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GOLFDOM 

belabor them with enthusiasm, alacrity and 
assiduity, when, out of arrogance and de-
structive meaness of their little souls, they 
drive the bail off a green, work deter-
minedly to break a flag-pole, ignore deep 
and destructive divots they have dug, wreck 
ball-washers, shout maniacally, drive into 
players ahead, and then come into the 
clubhouse and inform you that your course 
is punk and ought to he sowed to oats or 
buckwheat ? 

"How can we liquidate this acute, tri-
angular pain in one of our large, promi-
nent spheroidal surfaces? Who'll suggest 
something?" 

" IT 'S INDISPENSABLE!" 
These a re the o f f - r e p e a t e d words by 

smar t g reensmen who f o u n d out it d idn ' t 
p a y +o t ry to 'get a long ' wi thout a c o p y 

GOLF COURSE 
COMMON SENSE 

By G. A. FARLEY 

$0oo 
Formerly (4,00 — NOW 4 Postpaid 

This valuable and practical guide to success-
ful greenkeeping explains, in detail, the meth-
ods of the country's foremost greenkeepers. 
And the book only recently had its price cut 
by exactly 5 0 % — t h e first pricc cut since it 
was written—so it is more than ever the out-
standing bargain-buy for those connected in 
any way with golf coursc maintenance. A com-
plete manual of greenkeeping in simple, usable 
form; each chapter is rich in working in-
structions. 

PARTIAL TABLE OF CONTENTS 
Soils, Fert i l izat ion and Growth . 
Grasses. Fairways. Hazards. 
Tees. Putt ing Greens. 
Topdressingt and Turf Repair. 
Weeds and Diseases. 
Equipment and Supplies. 
Greenkeeping In the South. 
Gol f Course Trees. 
Drainage and Water Systems. 
Birds, Animals and Insects-
Keeping Course Records. 
Growing Choice Flowers. 

Order your ropy today- You'll have n tout head 
Ilarl on licking those tur! problems Ihnl haw 
reused you » many headaches in the past. 

G O L F D O M BOOK DEPARTMENT 
14 E. Jackson Blvd. Chicago 

Bonnie Briar "Sells" Club 
By Smart Promotion 

A C O N S I S T E N T L Y successful job of 

'sel l ing' the club lo the members has 

been the good for tune of the (tonnie Br ia r 

CC in Larchmont , N . Y . N o sma l l share 

of this accompl ishment is credited to the 

fine hand l i ng o f cluh publ ici ty, and to the 

i n format ive , lively c lub hul let in, the 

Bonnie Itr iar News, ra led a m o n g the heat 

club organs in the country, Frank M . 

Wal lace, Bonnie Br ia r manager , tel ls in 

the fo l lowing words how members at his 

club go about the very impor tan t job of 

keeping ihe membersh ip 'sold* on the at-

tract ions their club offers. 

For many years the board of governors 

at Bonnie Br iar has been aware of the 

importance of good publicity in connection 

with "sell ing" the club and its activities 

to the membership and the community 

which surrounds the property. 

In common with most of the other clubs 

in Westchester county, there are several 

reasons why constant promotional efforts 

are necessary. F i rs t of al l , as a "commu-

ni ty" club, whose members live wi th in 

a three to five mile radius, Bonnie Briar is 

indeed a second home the year around . . , 

and the only disadvantage this presents is 

that we must not allow the membership to 

think that their club is anyth ing other 

than always "a l ive" and interesting to 

drop into. Also, the club is located near 

other nice clubs, and is only a short drive 

from New York City , so that we are faced 

with the competition o f pleasing distrac-

tions easily available other than those be-

ing offered at the cluh. 

H a s Young i sh Membersh ip 

Another thing, our membership aver-

ages less than 45 years of age, which 

means that they are active constantly and 

have many distractions aside from club ac-

tivities; therefore we feel we must "sel l" 

each function several times with plenty of 

advance copy to make it register. This 

results in our getting reservations, which 

are important in assisting the operator to 

plan his expense. 

The club's promotional literature is pre-

sented in four forms. The Bonnie Br iar 

News is a 4-page bulletin published about 

9 times each year and is timed " i n season" 
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P R O S : Your Profits for 1940 

ore in ffce hands of your members 

p a r g l o v 

* protects your members' 
tender hands, improves 
their grip and their 
fame, keeps 'em hanpy 

rom start to finisn— 
and that means more 
business for your shop! 
P A R G L O V S are self-
sellers with a good mar-
gin of profit. Attractive 
counter display carton 
invites members to try 
them on—and the guar-
antee behind them is 
they're, by far, the 
world's most popular 
golf glove with leading 
pros and amateurs. 

The P A R f i L O V l i n e tor 1940 Is the finest 
And most oompteta ever offered t h e jrolf p r o 
t rade , <rf;t set for P A R G L O V ' H henvy enr ly 
reason d e m a n d — o r d e r you r s u p p l y t oday , 
e i ther d i rec t , o r f r o m your dea ler . 

T H E K. L. B U R G E T T C O . 
Peoria, III. 

to reach the membership weeks before 
an important holiday or major event. In 
addition to furnishing a means of present-
ing promotional material at length, we at-
tempt to foster good-will by inserting 
snapshots of members about the clubhouse 
and at club functions, which together with 
chit-chat about personalities is basically 
flattering, This organ is edited hy a mem-
ber of long standing whose business bor-
ders on the advertising sphere, and there-
fore the material has an original and 
rapier-like quality. 

GOLFDOM 

In connection with our four or five ma-
jor social functions, we issue a broadside 
with an intr iguing "cut-out" for a cover, 
which hits the membership at first glance, 
and from experience, is a most effective 
reservation producer. For follow-up pur-
poses, timed to reach the membership on 
the Friday preceding the affair in ques-
tion, or for lesser functions, we use a 
French-fold announcement, in colors, to fit 
a No. 10 envelope. 

In order to keep the club before the 
membership during the winter months, we 
use a pre-vue announcement in a French-
fold and colors, which together with cards, 
which fit a envelope, to advertise spe-
cial dinner and cocktail dances, permit of 
a reasonably priced publicity schedule to 
keep 500 families thinking about their 
club. Thus the year around the member-
ship receives better than two publicity 
pieces a month. It is therefore necessary 
to use ingenuity in connection with the 
forms, type face, artwork and the text to 
avoid ' typing" our announcements. 

As regards text, all announcements are 
informal in language, and if the social 
function is in costume, as for instance, the 
annual barn dance, the text may be in 
appropriate dialect. We feel that since 
our members live and work in an atmos-
phere of constant bombardment by the 
efforts of the best writers in sales appeal, 
that anything we could produce in formal 
invitation would be second rate-reading. 

Finally, you can see that instead of 
budgeting our publicity for the year, we 
have found it more effective to apportion 
this expense to the function at hand, and 
in the final result the publicity is directed 
to making a success of the particular bus-
iness at hand, instead of being only a part 
of a regular schedule. This way, the mem-
bers get many more encouragements to 
"drop into" the club. 

f / ) M ' N E W POWER SPRAYER 
i ^ FOR T R E A T I N G AND 
FERTIL IZ ING PUTTING GREENS 

M f C U I N H Y D R C M I X E R 
A real inenpeuiivr power »prayin( Mitfit ia rniw votirs for I 

applying rhrmiral i and fertlltiera, Fa i lea l equipment m t toM I 
Everybody known lhe l lvd™.Ml ier from nuu l t<i rout 
net I hip rompkle low roat Power Oulftl or arid a Power ( n i l I 

fo jour preacnl hand Hydro-Mixer. 

Nothin* tike tbe Mrl'lain Power Hydro-Miicr lot -tw«t ami 
rffiriency. Treat! entire Creen tn 10 tu IT. minute*. l-atmr p u r I 
Orally eliminaled. W orV. on any preuurt . [t i iplaro ohHlele 
and htfh prirtd spravtn* rl(> everywhere. R u m whole day on 
few cert* worth ol raiotifle. Perfect cootrot l i t operatiua. I 

l ow price Win t a i u (IM. Write (or literature 
McCLAIN U O T M I M COMPANY. CANTON. OHIO 


