
has to ask for the tees than if they are 
put out where he can clip in and pick 
them up . . . Too, it gives the pro a 
chance to suggest a package of golf balls. 

0 0 0 

If you begrudge giving a merchandise 
prize for a club tournament to somebody 
who never has patronized your shop, try 
not to show it. Jump at the opportunity 
to sell the person an item that can go 
along with the prize, such as a pair of 
slacks with a free shirt. More than one 
golfer has started to patronize his shop 
after winning a merchandise prize. 

0 0 0 

Some pros may take a detached view of 
the condition of the lockerroom and its 
size, figuring these are things that other 
people should worry about. But if his club-
house is going to be rebuilt or remodeled, 
perhaps the pro should campaign for big-
ger and better locker facilities. Maybe he 
should do this even if no improvements 
are planned. Golfdom recently checked 
with a half dozen pros whose clubs have 
recently enlarged their lockerrooms 
through remodeling or rebuilding pro-
grams. All agreed that it has been good 
for business. The reason: Members buy 
more sportswear when they have larger 
lockers in which to store clothing. 

0 0 0 

The Pro-Juniorized club campaign has 
been responsible for Fawick Flexi-Grip 
o., Box 111C, Akron, O., making a Golf 
Pride Traction Action grip for readily 
adapting cut-down trade-ins to young-
sters. Pros and assistants at most clubs 
will have plenty of time for Pro Junioriz-
ing trade-in clubs during the next two 
months and building a new source of 
revenue. 

Maybe this shouldn' 
sedate circles, but pro 
panty girdles usually 
number of them. W e 
any pro being so bold 
to his women players, 
ploy a saleslady she 
sale of these intimate 

t be mentioned in 
shops that handle 
sell a respectable 
haven't heard of 

as to suggest them 
but if you do em-< 

can oversee the 
items. 
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Playing on A Male Weakness 
Ken W e i l e r (center) , Park Ridge ( I I I . ) CC profes-
sional has increased bag sales in his shop this 
year by near ly 4 0 per cent by p lay ing on a weak-
ness that most male golfers probably wi l l confess 
•hey have — a desire to be ident i f ied with the 
circuit professionals. Wei le r offers to imprint the 
name of the buyer on any of the more expensive 
bags he sells, and there has been quite a large 
number of takers among men players a t his club. 
He got the idea whi le at tending a PGA tournament , 
noting, of course, that al l the bigt ime stars have 
their names emblazoned on their bags. 

The customer has to wai t only about one week 
to have his b a g lettered and the small charge 
connected with it is absorbed by W e i l e r . He doesn't 
extend the imprint ing service to people who own 
older bags. The lettering service also is of fered to 
persons who buy Carryal ls, but to d a t e this hasn't 
caught on. Players who have their bags lettered, 
according to the Park Ridge shopmaster, have to 
endure a little k idding about "go ing professional", 
but they have one good comeback — if there a re 
3 0 or 4 0 bags on the first tee, they a ren ' t delayed 
in deciding which bag belongs to them. Shown with 
Wei ler are two of his members. Jack O ' G r a d y (1) 
and Paul Ehlers. 


