builder of Golf Courses neg S L X <0
! : sometimes bring them in after they finish
(Sixteen years experience) heir =t S AT 0. all o8t h X
At present constructing the F‘UT gdmf. £ in all, at m") cost, the ])1.0-
following courses: fessional is able to keep his members in-
Mission Hills Country Club Cedardell Golf Club formed as to their needs through the
Northbrook, II1. Plano, 111 5t £ th S fdowiiioriay
Biltmore Country Club Drumlins Golf Club Hoey Ul _0 PHERWALAON s (,]' Dlay:
Barrington, 11l Syracuse, N. Y | Then into merchandising comes person-
Euclid l‘{)nlls lenll"y Club ‘I‘!vqlls-Ey.e Country Club | ality. Any professional can sell his game
rland, TII. iscansin Rapids, Wisc, or his teaching ability to a club but they
[ 30 No. Michigan Avenue both count for but little in the merchan-
| Dearborn 3590 CHICAGO

dising end if his personality is not pleas-
ing. Evidence of this will be easily shown
in his personal service to members but
—— — further accentuated by personal appear-

\ | ance and the neatness of his shop.

; GEORGE DA VIES 3 That is why I stress neatness in person
and carry through the same idea in regard

‘ GOLFagg%%??S?ggg{fggTURE 1 te shop and display of merchandise. Show

i

|

Adtios Giten 0N Y sy Trotbias me a slovenly dres.se('l professional and I'll
- — show you a shop similarly dressed.

Headquarters: BIG SPRING G. C. To successfully retail golf stock the pro-

Homig‘:ig;?ﬁ:: }(Zeomst}'cllh’z AV. fessional must make the store a large part

. i gt of his value to the club and be proud of

the fact. In some ways it becomes a vital
part of his position for it offers a close

x 0 contact with members which could not be
Amerlcan Park Bullders obtained otherwise and gives them an in-

} GOLF COURSES PLANNED ‘ sight as to what manner of man you are.
} s - If your dealings with them are honest, you
|

and get good honest returns. If you are con-
1 BU."‘T COMPLETE. ( siderate, they are considerate of you and
201 E. Ontario St. Chicago, III- your business does not suffer because of it

—— and so on down the line. The golfing pub-
lic is a big market. A professional can
S Ta S A oW i either consider his store a thing separate

TRACTOR WHEEL SPUDS from himself or a sideline and disregard

The R. H. (WEAR-WELL) SPUD the opportunity it offers or as the wide
| Squarc Shoulder, Easily Removed, Wcars awake pros of tod?.,v are doing—get into
I Tilke Blorse Shoe Calks. Sample on request. the harness and with good common sense
| State make of tractor used. ideas in merchandising get the revenue
‘ I is waiti for them in this branch of
| R. S. HORNER, M.F. G., Geneva, O. ||  113¢ '8 Walting for RRURIACIER

______ the profession.






