
4 pensation thereunder from the club, or of 
bringing an action based on negligence 
against the person responsible for his in-
jury. But he could not pursue both reme-
dies. 

As to injuries to passersby upon a high-
way, the club's liability would seem to de-
pend upon whether or not its method of 
maintenance constituted a danger to the 
public. If it did, as in the English case 
reviewed, the club might be held liable. 
But, in the absence of such a showing, 
the injured person would have recourse 
only upon the one directly responsible for 
his injury. 

Pros Today Must Protect Players, 
Manufacturers and Themselves 

By THE ROAMER 

DURING THE past three months the 
writer has made contact with many 
of the golf professionals in Illinois, 

Wisconsin and Minnesota, and opinions 
"were unanimous and uncomplimentary 
about certain manufacturers of compara-
tively recent origin whose policies seem 
to have been made by the production de> 
partment, with a view to maintaining 
schedules, instead of by officials interested 
in securing a place for their companies in 
the economic firmament. 

In one section, a well known ball was 
being peddled to business men in their 
places of business, and players in another 
section have worked out a " sys t em" of 
"col lective buying" which enables them to 
obtain golf balls at wholesale prices. In 
another section a fairly well known make 
of golf clubs can be purchased at whole-
sale prices by any one having the price. 
In some places golf goods of wel l known 
makes in the department and cut rate 
stores are quoted at prices paid by the 
pro for the same goods. This is under-
mining the business in a manner that is 
bound to prove a boomerang and have the 
opposite effect than the one intended of in-
creasing sales volume. 

Some of these manufacturers are ap-
parently out to get the " e g g " and " t o hell 
with the goose." They apparently regard 
the professional as a necessary evi l rather 
than as a mainstay to the game and with-
out whom golf courses would soon fal l into 
disuse for lack of membership interest and 
development. 

It must be apparent to any one capable 
of thinking that the time will never come 
when golf skill wi l l be acquired by any 

GOLF BALL 
Y o u r customers and pupils have tried the 
Nor th British Go l f Bal l and have seen it 
advertised. T h e y know that its true center 
and special cover-to-core attachment enable 
it to recover ful l sphericity the instant after 
impact. Particularly va luable—and hence 
particularly prof itable—in the new sized 
ball. P leased players are g lad to pay the 
dol lar price for this fine bal l . T h e greater 
distance of North British balls is sure to 
please. T h e y are made with either surface 
marking. T h e attractive box makes an 
excellent display. 

Made by The North British Rubber Com-
pany, Ltd. 

Castle Mills, Edinburgh. Scotland 

D I S T R I B U T O R S 

NIBLETT-FLANDERS 
C O R P O R A T I O N 

15 Berk m a n Street New York City 
Telephone: BEEKMAN 3-4598 

FIGHT! 
THE CUT-RATE RACKET 

BY SELLING 
Simplex 

Nine Dole Golf Tees 
Sold Exclusively to 

PROFESSIONALS and CLUBS 

Our Policy: 
Highest Quality 
Biggest Profit 
Retail Protection 

D O N ' T FOOL Y O U R S E L F B Y 
SELL ING TEES M A N U F A C -
T U R E D T O D R I V E Y O U R 
BUSINESS T O C U T R A T E 

STORES. 

Write for Prices and Samples 
Today 

S I M P L E X M A N U F A C T U R I N G C O . 
B O X 384 E V A N S T O N , I L L . 



WOODS 
I ROMS GOLF BAGS 

AND AC-
CESSORIES 

built {or the jobs 
they're to do + + + 
exclusive r/f e signs 

BTN 
BEST IN GOLF 

SUTCHART-NICHOLLS CO. SPRINGDALE. CONN. 

Pacific Coast Distributors, Curley-Bates Co., 

San Francisco, Los Angeles, Seattle 

I R - G E C H A R AC 
ruf: 

A * \ 

s M A L L C H A R G E 

F U L N A M E is the only method 
of B A L L M A R K I N G that will 
give all your players the habit. 

It's a good habit—and it pays 
the Pro. 

Let us tell you how to 
get a Marking Machine 

FREE. 

THE FULNAME CO. 
(Est. 1914) 

C I N C I N N A T I , O. 

other method than by teaching and that * 
a lone makes the fu ture of the gol f profes-
sional secure. Revenue f rom the sale of 
gol f merchandise is as much a part of the 
pro's income as the money paid h im in 
salary by his club. I f the pros' income 
f r om the sale of merchandise is reduced 
due to lack of appreciat ion by club mem-
bers, apathy on the part of club of f ic ials < 
and short-sighted policies of inexper ienced 
manufacturers, one of two things is bound 
to happen. H e wi l l either have to have a 
h igher salary or he w i l l be forced to find 
a means of ge t t ing the merchandise he 
sells under exclusive trade marks. 

P r i c e protection for the pros as we l l as 
the reputable stores is one of the v e r y 1 

serious problems fo r the manufacturers 
these days. 

T h e flourishing manufacturers a r e g i v ing 
the professional protect ion to which he is 
just ly entitled. Economic laws are car ing 
f o r those who min imize the pro inf luence. 

Th i s year wi l l go down in golf manufac-
turing history as a year of rather trouble-
some and confl ict ing policies. T h e execu-
t i v e who in 1930 pondered the question as 
to whether he should protect the pros ' 
interests or whether he should go out and 
" g e t h i s " by sel l ing the drug, hardware 
and cut rate stores wi l l no doubt have the 
answer by 1932. W i t h price-cutting becom-
ing tragic, the answer wil l undoubtedly be 
wr i t ten in red ink. I 

A s the professional becomes better or-
ganized he wi l l no doubt see the necessity 
of educating the public to the d i f f e rence 
be tween a can of tomatoes and a set of 
go l f clubs. A can of tomatoes is a can of 
tomatoes and with the same label i t is 
the same thing no matter where you buy 
it. A set of golf clubs however , fa l l s into 
an entirely d i f f erent category as a sales 
problem. If people w e r e all of the same 
mental i ty , physique, and development and 
ski l l in gol f could be acquired as easi ly 
as b lowing soap bubbles, then it might be 
possible to sell go l f clubs over a counter 
just as you would sell the tomatoes. A 
set of golf clubs has certain characteris-
t ics that f o reve r shut out this possibi l i ty. 

Select ion of a set of clubs wi l l a lways 
require the aid of some one with years of 
exper ience in finding out just what is re-
quired in each instance so that the em-
bryonic go l f e r wi l l ge t the r ight start. In 
go l f , as in many other things, this is the 
cheapest procedure in the end. I t is there-
f o r e ev ident that the professional is as 
secure in his business as any one can ex-



pect to be and all that remains is f o r him 
to get a fa ir share of the profits to which 
he is entitled. 

T o stop the de luge of cheap clubs, balls 
and other gol f goods with which the mar-
ket is inundated the pro must r emember 
one thing of v i ta l importance; particu-
larity must this be considered by the 
young pros who have less exper ience than 
the old t imers. W h e n a pro buys and dis-
plays on his shelves merchandise that is 
similar to products that are flooding the 
stores, he is g i v ing his approval to this 
lower grade merchandise and the pract ices 
that promote its sale. Wi thout the sup-
port of the pros, manufacturers of this 
junk wil l rapidly fade out of the picture, 
which wi l l be a good thing f o r al l con-
cerned; the pros and the first class manu-
facturers. 

Another ang le to this cut-rate business 
and one that escapes the attent ion of the 
average man is discovered when you find 
your members buying at the stores, goods 
that you are displaying on your shelves. 
Your member natural ly reasons that you 
approve of these goods and then makes 
his purchase in the store where he can 
beat your price. In other words you make 
the sale . . . the store gets the profit . 

If the wr i ter may suggest means to com-
bat the evi ls enumerated I would strongly 
urge the pro to work along the f o l l ow ing 
lines. 

1. Back up and support your organiza-
tion. N o unorganized business e ve r got 
anywhere. 

2. Back up companies whose policies 
square wi th the pros' interests. 

3. Blow a cold breath on any mer-
chandise that does not con form to the 
standards of the profession. 

o r 

LIVELY 
PROFITS 

MORLEY 
M O R L E Y 
B U T T O N 
MFG CO. 
PORTSMOUTH, 

NEW HAMPSHIRE 

Velio 
RE mr T E E S 

You've Seen This 
Record System 
The PGA Endorses It 

Know where you stand at the end of 
each day with this system of records 
designed by experts exclusively for 
Pro shops. A lifetime set of books— 
nothing to wear out or break— 

• Complete "books" in one binder 

• Easily kept by assistant—15 min-
utes each day 

• Stops small but irritating profit 

l M k ' - P R I C E 

$1211 
ostpaid e 
of Rocki. 

Originally designed for the U. S. 
Rubber Company as part of their 
famous "Pros, Players and Prof-
i ts" selling plan for golf profes-
sionals. A proved article, worth 
many times its cost. 

CROSSMAN & CLAYTON 
387 BROADWAY NEW YORK CITY 

T h i G R I P 

PYRATONECOUAR 
I S A LIFE SAVER 
FOR YOUR CLUBS 

I! 
You will cer. 

'.ainly like thia 
new Pyratone j 
product. T h e 
Pyratone Whip -
ping Collar Is 
used In place of 
string winding. 
It is adjustable 
to different 
sizes. It adds life and appearance to 
the club and prevents further unrav-
eling of leather at top. Your club 
members, Mr. Pro, will certainly want 
to snap up the appearance of their 
clubs with this good looking and use-
ful whipping collar. Here is a splen-
did opportunity for additional and 
profitable business for you. 

Professionals Write for F R E E 
Samples and Prices. 

PYRATOKE PRODUCTS CORP. 
557 W. Jackson Blvd. 

CHICAGO, ILL. 
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