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Many bulletins of help to prot and club offi-

cials who have problcmt of golf promotion ara 

available fr*» from tha American Golf Institute, 

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

titute li Spalding's organization for goif devel-

opment and it headed by Bob Jones, 

One af tha most recant publicatiam of the 

institute ii a booklet "G roup Instruction In Go l f " 

written by Jonas and Harold E, tow*, assistant 

professor of physical education at Columbia 

university, ft Is something that will ba a valu-

able aid to pros who ara teaching groups at 

schools, offices and factories. 

• 
half-dollar a eiub 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 hack 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 hoys, 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 cluhs in a few years. They 
ought to be able to start with old clubs 
of mine, cut down. 

" B u t I k n o w i f I a s k o u r p r o t o d o t h i s , 

h e w i l l g i v e m e a f a s t s o l i c i t a t i o n o n h o w 

s u c h c l u b s w o n ' t b e r i g h t f o r t h e k i d s 

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 t 

f i g u r e s 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' 
clFects 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 cluhs used by private 
club players is almost six years, according 
to a survey made with the cooperation of 
approximately 150 pros. 


