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Pro 

CHANGE WITH THE TIMES 
By Herb Graff is 

I T ERE are views of the pro merchandis-
ing situation as seen by a man who 

makes a big income as a marketing advi-
sor to big business concern*. He gets 
around lo quite a few golf clubs in differ-
ent parts of the country as a guest, and 
helongs to one in the New York metropoli-
tan district. 

H e and I wen t ou t to l unch one day . I 

s tar ted te l l i ng h i m abou t some of t h e busi-

ness p rob l ems o f the pros . Then he to ld 

m e for three hours . 

Excep t i on m a y be t a ken , b y pros , t o the 

va l i d i t y o f some o f th is m a r k e t i n g expert 's 

s t a t emen t s . However , a l l o f h is op in ions 

are wor th the cons iderat ion o f the thought-

f u l p ro . 
» » * 

P ros a re in a f a s t c h a n g i n g bus iness 

( t he me r ch and i s i n g a u t h o r i t y b e g a n ) a nd 

a re very m u c h exposed t o t he r isk of fa i l-

i n g i n the i r j obs unless they keep con-

s t an t l y s t u dy i n g t rends . 

F o r i ns tance : The t rend u p t o abou t 

e i g h t years a g o was such t h a t " p a t r o n i z e 

the p r o " was a good l i ne to use. The p ro 

was looked on s o m e w h a t in the l i g h t of a 

f a m i l y reta iner . The c l ub i tse l f was con-

sidered m u c h a s a f a m i l y propos i t ion . 

There fore , t h e m e m b e r fe l t tha t in l imit-

i n g h i s go l f purchases t o h i s p ro he was , 

i n a way , he lp i ng t o s u p p o r t h is own f am-

ily. I t p robab ly cost mo r e , b u t i t was a 

gen t l eman ' s t r ad i t i o na l d u t y . 

Memher ' s A t t i t u d e H a s Changed 

S ince the depress ion began tha t a t t i t ude 

has changed a t m a n y c lubs . M e m b e r s a re 

to ld " y o u shou ld s u p p o r t t h e p r o . " They 

ask " w h y ? " The m e m b e r has been hav-

ing t roub le s u p p o r t i n g h imse l f in the sty le 

t o wh ich he has been accus tomed . He may-

have been ab le to re ta in h is c l ub member-

sh ip on ly by exercise o f t h r i f t i n some 

o the r d irect ions. H e fee ls t h a t he owes to 

no one the ob l i ga t i on o f s pend i ng money . 

O n t h a t accoun t , the p ro appea l should 

be swi tched f r om the plea " s u p p o r t your 

p r o " t o the h e l p f u l sugges t i on " y o u r p r o 

serves you be t te r . " I n each deta i l o f t h e 

pro 's p r i n ted or persona l adver t i s i ng , the 

idea should be p u t across t h a t b u y i n g 

f rom the pro assures the purchaser most 

sa t i s fac tory r e t u r n s for h is money . Any-

business so l i c i ta t ion by the p ro based on 

the s y m p a t h y t h eme is out o f d a t e , and 

weakens the pro 's pos i t ion a s a depart-

m e n t head. 

The club m e m b e r does no t feel t h a t h e 

h imse l f requ i res any s ympa t hy , a nd he 

doesn ' t feel a ny shame , w h e n he buys 

f r om a store ins tead o f f r om the p ro . I t ' s 

sheer s tup id i ty f o r a pro to scorn o r t ry to 

h um i l i a t e the m e m b e r w h o h a s b ough t 

f r om a store, observes t he m a r k e t i n g 

counselor . I n t h e first place, t h e p r o alien-

ates someone who is b uy i n g , regard less 

f r om whom . W i t h the per c ap i t a b u y i n g 

of g o l f p l a y i n g equ i pmen t low e n o u g h , it 

obv ious ly is unw ise f o r any p ro to dis-

courage t he t r ade of anyone w h o has 

g i ven evidence o f t h e b u y i n g hab i t . 

Pro's Method May Back-fire 

Secondly , un less the p ro hand l es such 

cases d iscreet ly t h e membe r w h o h a s 

b o u g h t e lsewhere n o t on ly wi l l s tay away 

f r om t he pro , b u t w i l l become ac t ive in 

s t ee r i ng o the r bus iness a w a y f r o m the 

pro . I f the pro adop t s a " g e t e v e n " pol icy, 

so m a y the m e m b e r . 

I n such cases the pro is i n a be t t e r po-

si t ion than the store m e r c h a n t because the 

p ro can see who ' s b u y i n g w h a t , a nd 

p r o m p t l y revise h i s stocks or bus iness so-

l ic i ta t ion me thods accord ing ly . The mer-

chan t s cou ld m a k e such discoveries only 

by lucky acc ident . 

A discreet show o f in terest in t h e new 

purchases and an equa l ly d iscreet presen-

t a t i o n — n o t b u y i n g solicitat ion—-of pro 

merchand i se c ompa r ab l e in q u a l i t y w i t h 

the store merchand i se and be t ter i n fitting 

o r pr ice, shou ld be made . A b o v e a l l , the 

p ro m u s t no t act sore, o r pou t . 

A f r i end o f m i n e go t a b a r g a i n set of 

c lubs at a store. H i s pro ha ted to lose the 

sa le , o f course, b u t he was sma r t enough 

no t to show it . The pro sa id to m y f r iend , 

" t h a t ' s a nice l ook i ng set o f new clubs 

you h ave . " M y f r i end to ld a bou t need i ng 

some new clubs a nd be i ng unab le t o resist 

the advert ised b a r g a i n . H e to ld the price. 

" T h a t ' s 0 . K . ; I cou ldn ' t come w i t h i n a 



3,3 

32 GOLFDOM 

Many bulletins of help to prot end club offi-

cials who have problems of golf promotion art 

available fro* from tha American Golf Institute, 

IT flea km an St„ N. Y. Tha American Golf In-

titule Is Spalding's organization for goif devel-

opment and is headed by Bob Jonas, 

Ona of th* most recent publications of the 

Institute is a booklet "G roup Instruction In Go l f " 

written by Jonas and Harold E, Lowe, assistant 

professor of physical education at Columbia 

university. It Is something that will b * a valu-

ab l* aid to pros who are teaching groups at 

schools, offices And factorial. 

• 
half-dollar a club of that," the pro cheer-
fully admitted. The half-dollar price rath-
er surprised my friend. A saving of $4.50 
wasn't enough to interest him. He'd signed 
checks for drinks and lunches totalling 
more than $4.50 before he'd started to play 
that afternoon. 

" I like these blades, too," the pro re-
marked, I began to wonder about the pro 
myself. It listened like he was building 
up a competitor's merchandise too strong. 

The pro waggled the shafts of all the 
clubs except the putter. "Good clubs for 
the price, these are," he said. "Say if 
you want a little tip on how to use them, 
you might try aiming your shots to the 
left. These shafts are about right for 
powerful wrists like Tommy Armour and 
Johnny Revolta have, but they're too stiff 
for your swing. I'm afraid you'll slice." 

My friend replied; "Afraid 111 slice? I 
sliced all over the lot this afternoon." 

"That's too bad. I see you knicked the 
sole of the mashie, so you can't take the 
clubs back and exchange them for some 
that would fit you. Well, so long. Good 
luck," the pro concluded cheerfully. 

This friend of mine never could use 
those clubs after that. The psychology, 
as well as the shafts, were against him. 
He learned that the pro's advice in buy-
ing golf equipment was worth money. He 
sold himself on doing business with the 
pro. 

A v o i d H i g h P r e s s u r e M e t h o d s 

Another friend of mine is scared of 
high-pressure selling of the pro at his 
club. "I have two boys, one 11 and the 
other 14," this friend told me, I would 
like to have them playing golf but I don't 
want to start out buying them even $20 
worth of clubs apiece and have them 
outgrowing the clubs in a few years. They 
ought to be able to start with old clubs 
of mine, cut down. 

"But I know if I ask our pro to do this, 
he will give me a fast solicitation on how 
such clubs won't be right for the kids 

and why I should buy them proper sticks, 
and I won't be able to do anything but 
kick in. So my kids are not playing golf. 
The pro isn't looking ahead. He ought 
to know that after kids get started it 
won't be long until they put pressure 
on their old man to buy them new clubs 
for Christmas presents or birthdays," 

Such cases are frequent around golf 
clubs. Almost every night the successful 
pro can learn a lot by honestly review-
ing his selling work of the day. Almost 
every action and word of the pro at the 
club has some relation to his selling, 
either of his services or his merchandise. 
The pro must keep examining himself 
frankly for errors of omission and com-
mission. Neither he, nor anybody else, 
can escape the dangers of changing con-
ditions. 

There is a reminder of the necessity 
of changing methods with the times when 
one tries to think of business organiza-
tions that were leaders 40 years ago, and 
who retain their leadership today. There 
are very few such in the entire country. 
Golf is changing about as fast as any 
other business, and if the pro wants to 
protect himself against being left out 
on a limb, he must study to anticipate 
developments. Nobody can do that job 
for him. It is an individual task and 
already is showing the survival of the 
fittest in pro golf. 

Dating Clubs Boosts 
Shop Sale Totals 

A N E W E n g l a n d p r o s t a r t e d e x p e r i -

m e n t i n g t h r e e y e a r s a g o w i t h s t a m p -

i n g y e a r o f p u r c h a s e o f c l u b s i n s m a l l 

figures o n t h e s o l e p l a t e . H e h a d l e a r n e d 

( h a t o n e r e a s o n h i s m e m b e r s w e r e k e e p i n g 

c l u b s i n p l a y s o l o n g w a s t h a t t h e y d i d n ' t 

r e a l i z e h o w o l d t h e i r c l u b s w e r e . 

He says he's already begun to see good 
selling results from his idea. He points 
out to players, in casual conversation, that 
there are about 500 changes annually in 
head, shaft and other parts of clubs de-
signed and constructed by leading manu-
facturers. This mechanical improvement 
together with the change a few years' 
effects in the physical system of the club 
user, make it logical for the player to buy 
new clubs every three or four years. Now, 
the average life of clubs used by private 
club players is almost six years, according 
to a survey made with the cooperation of 
approximately 150 pros. 


