How Credit Managers Help
Pros Make Profits

By STANLEY M. CLARK
Credit Manager, MacGregor Golf Co.

REDIT has done a thou-

sand times more to enrich
mankind, Daniel Webster once
observed, than all the gold
mines in the world.

Had Webster lived in an era
when jail cells were the order
of the day for debtors, he prob-
ably would have been inclined
to have added the adjective
“good” at the beginning of his
observation. For in the years
that have intervened between
Webster's day and ours, good credit has
come to be recognized as basic to profit-
able sales.

That's because most business in the
American way of life is transacted large-
ly on credit. As a golf goods manufac-
turer and a supplier, we must of neces-
sity be interested in the pro’s business
integrity and ability because between the
time we make a shipment to the pro and
our invoice is paid, we are actually mak-
ing an investment in the pro’s business
enterprise.

Many definitions have been made for
the word credit. Actually, the elements
that go into establishment of credit are
more important than any attempt to de-
fine the word. Character is one of those
elements. So are capability and capital.
But the biggest “C” in the word is confi-
dence — a knowledge, or conviction, that
your word is your bond. Without that fac-
tor present, character, capability and
capital mean nothing.

Any credit man will tell you that there
is only one way to earn and hold the
credit confidence of your suppliers — to
deal with them honestly, to give close at-
tention to your business affairs and meet
payments on your accounts satisfactorily.
Because of the very nature of the aver-
age golf professional’s job, giving busi-
ness activities the close attention required
often is one of the toughest tasks they
face.

If the pro could ask the average success-
ful big businessman, he'd probably find that

54

Stanley M. Clark

behind the man's success lies a
very small beginning, often
without enough money to open
a checking account and cer-
tainly not enough to get more
than a shudder from a con-
servative banker. Yet some
credit man has believed and
extended the credit facilities
necessary for the jump into
that small start.

If that credit trust has not
been violated, the little business
has been able to grow and prosper. And the
faith that only the credit man held has been
responsible for another business enterprise
getting a leg up on the road to success.

Similarly, credit men want to help you,
if you will but accept their help. Brief
thought will make it obvious that a help-
ful credit policy of the manufacturer
paves the way to mutual sales profits.
Unless you are able to obtain and sell
the golf equipment we manufacture and
make a reasonable profit, we can’'t ex-
pect a return on our job of purchasing
raw materials, processing them and turn-
ing the finished product over to you for
sale to the consumer.

A basic ingredient in any helpful credit
policy is a reputation of being generous
in times of unavoidable misfortune. It is
only when the manufacturer runs into the
rare instance of a customer fraudulently
attempting to take unfair advantage that
the credit men have to shed the preferred
attitudes of helpfulness and generosity
and don an armor of toughness.

To be careless or lax in meeting your
credit obligations quickly impairs your
credit rating, with your shortcomings—
because of present day credit reporting
systems — rapidly becoming an open book
to all your business associates to see.

Profit in Good Credit

When you, as a customer, open an ac-
count, there is an implied promise to pay
the account according to the supplier’s
terms. Pending receipt of your payment,
the credit man is, in effect, trusting you
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with the investment of the stockholders
in the company for which he works.
Where any deviation from the promise to
pay arises or when need for delinquency
arises, the deviation or delinquency
should be explained to the credit man on
your own initiative—not after he has
been forced to ask for an explanation.

There's an additional reason for prompt
payment — availability of a gilt-edged in-
vestment which can bring you a return
of up to 24 per cent per year on your
money.

What you may think is a gimmick ac-
tually stares you in the face every day on
practically every invoice you receive. It's
the customary notation “Terms 2%." Sup-
pose your average accounts payable each
month total $2,000, or a capital invest-
ment turnover every 30 days. If you take
that 29 discount, you have earned $480
at the end of the year — or 24 per cent.

Maybe you're in the position of many
of our customers who, because of neces-
sarily seasonal buying, have heavy ma-
turities during certain months of the year.
On the face of it, the size of those ma-
turities makes discounting absolutely im-
possible. But a bank loan — available if
your credit is good — will give you money
at an interest rate, say of 6% a year
which will pay you a return of 24% a
year. You are still 189, ahead. So the
next time you are inclined to pass up that
extra 2% profit on a shipment, discuss-
ing a short term loan with your local
banker may pave the way for substantial
dividends.

Undoubtedly you may wonder how a
manufacturer can offer you 24% a year
for prompt payment of your account
whereas your own savings at a bank will
only bring a return of around 3%. The
explanation is simple. A bank’s stock in
trade is dollars, on which it has an an-
nual one-time turnover and on which it
earns possibly 6, 7 or 8%. The money
has to come from depositors. A supplier
of merchandise, on the other hand, oper-
ates his business on a greater number of
turnovers on his inventory during the
course of a year. The supplier can thus
afford a higher rate of return in order to
turn the customer’s money into additional
finished products and gain more new mer-
chandise and sales.

Saving That Cuts Costs

That 29 savings, while it may seem
small, can be used another way in cutting
your costs and increasing your profits.
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It’s no secret that in recent years trans-
portation costs on shipments have climbed
steadily. Those costs have risen to the
point where they have actually become a

sizeable expense factor in the operation
of a business.

If you pay your bills promptly and take
advantage of the 2%, you'll find that the
amount of that earning will get your
shipments “home free” by offsetting the
transportation charges. Thus the cus-
tomer who fails to discount is bound to
pay a second premium, in transportation
costs, for obtaining this merchandise —
another premium the customer who pays
promptly escapes. And every such pre-
mium has to come out of your margin
of profit.

Paying up promptly has another ad-
vantage that can pay you big dividends.
It affects your relationship with a sup-
plier when it comes to decisions on at-
tractive selling offers, such as close-out
merchandise. If you have a good credit
rating you are considered as a preferred
customer when it comes to making avail-
able first class merchandise at a price de-
signed to attract new customers but still
allow you a normal or better than aver-
age profit.

The manufacturer’s price on such mer-
chandise is usually placed at rock bot-
tom, to clear an inventory, and in many
cases the price amounts almost to a trade
of dollars. The emphasis is on almost im-
mediate conversion to cash, and the A-1
credit rating will channel the merchan-
dise to the customers who pay promptly
simply because the manufacturer cannot
afford to put on his books the kind of a
sale in which it is a foregone conclusion
that a wait of 60, 90 or 120 days can be
expected before the bill is paid.

So a record of slow payments may en-
able another pro shop to reap a harvest
of profits while you sit back and wonder
why the “lightning” couldn’t have headed
toward your shop instead!

What, then, are the facts the credit
man takes into consideration in weighing
your credit rating on his credit scale?

You balance on the favorable side if
you pay promptly and take the discounts
to which you are entitled, if you answer
letters promptly, if you explain deduc-
tions when payments are made, if you show
evidence of being an efficient manager, if
you have sufficient capital, if you collect
money owed you promptly, if you make the
proper markup, if you have a planned busi-
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ness operation, if you keep a proper set of
books, if you are aggressive but conserva-
tive, if you buy intelligently and if you
carry adequate insurance coverage.

You may wonder why we are concerned
with your bookkeeping and your insur-
ance coverage. They go to the very heart
of your credit standing. Suppose a fire, a
burglary or a dishonest employee left you
practically closed out of business tomor-
row morning. What could you do to re-
habilitate your business immediately?
Proper insurance coverage — and by that
I mean not as things stood one or two
or three years ago but as they stand as
of this moment — is the only answer. An
up-to-date appraisal and full coverage is
protection you owe not only to the people
to whom you owe money but basically
to yourself.

Bookkeeping Tells the Score

Similarly, in the case of inadequate
bookkeeping. What way do you have, in
the absence of an accurate set of records,
for charting the operation of your busi-
ness, for watching its pulse for signs of
illness, for controlling income and outgo
and of preventing complete confusion in
the event of your sudden illness or death?
If you can't find the time to supervise the
bookkeeping work first-hand and can't as-
sign the responsibility to someone in your
organization, hire it done! The cost will
be very small in return for the value you
will receive in knowing every month just
how you are doing and what minor weak-
nesses in your business must be corrected
before they become serious.

To acquire a poor credit rating in rec-
ord time, on the other hand, you need only
establish the practice of taking unearned
discounts, ignoring letters and assuming
a “they should know why" attitude, of
paying slowly, of running a sloppy place
of business, of lacking capital, of taking
too little interest in collecting money due
you, of cutting prices, or keeping inade-
quate records and carrying too little in-
surance, of gambling and drinking exces-
sively, and of being willing to give an or-
der to anyone who will extend credit.

Accept the idea that your credit mana-
ger friend is a quarterback who passes
the ball to you to carry, and who will let
you run with the ball — even providing
a few key blocks along the way — as
long as you give evidence that you are
running toward the goal of success in
business. Then you'll do much to retain
good credit— which in the last analysis
is man's confidence in man.
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Three ldeas that Made
Maintenance Better
BY JAMES W. BRANDT

Supt., Danville (Ill.) Country Club

OME IDEAS TI've got at golfturf meet-

ings I know will help others as much
as they have helped me in solving prob-
lems at our own club.

I believe that the rinsing off of greens
during the past two exceedingly hot
summers has been most beneficial.

We were given concrete evidence that
this greatly reduces the temperature of
the soil and grass at the recent Field
Day at Purdue University. By using re-
cording thermographs and thermocouples
buried in the soil it was shown that this
practice has reduced the temperature as
much as 12 degrees at the soil surface.
As we well know, the soil temperature
is often much greater than the air
temperature.

Last year I saw the Verti-Cut demon-
strated the first time in our area at a
superintendents’ meeting. Our greens had
not been topdressed in quite a few years
and a thatch problem was present. By
Verti-cutting two ways at right angles,
using a leaf sweeper, then mowing, as
much as a pick-up truck load of grass
was removed from some of the larger
greens that run a little over 6,000 sq. ft.
in area.

Subsequent Verti-cutting and aerifica-
tion greatly reduced this thatch build-up.
This has minimized complaints about
greens being hard even though greens
were not kept as wet as they were prior
to the thatch removal. Although I had
used a preventive spray program the year
prior to the thatch removal some brown
patch occurred, but after the thatch was
removed, no brown patch has occurred.

I have also used the practice of “foliant
feeding”; light rates of water soluble
fertilizers were sprayed on the greens
at weekly intervals without watering in.
This was not combined with the preven-
tive spray program. Though very light
fertilization was used in the spring the
greens maintained a good color and grew
exceedingly well throughout the summer
months.

Our greens are Washington bent and
are slow starting in the spring. I feel
as though a heavy spring fertilization
would push the growth of poa annua
rather than the bent.
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