
Manufacturers Look With 
Professionals to 1950 

Some radical changes in club design 
promise new selling ammunition for pros 
in 1950, Part icularly are iron designs of 
leading manufacturers being changed 
with each designer having his idea of 
improved distribution of we ight for great 
hitt ing effectiveness and precision pre-
sented in the new clubs. 

One thing this certainly is go ing to 
mean is that the pros who didn't watch 
their stocks and close-out l ike other mer-
chants when the season got near Its end 
had better unload before the new clubs 
ge t on the market. Fel lows in the north 
have been doing a good job in lengthening 
the sell ing and playing season since the 
war. Closer watch of inventory also has 
helped make the pro position sounder this 
year. The boys who got loaded and in-
stead of holding to a firm purchase got In 
such bad shape they had to ship back 
clubs In lieu of cash may find those clubs 
being sold at cut-rate prices in 1950, f o r 
it's a cinch that the manufacturing mar-
g in on gol f clubs doesn't al low dumping 
returned clubs in the river. Some of the 
screaming about the close-outs that will 
be dumped through stores next spring 
wi l l come f rom pros who are responsible 
f o r supplying this competition. Par t of 
the fault can be laid to salesmen who may 
have overstocked pros. When the credit 
departments get through j aw ing the 
salesmen that performance may be 
diminished. 

However, everybody sells and buys in 
hope so some overstocking and slow-mov-
ing merchandising is inevitable. Pros, con-
sidering the stocks they have to carry, the 
short seasons in many localities, and the 
markets general ly being limited to mem-
bers or fa ir ly steady patrons of public 
o r semi-public course, get stuck with in-
ventory smaller in percentage relation to 
volume than most other retailers of sea-
sonal merchandise. 

Manufacturers of gol f goods in looking 
f o rward to pro business prospects for 
1950 take cautious v iews but agree that 
the pros have advanced so fa r In mer-
chandising brains and energy they'll prob-
ably do as well as almost any type of 
retail business next year. Possibilities 
f o r expansion of the market are so abun-
dant the answer to 1950 volume lies 
mainly in the pros. 

Comment on pro business position and 
profits In 1950: 

L. B. ICELY, PRES., W I L S O N SPORT-
ING GOODS CO, "A review of pro ac-
counts definitely shows the most success-
ful operators are those who have featured 
merchandise having widest consumer ac-
ceptance. As technological improvements 
continue to provide more easily and 
quickly the necessities of life, people will 
have more leisure, therefore the pro has 
an ever-increasing opportunity f o r re-
cruiting new golfers. The junior promo-
tion campaign of the P G A , the Golf in 
Schools campaign of the National Golf 
Foundation, and the extensive and splen-
did work being done by many pros in 
teaching women's classes and classes of 
o f f i ce and fac tory workers plainly show 
that the fores igh ted professionals are 
alert and active in market extension and 
Insurance, 

" The pros general ly have done out-
standing jobs of self-development in serv-
ice and merchandising and I can Imagine 
no market ing problems in 1950 golf that 
can't be solved hy competent professionals 
in maintaining a volume of pro shop 
sales that will rank very high among 
retai l ing in every outdoor sports field." 

V I N C E N T R ICHARDS , ASS'T. TO THE 
PRES.. H C N L O P T I R E & R U B B E R 
C O R P . — A s 1950-1900 will be a decade of 
opportunity for every American business, 
it will be a decade of opportunity for those 
o f us in the gol f equipment field. Last year, 
the golf ing public spent some 25 million 
dollars on golf balls and clubs - how much 
will they spend by 1960? My guess would 
be a potential growth of about 10^ over 
the next ten years. I think I am being 
very conservative in this figure, simply 
because in population alone we should have 
160 million in this oountry by the end of 
the next ten years. 

Here are a few reasons why golf equip-
ment expenditures should increase in the 
next ten years: 

1. Our entire work ing population, if 
we have no better than average produc-
t ive increase, will earn more money. 
A v e rage fami ly Income should go to 
$4,029 In 1960 as against a 1950 average 
of 53.646. 

2. There wi l l be more migration f rom 
farm to city. This wi l l help the go l f 



equipment manufacturers, for city people 
spend more on sporting equipment than 
farm people. 

3. More leisure time for the working 
man, It is even possible that we will have 
a 35-hour week by 1960. More leisure 
means more time for sports. 

4. During the next ten years we should 
see an increase in travel, and that should 
mean considerably more interest in 
sports. 

Al l in all, the picture for the golf 
equipment manufacturers and the golf 
professionals is exceptionally good, but as 
in any other business, the rewards will go 
to those who see the opportunities clearly 
and set their plans to cash in on them. 
Those of us — whether the golf pro or 
the manufacturer who have the ability 
to produce a good product and sell it at 
the right price, will win. 

The golf professional who realizes he 
faces his greatest opportunity during the 
next ten years and sets his plans ac-
cordingly, will, in my opinion, be astound-
ed by the results. He must of course, be 
on his toes and be prepared to use a few 
tools thai may have been lying dormant 
during the past f ew years, or since the 
return of the buyers' market. 

Here are a few ideas or reasons picked 
up during calls on pro shops that may be 

of some help toward increasing the in-
come of the pro: 

1. Too many pros regard their club 
affi l iation as a six. eight or nine months' 
proposition only. Service and profit pos-
sibilities should be studied from the angle 
of an all-year job. During the gulf sea-
son, sales and profits come easily but the 
average pro, with some careful thinking 
and planning can develop "out of season" 
sales and profits from 20 to 35 percent 
over their average annual income. 

2. The ardent golfer will play every 
day possible throughout the year — only 
stopped here and there by rain, snow or 
extremely cold weather. Weather jackets, 
socks, heavy shirts, rubberwear, umbrel-
las, shoes, etc, are both more in need and 
more attractive to gol fers for this off-
season than at any other time of the year. 

3. Stimulate play by providing attrac-
tive competitions such as "snowbird" 
ringer contests, sweepstakes, etc. Keep 
even the non-playing members golf mind-
ed during the off-season by getting the 
club manager to cooperate by using golf 
merchandise for dinner prizes and other 
club functions. 

4. Use the off-season to liquidate old 
merchandise that did not move during the 
summer months, and at the same time, 
don't wait until the first of Apr i l to put In 
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stock the newest models in clubs, other 
golf equipment and balls. Stock these 
items as soon as they are available — 
keep your members conscious of the fact 
that if it 's new and if it 's good you will 
have it first. 

5. Give lessons, A suitable net of your 
own, if possible, but at least in coopera-
tion wi th a f e w of your local pros on a 
share the time basis. You can spend more 
time with an individual during the of f -
season than you can during the busy 
months. And when a member takes les-
sons during the winter months, even he 
will be astonished at the improvement 
when the whole gang steps out on the 
links in spring. With proper facil it ies the 
average pro should be able to book as 
many or more lessons during the off-sea-
son than at any other time of the year. 

6. Ball sales can a lways be stimulated 
through Christmas g i f t packages, but why 
overlook gol f balls and other gol f acces-
sories f o r appropriate g i f t s throughout 
the other 11 months of the year? The 
leading manufacturers have suitable g i f t 
boxes for bails that are most appropriate 
for all the holidays — Thanksgiv ing. A 
N e w Year 's send-off, birthdays, door 
prizes, vacations, etc. 

7. One of the popular advertising 
slogans today is "Neve r underestimate 
the power of a woman, " Stock feminine 
golf equipment, apparel and accessories 
so that the ladles will be equally inter-
ested in your shop. You will be amazed 
at sales resulting by the "bet ter hal f " or 
that lovely daughter or sister buying 
something special f o r the male members 
of your club as well as f o r themselves if 
they but find your shop worthwhile in 
interest. 

8. You are called a professional but 
your club connection depends upon a re-
lationship wi th your members that is 
much closer than that defined by the word 
professional. Your success is determined 
by just how close your friendly personal 
relationship is with the members. The 
members shy off f rom high pressure tac-
tics but they have high regard and esteem 
for the golf pro who honestly does every-
thing in his power to be of service. When 
such a member-pro relationship is estab-
lished, the pro will find that members go 
fa r out of their w a y to patronize his 
shop. 

9. Use direct mail, particularly during 
the off-season, to keep in close contact 
with your members. One month, send out 
a f ree book of rules to each member; an-
other month, mall one of the f ree book-
lets on some phase of golf instructions, 
such as putting which is supplied by 
manufacturers, and still another month, 
Christmas or N e w Year greetings. 

C H A R L E S F. B O B B I N S , PRES. , A . G. 
S P A L D I N G & BROS., Inc. - "Because pros 
are In strategic sales position to make 
use of the go l fer 's constant ambition l o 
Improve his scoring, the professional 
go l f e r can tic his selling campaign to f a r 
more intimate personal contact than al-
most any other retailer enjoys. A s long 
as the pro makes wise use of this advan-
tage there is sound foundation for steady 
advance in pro business. 

" The general business situation, of 
course, will determine the volume of pro 
business in 1950. But with indications 
pointing to stabilization of general busi-
ness in 1950 and go l f ' s promotion having 
reached the point where shortage of play-
ing facil it ies is a main obstacle to con-
siderable increase in play, it is apparent 
that pro sales volume in 1950 will depend 
principally on each pro's exercise of his 
merchandising ability and energy. 

"Our observation is that the pro as a 
merchant has developed so great ly he will 
be wel l able to take care of himself in 
making his business substantially profit-
able next year. 

F R E D H A A S , SR., G E N . MGR. , P R O 
G O L F DEFT, , G O L F C R A F T , INC. - P r o 
business in 1950 should be very good in 
those cases where the pros have paid 
particular attention to fitting themselves 
to their clubs. What fits in business 
operations at one private club won't do 
at another, or at a fee or public gol f 
establishment. 

"The pro's business success and the 
value of his service to his club and its 
players are balanced over a period of a 
f e w years. Some years the pro may work 
ve ry well for his members and sales will 
be slow simply because members haven't 
money to spend f o r much gol f equipment. 
Other years a pro can sell fa ir ly large 
volume simply by having stock to supply 
a demand. In such years the stores, too. 
will do very well tn golf sales. The pro 
position In golf goods selling has im-
proved for two reasons: one, because the 
pros have developed more golf play 
among men, women and children; the 
other is because the pros have watched 
and studied how to increase their percent-
age of the player's dollar spent on golf . 

" In 1950 there will be increasing accent 
on expert pro fitting of clubs to buyers. 
Tha t is a strong point In pro selling which 
gave pros command of the huainess in the 
bench clubmaking days. Unti l the post-
war demand was filled players bought 
anything they could ge t In their eagerness 
to get new equipment. N o w the demand 
is normal and when a player can get the 
plus value of correct f i tt ing in his club 
purchase it is logical that the pro com-
pet i t ive position can be strengthened. 



" I ' v e found in my own experience how 
women and children's instruction pays the 
pro in business and prestige. My wi fe , 
son and daughter became excellent play-
ers and so did other women and children 
I have taught. When the w i f e and kids 
play more gol f you can bet that the 
father will too. The close tie-up between 
instruction and sates wi l l figure promi-
nently in pro success next year. 

" I taught my assistants so when they 
graduated into their own jobs they knew 
how to order wisely for their market and 
to watch their stocks careful ly so they'd 
always have enough to attract business 
but not to get overloaded. In my own 
case I made sure that playing and house 
event prizes and every other sort of a 
push prevented going into the slow season 
wi th cash frozen in slow-moving inven-
tories. I think one thing that wi l l put 
many pros in fine shape f o r i960 business 
is pushing Christmas business. Then, 
a f t e r the Christmas sales, get back on the 
job early in 1950 and work with com-
mittees to lengthen the season by a longer 
competitive schedule," 

K E N N E T H SMITH , PKES. . K E N N E T H 
S M I T H C O M P A N Y . "One of my best 
friends, a radio man, at the wors t ' o f the 
recession a f ew months ago, said, 'There 
is nothing about this recession that good 
merchandise and good merchandising 
won't cure,' We l l that is just the way we 
feel about the problems of some of the 
boys who didn't have such a good season. 
Ti le day is gone when we can sit back 
and wait for orders. W e have go t to have 
the stuff, and we have got to be able to 
prove why It is best. But that is all there 
is to gett ing as much business as you can 
handle. 

"There are a f ew changes that prob-
ably aren't advisable. One of them is a 
tendency to make irons with less loft, so 
they will hit the ball farther. This is 
pointless. If you want 4 iron distance, 
the 4 iron is the club to use, not the 5 
iron. But on the whole I think we must 
admit that the gol f industry has been 
a very healthy one, and by and large, the 
large companies set a fine pattern of 
good, clean competition. That is what we 
thrive on. 

" W e will be able to g ive the boys better 
service on repairs in 1650. This is purely 
a service feature, but does mean a lot to 
them when they know they can depend 
on good service. W e haven't changed our 
basic ideas, though. W e believe that if a 
gol fer can afford good clubs, he is entitled 
to clubs that fit his swing, and at least 
25<?r of the go l fers can't select out of 
stock clubs that fit their swings, any 
more than they could pick a suit out of H 
store that would fit them properly. Pri-



marily i t comes down to just one thing: 
How wel l do you want your clubs to fit ? 
I f a man is paying for the hest, he cer-
tainly should be entitled to clubs that fit 
his swing. " 

BIIJ., KAISER, PRO S A L E S MGR., 
H I L L E R I C H & BR A U S B i ' CO. "The 
professional gol f business for 1949 has 
been most encouraging for the profes-
sionals in most sections. I t is my opinion 
that the sales were not as great this year 
as in the previous years since the war, 
although they were exceptionally good 
and far better than before the war. Over 
ait. the professional go l fers have merchan-
dised at their respective clubs much bet-
ter than in past years, therefore, making 
their season prove successful. They have 
realized that competition f rom stores is 
gett ing keener, so they have been more 
on their toes than ever before. 

" T o improve business in 1950 Eor the 
pro the first requisite at a country club 
or municipal golf course Is at all times 
to work with of f ic ials and committees to 
make everything concerning club activi-
ties work out most successfully. The pros 
are work ing the same as anybody else for 
a business and If they want to g o to a 
tournament or make a trip, they should 
definitely consult one of the o f f i c ia ls at 
the club to obtain approval before doing 
so, 

" N e x t I want to point out is that a pro-
fessional should g i ve all his members the 
same consideration and by doing this he 
will have the respect of all. A lso he 
should be thorough in his business trans-
actions, both tn g iv ing lessons and hand-
ling the sale of merchandise. It is my 
opinion that If a professional handles 
himself properly and is sincere In his 
dealings with his members and customers, 
that everything will work out satisfactor-
ily for all concerned. 

" I f by chance any differences should 
take place between any of his members 
and himself, the pro should keep these to 
himself and endeavor to straighten them 
out promptly and also continue to g ive 
this man or woman the same consideration 
as other members of his club 

" A f e w basic thoughts for the opera-
tion of a successful go l f professional 
business: 

" The professional must be a gentleman, 
neat in appearance and a pleasant per-
sonality. Being a professional covers a 
lot of di f ferent vocations. For example, 
the pro must be a good teacher, salesman, 
organizer, businessman and at all times 
have everyone's enjoyment o f go l f at 
heart, 

" H e must maintain an attract ive, clean 
professional shop and display mere ha n-

dise in such a manner it is inviting to 
his members. 

"Lessons are an important part of the 
pro's business. He should g ive his best to 
all members and have patience with them. 
This Includes the children of the mem-
bers, for the closest way to any father 's 
or mother's heart is to do something to 
help their youngsters. I do not know of 
a better w a y to do this than for the pro 
to g ive the young people of his club les-
sons and help them improve. 

" A l w a y s select proper merchandise 
when purchasing f o r members. In doing 
this see that members have correct clubs, 
balls and other equipment. I t is a service 
that you can render that they will never 
forget , for the old slogan 'A satisfied 
customer a lways comes back and tells 
others of their good fortune' means 
plenty. 

" I t Is to the advantage of the profes-
sional to have a gentleman as an assistant 
who Is clean, honest and has a nice per-
sonality, Remember, when he is in the 
shop or g iv ing lessons, he represents what 
you stand for and can help Immensely to 
build up your business. 

" A professional must be a good organ-
izer and in this respect he helps to keep 
all members enjoy ing the facil it ies of the 
club. In fact, if he will endeavor to p lay 
golf wi th each of the members a t one t ime 
or another during the season and arrange 
games for them, it will be a service f o r 
which they will be grate ful . 

"Another requisite of a good golf pro-
fessional Is to know the golf rules, be 
Informed about arranging the different 
kinds of gol f tournaments and have a 
knowledge of the care of the gol f course." 

El ) R A N K I N , GEN . MGR., W A L T E R 
I I A G E N 1)1 V ,—"Whereve r one goes these 
days the question is asked, 'What kind of 
business can we expect In the immediate 
future and for 1950?' 

"Nex t year can be very good for those 
of us in the golf business who properly 
apply ourselves and make necessary ad-
justments In our operations to cope with 
conditions, 

"Prev ious to the w a r it was said that 
competition is the l i fe blood of Amer ican 
business. A l l good American business 
men have met the challenge of competi-
tion and survived and prospered. 

"During and since the war, competition 
has been great ly lacking and It might be 
said that production is the life blood of 
American business. N o professional could 
obtain all the goods he could sell. Con-
sequently, it became a matter of what 
quantity of goods could be bought, and 
not what quality of goods. 



g o l f ° c l u b s 

"Many of us have forgot ten how to 
operate In a competit ive market. I t be-
hooves us to reeducate ourselves, for 
competition is here, and it is here to stay. 
W e probably are entering a period when 
production will surpass any figures known 
in the gol f industry. This means our 
merchandising techniques must be ad-
justed to this production. 

"The word 'merchandising' has a very 
broad meaning. I t covers our very con-
duct and has bearing in every department 
of our business. 

" In a retail setup, as operated by the 
golf professional, merchandising starts 
with purchase of stock. Every care must 
be exercJw! ny the pro in his buying so 
this stock will be acceptable to his trade, 
be good values, and be of good quality. 

"Pro f i ts are determined in any business 
by the turnover of capital invested. So, 
merchandise must be bought that will sell 
readily and not remain on the shelves. 
Great care must be used in purchasing 
only goods that will sell with a minimum 
of e f fort , and at a standard margin o f 
profit. If proper purchases are made, 
very little goods will be sold at cost, or at 
a narrow margin of profit at the end of 
the season. Analyze your prospective buy-
ers' needs and purchase your stock in 
proportion to those needs. Don't over-buy 
or under-buy! You can't sell it if you 
don't have it, or you can't eat it if you 
have too much. 

" A f t e r you have bought properly, you 
must sell properly. The pro should make 
it his business to find out all he can re-
garding the w a y his merchandise Is made 
and what goes into It. Today, techniques 
unknown before the war are used in the 
manufacture of golf goods. A s an ex-
ample, in the Hagen plant, shafts are as-
sembled Into wood heads under an 
electronic method el iminating the possibil-
ity of loose heads, and cracked necks as 
a result of loose heads. In the hands of 
the pro, this type of information can be 
very well used in sell ing his gol f equip-
ment. When possible, a professional 
should visit gotf factories and see f o r 
himself how his merchandise is made. I 
extend a sincere invitation to all pros to 
visit the Hagen plant at any time." 

"Now , as to your ptace of business. This 
should be made as at tract ive as possible. 
Your stock should be arranged so i t is 
interesting and impressive. Rearrange 
your displays at least twice a month so 
there is a constant change of scenery f o r 
your prospective buyers. Keep your shop 
neat and clean fit all times so It is an 
appealing place to enter. 

"'•r7ow that you have properly bought 
and properly displayed, you should proper-
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l y sell. Serv ice is again an important 
part of our business. Sell an individual 
only merchandise suited to him. Serv ice 
him in a manner that wi l l please. See to 
it your customer leaves you w i th the 
f ee l ing he has made a good buy, and 
should his purchase not be 1 0 0 % satis-
f ac to ry , that i t wi l l be made BO. 

"Se l ec t your assistants care fu l l y and 
train them to serv ice your customers In 
the same manner you would. Emphas is 
should be placed on courtesy and prompt-
ness, 

."There are many good merchandis ing 
pract ices now used by some professionals 
adaptable to most all. I have observed 
the splendid results o f putt ing on intensive 
junior go l f programs. The benef i t received 
f r om these is f a r - reach ing and last ing. If 
a desire is created in youngsters to play 
go l f , they a re customers of the future . 
A lso , interest ing children in go l f has a 
tendency to br ing the parents to the club 
more o f ten. 

"Pe r i od i c le t ters to your members, ad-
vising them o f the goods and serv ices 
your shop of fers , is also a fine merchandis-
ing idea that has i ts reward in increased 
sales. 

" P l a y a round of gol f w i th as many 
members as possible. One pro o f m y ac-
quaintance starts ear ly in the spring. On 
Saturdays he wi l l s tar t out w i t h the first 
f oursome on the tee. H e p lays three holes 
and then jo ins the next foursome, and so 
on, until he has played 18 holes w i th 24 
d i f ferent members . In this w a y , be fore 
the season is we l l advanced, he has played 
three holes w i th most of the members In 
his club. The r e a re many of these good 
promot ional ideas used by good profes-
sionals. A n d who knows hut what the 
pro a t your next nearest club may be 
using some of them. Get together and 
discuss your problems and Ideas. Un-
doubtedly this exchange wi l l help both 
you and your neighbor. 

" I wan t to say I fee l 1950 wi l l be a 
» good year f o r all of us who o rgan i ze and 

operate our business in an e f f i c i en t man-
ner. Our business in 1950 can be just 
what we m a k e i t . " 

Moshie Wins Greenkeepers' 
Annual Championship 

Eml l Mashic, supt. Onwents ia club 
(Ch i cago dist . ) mowed down the opposi-
tion w i th 71-70—141 in w inn ing Nat i ona l 
Greenkeep ing Supts. Assn. annual tourna-
ment a t F i res tone CC. Ak ron , O. Jack 
Thompson, Youngs town, f inished second 
w i th 73-73—146. M ike Sopko and Gordon 
Watson tied f o r third w i th 154. Senior 
greenkeep ing go l f e r ' s t i t le w a s won by 

R o c k y Schorr w i th 153. Jim McGunical 
was second w i th 156 and C. W . Jones, 
third w i th 161. U S G A awarded medals to 
winners and runners-up in both classes. 
Mashie also g o t a F i res tone television 
set f o r his tr iumph. Many prizes f o r go l f 
and as door prizes w e r e awarded to supts. 

Emll Meshie, NGSA Tournament Champion, 

and their w ives . The 18 low scorers a lso 
g o t N G S A fiags as trophies. The Cleve-
land distr ict quar te t te o f Jack Thompson, 
Jim McGunical , M i k e Sopko and Garland 
Parsons won the team event. 

The event waa hospitably staged by 
commi t t ee consist ing of Bill Lyons, M a i 
McLa r en , Colin Smi th and L a r r y W o l f e , 
and F irestone club and recreation dept. 
o f f ic ia ls . Morn ing addresses were made 
by V ic tor T i ed j ens on lime, and V i rg i l 
Overho l t on drainage, w i th interest ing 
pract ical discussion of l iming and drain-
ag e problems at courses of those present 
at the sessions. 

A handsome, l a rge fami ly -s i ze ga rbage 
can was awarded L a w r e n c e Huber f o r 
blood, sweat and tears spent in compi l ing 
a heavy score. 
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any voice in the operat ion of the go l f 
course. The club was organized as a non 
prof i t organizat ion and the entire dues 
w e r e used to buy prizes for the tourna-
ments they held a t our course. W e find 
that the club not only st imulated Interest 
in go l f a t our course but that it actual ly 
increased our business. 

Col. Lee S. Read, Sec 'y-Treas. , Smith-
e m Gol f Assn., Louisvi l le , K y . — The play 
in this v ic in i ty this year has been about 
the same o r shows a sl ight decrease In 
number of rounds. This decrease could 
not be accurate ly computed but one pri-


