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The pro shop location genera l ly Is an 
arch i tec tura l a f t e r thought a l though func-
t ional ly I t is one o f the h igh ly important 
e lements of des ign of gol f club faci l i t ies. 
I t o f t en has seemed to be the notion that 
the pro shop can be put in almost anywhere 
Inasmuch as It is mere ly a place at which 
the pro has go l f goods f o r sale and where 
he stores members ' clubs. Grea t l y in-
creased deve lopment of p ro shop merchan-
dising as an exper t serv ice that g ives mem-
bers a return on the ir init iation fees and 
dues, and a concentrat ion of many phases 
of members ' p lay ing act iv i ty in the pro 
shop, such as handicap records and club 
compet i t ion pair ings, have made the pro 
shop a vital point in club operations. 

For members ' convenience and serv ice 
the pro shop should be located on a route 
that is most log ica l and shortest f r om the 
locker-rooms to the first tee. F o rme r l y it 
was quite sa t i s f a c t o ry If the pro shop was 
convenient only to the men's locker-room 
but the rapid ly g r o w i n g play of women , and 
their demands to have high ra t ing In club 
planning and operations, now makes It wise 
to consider locat ion of the pro shop w i th 
respect to the women ' s locker-room. 

T w o - D o o r 1'lannlng 
Ideal ly the pro shop should he located 

and designed so the easiest possible w a y to 
the first tee would be in one door, then 
through the ent ire length of pro shop dis-
play and out another door to the first tee. 
I cannot emphas ize this two-door planning 
any too s t rong ly because i t is the only w a y 
in which p laye r t ra f f i c en route to the first 
tee can be exposed t o pro shop serv ices and 
merchandise that are there for one main 
purpose - to m a k e the round of gol f more 
en joyab le to e v e r y player. The pro's vo lume 
of business is secondary to the p layers ' 
pleasure, a l though e ve r y pro knows that 
his business is d i rect ly proport ionate to 
how much his members en joy their go l f . 

P r o shop sel l ing a t the better clubs must 
be done on a basis of exposing the merchan-
dise a t t rac t i v e l y to the customer and as 
a serv ice proposit ion. The pro knows, but 
the archi tect o r club of f ic ia ls don't realize, 
that even on such an i tem of pro shop 
merchandise as a hat or cap, display can 
be a v e r y valuable serv ice at the r i gh t 
t ime. A l o n g comes a bl ister ing hot day and 

a f e l l ow who is ba ld—or whose thatch is 
v e r y th in—races hatless out to the first tee 
to jo in others of his foursome. About the 
twe l f th hole his scalp is bl istered and f o r 
several days he's suf fer ing. T h e pro knows 
this Is go ing to happen each and every 
summer, but could he say to the unsuspect-
ing v ic t im, " Y o u ought to w e a r one of 
these caps or hats out there t o d a y " ? N o t 
many of us could; it would be just our luck 
to make the suggest ion in all kindliness to 
some member or guest w h o is ve ry sensi-
t i ve about being nude on top. W e have to 
depend on display of merchandise protect-
ing our customers. 

Ano the r thing about the pro shop, which 
influences shop location and layout, is the 
fac t that seldom can more than one nian 
be in attendance a t the shop. A t the rush 
times, the pro or his assistant, may be on 
the first tee s tar t ing events, g i v i ng a les-
son to some member who insists on that 
part icular t ime a t the lesson tee. back at 
the bag racks on some errand a member 
wanted done Immediate ly , or t ry ing his 
best to help a member select one s ingle ball 
of a half dozen brands whi le another mem-
ber is showing s igns of be ing interested In 
the purchase of a $100 outf i t of clubs. 

The pro and his assistants wan t to -and 
must—be of cheerful, he lpful and Impart ia l 
serv ice to each of the members, their wives , 
children and guests, Shop location and de-
sign must help the pro achieve this ambi-
tion. 

P lenty of Display Space 
In the modern pro shops at the het ter 

clubs you now arc see ing p lenty of wal l 
space f o r a l lowing display of merchandise 
at eye level. M a n y pros can tell of hav ing 
a $5,000 to $15,000 investment in stock f o r 
service to their members wi thout having 
display fac i l i t i es adequate to let the mem-
bers see wha t is avai lable f o r them, 

Another thing that is g e t t i n g to be an 
essential a t the wel l designed pro shop is 
some space f o r a shoe depar tment , with a 
comfor tab l e chair whe r e the p layer can 
take h i s—or he r—t ime in ease while the 
desired s ty le of shoe is be ing per fec t ly 
fitted. 

I t ' s also necessary that there be room 
f o r table display o f merchandise; particu-



larly wear ing apparel. Women always 
want to shop around, feet and examine golf 
apparel, whether or not they buy. Men are 
less Inclined to be careful, but you have to 
ge t the men by displaying the merchan-
dise so prominently they can't miss it. 

This open display, changed for ladles' 
days, and for weather, especially on days 
that are wet underfoot or threaten rain, 
should be in the center of the pro sales 
room. 

Stock storage space should be provided 
convenient to the merchandise displayed so 
if the size desired isn't on display it can be 
almost immediately brought forth. That 's 
the kind of service a first class club mem-
ber has the r ight to expect f o r what he's 
paying to belong to the club. He may be on 
his w a y to apend three or four hours 
leisurely playing go l f but when he's on his 
way to the first tee he wants action light-
ning fast in the pro shop. 

Often the architects have seemed to for-
get entirely that the pro is In a business 
and must handle a tot o f paperwork, such 
as tournament scores, business records and 
correspondence, to do a thoroughly good 
Job for the club. This calls for some sort 
of of f ice space, located where the pro could 
see the shop, the first tee. and if possible 
the doors of the shop, but still have some 
privacy. 

Light is Important 

L ight is a very important factor in the 
pro shop. Golf goods are for outdoor use 
and the bright outdoor appearance should 
be maintained as fa r as possible In the pro 
shop, preferably by large windows but. as 
a substitute, with well designed artificial 
lighting. The windows must have burglar-
proof screening on the inside. 

The location of the ball case, the sales 
counter, the club racks, the caddy depart-
ment, the caddy quarters and now the cart 
Storage space, all have to be careful ly con-
sidered in planning the pro Shop, Another 
thing that I believe could have much more 
thought is the location of the handicap card 
rack where members will be encouraged to 
post their scores and see the scores and 
handicaps of other members. This rack 
has great possibilities f o r Increasing the 
number of lessons the pro and his assistant 
g i v e and bettering the standard of play by 
all members. 

When the architect understands the 
functions of the pro department and its 
problems in t ry ing to be of utmost service 
and satisfaction to members, he should be 
v e ry helpful In coming up with something 
much nearer to the perfect pro shop than 
any of us ever have seen. However, the 
case usually Is that the architect never 
gets full Information on what the pro shop 
ts supposed to be until it 's too late and 
about the best that can be expected In 
most cases is a remodeling Job which Is 
bound to be an improvement 

Wm. Johnson Heads 
S. Cal i f , Supts. 

By ED ROACH 
The scene was the dining room of the 

fashionable Los Angeles CC. The green-
keeping supts. had finished a morning 
round of golf over the tailored and tough 
north course, had enjoyed a sumptuous 
lunch, and were about to elect their offi-
cers f o r the new year. Bill Stewart, the 
association's first president f rom w a y 
back in 1926, then pulled out yellowed 
newspaper clippings reporting the con-
trasting first meeting of the local supts. 
The accounts told that the meeting had 
been held in the bam of the Brentwood 
CC. One report related that the eight men 
in working clothes gathered in that bam 
would accomplish great thinga for the 
future of golf In Southern California. How-
correct that reporter was is Indicated by 
the high perfection of local courses and by 
present scope of association activities. 

Fol lowing off icers were elected for 1950: 
Wm. Johnson i Supt,, L. A . Muny 

courses). Pres. 
W m . Malcolm (Supt., Annandale) , VP . 
A lan Mac Donald (Supt., Rancho) , Sec.-

Treas. 
In taking of f ice Bill Johnson reviewed 

some of the accomplishments of the as-
sociation during the iast three years under 
the presidency of Bill Beresford. Beres-
ford was highly praised f o r his coopera-
tive work with C. C. Simpson of the 
Southern Calif. Gol fers Ass'n, in promot-
ing and financing the Turf Research 
Foundation at U.C.L.A. which Is already 
showing valuable results under the direc-
tion of Dr. V. T. Stoutemyer. Bill was 
also commended highly f o r his part In 
bringing the National Conference to Los 
Angelea In 1949 and for running a ship 
shape organization during his tenure of 
office. 

A t the meeting, Dr. Miller. U.C.L.A. 
plant pathologist, discussed turf fungicide 
trials, and Dr, Hallowell, Penn. State turf 
specialist, spoke on his continuing survey 
of Calif, golf courses. 

Wm. P . Bell, golf architect, was 
present and accepted an honorary l i fe 
memhershlp in the association. 

Pork Executives' Annual Meet 
in Dallas, Sept. 25-28 

The annual convention of the American 
Institute of Park Executives will be held 
at the Baker Hotel, Dallas. Texas. Sept. 
25-28, Inclusive. In conjunction will be 
held annual sessions of the Institute's a f -
fil iate, the Amer ican Association of 
Zoological Parks and Aquariums. For de-
tails, wr i te Frank L . Brunckhorst, Execu-
tive Secretary, American Institute of Park 
Exec.. 30 North LaSal le St., Chicago 2, 111 


