Dick Masterson (seated) is head pro at Sunne-
hanna. His assistants are Dave Metro (I) ond Don

Graffis.

Cleaning-Storage

Isn’t Routine Job
at Sunnehanna

That rack room produces a good
income and should get as much
altention as the rest of the pro op-

eration. says Dick Masterson
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ick Masterson of Sunnehanna CC in
D Johnstown, Pa., has the reputation
of being one of the most capable pros in
Western Pennsylvania.

Sales reps for both equipment and ap-
parel manufacturers :m({ professionals at
surrounding clubs vouch for this. “Dick
doesn’t do anything spectacular like stand-
ing on his head when he’s making a sale,”
says one of his fellow journeymen. “He
hasn’t got the biggest or best looking shop
in the district, and he doesn’t have any
more members than the rest of us. But
when the books are closed at the end of
the season, 1 have a hunch he has sold
as much merchandise as any around.”

Now in his 13th year in ti. - golf busi-
ness, the last four of whicl iave been
spent as the shopmaster at Sunnelianna,
Masterson is pleased and he pleads, just
a little pu/.z]v(’]. to hear all the good things
that are said about him. “I jus' plug
along,” he says. “This business is n’mut
90 per cent plugging and 10 per cent
hoping that what you do for vour play-
ers is appreciated. Every pro in the busi-
ness has heard that sv\'(-ruf thousand times
and so I'm afraid that perhaps they won't
find a description of how my shop is
operated very enlightening.”

Only One Commodity

A little probing of how things work at
Sunnehanna reveals that Dick Masterson
lives by an important piece of intelligence
he picked up as an assistant to Dick Shoe-
maker at Beechmont in Cleveland, and
later as Lew Worsham’s aide at Oakmont
in Pittsburgh. It comes down to: “Service
is about the only commodity we have to
offer. If it'’s anywhere near what it should
be, the patronage of the members is its
reward.”

Service, in the estimation of Masterson. |
primarily covers two aspects of the pro’s
operation: (a) the handling and storage of
clubs; and (b) the club’s teaching and
tournament program. Everything else is
secondary to, or is an offshoot of these
two functions.

Handling clubs in the back room. the
Sunnehanna pro concedes, is a pretty
prosaic thing, and it’s probably because
of this that the cleaning and storage oper-
ation at a great many clubs is far from
being a model one. But it provides a
steady source of income, pcrﬁmps from
$3,000 to $4,000 a vear at most clubs.
and Masterson feels that the pro and
his staff should extend themselves in
making this service the best possible one,
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He and his assistants, Dave Merto and
Don Graffis, try to take the monotony
out of the rack room operation by keeping
ahead of their clients in spotting clubs
and bags that are in need of repair.
“We're always a little chagrined,” says
Dick, “when the member has to request
that we repair his equipment. We like to
spot needed repairs betore he does.”

Check With Front Office

The Johnstown professional feels that
so far as tournament activity is concerned,
members at most clubs get a fair share
of this. Pros as a whole, he concedes, are
quite ingenious at devising club events in
which the entire membership can partici-
pate from time to time. If there is any

Octaber, 1963

Exterior and interior views of the Sunnehanna pro
shop ore shown of top. At bottom, is the heavily
trapped 10th hole with No. 14 behind it. This view
is typical of the club’s up-hill, down-dale course.

failing here at all, it may be in not keep-
ing in touch with the front office and
finding out when parties and other club-
house affairs are going to be held. “Many

times, says Masterson, “a pro may miss

(Continued on page 110)



OKLAHOMA HEADQUARTERS

Acti-Dione Biochemicols
Buckner Sprinklers and Valves
Chemagro Corp. Fungicides
Cleary’s Fungicides

DuPont Fungicides

Eli Colby Peat

Febco Controls

Gandy Fertilizer Spreaders
Giant Vac Cleaning Machines
Goodall Mowers & Edgers
Green Turf Special Fertilizer (our own)
Hardie Power Sprayers

Jari Power Scythes

Lown Beauty Spreaders

Litter Lift-Bermuda Harvesters-Slitters &
Planters

Lo-Blo Air Broom

Mallinckrodt Fungicides
Milorganite Fertilizer

Modern Lawn Mower Grinders
Parker Sweepers

Par Aide Green & Tee Equipment
Roto-Werl Spreaders

Royer Grinders

Ryan Turf Tools

Standard Green and Tee Equipment
Teebirdies Golf Cars

Toro Mowers and Tractors

West Point Products

SALES — SERVICE — PARTS

BOB DUNNING-JONES, INC.

1402-12 So. Lewis—Tulsa 4. Okla.
WE 9-3206 — WE 6-3660

22 years of consultant service on golf course
maint e. All ph
tion, irrigation engineering, greens with
built-in savings. Courses as G.CS.A. and
their members would like them.

— layout, construc-
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Storage, Cleaning Aren’t Routine
(Continued from page 59)

a chance to tie in a townament with a
social affair simply because he isn't aware
that a party has been planned. We all
know that every time he overlooks or miss-
es a chance to throw in an extra sweep-
stakes, mixed event, or maybe a twilight
tournament, he’s passing up a chance to
make some money.”

Tournaments, it’s granted, are held often
enough at most clubs to satisfy the com--
petitive urge of practically all the mem-
bers. Masterson, though, wonders if the
same thing can be said about clinics,
“Many pros give up on them too soon,”
he opines. “They start out strong in the
spring, but by June all the group lesson
sessions are forgottcn. We run a Junior
teaching program from June until Sep-
tember, We arrange free instruction for
women in July and August. Maybe we
should even do this for the men.

Good for Business

“The point is,” Masterson continues,
“that clinics are good for business. They
lead to more individual lessons. They may
not always produce much in the way of
on-the-spot sales, but ultimately they {lelp
your sales. If you work with the kids and
help them to become fairly good players,
&)u’re going to realize a lot of patronage

nefits from their parents. You give away
a little free time in runming clinics, but |
you can charge it off to buil(%ing goodwill,
something vou're always trying to do in
a pro shop. In the long run, it’s converti-
ble to money.”

There are about 400 playing members
at Sunnehanna, 125 of them women. This
is a total increase of about 75 over 1962
and, according to Masterson, has greatly
stepped up play and sales at the Johns-
town course this year. It is estimated that
women's play is at least 25 per cent
greater than it was in 1962,

Has an Artistic Touch

The display room at the 14-year old
Sunnehanna pro shop encompasses about
400 square feet, which is rather small
considering that approximately 90 per
cent of the 400 players are steu({y patrons,
The walls of the shop are faced with peg-
board which goes a long way in helping
to solve the eternal quest for sufficient
display area. Four niches, used for show-
mg shoes and apparel, give an artistic ,
touch that is further embellished by a
pair of golf still-lives that were painted |

-
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FINEST .. TURF
IS

GROWN!

A 4

MILORGANITE

Is Used . . . All Season Long!

Here’'s Why . . .

MILORGANITE lasts longer
MILORGANITE is easier to apply
MILORGANITE is granular

MILORGANITE is sterilized
MILORGANITE comes in easy-to-handle 50
Ib. bags

¢ MILORGANITE is economical

® MILORGANITE
contains oll the
elements need-
ed for healthy
plant growth

MILORGANITE
is dustfree,
free - flowing,
does not cake
or spoil in stor-
age

MILORGANITE and SPREADER

THE SEWERAGE COMMISSION

MILWAUKEE 1, WISCONSIN

MILORGANITE

r‘}lu NATURAL ORGANIC FERTILIZER
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A

for Masterson by one of his members,
Mrs. Cladys Henderson. +
Masterson carries a $20,000 inventory
at the start of the season and then lets it
dwindle to about $10,000 by October.
Since he stays open through December,
and does quite a thriving holiday busi-
ness, his stock carryover into the new <
season is comparatively small, Practically
all of his advertising is handled through =-
the club’s monthly bulletin, although he
supplements it with a spring letter an-
nouncing the opening of t‘w shop. One of =
the best sales standbys he has is an ap-
parel catalog, published by Ermie Sabay-

rac, Inc., through which he sells on an ™
order basis. In the last two years, Master-
son has supplemented his clothing line =~
with sports coats, ties and shirts plus wom-
en’s handbags, but sales of these items™
have only been fair. =t
Owns Golf Cars
All revenue from the golf car conces-

sion goes to the Sunnehanna pro shop
because Masterson is the outright owner
of the club’s 10 cars. The number of ve-
hicles is restricted since the course, lo-
cated 2,200 feet above sea level and high
above the city of Johnstown, is repleted
with dips and rolls. The car rental fee is
$7.50 for 18 holes and $4 for 9. The
liability policy that Masterson carries on
the cars also covers his merchandise and .
the clubs that are stored with him.

Some manufacturers’ representatives
point out that Dick Masterson does a
somewhat better job of selling clubs for ..
them than most pros in the area. Once,,
again, Dick disavows any particular tal-
ent in this endeavor, saying that he does
no more than most in keeping an eye oul «
for a possible sale. His best selling clubs
are the wedge and putter. The wedge, for
example, serves as a talking point that
can lead up to sales not only of this club ~
but of others. “Most players,” Masterson «
observes, “still don’t own wedges. Those
who do, may have old copies that don’t
compare with later models. You demon- =
strate why the newer wedges, with wider
flanges and front edges that don't dig too
far into the sand, will help them improve
their trap play. You let them play around =
with the club for a while and many times »
it sells itself. When this sale is made, you
suggest that new woods or irons may pro-
duce the same good feeling that the =
wedge has. It's all a matter of suggestion.”

As for putters, Masterson and his assist-#
ants constantly offer to let their players
take out new models on an 18-hole trial -

—-
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50 biflion

GALLONS OF WATER

5 billion

MORE GALLONS

are evenly sprinkled over
the nation's golf courses by the

NELsoN -Y2A0 Biro

equipment currently in use.

will be required to operate

new NELSON-S0Q0% Bo

p
equipment now being installed on the newest, most modern golf
courses in America! ‘
Not only does Nelson-Rain Bird offer you the world’s most complete
line of sprinkling equipment — but the worid's finest! ,
Specify Nelson-Rain Bird and get the added advantage of 1 conven-
ient source for all your sprinkler needs!

For complete engineering and design information, contact your local

RAIN BIRD Nelson-Rain Bird Dealer or write direct to: f
T IN WEST: NATIONAL RAIN BIRD SALES & ENGINEERING

complete line P.0. Box 547 @ Azusa, California )
of sprinkling IN EAST & L. R. NELSON MFG. CO., INC.® RAINY SPRINKLER SALES DIV,
equipment (® MIDWEST: 609 West Lake Street & Peoria, llinois

basis, figuring that they are trading on a
weakness that is the lot of most golfers
— they are naturally fine or even great
putters, but the trouble is they never have
found exactly the right club. Here's a
chance to give them the putter they have
been looking for. Trial runs with wood
and iron sets probably are more prevalent
at Sunnehanna than they are at most clubs
because Masterson is convinced that at
least 50 per cent of his sales are made
only after his customers give the equip-
ment the 18-hole test. The soles of the
woods are taped when they are put out
on trial. Nothing, of course, has to be
done with the irons because their brand
new look can be quickly restored with
cleaning and polishing.

Equipment Needs Overlooked
(Continued from page 28)
and keep a course operating in satisfac-
tory condition, according to numerous
dealers.

C. E. Griener says: “We have made up
equipment lists and maintenance budgets
for people intending to build courses and,
in almost every instance, they were sur-
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rrised to find the costs more than they

1ad expected. In some cases the prospec-

tive builders were able to find enough
money to do the job. Others gave up.” .

Bill Robison observes: “In the past five

years, many clubs and builders have been *
sadly disappointed by the net cost of con- »
struction plus the cost of getting the course

nto playable condition.
“There was not a practical estimate of

the amount of equipment necessary. The
repairs and maintenance required in keep- *

ing the equipment
looked

operating was over- _
and so was the cost of equipment 5

replacement.”

course bui

J. D. Baker, sales mgr. of H. V. Carter

Co., Inc. {)nints out that new peo[ille in .
i

ling often are misled by hopes

of buying machinery at low prices. They o
don’t realize that there simply isn’t any
way of cutting under what an experienced
equipment and supply dealer recommends «
as minimum equipment needs.

Sound Start For A Course
Baker says that he recommends these =

things in getting off to a sound start with
a golt course: s

(1) Secure the services of an experi-

-~
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