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Good Public Relations Job
Vital to Pro Success

You're always working at it whether or not you

By EDDIE DUINO

Professional, San Jose (Calif.) Country Club

PUBLIC Relations to some professionals

means free publicity; to others, put-
ting on an act; some regard it as one
of those activities in which we engage in
order to buy public acceptance more
cheaply than if the same money were
spent for paid advertising. But it is not any
of these things. While its purpose is per-
haps similar to that of paid advertising,
the function and scope oF public relations
are quite different.

Public relations is a two-way interpreta-
tion and communication undertaking. It
interprets the viewpoint of the club mem-
bers. It communicates the resulting poli-
cies and activities of the profession to
members and the public in general. Good

ublic relations can be the result of many
ﬁttle things, as well as the result of strate-
gically planned projects.

The same principles that are applicable
to assistants also will apply when the day
comes that the assistant has his own head
pro job.

Form of Expression

Public relations, as far as the profes-
sional is concerned, consists of expressing
himself and his job in an attractive and
mutually helpful way to every element of
the public. This includes both golfers and
the nongolfers, and primarily of course,
the members at a professional’s private
club and players at a public or semi-public
course.
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realize it. This article tells you why

Public relations is the expression of the
professional’s personality, fn’s value and
service to public officials and to the other
employees of the club. When I say other
employees, I mean the club mgr., the
supt., all of their subordinates, and the
caddies.

Public relations as applied to the caddie
can do much for all of us in cementing
healthier relationship with our member-
ship. I would like to stress that in the
caddie department we have one of the
greatest means of implementing the key
word insofar as public relations is con-
cerned. That word is “service.”

Cooperation between the mgr., the
supt., and the professional and his staff is
of prime importance. This relationship
must be good if a club is to operate har-
moniously. Sometimes there are some
petty conflicts that any one of the par-
ties involved could develop into some-
thing that would be damaging to all.

Actually the three departments are so
integrated, so dependent one upon the
other that they must co-operate.

I once heard a speaker on this very sub-
ject liken these tﬁree department heads
to the druggist and the doctor. The mgr.,
the supt. and the pro must work togelger
similarly, We all realize how dependent
a doctor’s successful practice is upon the
cooperation of a druggist and vice-versa.
So it is with us!

Public relations are influenced by the
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way we look, conduct ourselves and think.
The way we look does not necessarily
mean the profile that the good Lord
blessed us with but rather how we dress.
Careless attire, unshined shoes, dirty finger
nails, and other little careless things can
certainly damage that which we are all
seeking — good public relations.

Conduct is a very important facet of
our business. Here lies the true meaning
of public relations because, if our be-
havior is anything other than that becom-
ing a gentleman, we won't last very long
on any job.

The community activities of a pro can
go into almost anything except politics.
Unfortunately for him (perhaps), it would
be highly indiscreet, if not impractical
and improper, to take partisan interest in
politics.

Community Obligation

I firmly believe that once a professional
has become established in a community
and is deriving a decent living, he owes
a moral obligation to his community by
participating in activities where he can
make a just contribution to society and to
the betterment of his community.

Membership in clubs such as Rotary,
Lions, Kiwanis, Civitans, Knights of the
Round Table, and many others presents an
oportunity to serve., Participation in com-
munity projects such as Red Cross, Can-
cer, Heart, Polio Drives, etc., are other
avenues of service.

Accepting speaking engagements on
golf or sports in general, when asked by
any service or fraternal order is a “must.”
Any and all opportunities that present
the chance to appear before the pub-
lic, such as radio, television, clinics, ete.
are other steps in the direction of good
public relations. The greater number of
people who are acquainted with you and
the greater number of people you can call
by name, the more rapid is your ascent to
success. Remember, it is always far more
blessed to give than to receive. I have al-
ways found that in my desire to serve my
fellow man, 1 best served myself.

The professional’s relationship with
every personality and every group in the
club is to be equally, impartially, and
genuinely sincere and helpful. This is
often difficult, due to the personalities of
the members. Unfortunately admission to
a private club isn’t always a sure guaran-
tee that the members are the most attrac-
tive or desirable persons in the commun-
ity. However, diplomacy, good judgment,
and ordinary tact in selling oneself always
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The recently revived “Health and Golf Club” in
Chicago’s Merchandise Mart features two golf driv-
ing nets, practice tees, real golf balls and a con-
vex mirror as practice aids for businessmen golfers
seeking to brush up on their game between work-
ing hours in the Chicago loop. Among facilities
featured are o golf practice room, an exercise
room, a steam room, a dry room, locker room and
quiet room. Eighty per cent of the more than 100
members are tenants of the Mart. Golf pro, Sam
Rauworth, who is in charge of the club, says golf
carries 50 per cent of the financial load through
sale of merchandise, golf instruction, etc.

constitutes successful public relations.

I feel public relations plays equally as
important a part in your success as a teach-
er as it does in every other act, from the
minute you arrive for duty in the morning
until closing time.

I have seen a number of cases where
ungrammatical speech is as glaring as bad
taste in dress on the pro job. The unfor-
tunate part of these cases is that the men
often are very earnest workers, reliable
and know the subject of teaching. They
lack command of English and the general
appearance necessary to establish the con-
fidence essential to putting across the les-
sons to the pupil.

Public relations are as essential to a
golf professional in teaching as the “bed-
side manner” to a doctor or a good speak-
ing voice to a minister of the Gospel.

Through public relations a pro can
develop his lesson business tremendously
by giving of himself and a few free tips.
Many pros refuse to hand out free informa-

(Continued on page 105)
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Pro Public Relations

(Continued from page 38)
tion because they feel their knowledge
and skill is for sale and should not be giv-
en away. But “sampling” has been the life
blood of many a business. I believe that
free tips to members will lead to more
and more lessons.

An example of this is: I see a chronic
slicer on the first tee. He is doing so many
things wrong 1 almost weep. What if I
do tell him what his principal troubles are?
Can he overcome them alone? Not one
out of a thousand times. It is only natural
for him to attempt to do what I have sug-
gested. He tries for a few swings with no
improvement and then reverts to his more
familiar method.

The assistant must be an excellent
counterpart of a first class master pro-
fessional if the pro dept. is to be well
conducted as any private, semi-private
or public golf establishment. The
assistant is in the shop meeting the
golfers, often longer than the pro who
must divide his duties between shop,
lesson tee, playing lessons, meetings
with officials and other department
heads and other duties.

During the past two winters the
PGA has been conducting schools for
assistants which, in the opinion of
numerous professionals, have been the
most practical service the pro organ-
ization has rendered in some years to
its members.

Eddie Duino’s lecture on Public
Relations was delivered to a PGA
Assistants” School class.

However, I did succeed in arousing his
curiosity and he very often comes into the
shop and asks for more information. I
then explain it is one thing to have your
faults analyzed, and quite another thing
to correct them. The result is that his
name goes on my lesson book.

Publicity, which is actually free adver-
tising, is an integral part of your program
of public relations. Every item of good
news concerning golf, you as a pro and
vour club, which appears in a newspaper,
magazine, or on a radio or television pro-
gram, has untold value to you, your club
and its members and to the game. People
enjoy talking about golf. Better than that,
they enjoy hearing what the experts have
to say about it. You, as a professional, are
the expert they want to hear.
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CHICK HARBERT ART WALL
Used Golf Prides in my Should have had my Golf
greatest triumphs. Prides years ago,

Increase Pro Shop sales with
better looking, better feeling

TRACTION ACTION

X

HOWIE JoHNSON iy
The new Victory grip [N
feels greal.

_ANNNNNNNNNNN |

TOMMY BOLT

Golf Prides for extra
power, keen control,

New VICTORY mopeL

The Golf Pride Victory grip has the
“Griprite - Swingrite' feature, a form
finder that helps all golfers. The Vic-
tory herringbone design feels great,
improves traction, reduces tension.
Cash in on Victory “appeal”, national
advertising and promotion by these
and other prominent pros.

WALLY ULRICH GAY BREWER
Form Finder of Victory Traction Action puts you
Grip helps all golfers. stokes ahead.

DRIVE FARTHER! HIT STRAIGHTER!

FAWICK FLEXI-GRIP CO.
Box 8072  Akron 20, Ohio
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Whenever your Club
needs money

Club House addition

another nine holes
watering system
debt retirement

The Columbian Plan
of Club Financing

can get it for you
at least cost, least effort

Write, wire or phone

Horace F. Taylor, Jr. Assoc.
2000 Sheridan Drive
Buffalo 23, N. Y.
Telephone BEdford 7135

Newspapers, radio stations and TV out-
lets are interested in golf because their
readers, listeners and viewers are inter-
sted in it

Then why, you may ask, don’t they de-
v}cl)te as much space and time to golf as
the
ball and horse racing? You have every
right to ask, since golf is the least pub-

do to such sports as baseball, foot- s

licized of all major sports. There is at *

least one full-time, paid, publicity man
for baseball in every major league city,
one man for football and basketball in
every college or university town and one
for horse racing in every locality which
has a track.

Golf must compete with these other
sports and their vigorous publicity opera-
tions for space in newspapers and for
radio and TV time. You, as a professional,
can play a major part in making a success
of this important competitive program.

If there is to be good golf publicity on
the local level, it is up to you the indi-
vidual, to plant it and at least in part to
carry out the program, once it is planned.
Newspapers, radio and television stations
want news about golf. The public expects
it, so all these agencies are receptive to
your suggestions.

Get to know the sports editors and

GOOD-BYE
‘GOLF-TIRED' FEET

with the
OFFICIAL GOLF SHOES
OF THE PGA

tTONIC-PGA

ALL WEATHER
GOLF SHOES

s

Introducing the new Ryder Cup
Golf Shoes—sold only through
the man who knows golf and
golf shoes best—Your Pro!

1. Air Cushion Innersole —
heel to toe — every step is
cushioned. You walk on air!
2. Flexible steel plate — you
never feel the spikes!

3. Weather-sealed for all-
weather protection — rugged
but light and flexible!

C. A. EATON CO., Brockton, Mass.

Golfdom
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A durable free wheeling knee action soil aerating machine with a differen-

tial action that follows any contour. Over, 2,000 institutions use Soilaire
machines for growing grass mechanically. Catalog on request.

ROLCOR

1108 Nicollet Ave., Minneapolis 3 Minn.

Soil Aerating Machines *» Power Rollers o

Transmissions

especially the golf writers in your city and
surrounding area. Know the men who do
most of the sports announcing for the
local radio and TV stations. Make a
special point of cultivating those who
really like golf. These are the men who
want golf news. Remember, you want
publicity and they want news.

Learn what types of golf news each
media desires and when it wants it. Feed
day-by-day news to them. Watch for un-
usual or newsworthy items and call their
attention to them. Find out what major
stories they might be interested in and try
to get such stories for them.

Change Their Viewpoint

Reporters and broadcasters who aren’t
particularly interested in golf, represent a
difficult problem. It will take more time
to get them to change their point of view.
However, it can be done. One way is to
see that their competition receives lots of
good golf news. No reporter or broadcaster
can ignore news of the type a rival news-
paper or station is using day in and day
out. Men in the news field are honest and
conscientious. The trouble lies in the fact
that they are overworked almost every-
where, in small towns and major cities
alike. Frequently, they use items because
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MCLAUGHLIN

PRESENTS FOR 1958
TOMMY MC LAUGHLIN
GOLF BALL

All NEW Construction

Also the following
IMPROVED reconditioned
and rewound golf balls:

ALEX CAMPBELL
—high compres-
sion—liquid cen-
fer.

ALEX DUNCAN
— medium com-
pression — liquid
center
EDINBURGH — low
compression

Proven the most re-
liable pro line in the
competitive price
range. Available
with our trade naome
or private brand in
24 doz. lots. Satis-

faction guaranteed.

Used cut or uncut balls taken in trade
or purchased,

Custom repainting of your golf balls.
These balls sold to pros exclusively,
Write for prices

HUGH J. MCLAUGHLIN & SON

CROWN POINT, INDIANA
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PHILLIPS

CAM LOCK

GOLF* 'p) SPIK]

L
T2

The world’s finest and best known. -
Will not turn or break apart.

PRO‘'S CHOICE
F. C. PHILLIPS, INC.

STOUGHTON, MASS.

o R RO SR S e T,

hethodluing...

A DISTINCTIVE

\ LINE OF
GOLF TROPHIES,
AWARDS AND
RIBBONS.

Send for FREE FULL
COLOR CATALOGUE
NO. 102

Phone LE 2-0430

E.&H. SIMON Inc.

381 Fourth Ave. N.Y. 16, N.Y.
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they are easily accessible.

Your best move is to contact each of the
newsmen in your area, preferably in per-
son, before the season starts. Find out
just what each of them wants in the way
of news. Then see to it that each gets the
news he wants at the time specified. Alert °
your assistants, your caddiemaster, and
even your caddies to watch for possible
news stories. Ask officials and members
of your club to pass along anything that
might be newsworthy. If your club has a
publicity chairman or a publicity commit-
tee, you have a ready-made ally.

Public Relations Fundamentals

I list nine fundamental points that can-
not be stressed too urgently on how you
can develop better pu%)]ic relations:

. Be alert

Be courteous and respectful

Be eager to serve

Be accurate

Be attentive

Tell the truth about merchandise
Know your goods

Call attention to new merchandise

9. Cive quick service

The following are a few things your
members will like and certainly will im-
prove your public relations:

1. A well arranged stock

2. Exchange without question any un-
satisfactory goods
Standard established prices
Same price to everyone
Careful attention to children
A clean and comfortable shop
Quick, courteous, accurate service
Calling patrons by name

N1 YU 010
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Golf's Greatest Show

Indoor & Outdoor Shows
For Booking Details Write:

JOE KIRKWOOD

7059 W, Addison St. Chicago 34, Il

Golfdom



Sure ways to destroy public relations
are:

1. False promises

2. Telling patrons they are hard to
please

3. Poorly ventilated shop

4. Flippant answers to questions

5. High pressure selling

6. Trick mottoes like
Here,” etc.

7. Carelessly arranged stock

8. Dirty floors

9. Becoming overly familiar

10. Allowing clothing to appear untidy

11. Waiting on customers out of turn

12. Allowing stock to remain upset after
a sale

13. Correcting customer’s
tion

14. Suggesting “loud” goods or gadgets

15. Allowing customers to wait while
vou are fixing stock or checking records.

The subtle approach to good public
relations is to get consciously or uncon-
sciously in the habit of so acting, speak-
ing and lookin%), that you can be judggd
at any time as being the most competent,
dependable and attractive sort of an in-
dividual to head any type of private or
public corporation.

“Don’t Park

pronuncia-

Says Soft Course Can Lead
to Boredom, Loss in Play

John Peters, Jr., Winnfield, La., who
financed, built, manages and owns Winn-
field G & CC, contends that typical, small
town clamor for a course that everybody
can play eventually leads to boredom.
When he constructed Winnfield in 1957
he decided that it wasn’t going to be a
pushover. Some of its shotmaking de-
mands are described as “breath taking”
and to date no one has come close to par.
Peters reasons that many players quickly
become adept swingers after taking up
golf and if their course doesn’t offer much
of a challenge they lose interest in the
game or move on to a course where some
scrambling is necessary.

Play has constantly increased at Winn-
field, bearing out Peters’ argument.

USGA recently released its 1958 edi-
tion of “The Conduct of Women’s Golf.”
A new system of handicapping women
golfers is recommended by the Women's
Committee. It is the same system, with
minor adaptations, that the USGA adopt-
ed for men at the start of the year. The
course rating system also has been slight-
ly altered.
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ALFRED H. TULL
Golf Course Architect

Larchmont, New York

OPENING THIS SEASON

COUNTRY CLUB OF DARIEN
Darien, Conn.

ROCKLEIGH GOLF COURSE
Bergen Co. Park Comm.
Rockleigh, N, J.

TENNANAH LAKE HOUSE
(2nd 9) Roscoe, N, Y.

MORNINGSIDE HOTEL
Hurleyville, N. Y.

THE NEVELE
Ellenville, N. Y.

PASSAIC COUNTY PARK COMMISSION
(3rd 9) Preekness, N. J.

PONCE GOLF CLUB
Ponce, Puerto Rico

BERWIND COUNTRY CLUB
(2nd 9) San Juan, Puerto Rico

. James Kunik

TAILORS-IMPORTERS
Est. 1910

A name in the Pro Shop that represents Fabrics
of Rare Imports for the dresser of distinction.

Ours is the only hand-tailored garment
to be purchased through the Pro Shop.

Special Order Trousers — from ... $ 35.00
Special Order Sport Coats — from ... . 115.00
alse
Stock Sport Coats ..o 65.00
Stock Suits — from ... 80.00

alse
For your stock — Our most talked about Silk Mens
and Ladies Walkers, Golf Slax — Sold thru Pro
Shops Only.
Ladies Walkers
Mens Walkers
Golf Slax & Daks Slax ...

For complete information write:
41 S. New York Ave.,
ATLANTIC CITY, NEW JERSEY

e ————ee e ek
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retail ot $6.95 and $11.50
retail ot $11.50
retail at $14.95




