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Prices Higher on 1956 Clubs 
to Meet Increased Costs 

RETAIL P R I C E S of 1956 lines of woods 
and irons will increase f r o m 4 to 10 

per cent. The increase will apply to all 
grades of clubs. 

Almost every other i tem of sports 
equipment also will increase in price, 
pushed upward by higher costs of labor 
and mater ia l . 

The Wall S t ree t Journal on Augus t 25 
quoted leading maker s of golf clubs and 
other spor ts equipment giving, in some 
cases, the retai l prices for the 1956 clubs. 
Uniform boosts in labor costs which are 
accountable for increased production costs 
of r aw mate r ia l s as well a s the finished 
products, and the competitive si tuation, 
will keep the 1956 retail prices level 
among all the leading manufac tu re r s . 

Unofficial comment in the golf club in-
dust ry usually is to the effect t h a t during 
recent years increased volume h a s made 
it possible to mainta in established retail 
prices, but t h a t now cost increases have 
forced price ra ises comparable wi th those 
of other u t i l i ta r ian products and services. 

The increase in retail prices of golf 
clubs will involve an increase in pros' 
and other retai lers ' margins . 

Pro Costs Cause of Concern 
Wilson Spor t ing Goods Co. Pres . Fred 

J . Bowman said about the l a rger pro gross 
profit f r o m the new prices on clubs: 

"The increased costs of pro depar tment 
operation a t golf clubs is a m a t t e r of 
serious concern to ourselves and other 
manufac tu re r s of quality golf clubs. Sala-
ries of a ss i s t an t s and club-cleaning boys 
have jumped up and of ten wi thout com-
mensura te a d j u s t m e n t s in the pro ' s finan-
cial a r r a n g e m e n t with his club. 

"There also has been a g r e a t and in-

creas ing demand f rom the golfing public 
fo r valuable but unpaid services which 
take considerable of the t ime of the pro-
fessional and his staff. This demand is the 
result of progressive professionals es tab-
lishing a broad and helpful cha rac te r of 
cus tomer service rare ly equalled in mer -
chandising. 

"The development has caugh t the pros 
in the middle a s the club member seldom 
realizes t h a t a l though he needs, expects 
and ge t s comprehensive expert service 
f rom his pro staff his club, in many cases, 
migh t not be able to af ford this service. 
Therefore the pro in supplying an 
essential merchandising and advisory serv-
ice to the golfers m u s t finance most of 
his o the r services to players out of the 
net on his retai l ing profits . 

P r o Pays Member Service Costs 
"This condition, unfor tuna te ly , is not 

known to many to whom the experience 
of p r iva te club membership, with i ts ac-
companying obligations, is novel. The 
overs ight of club officials in not educat ing 
the m a n y new members who have come 
into clubs in recent yea r s has pros paying 
for the f r ee service given to quite a f ew 
of the newcomers who a re ignorant of 
the basis of pro business. 

"Our own company and other prominent 
m a k e r s of golf playing equipment a re 
confident t h a t the new price s t ruc tu re on 
golf clubs will to a mos t necessary de-
gree improve the pros' net position. I t also 
will ease heavy pressure of increased pro-
duction costs on manufac tu re r s . " 

Bowman ' s view fits in with the pros ' 
wor ry about increasing costs of doing 
business in the way they w a n t to opera te 



to please players and officials a t their 
clubs. 

One sidelight on how these costs have 
moun ted has been r e l a t ed f requen t ly to 
GOLFDOM in pros' c o m m e n t on club-
c leaning and s torage . 

I t used to be t h a t the club-cleaning and 
s t o r a g e cha rges collected a t the s t a r t of 
a season g rea t ly helped a pro finance the 
shop s tock he needed to sa t i s fac tor i ly 
serve his members . 

B u t now the wages t h a t a r e commanded 
by club-cleaning boys a t p r iva te clubs in 
me t ropo l i t an d is t r ic ts t a k e so much out 
of the club-cleaning a n d b a g s to rage in-
come there ' s no t enough lef t over to 
finance s tock a t a c o u n t r y town 9-hole 
public course shop. 

Pro Shop Style Show 
Scores With Sales 

AT A L M O S T every club and pay-play 
L course these days you will see m a n y 

women s m a r t l y a t t i r ed in golf appare l 
t h a t g ives them f r e e ac t ion for thei r 
swings a s well a s be ing cha rming in 
appea rance . 

Sell ing women's a p p a r e l in pro shops 
o f t e n is a delicate job a l though the 
s w e a t e r s and B e r m u d a s h o r t s and head-
w a r e a r e safe s taples. B u t beyond t h a t 
the s tyle and merchand i s ing genius of 
the pro 's wife is the s a f e t y fac tor . 

A t the LaGrange (111.) CC pro J im 
Foulis ' wife and m e m b e r s of the women 's 

golf commit tee pu t on a style show wi th 
i t ems f r o m the pro shop t h a t w a s ex-
cellent sales promotion and a f e a t u r e of 
g r e a t in teres t to women golfers and thei r 
guests . 

There were 19 models—club members 
— a n d they m a d e 23 changes. Three of the 
members modeled with thei r F rench 
poodles a s accessories, giving the show 
a touch of down-town showmanship. 

The gir ls real ly showed professional 
modeling ta lent , according to Mrs. Foulis, 
and the show w a s a "huge success." Mrs. 
Foul is herself is shown in one of t he pic-
t u r e s wi th a sk i r t , blouse, swea te r and 
cap f r o m the p ro shop stock. 

Bill O 'Hara , J i m ' s ass is tant , and ra t ed 
by J i m as a fine teacher and shop man, 
modeled some of t he clothes f o r m e n in 
ge t t i ng the g i r l s s t i r red wi th ideas of 
w h a t to buy f o r Daddy. Bill models in 
Miami in the win te r . 

They even go t J i m to show off some 
clothes. "Never underes t imate the power 
of a woman ." When the member s and 
gues t s s aw J i m a r rayed t a s t e fu l ly a s a 
golfing Student Pr ince the s igh t helped 
shop business. 

This m a t t e r of pros and thei r a s s i s t a n t s 
modeling thei r shop stock of appare l 
i t ems a lways w o r k s well. H a r r y Obitz 
m a k e s a s t r o n g point of th is a t Shawnee 
CC and it sells a large volume of mer -
chandise. 

Models and apparel are basic to every style show but the pro's wife plays the leading role in the show 
built around apparel items available from the pro shop. "Models" in the LaGrange (III.) C C show were 
members of the women's golf committee with an assist from professional J i m Foulis and his assistant. 
Bill O ' H a r a . Shown (L to R ) are: O 'Hara , Mrs. Foulis, J im, Mrs. W. F. Hendrickson and Mrs. J . E. Rhode. 


