
Two Merchandising Ideas 
to Keep in Mind 

Warren Orlick, pro at Tam o' Shame r 
CC, Orchard Lake, Mich., observes that 
there are no clever ideas in selling that 
are as effective as simple, sincere personal 
service in which the pro never overlooks 
an opportunity to contribuie to the golfer's 
enjoyment and convenience. 

"Sometimes we get thinking about what 
we have to sell in our shops as merchan-
dise instead of as something to increase 
the golfer's pleasure and health," Orliik 
notes. 

He says that two old ideas in pro shop 
merchandising still are about the best for 
getting and taking care of golfers' busi 
ness One is that of trying out new dubs. 
This is done at Tam under the supervi-
sion of Orlick or a member of his staff. 
I he trial, which is a service that can't he 

offered by stores competing with the pros, 
always closes the sale, says Orlick. 

The other idea is a good stock of what's 
new in golf. Even just a few items in a 
special display keep golfers reminded that 
their professional is in dose touch with 
the latest trends in the game. 

Pro's Duty: Help Increase 
Income, Cut Down Expenses 

A Connecticut pro, who deservedly has 
a high reputation for good judgment, tells 
GOLFDOM: 

Increased operating costs are doing more 
than simply cutting the pro's profit be-
cause expense of doing business is higher. 
Increases in operating costs mean higher 
dues and thus less money spent in pro 
shops. 

The pro these days has to be able to 
look at club operating figures and help 
officials and f e l l o w department heads l i -
gure out ways of increasing club income 
witliout a corresponding increase in club 
expense. 

The pro is the only real specialist in 
the golf business. The supts' genius ex-
tends to every field of superior turf and 
the manager's work extends to die restau-
rant and hotel fields. Rut the pro is for 
golf only. If he doesn't know how to look 
at figures on the club statement and vis-
ualize the picture of the unique operations 
of a golf club he had better start learn 
ing that part of a golf businessman's job. 

Worm Winler for Al 

At W a t r o u i (r) w inne r erf the PGA Q u a r t e r Century 
tou rnament he ld in Ouned in , Flo., in J o n u o r y . get t 
t rophy a n d chcclt f r o m John Ing l i t (I) t ou rnament 
cha i rman, Frank S p r o g e l l is in b a c k g r o u n d . It was 
0 b i g win ter l o r A l . who a l t o won the PGA Seniors' 

t i t le . • 

Two New Offices for 
USGA Green Section 

Several changes in die setup of USGA 
green section offices and personnel have 
been made in the last month. Tire South-
eastern office is now located in the South 
11U ltd ing, Plant Industry station, Beltsville, 
Md., which is also tin1 location ol die Mid-
Ulantic office. James M. Latham, Jr., 

has been assigned to the Southeastern of-
fice. 

The new Midwestern office is located 
in Room 211, La Salle Hotel, Chicago 2, 
and is under the -supervision of James L. 
Holmes. 

T. T . T aylor recently was named assis-
tant to Alexander M. Radko as Northeast 
em agronomist. Northeastern! office is 
located at Rutgers University in New-
Brunswick. N. J. Another new appoint 
ment is that of |ames B. Monrricf as 
Southwestern agronomist. 

USGA Rules Movie 
"Play Them As They Lie." thin! USGA 

sound and color movie, is available through 
National Educational Films, Int., 165 W, 
46th st.p New York 36, The 16mm movie 
covers rules of golf for fairway and rough 
and runs lfii/t minutes. Rental charge is 
$15. 


