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Stymied by Trade-Ins, Coljera 
Who Hold on lo Old Equipment? 

Take A Sales Lesson 
From the Car Dealer 

hat would a successful automobile 
dealer do with the same sort of a 

setup that the golf professional has for re-
minding potential customers they've had 
old merchandise too long? 

That is a subject the golf pro might 
think about in employing bis imagination 
constructively. His situation on trade-in 
clubs is getting too close to the automobile 
dealers' position. The professional's prob-
lem is to control trade-in operations and 
use them in enlarging his market and in-
creasing his profits. 

GOLFDOM's latest survey shows that 
more than 65 per cent of new club sales 
at pro shops involve acceptance of used 
clubs as partial payment. The percentage 
of trade-ins ranges from zero to NX) at 
various clubs. Members of clubs where 
there are no trade-in deals seem to be just 
as active in buying as the members or 
players at courses where every new set 
of woods and irons sold means taking in 
used clubs and re-selling them. 

These Things Help 
The growth of the club trade-in deals 

has had two bright spots for professionals: 
( I ) Golfers are learning that the pro-only 

lines of clubs are the only ones that have 

an appreciable trade-in value. On the other 
hand, the professional, in some eases, is 
almost compelled to allow more than the 
trade-ins arc worth. Nobody, not even the 
greenest caddies, will pay enough for 
cheap line second-hand clubs to warrant 
handling them. 

(2) There is a growing trend toward cut-
ting down the shafts of pro-quality trade-
in clubs and making them suitable for 
youngsters. Emil Beck, Bill Hardy, Horton 
Smith, George Aulbach, John Budd, Herb 
Graffis and others have discussed this at 
PGA business schools. 

The trade-in problem isn't the only one 
suggesting that we consider ideas for pro 
merchandising that might lie developed 
from imagining how the automobile deal-
er would react in the professional's situ-
ation. 

Replace the Old Stuff 
For instance: If the automobile dealer 

had hundreds of automobiles in a garage 
back of his showroom, you could be cer-
tain that the dealer would be approach-
ing the owners of any of those curs that 
were two or three years old with the idea 
of selling them a new one. There is no 
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reason for believing that the standard of 
automobile salesmanship is higher than 
that of the good businessman pro, so why 
shouldn't the pro be thinking in a similar 
way about people who are using old play-
ing equipment? 

The automobile salesman generally de-
pends on advertising to bring prospects 
into the showroom. In most cases, the golf 
professional already has his prospective 
customer frequently coming into his show-
room. The golfer often depends on the 
professional to get him to buy what is 
needed. 

I have heard it said that golf equip-
ment lasts too long. You don't hear that 
complaint about automobiles. Figures in-
dicate that tlie golf ball now is played 
about twice as long as the ball of 1940 
was played. Extensive surveys of pro 
shops and studies of golf club production, 
sales and markets indicate that the top 
quality woods in bags in the racks at 
private clubs are about seven years old 
and the irons are only slightly less in 
average age. The average age of the clubs 
in private club storage has increased about 

one-half year since 1953. 
What Clubs Last "Too Long"? 

Every experienced professional looks at 
olf market statistics in a way that should 
elp him determine the facts at his club. 

He probably will find in his storage racks 
quite a few sets of clubs that have been 
used more in two years than the average 
member plays in five or six years. So who 
knows —- and why — if golf clubs last 
too long? 

The professional, not the amateur who 
buys and uses clubs, knows the right an-
swer to the useful life of clubs. The pro 
knows that the answer is not based on 
the calendar, but on developments in golf 
club design, materials and construction. 
Thoughtlessness is a fact in determining 
the life of clubs. What member knows 
when he bought his clubs? The pro Who 
uses old clubs, even an old putter, isn't 
giving his members a good example. 

If an automobile dealer had 250 cars 
garaged back of his salesroom and saw 
that 50 or 60 of them had old-fashioned 
gear shifts, 70 to 80 of them lacked power 
steering, 200-or-so didn't have air-condi-
tioning, there'd be a lot of high-powered 
selling action by his salesmen. H e r e is 
foundation for the criticism that the auto-
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mobile business depends on advertising 
and trade-in allowances, rather than per-
sonal salesmanship, to do its selling — 
but it has to get rid of its stock. 

Now compare the hypothetical situation 
in a garage with the condition of 250 sets 
of clubs in storage back o f a lot of pro 
shops. 

From the sole* of clubs to the tins of 
the grips there have been hundreds of 
changes — improvements and develop-
ments — made in clubs in the past five 
years. Does the pro's customers realize 
that progress has been made in clubs? 

Docs Pro Know What's New 
T h e professional and his assistants ought 

to know every single one of the details of 
improvement in clubs. He should get this 
information from manufacturers and their 
salesmen. Many times he can get printed 
information from manufacturers to mail to 
his prospective customers or have this in-
formation attractively and conveniently 
displayed in the shop. 

T h e professional is expected hv his cus-
tomer to be the top authority on golf 
clubs and to pass along his expert knowl-
edge. Sometimes this actually is the ease: 
sometimes it is not. You, alone, know what 
the answer is at your club or at your 
course. You, alone, know whether you are 

losing to price-cutters the business of peo-
ple who should be buying from you be-
cause1 (if your expert knowledge of clubs. 

Have you ever wondered about the 
amount of business you may be losing be-
cause your customers don't know their 
clubs are not first grade by today's stand-
ards? Arc any of your members using 
clubs made and bought when the Edsel 
automobile was being made? 

Style Can Sell Clubs, Bags 
T h e professional whose shirt and 

sweater business has increased because of 
style changes rather than because of wear 
should investigate thoroughly how the 
same factor of out-of-style that applies to 
apparel applies to golf playing equipment. 

T o get right down to specifics on what 
the professional and his assistants can do 
to serve (lie customer better by reducing 
the time lag in selling him (or 'her) clubs 
with built-in aids to scoring, obtain from 
manufacturers all possible information to 
pass along to potential customers on: 

CHIPS — Nature of material, charac-
ter of "feel", security of connection, re-
liability regardless of weather conditions 
and physical and emotional condition of 
player, method of securing grip to shaft, 
retention of most desirable feel of grip 
material, sensitive " touch" of grip, appear-
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a nee, aid in aiming club face, weight and 
size, effect on balance of club, resistance 
to undue wear and tear, possible need of 
repairs, speed, ease and economy of ap-
plication, ease of repair, etc. 

SHAFTS — Materials, use of mate-
rials, flexibility or stiffness, torsion, weight, 
location of point of maximum "spring", 
taper, appearance, strength, resistance to 
corrosion, etc. 

HEADS — Material, design, weight, 
distribution of weight, sole design, sole 
plate, face insert and other marking, as-
sembly, head finish (material and design 
and durability), connection with shaft, etc. 

Quincy Municipal 
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convinced many people that their kids 
will never learn to play the game well 
unless they have superior equipment." 

Women's Club Sales Pick Up 
Sales to women have lieen especially 

gratifying to Glasgow in the last two 
years. It never was much of a problem 
to sell quality sportswear to the ladies, 
according to the Quincy pro, because that 
favorite punch line, "This is something 
you can't buy in town," always was handy 
and it had an effect. But pro-line clubs 
were a different matter. However, Glas-
gow discovered about two years ago that 
if he brings husbands into tbe act when 


