Anyone who has seen Tommy Card’s club
display at Carolina CC in Raleigh gives
it at least a Triple A rating. Card worked
and re-worked this corner of the shop to
get the effect he wanted when his sales-
room was remodelled. (Inset) Here’s an-
other eye-catcher. Bags, shoes, shirts, head-
covers and occasionally miscellaneous items
are displayed just opposite corner in which
cash register and ball counter are located.
What helps to attract attention here are
framed wash drawings of golf scenes.
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Take a Tip from Tommy Card
Reclaiming Storage Business First
Step in Bringing Shop Back

f you are thinking of attempting to bring

back a shop that has been allowed to
run down, don’t undertake it unless you
are overly endowed with patience and
endurance, and have sufficient finances
to take care of the rent and grocery bill
for at least two years. And, don’t think
that your mere smiling and alert presence
in the shop, and eagerness to give the very
best in service, is going to automatically
influence fallen away members to make
an about face and come back with their
check books in hand. Some will hold out
for a long time.

In a situation where the shop’s service
has deteriorated, the new professional
starts with what amounts to a pair of putts
against him. He is faced with the prob-
lem of not only re-locating customers, but
once having found them, persuading them
that things are going to be improved. That
isn’t easy.

Picture Not Encouraging

You have the word of Tommy Card,
professional at Carolina CC, for this. When
he came to the Raleigh, N.C. club early
in 1962, he found that no more than 75
of more than 500 golf playing members
were keeping their clubs in the shop racks.
Actual sales based on what Card thought
the potential should have been, were in
about the same proportion as the club
storage patronage. He was to discover that
if players store their golfing gear else-
where, they buy elsewhere.

It was a discouraging picture, but Card,
a native of Raleigh who was anxious to
come back home after spending the pre-
vious seven years at clubs in the Cleve-
land, O. district, decided he was enough
of a plugger to change it.

And, plugging was what it took.

In his first year on the job, Card but-
tonholed something like 400 male play-
ers and nearly 100 women and listened
not only to their complaints about the
shop, but solicited their suggestions for
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improving it. Most agreed that everyone
around the club would feel better if the
shop were remodeled, both inside and out.
The Carolina CC pro quietly encouraged
the members to continue thinking this
way and repeat this opinion. Before
1962 was out, the pro shop was com-
pletely made over. Glassed in on one side,
and with a spruce panelled and off-white
brick interior, the new shop is as impres-
sive as any to be seen in the Mid-South.

Card’s opinion sampling produced over-
whelming evidence that members had be-
come disgruntled simply because the pre-
vious proprietor of the shop had not kept
it adequately stocked and, at the same

Tommy Card () had aid of top assistant, Ron
Reitz, in getting straightened away at Carolina CC.

time, had permitted his service to slip.
The breakdown in service was resented
more than the fact that stock was allowed
to fall off.

“To be fair to the fellow,” says Card,
“he didn’t have the best facilities in the
world to work with. Then, he got inter-
ested in another enterprise, and trying to
keep two things going at the same time
was just too much for him.”

With remodeling going on in 1962,
Tommy Card could only proceed as fast
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Popular Display Creations rack (I) is centerpiece around which Card designed the entire Raleigh shop.
(Righ) One side of shop is glassed in, serves as backdrop for cap and hat and shoe display.

as space, in which to display equipment
and apparel, was made available to him.
But by early fall of that year, when the
shop was completed, he had built his
inventory up to a $25,000 value and
since then it hasn’t been allowed to drop
much below that figure.

Bringing in a large stock, however,
didn’t mean success was assured for the
Carolina CC shopmaster. It was to take
another year, at least, before enough mem-
bers resumed patronizing the shop to make
il a going operation.

Came Back Gradually

“We had to get the club storage busi-
ness back — or part of the way back —
before we could start making money,”
cays Card. “By the end of 1962 I probably
had 125 people keeping their clubs in the
new racks. T picked up another 75 or 80
in 1963. Tt should have been more but
plavers who turn away often are slow in
coming back. Last vear 1 got another 75
to resume using the cleaning and storage
service.

“Maybe 200 is the break-even figure,”
Card continues. “Whatever it is, I have
found out in the last three vears that if
vour golfers carry their clubs around in
the trunks of their cars, they are going to
buy their equipment and apparel else-
where. You have to have them coming
into the shop and ordering their clubs sent
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out to the first tee or you're not going to
make it in the pro business.”

The storage and cleaning charge at
Carolina CC is $18 per year. Card esti-
mates that it takes the equivalent of one
and one-half men to run the rack room
during the playing season, which runs to
10 solid months in the Raleigh area, and
that he does a little better than break
even on the service. But he wouldn’t
think of increasing storage rates at this
time, even if he lost money on them, be-
cause the success of his business is so
closely tied in with the club service. Then,
too, he is still shooting for at least an-
other 100 rack patrons.

Card Designed New Shop

Carolina CC’s remodeled shop was de-
signed by Card, who used the familiar
Display Creations centerpiece and fashion-
ed his sales room around it. Ten circular,
recessed ceiling lamps give an evenly dis-
tributed lighting effect to the entire shop
while there is a single spot trained on the
unusually excellent club and bag display.
The walls are panelled for the most part
in mahogany-stained spruce with occasion-
al breaks of off-white brick. A two-tone
tan carpet extends from wall to wall.

During his three years at the Raleigh
club, Card has confined his activities al-
most entirely to the inside of the shop.

(Continued on page T2)
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GRIMCO GOLF SIGNS

Identify Each Hole, speed play and cut
maintenance costs with attractive new
GRIMCO golf signs. New rust resistant ena-
mel is baked on die-embossed, zinc coated,
heavy gauge steel for years of service.
@\_ All-In-One Hole Markers — custom made
“ for your course; including 26" stakes
and hardware; 9 holes $44; 18 holes $88.
g) Hole Numbers with yardage marker,
" stakes, hardware. Set of nine $29.; set
of eighteen $58.
© Speed Play — Cut Maintenance. Proved
effective by hundreds of clubs. $1.60
each — special $18. per dozen. Size 10"
x7'. 26" Steel stakes with bolts 60c ea.
(D) Small Signs 10"x3". Many uses through-
~ out year. Just 80c each or $9. per dozen.
FREE: Golf Course sign brochure. Com-
plete line of U.S. Standard traffic signs.
Special wordings. Send check with order
and we pay freight.

- 8105 ROSALIE
GRIMCO Signs st. Louis, Mo. 63144
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DEL MONTE
GREENS RAKE

For removing runners and
dead grass from ?rum.
Rake has fine, stiff wire
tines. Available with or
without dolly.
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BALL BRUISE
REPAIRER

An ingenious device for
repairing ball bruises on
fine putting greens. Easy
to use, it does a swift
repair job during tourn- _
aments.

$172°

Write us today

$440 Northwest Highway, Chicago 30, llinois

Reclaiming Shop Business

(Continued from page 54)

“When the remodeling was going on,” he
says, “I found that I just couldn’t break
away. During this time I constantly kept
changing the shop layout and I became
more fascinated than ever with the many
facets of display and merchandising. 1
must have tinkered with that club and
bag setup for two months before 1 was
satisfied with the way it looked.

“And during this time and for two
years thereafter,” Card adds, “I thought
it expedient to go on doing my mission-
ary work among the members. They had
to be reconverted or 1 was going to have
to look for a new spot.”

Where Assistant Comes In

Caught up in tasks such as these, a
pro can chase around in circles for 16
hours a day, seven days a week, and still
end up without coming close to doing
what he has set out to do. This is where
a topgrade assistant has to come in to
spell the professional. Card has one in Ron
Reitz, who was with him at Hawthorne
Valley in Cleveland. Reitz not only has
a flair for merchandising, but is an accom-
plished instructor. He handles approxi-
mately 80 per cent of the teaching assign-
ments at Carolina CC and directs a Jun-
ior program that Card contends is the
equal of anything to be found in the Car-
olinas. Reitz also coaches the St. Marys
College women’s golf team and conducts

classes during the winter months at a Ra-
leigh YMCA.

Running a pro shop, according to Card,
doesn’t ston with providing the best in
service and a complete stock of merchan-
dise that is displayed in a way that many
members at Carolina CC and beyond de-
scribe as dazzling. “You have to sell the
stuff after you get it,” Card states flatly.
So, this calls for some attention to sales-
manship, because in the Raleigh pro’s esti-
mation, hardly a single piece of merchan-
dise goes over the counter or off the racks
unless someone figures out a way to sell
it.

Salesmanship, Card remarks, consists
for the most part in knowing the custom-
ers, what they will buy and when it takes
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Build HEALTHIER GREENS . . .

Packed in 50 and 100 1b.

STRONGER TURF

immediately with

PLANT MARVEL

LIQUID FORMULAS

Contains all necessary trace elements—100% solubility guaranteed.

Liquid feeding Plant Marvel formulas on a regular program all season long,
gives far greater control over the health and growth of than any other
single turf management practice. Selecting the properly balanced formula for
use at various stages of turf development will produce the desired response
within a day or two of application. By feedxng a complete formulation each
time the possibility of nutrient defici ted. Turf maintai
vigorous growth that is far more resistant (o fungous diseases and insect
damage. These formulas all tai ed trace el ts, dissolve
100% in water, will not clog the finest sprayer nozzles. They are com-
patible with all insecticide and fungicide sprays and feed instantly through

drums. Write for prices or
contact nearest distributor.

Write for Chemical Fertilizer Brochure . .

PLANLMARVEL

. gives directions

the leaf surface or turf roots.

and formulas for turf care.

LABORATORIES

Dept. GD-65 662 W. 119th St.
Chicago, Ill. 60628

that little push to get them to reach into
their billfolds.

“The assistant pro, myself and my wife,
who oversees the bookkeeping, does some
buying and handles women sales, get to-
gether every week for a sales conference.”
says Card. “It's something that is rarely
cancelled or postponed. We do some talk-
ing behind the golfers’ backs because it
is important for all of us to know just
how different people react. Some of ou
members are browsers who resent sugges-
tions from us; others are waiting for us to
sell them something. It’s important for a
pro sales staff to get together frequently
and decide which of the two classifications
different players fall into. It’s all a part
of what I call alert merchandising. We
need plenty of this in our business.”

Western Golf Association has cut hand-
icap requirements by two strokes to 73
for its 63rd Western Amateur. This was
done so that this year’s field will not be
too large. The tournament will be played
July 28-Aug. 1 at Point O Woods CC,
Benton Harbor, Mich.
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Where Ingenuity Counts

(Continued from page 46)

alike are the 18 foot counter
transactions, blue-green nylon
nine tinted windowvs for
viewing on incoming and outgoing

customer
for sales
carpeting and
easy
holes.
Stripped-In Alarm

Each window is lined with strips of
aluminum foil, which when broken, sets
off a burglar alarm at the police station.

The old pro shop, built in 1926, was
a 25 x 2l-foot closet which may have
been adequate in that early era. The out-
side was constructed of unsightly red
brick.

When plans for the new shop were
discussed, it was decided to tear down
the wall at one end of the old building
and add 26 additional feet. The outside
brick was removed and replaced with
modern looking, rough sawed vertical
Cedar siding.

The Madison shop is one of four new
ones built within the last five
the Peoria park system

vears by
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