ance, helpful transportation, clubs to play
with when they are allowed to use the
course, caddie golf competition in various
classes, and an understanding and sym-
pathetic attitude of those who engage the
caddies, are as important to the success-
ful caddie program as the training the
pro or caddiemaster gives the boys.

The professional may have an excellent
caddiemaster to handle most of the job
but even with that able party on the job
the pro can’t for a moment forget that
the caddies are high among his responsi-
bilities. Between the two of them — the
pro and the caddiemaster—they can
work some minor miracles for the kids,
the community, the golfers and the con-
dition of the course. It's a difficult task
to teach kids to pick up debris, smooth
footprints in traps, and replace divots
when adult players don’t give them much
of an example,

Much of the use of bag carts is not for
economy reasons or because players pre-
fer pulling a cart; it's simply because
there haven't been enough properly re-
cruited and properly trained caddies.
That's something all golf, and especially
the professionals, must correct because
ge can't count on bag carts joining clubs
or paying green fees or buying clubs,
calls, bags and whatever else we have to
sell (including bag carts) in our pro
shops.

Clue to Competition’s Answer

The store competition to many profes-
sionals is the most pressing and trouble-
some problem with the solution being a
matter of education and thoughtful mer-
chandising. We've got to look at this
matter from the customer’s viewpoint
rather than our own.

About 85 out of a hundred golfers who
buy at competitive establishments rather
than the pro shop do so in the belief that
they are saving money.

Possibly most of the other ten do not
know that we have in our pro shops ex-
actly what they bought at the stores, and
at no higher price.

Now, can you blame the customers for
these reason for not coming to us?

The conclusion is” plain. We need a
continuous, calculated campaign of edu-
cation directed at the prospective buyers
—and plenty of education ourselves in
learning how to best select, display, ad-
vertise and sell our merchandise. Many
times the pro does a very good job in
buying but a poor job of selling, merchan-
dise has to be bought and is bought from
him merely because his shop is in a loca-
tion most convenient for the purchaser or
because the buyer can charge the pur-
chase to his club account.
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Every experienced professional has ob-
served that six or seven times out of ten
the store-bought clubs don’t fit the play-
er. I've often though — and so have other
professionals — that if tournament stars
played with clubs as ill-fitted to them as
many high-handicap golfers use the stars
would be breaking 80 only if their putting
was lucky.

And, let us be perfectly frank about
this, many golfesr who bought in pro
shops when clubs became available after
the war, were so eager to get new clubs
that they wouldn’t allow the pro to do
what he knew he should do in taking
more time to get the clubs by having
them fitted to the buyer. Even now we
see pro shop stocks that are selected
more according to the professional's
choice of something that he personally
likes than because the clubs are exactly
guited to the individual who's to buy
and use them.

In meeting the store and “buy it whole-
gale” competition the well-qualified pro-
fessional has to do a much better and
much more persistent job of emphasizing
his expert services as a fitter of clubs.
It may take a little more time in getting
the clubs with the right shafts and
weights from the factories, or in a few
cases the grips may have to be built up
or thinned, but when the buyer does get
the clubs they’'re wate the buyer can use
to best advantage.

What the buyer seldom realizes is that
the set of clubs is going to last him may-
be five to ten years; and the difference
in cost per year between clubs he should
have and those that don’t fit is much
less per club than a round of drinks after
a game.

Accent on correct fit as a part of the
value of the clubs bought from the pro,
and warning of the probable misfit in
clubs picked out of store stocks, is going
to mean plenty in increasing pro sales.

Heart of America Supts.
Elect Day President

Annual meeting of The Heart of Ameri-
ca Golf Course Supts. Assn. held at the
Shawnee CC, Topeka, Kas., had Pres. Art
Hall presiding for the first time in about
ten months.

Due to the higher operating costs of
the association, the members voted to
increase the annual dues to $10 per year.

Officers for the coming year elected:
Pres.: Dudley Day, Blue Hills GC, Kansas
City, Mo.; VP: Cecil Smith, Shawnee CC,
Topeka, Kas.; Sec.-Treas.: L. E. Lambert,
Oakwood CC, Dodson, Mo.

Directors, Howard Denny, Ed. J. Brug-
ger, LeRoy Wilcox, and John Arrowood.
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