E\'l‘:.\' though just about everyone agrees
that the pickup in women’s play is
the most important golf development of
the last four or five years, there is divided
opinion among professionals as to whether
the feminine swingers are even beginning
to pull their weight as pro shop customers.
A survey recently made by GOLFDOM
shows that views of the merchandisers
generally come under two well defined
categories in this increasingly important
matter. The majority of pros say that
outside of sportswear and related items
they are getting little patronage from
women playvers. At the same time, the
majority of these shop proprietors con-
cede that where playing equipment, in
particular, is concerned they have been
deficient in promoting women’s sales.
They leave the impression that the push
is yet to come,

On the other hand, a small but prob-
ably growing list of pros, looking to the
long-term possibilities, are promoting the
sale of women’s clubs by refraining from
trying to sell the feminine swingers com-
plete sets but instead urge them to buy
essential clubs such as No. 3, 5, 7 and
9 irons, a putter and, in most cases, two
woods. The pros are handling these sales
in two ways: Some sell the more expen-
sive clubs on an open set basis with the
suggestion that the complete set can be
filled in later; others sell less expensive
lines with the understanding that these
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clubs will be accepted as trade-ins when
the woman golfer decides she has gradu-
ated to better clubs.

Plenty of Competition

Pros who have lagged behind in club
sales to women generally attribute their
failure to get this activity off the ground
to the omnipresent competition of the
discount houses and downtown depart-
ment and sporting goods stores. In many
cases, this is all too realistic; in others,
it is partly imaginary. One pro ventures
the opinion that even though the woman
holds the purse string, the golf playing
husband preempts the right to buy more
expensive clubs, either giving his wife
his discards or persuading her to settle
for less expensive editions. Another pro
suggests that even though many women
have been playing golf for a relatively
long time they haven't vet reached the
point where they are convinced that gual-
ity clubs will improve their games. This
same pro adds that it is his observation
that women generally regard golf in more
of a sporting vein than do their husbands
and it will be some time yet before they
start buying clubs with an eye to their
prestige value,

Harry Robb, Jr., the master of Milburn
G & CC, Overland Park, Kans., feels that
maybe the pros are too ambitious in try-
ing to sell women more and higher priced
clubs than the latter can afford. “If you
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tell a woman it's going to cost her $200
for a set of clubs,” Robb savs, “about nine
out of ten times she makes a very quick
retreat. Then she goes on a shopping
tour, comes back with cheap clubs, throws
them in your face and tells you how little
she paid for them.
Experience Sets Price Range

We handle clubs in all price brackets
The first thing I find out is how long a
woman has been playing golf. The tvpe
and price range of the clubs I suggest
are tied directly to the length of time she
has been playing. When 1 sell a short
set 1 guarantee to buy it back at exactly
half the original price.”

There is an important amendment to
Harry Robb’s remarks: “There are 250
women golfers at Overland.,” he says
“Very few have bought clubs elsewhere.”

Red Dennison of Green Acres CC
Northbrook, Ill., opines that a pro will
never sell much of anvthing to women
until he has a ladies’ dressing room in
the shop. “At first thought,” he says,
“maybe this doesn’t seem to have any
connection with the sale of clubs. But
it adds up like two and two. If the
dressing room is handy, she'll patronize
vour shop more than if there is none. At
first, she may buy only apparel. But
she'll ‘\l'(“'l coming back if vou [lln\ini'
the facilities she thinks should be there.
Eventually, shell buy a pair of shoes and
after that perhaps a putter or a No. 2
wood. Then, in two out of three cases,
she'll end up buying a complete set of
clubs from vou.

Started with Used Clubs

Leo Fraser of the Atlantic City C(
Northfield, N.J.. has used a rather dif
ferent tack in building up his women's
club business. For the past three or four
yvears he has scoured the market for good
used clubs, reconditioned them and sold
them to female players. Now, many of
the ladies have outgrown the secondhand
clubs and are buying new ones. Fraser,
during this time, has set up a special
ladies’ club dept which not only appeals
to the feminine ego, but more important
offers the kind of concentrated service
that he feels can make any kind of a pro
dept. succeed.

“There isn’t a pro in the country,” Leo
asserts. “who can’t beat the bushes for
quality used clubs as a starting point for
1 flourishing women's club dept. The pro
has this advantage: Used “pro only” clubs,
that have been reconditioned, are still far

(Continued on page 109)
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like this in

SPORTS ILLUSTRATED
Golf Digest
Golfing "
National Golfer
Golf World
Golf Life .
Houston Golfer
Fore

is another reason why

lootJoy!

THE (HOI(‘E OF LEADING
PRO SHOPS, T0O!

Have you seen the NEW #
SELL-A-MATIC? It's set-
ting new course records for
golf shoe profits in progres- =~
siveshops all over the country.
See your Ernie Sabayrac
Sales Representative or write *
for details and proof of what ,
it can do in your shop.

BROCKTON FOOTWEAR SALES, INC, -
Brockton, Mass. |
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THE PARGO ELECTRIC GOLF CAR

FOR MORE COMFORT — MORE POWER* — THE BEST IN PERFORMANCE

For Information Write: Columbia Car Corporation
P. O. Box 86

Grovetown, (Augusta) Georgia

DEALERSHIPS AVAILABLE

Miller Moves All-Star
Show Back One Hour

“All-Star Golf”, which again is being
spnn\mml on TV by Miller Brewing Co.,
Milwaukee, starting Oct. 11 and continu-
ing for 26 consecutive Saturdays, will be
seen in all time zones from 5 to 6 p. m.
By presenting the show an hour later than
last year, the sponsors feel that there will
be no chance of conflict with football and
basketball telecasts.

The series will retain the same basic
format as the 1957-58 shows. Prize and
bonus money will be the same as last year
but a flip of the coin won't decide the
winners in case of ties. The contestants
will return the following week to play an-
other 18-hole match to break the dead-
lock and prize money will be doubled.
Dick Danehe, West Coast sportscaster and
former pro football player with San Fran-
cisco, will handle the commentary.

Pocono Turf Officers

New officers of the Pocono Turfgrass Assn
are: Weldon Garrison, Shawnee, Pa. pres., Frank
Nause. Hazelton, vp, Ted Weiser, Scranton,
treas., Bob Dunn, Dallas, secy. and Sam Spenser,
Lehman, dir,

Octaber, 1958

*36-Volts — & Batteries

Big Push Yet to Come

(Continued from page 42)

better buys than inferior new ones bought
in the stores and will match the price of
the cheaper new clubs. If you keep preach-
ing this in vour pro shop, you'll convert
most of your women players to this think-
ing.”

Selling women’s clubs through the clinic
and group lesson approach, of course, is
pretty much of a patented idea, but Jack
Murphy of the Vestavia CC in Birming-
ham feels that too many pros are giving
up on this tried and true method too soon,
“After one or two lessons,” says Murphy,
“many pros junk the idea, especially if
they don't make any sales. 1 think it
should be carried on at least once a month
all season even if only two or three women
attend the clinics. There's no law saying
that a woman who doesn’t buy clubs in
May won't buy them in September.”

Shows Them the Difference

One of Murphy’s favorite strategems is
to check a woman's store bought clubs,
which usually are ill-fitted, and ask her
to try pro-only brands that are correct
for her in shatt-length, weight, etc. After
swinging correctly fitted clubs only a few
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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

Proven the most re-

_,M'h P liable pro line in the
sion—liquid cen- 3 .

ter. competitive price
ALEX DUNCAN range. Available

— medium com-
pression — liquid

with our trade nome
or private brand in

center -
EDINBURGH — low 24 doz. lots. Satis
compression faction guaranteed,

Used cut or uncut balls taken in trade
or purchosed.

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

HUGH J. MCLAUGHLIN & SON

CROWN POINT, INDIANA

UNIQUE — PRACTICAL X-MAS GIFT
P a must

with
wrders
wf 1 8os, or mars

Box 9. Frov.

r.o
BAKER'S DOZEN WITH THIS AD
13 PER DOZEN — ORDER NOW
Usval Credit Terms to Pro Shops and
Rated Orgonizations

1o

times she notes the great difference and

immediately becomes a good prospect for

a sale. Beginners, inci(k‘ntully, are sup-

plied with clubs from Jack’s shop for the

first two or three lessons so that he can

get an accurate picture of their needs.
Not Completely Positive

On the not completely positive side of
the women's club sales fence are fellows
such as Elmer Voight, Sunningdale CC,
Scarsdale, N. Y., Dan Langford, Oakwood

C, Enid, Okla., and Bill Corbett, Castle-
wood CC, Pleasanton, Calif. All decry
the fact that there is constant temptation
for women members to go bargain hunt-
ing and end up buying inexpensive clubs
in downtown sporting goods outlets. Cor-
bett, however, points out that not too
many years ago men were doing the same
thing, but educational effort and sales-
manship on the part of the pro finally
brought them around to making their pur-
chases at the home course,

Corbett is convinced that open stock
sets from which women initially are sup-
plied with a minimum or essential num-
ber of clubs is the first step toward salva-
tion. So is Langford, adding, “It's no-
body’s fault but our own if we allow too
many of our women players to buy clubs
elsewhere,” Voight hasnt found any
magic method for inducing his feminine
members to buy pro-line equipment even
though he does a bustling business in the

sale of women’s apparel. “The ladies,”
Elmer reasons, “are much more fastidious
about their appearance than they are

about their games or their playing equip-
ment. But maybe that is a clue. Now if
the manufacturers were to make the gals’
clubs more colorful, maybe we could sell
more of them.”

Elmer may have something there!

Adpertisement

BIG PROFITS FOR YOU AT
Sell to golfers who are tired of ¢
heavy bag or pushing a cart.
new golf club set,

ONCE
carrying the
Show them the

5 irons (3,5 7,9, P) $35 Shaft $16
2 woods (lg ") $32 Belt-Kit $18
4! lbs

/ Weighs only

Md

HEAD-ON Single Shaft Golf C
219 W. Chicago Ave

Clubs Company
. Chicago 10, Illinois
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