
How Planning Increased 
My Pro Shop Sales 

The knack of in-
creasing business in 
the pro 3hop is not one 
of those things that 
"just happens." I have 
been able to show an 
increase in business of 
close to 25 per cent 
over each succeeding 
year for the past three 
years. My sales today 
are 400 per cent above 
my first year at Tarn 
o'Shanter. Credit for 
success of this kind 

can be attributed in part to the times, but 
in the main it depends upon: 

1. Planning. 
2. Selling quality products. 
3. Adoption of a sales policy person-

alized selling. 
4. Enthusiasm, 
!j. An incentive plan for employees. 
6. Budgeting sales. 

I confess I have pessimistic moments 
when I have doubts about my being able to 
equal the past year's record or even ap-
proaching it all of us have similar mo-
ments. It is time to start taking inventory 
when such doubts arise and begin planning 
ahead on merchandise to be purchased, set-
ting up better displays, improvement in 
selling and jott ing down new ideas. 

Quality has no substitute. Top pro line 
golf merchandise can be the basis for per-
sonalized selling and good, conscientious 
salesmanship can make sales. I want every 
customer to feel that his huy in my pro 
shop is the best buy he can make anywhere. 

I have made it a policy to guarantee alt 
merchandise sold from my shop and I find 
that builds up business decidedly. It en-
courages customers to tell their friends of 
the treatment they receive if equipment 
they purchased is not up to what they may 
have expected and they have been able to 
return it or exchange it with reasonable 
adjustment. 

Keeping in close friendly touch with the 
members gives the pro an advantage no 
other salesman has and leads to sales that 
are genuine personal service. 

Keep "on top" of the member's game. 
The more interest shown, the more one can 

By W. C. "BILL" GORDON 
Pro, Tam o'Shanter, Chicago 

cash in on the contact. Don't wait for the 
member to tell you how he did- ask him 
how he played today - i t pays dividends. 
Take a customer out for a free short les-
son and g ive him some fundamentals which 
will help him improve his game. Person-
alized instruction with free tips gives a pro 
an opportunity to advertise and opens the 
way to sales. I find that by giving short 
free lessons I am not only continually get-
ting new customers but I get repeat sales 
as well. 

M a k e Shop C e n t e r of Interest 

Making the pro shop a center of activity 
will naturally develop sales opportunities. 
The good pro makes a point of building and 
maintaining golf interest, generating en-
thusiasm and winning friends in order that 
members will drop in after the game or 
during the evening. It takes concentration, 
ef fort and planning to get members Into the 
habit of dropping in but it pays off in sales. 
The pro who fai ls to arouse some enthu-
siasm about the game and draw his mem-
bership around him is apt to find himself 
"outside looking In" with little or no busi-
ness. 

My sales are better after 4 P.M. in my 
shop than any other time of the day. that is, 
the cash volume of sales Is greater and that 
is what counts, I find this time provides 
the greatest opportunity to sell. Then the 
player is generally at his leisure, looking 
around and off guard. 

Proper display of merchandise is essen-
tial. Every item will have a certain 
amount of sales appeal if displayed proper-
ly. But the most important thing Is to get 
the customer in the shop. Then treat him 
right and keep him happy. 

One feature of display that promotes 
sales in my shop is a rack in the center of 
the floor on which putters, approach and 
trap clubs are shown. It 's an idea I strong-
ly recommend to other professionals. 

Presenting the proper merchandise at 
the r ight prices, keeping it looking new 
and closing out shopworn items certainly 
go a long way toward promoting sales. 
However, plenty of stock will be left at the 
end of the year if the pro doesn't make a 



special point of cater ing to e v e r y member, 
if he doesn't spark them wi th enthusiasm 
and create a we lcoming atmosphere in his 
shop to keep members coming back aga in 
and again. 

G ive Shop Help Incent ives 

I t is foolish f o r a pro in a club of any 
size at all to a t tempt to do the j ob single-
handed. E v e r y employee, regardless of his 
job, should be wo rk ing w i th you as wel l as 
for you. G ive your shop men incentive l o 
constantly do a better job. Then they not 
only help themselves but they help the 
shop. A l l of m y assistants rece ive a good 
salary, room and board, and commissions. 
I think it is logical to assume a commission 
can't be g i ven on e v e r y sale no mat te r how 
small so I have set a base figure of $10.00 
above which commissions are paid. I f an 
employee sells three balls he ge t s no com-
mission but if he sells a dozen he ge t s five 
per cent of the sale. Commissions are paid 
at the end of the month. 

M y assistant who has cha rge of the club 
rack gets 50c on e v e r y set of clubs in stor-
age over 350, His commission on club 
cleaning this fa l l wi l l pay f o r his rai lroad 
t icket to Miami. In addition, if he has 
helped me put over a sale I pay his com-
mission in full. The more my assistants 
make the more I make and the better m y 
work ing force becomes. 

On the negat i ve side and a wise pre-
caution f o r every pro is this bit of advice 
which wi l l pay dividends in the long run. 
Do not high-pressure a member Into any 
sale. The less high-pressure sel l ing around 
the pro shop the bet ter the business wi l l be. 
Neve r let your first sale be the last. Make 
a sale that wi l l bring-the customer back. 

F inal ly , here is a t ip which many pros 
may have over looked; I know many of 
them start c leaning out the ir shops the last 
of August . Th is is a mistake. By budget-
ing my sales by the month I am able to 
keep work ing until the end of the year . M y 
September and October sales run about 30 
per cent of m y gross f o r the year . Las t 
Christmas my sales ran $3000 when m y 
shop was supposed to be closed. Merchan-
dise w a s on hand to sell, members dropped 
in, sales w e r e made, and goods del ivered. 
Of course, every pro operat ion isn't the 
same but I contend a lot o f business is 
" thrown out the w i n d o w " by not keeping 
on the j ob and wo rk ing a t it 12 months 
of the year . 

Al Ctucl 

W H I T L O W NEW HofA PRES. Hay Wh i t -
low, Topeka (Ks . ) C C recent ly was elected 
pres. Heart of A m e r i c a Greenkeeping 
Assn. V P elected is L . E. Lamber t , Oak-
wood CC. Dodson, Mn. Sec.-treas. is Chet 
Mendenhall, Mission Hi l ls CC, Kansas City . 
Mo. 

Why Al Ciuci's Shop 
Sales Increased 

At Ciuci. pro a t 
Fresh Meadow CC, 
w h o used to be one 
of the tournament 
stars is still s tarr ing 
in s h o p b u s i n e s s 
m a n a g e m e n t t h a t 
g e t s big vo lume b y 
serv ing members. 

A l ' s sales in 1947 
jumped over those 
o f 1946 and he says 
some of the reasons 
w h y a r e : 

1 .—Fluorescent l ights and new show-
cases that make merchandise look more 
appeal ing. F luorescent l ights put a lot of 
l i f e into cold looking merchandise such as 
go l f clubs. 

2 .—August sale that cleared out surplus 
stock of accessories. Y o u can't guess r ight 
all the t ime what ' s g o ing to sell fast , so 
m o v e the stuff and ge t your money back. 
These sales also ge t member rea l i z ing that 
he can pick up some g r ea t bargains a t his 
pro 's shop. 

3 . — L a r g e r stock and finer qual i t ies in 
accessories. You can ' t sell wha t you 
don't have. Members expect top qual i ty 
a t reasonable prices f r o m you. W h a t e v e r ' s 
in your stock that is better than can be 
bought e lsewhere raises your reputat ion as 
a merchandis ing author i ty on the j ob f o r 
your members. 

4 .—Blown-up pictures of star p layers 
f o r the shop. B ig pictures put some 
"punch" into shop display and prov ide an 
enl ivening change f r om the pictures gen-
era l ly displayed around pro shops. 

5. Added another teaching pro to fac i l i -
ta te good serv ice to the members. Get a 
good assistant and develop him as a mem-
ber of your t eam f o r serv ing the members. 
The bet ter the members are served by your 
staf f the more you' l l make, 

6.- A new line in sw imming pool acces-
sories. Surpr is ing how much the kids who 
swim wil l buy and charge on daddy 's ac-
count, But watch your lines care fu l l y . I t ' s 
a new field to you and you might g e t stuck 
by go ing too deeply into wha t you don't 
know about. 

7 - Change display on counter In center 
of shop each week. Fea ture a " spec i a l " 
every week. The looks of a pro shop m a y 
ge t so monotonous to members they ge t 
out of the habit of expec t ing someth ing 
new. Exper iment w i th changes of d isp lay 
so you'll a l w a y s be br ing ing your shop 
stock f r esh ly be f o r e members ' eyes. 


