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at the task with intense earnestness. The 

matter of collective buying, national ly or 

by sections, continues to be in the pro 

headlines. Just how this Is to be handled 

ia still, apparently, a di lemma to tbe pro 

chiefs although several plans that are In-

teresting and sound in many details have 

been proposed. 

The At lanta meeting probably will be 

unusually productive In definite action for 

the golf club, and manufacturers wi l l be 

holding sessions of their own while the 

pros are in conclave. Tbe opportunity for 

both factors going into a huddle and com-

ing out with the signal tor the right play 

never has been afforded before. It is the 

main plank in tbe pro platform that since 

they do the majori ty of the country's golf 

business they can't see why they can't get 

thetr buying arranged In some way that 

gives them an even break with the store 

buyers who may buy in larger quantit ies 

individually, but who are decidedly in the 

minority when the totals on golf goods 

sales are added up. 

It is high t ime that each pro who has 

any problem that be believes fs in line for 

action at the Atlanta meeting so advise 

tbe representatives of his section. GOLF-

DOM will be glad to devote all editorial 

space necessary to putt ing forth pro ideas 

in order that they will get the benefit of 

the entire field's thought prior to the ses-

sion at Atlanta. 

Boys, if you have an idea for the good of 

the cause or something to get off your 

chest, now Is the t ime to bring It before 

your fellow workers. 

Ironing Out a Credit Matter 

In the course of a year we do a lot of 

business with pros. A good part of the 

business fs in the shape of classified adver-

tising for fellows who are looking for jobs. 

A man out of a job might be considerea 

a bum credit risk but GOLFDOM'S losses 

in this respect dur ing the magazine's en 

tire history have been less than the cost 

of a box ot cigars. We cite that fact In 

nai l ing tbe lid on the coffin of the dead 

dope tbat the pro Is a questionable credit 

risk. 

We are actually sold on the idea that 

tbe average pro is Immeasurably a better 

credit risk than any other class of small 

business operator lhat can be called to 

mind. For this we take some of the credit 

along with the P. G, A., as we have con-

O O L F D O M 

stantly been pounding away on the im-

portance of good credit to the pro. 

The manufacturers have some plain du-

ties in helping the pros make the credit 

situation as near 100 per cent perfect as 

humanly possible. The other night at a 

pro meeting a young pro, a good, bright, 

ambitious one, delivered himself of this 

statement: 

"Why pick on pros about credit when 

we bear tales of manufacturers who help 

a pro who is into them get a good job so 

ha can square up his account? The fellow 

who keeps his bills discounted doesn't get 

a fair deal, so what incentive has he to be 

A l credit?" 

We doubt that anything like this has 

happened for some few years past, but tbe 

evil that men do lives after them, etc., and 

it's strictly up to al l manufacturers to 

make their positions In this respect per-

fectly clear to the pros. 
• • » 

Here's a stunt that it wouldn't hurt pros 

to adopt. The Idea has good merchandise 

advertising value and in addition, for the 

pro, tbe more of his members he can-get 

practicing, the more of them he will get 

for instruction. The idea shows how anxi-

ous stores are to get business that should 

be the pros'. 

The premium Idea, as set forth by Sport-

ing Qoods Dealer, ts set forth thus. 

"An Inexpensive stunt which has pulled 

in sales for Volk's, Inc., a sporting goods 

firm of Miami , Fla., is the distribution ot 

300 golf ball bags. These were attractive 

canvas sacks, seamed at the sides and 

made n ine by six laches In size. They 

were closed by a draw-string at the top. 

These bags were made by an awning com-

pany In Miami at a cost of 15 cents each. 

"The bags were not given out at the 

store. Instead, tbey were distributed to 

every member of tbe Miami G. & C, C„ 

Huts reach!UK many prospects who might 

not come Into the store. 

"Tbe little bags were stenciled by O. C. 

York, partner in Volk's, Inc., with a car-

toon figure of a golfer mak ing a bad drive 

and a caption, " Improve your drive." 

Then, in an unobtrusive way which in no-

wise destroyed the attractiveness of the 

bag, the name "Volk's" was stenciled fn. 

"Tbe bags are especially handy In prac-

tice as they hold two dozen golf balls and 

the golfer can bring them up to a tee and 

empty them there while he practices. The 

bags also were useful to hold the balls In 

a locker. They keep tbe balls together 

and save tbe annoyance of balls rolling off 
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and becoming lost. 

"Because the bags were so useful they 

were constantly In evidence at the country 

club all dur ing the golf season and Volk's 

noticed an increased business from coun-

try club members." 

• * » 
Joe Itosenian, a past president of the 

Ill inois P. G. A., handed out a good bit of 

advice to the boys at a recent meeting of 

that organization when he counseled the 

pros to exercise more care in the replace-

ment of divots. Joe pointed out that cluhs 

are not as cordial toward tournaments as 

they used to be, and advanced as a lead-

ing reason for this ice on the welcome mat 

the indifference of many pros and star 

amateurs to the preservation of good 

course condition. 

The pro, Joe maintained, should set the 

example for al l the rest of the players 

for he has more of an interest in the ex-

cellence of course condition. The admoni-

tion was received with lively applause hy 

the pros, many of whom frankly acknowl-

edged the impeachment. 
* * * 

Editor and Publisher, the business Jour-

nal that goes to newspaper men, hands out 

the following idea to editors. It's some-

thing that gives pros a tip on how they 

can get some good publicity for their clubs 

and members. The hunch says: 

"Golf is rapidly becoming our national 

pastime. Considering the interest taken 

in the game and the number who partic-

ipate in it, 1 don't th ink that most sport 

pages give it enough attention. Why not 

arrange with the pro or manager at each 

course in your section to notify you once 

a week as to the best score made that 

week and the name of the player? It 

would make an interesting feature."—Don 

J . Wellenkamp. 

Flop of "Trojan Horse" Worries 

Its Rider 

DI SCLA IMING that the ambition is to 

take the golf goods business away 

from the pro and have it go to the sport-

ing goods dealer, Sporting Goods Illus-

trated, whose attack on the pro as "a dirty 

competitor" was commented on in last 

month's Got.MOM, now comes to the tee 

wi th the statement that the Jllust>-ated's 

story had the object of bringing outfitters 

and pros Into closer harmony. 

May be so, but i f references to the pro 

as a "dirty competitor," who " is kept poor 

by gambl ing" and who "must drink with 

every member," are friendly words and 

give evidence of a noble Intent of a rosy 

future planned for the pros, then we are ' 

all wrong In our understanding of Eng 

lish. 

The Illustrated headlines Its comment 

on GOJ.FDOH'S defense of the professionals, 

"Pro Paper Objects to Co-Operative Plan." 

Then follows a second-deck head, "Brands 

Dealers Price-Cutters; Says Pros Are Best 

Credit Risk," to which it adds the display ( 

comment, "Other Humorous Claims." 

Let Gor.rnoM again make itself perfectly 1 

clear in this matter. We are suspicious 

of any attempt to work the old Trojan 

horse trick on the pros, and that's what 

the Illustratess suggestion amounted to. 

Why shouldn't the dealers wan t the pros 

to go out of the golf goods market, as the 

pros have made and control this market 

right now and are getting stronger all the 1 

t ime? Why shouldn't anyone desire to 

lure a commanding competitor out of his 

rightful business and leave it to the man 

who didn't build it? We can't blame the 

dealers for wanting to do this, for it is 

elemental human nature. But just as long 

as we are speaking for the vast majority 

of the really representative professionals 

we are going to warn against this invita-

tion to give up the shop profits and he-

come content only with what a pro gets 

out of instruction. If that is co-operation, 

as the Illustrated plainly maintained it so 

considered such a surrender, then it looks 

like the th ink ing professionals can't be 

expected to co-operate. 

Pro's Pride in Course 

Pays Greenkeeper 

CO-OPERATION between the pro and the 

greenkeeper is very essential. The 

pro, with his usual superior knowledge ol 

how the course plays, is usually able to ' 

give many suggestions of help to the green- , 

keeper, and wise is the greenkeeper who 

can take these suggestions and appreciate 

them. Too often docs the greenkeeper act 

as if he thinks tbe pro is attempting to 

"boss." Too little does he realize that ail 

good pros are proud of the courses with 

which they are connected, and desire to 

have them free from criticism. The best ( 

greenkeepers are true diplomats, and can 

listen with interest to all suggestions and 

advice and use what is helpful, with thanks 

for the giver.—New England Greenkeepers' 

Newsletter. 


