
G o l f d o m 

A see-through pro shop 

Here's a look into a modern, glass-enclosed shop that offers 
club members a complete "golf" service center. 

By JOE D O A N 

elling—were George Hoban, and Cliff 
Domin, current and former club presi-
dents, respectively, and George Dument, 
the current vice president. 

The 70' x 100' steel, brick and glass 
structure sits atop a golf car storage base-
ment. The front of the building, distin-
guished by an overhanging semi-mansard 
roof, houses a beautifully appointed shop 
which is glassed on three sides. The back 
of the building is used to store 850 golf 
bags and 350 carts. 

The service center has influenced each 
member of the sales force to outdo him-
self in efforts to please the customer. Of 
course, this is paying off. 

However, the new center is not the 
only innovation. Jack Bell, the club's pro, 

Jack Bell, seated, with his staff. L. to R.r 
D. Hill, G. Nackel, A. Paimer, M. Schmalz. 

T h e handsome new pro shop at the Me-
dinah (111.) C.C. is something of an in-
novation. So much so that Medinah mem-
bers prefer to call it the Golf Service 
Center. The prime movers among the 
members for the building of the Center 
—and other extensive clubhouse remod-
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has introduced so many during the last 
two years that he is unable to single out 
any particular one that has caused sales 
to skyrocket. 

Take, for example, the club and bag 
reconditioning program. Imagine that you 
are a golfer taking your clubs out for the 
first time in the spring and find that they 
have been refurbished from grip to sole; 
and that your bag has been saddle-soaped, 
its broken zippers repaired and a new bag 
tag put on to replace one that was discol-
ored and frayed. I f you found these 
things had been done without your re-
questing them, and at no extra assess-
ment to the regular cleaning and storing 
charge, of course you'd be happy and 
somewhat inclined to increase your serv-
ice center patronage. 

Sometimes, dressing up a piece of mer-
chandise in what may appear to be an in-
conspicuous way has a startling effect on 
sales. For example: About three years ago 

Bell had the Medinah Club crest imprint-
ed on umbrellas. So many golfers were 
impressed by this simple decoration that 
"bumbershoot" sales doubled for the year. 

The only thing to do then was to put 
the crest on gloves, shirts, sweaters, jack-
ets, shoes, golf bags and even golf clubs. 
Sales of these articles may not have 
doubled, but they certainly picked up. 

Another innovation is a revolving rack 
that seems to have such a fascination for 
customers that it is like wiring money into 
the cash box. The rack, made up of four 
sections, is 16" wide and about two feet 
high, and was made up for Bell by Fred 
Haas Jr . of the New Orleans Haases. Act-
ually, there are two of these racks, one 
holding 32 dozen gloves, and the other 
about 150 pairs of socks. Both are locat-
ed on a counter near the cash register. 

Golfers can't resist spinning the racks 
when they come to the counter to buy 
golf balls or pay their bills. It isn't known 

continued on next page 

Schematic drawing of Jack Bell's Golf Service Center at Medinah CC, 111., below. 
Plate glass windows on three sides of the shop are set on two-foot brick bulkheads. 
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how many spins are necessary to produce 
a sale, but the ratio must be high. ( Jack 
has since added a larger, revolving floor 
rack for wood covers.) 

Finally—and this may be the smartest 
thing that Jack Bell has done in his six 
years as Medinah's pro—a young lady was 
brought into the service center to special-
ize in women's business. 

Medinah is the only club in the U.S. 

Revolving rack holding 32 dozen gloves has 
proved most successful "silent salesman." 

with a course exclusively for women, an 
18-hole, 6,100-yard affair, and more than 
350 ladies play it regularly. They account 
for perhaps 4 0 per cent of sales and prac-
tically half of the 2 ,200 square feet of 
display space in the center is set aside for 
women's golf equipment and fashions. 

Bell was lucky as well as smart when 
he hired Mildred Schmalz to run the 
women's salon. Before coming to Medi-
nah she was employed for several years 
in one of Chicago's largest department 
stores. She also completed a modeling 
course and attended a merchandising 
school. Besides selling, she handles the 
purchasing of women's wear, does most 
of the shop's bookwork and in the 
spring, runs the Medinah style show. 

It takes innovations, ideas and all the 
know-how a pro and his staff pick up in 
the daily routine to turn over an $80 ,000 
inventory twice a year. Bell 's three male 
assistants, Don Hill, Henry Nash and 
George Nackel, who have come up 
through the cleaning and storage stage, 
teach, fit clubs and work on the floor. In 
the six years he has been at Medinah, 

Over-all view of women's department at Medinah. Mannequin's attire is changed every week. 
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Bell has graduated five assistants to head 
professional jobs. 

Jack Bell doesn't doubt that personnel 
can make or break a professional. That is 
why he is quite fussy in selecting the peo-
ple he hires. Every male applicant is 
told, emphatically, that he has to do a 
year's stint in the back room cleaning and 
repairing clubs and bags. If the applicant 
accepts it willingly he isn't necessarily 
assured of success, but the Medinah pro 
will do everything possible to help him. 

When he is promoted to the front side 
of the center, Bell devotes as much time 
as he can spare to instructing him in 
teaching, club fitting and sales. The as-
sistant pros also assist in the new em-
ployee's education. 

"Our training program is as thorough 
as we can make it," says Bell, "because 
we want our members to recognize that 
they aren't dealing with a kid who mere-
ly worked in the storage room, but with 
a person who is qualified to help them 
buy sportswear and playing equipment 
and teach them golf." Attendance at the 
PGA's annual business school has been 
included in training some of his aides. 

When the new man is promoted, he is 
given six expensive sports jackets—one 

for each working day of the week. He 
and other staff members wear jackets at 
all times—perhaps gold ones on Tues-
days, and then maroon, raspberry, green, 
red and blue on the following days of the 
week. The men also wear white shirts and 
ties at all times, even while giving les-
sons, another Bell innovation. 

The purpose of the jackets is to lend 
color as well as dignity to the pro shop 
environment. And speaking of dignity, 
Bell doesn't allow signs of any kind in 
the golf center ("they would detract from 
the decor"). He refuses to put ad leaflets 
in billing envelopes ("no point in trying 
to alienate a captive audience"). And he 
doesn't advertise either in the club maga-
zine or by mailing out sales letters, pam-
phlets, or folders. 

The reason for this subtlety is that 
sales pressure or ballyhoo of any kind 
isn't necessary. ."The club," says Bell, 
"has given us one of the most beautiful 
and roomy service centers in the country. 
We have all the fixtures to be able to dis-
play to the limit of our imagination. Our 
employes are trained to give helpful and 
courteous service. Traffic in our shop 
from 500 men and 350 women is almost 
continuous throughout the day. There is 

continued on next p a g e 

Male mannequin highlights variety of men's attire offered by Bell. Note the use of golf bags. 



The 7,000 square foot cleaning and storage area contains 850 bags and 350 pidlcarts. Two 
driving nets are installed here in winter. Medinah golf center is kept open year round. 

SEE-THROUGH SHOP 
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really, therefore, no need to advertise." 
The only thing of this nature he uses 

is G O L F D O M ' S "Christmas Shopping at 
Your Pro Shop." 

"December has become a great month 
for sales in Chicago," says Jack, "for 
those pro shops that are open. The ma-
jority of the pros still close shop at the 
first whiff of winter and go down to Flor-
ida or play the Winter Tour. So, for 
those of us that stay open there's a won-
derful market in Christmas sales. 

"My business has become a twelve-
month operation. I keep on three key 
members of my staff through the winter. 
After Christmas, there's a host of things 
they do which are impossible to get to 
during the season, such as club repair, 
bag reconditioning, painting, remodeling 
and changing displays." 

Sportswear accounts for 65 per cent of 
Medinah's volume. With annual service 
center sales running well over the $150, 
000 mark, a reasonable amount of the 
customer's dollar is left for buying clubs. 

Bell is a strong advocate of offering 
golfers new sets to try out. Perhaps four 
or five of these are damaged enough each 
year due to the trial method of selling. 
They are downgraded and sold at or near 
cost, but Bell feels that the loss of the 
markup is well offset by regular sales. 

The Medinah pro has several outlets 
for trade-ins. An important one is cus 
tomers who, in many instances, arrange 
for him to sell their old clubs to their 
employees. Bell has never sold used clubs 
to members, even beginners. He has had 
a little success in selling second sets to 
players who take golf seriously. He rec-
ommmends that they use clubs with soft 
shafts early in the season before their 

continued on page 70 
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NEW TROPHIES! 
NEW LOW 

PRICES! 

HOLE-IN-ONE 
TROPHY 

I m 

WORLD'S 
TALLEST 

GOLF 
TROPHY 

For 
High Net, 
High Gross. 
4 0 " TALL. 
With 
Male or 
Female 
Fiejure 
. . . .$7.75 list 

XPW-4-5 Hole-in-one 
Sunray Ball Holder & 
Engraving Plate. Gen-
uine Walnut Base. Ht. 
4 - 1 / 8 " — $ 5 . 9 5 each 
Ball not included 

DIS 

COUNTS 

Write today for FREE 32-
Page Colorfully I l lustrated 
Catalog. 

THE TROPHY & MEDAL SHOP 
4560 N. Western Avenue Chicago, III. 60625 

Telephone: Area Code 312/271-7600 

muscles are unkinked, and then switch to 
clubs with stiffer shafts later on. 

It is interesting to hear Bell and Mil-
dred Schmalz talk sportswear. Jack vol-
unteers the information that men's atti-
tudes about buying have changed a great 
deal in the last two or three years. "They 
are a lot more style conscious now than 
they used to be," he says. "They're go-
ing more for color and it has to blend or 
match or they won't buy. It's the same 
with fitting. Once, if there was a reason-
able amount of shirt to tuck into trous-
ers, the golfer would buy it. Now he 
wants to be sure there is enough. 

"Maybe it's because we now have dress-
ing rooms," Jack continues, "but men 
customers are a lot fussier about how their 
slacks and sports coats fit than they once 
were. They are using the mirrors more 
than they did before. Why, it's come to 
the point where they even bring stuff back 
if they're not satisfied with it!" 

continued on page 72 

r 
This is the Paul Bunyan 3 6 0 - a complete 
soil processing plant. It can help you build 
a better golf course, faster 
and at lower cost. 

I t can p r o c e s s u p t o 100 c u . y d s . o f 
s o i l m i x in an h o u r . R a w m a t e r i a l s 
i n o n e e n d — c l e a n , e a s y - t o - w o r k 
a m e n d e d s o i l m i x e s o u t t h e o t h e r 
( m i x e s t h a t s p e e d g r a d i n g a n d s e e d -
i n g ) . I t f e a t u r e s a p a t e n t e d h i g h -
s p e e d c l e a t e d - b e l t m e c h a n i s m t h a t 
d e l i v e r s a 5 - s t e p s o i l p r e p a r a t i o n 
t h a t is c o n t i n u o u s a n d t h o r o u g h . 

I t ' s l o a d e d w i t h o t h e r f e a t u r e s , 

t o o . A 3 c u . y d . r e c e i v i n g h o p p e r . 
A 3 1 ' b u i l t - i n c o n v e y o r t o u n l o a d 
t h e h o p p e r . . . f e e d t h e m i x i n g r e -
d i e n t s t o t h e p r o c e s s i n g m e c h a n i s m . 
T a n d e m a x l e s f o r h i g h w a y t r a i l i n g 
a n d o n - s i t e m a n e u v e r a b i l i t y . A 
" T r a s h - A w a y " c o n v e y o r ( o p t i o n a l ) 
t o c a r r y a w a y t a i l i n g s . A 70 h p e n g i n e 
f o r p o w e r - t o - s p a r e . A n d , m o r e — a l l 
b u i l t i n t o t h e R o y e r P a u l B u n y a n f o r 

r u g g e d , s t e a d y p e r f o r m a n c e g r e e n 
a f t e r g r e e n . . . t e e a f t e r t e e . . . 
c o u r s e a f t e r c o u r s e . 

B u l l e t i n S C - 1 6 6 g i v e s c o m p l e t e 
d e t a i l s . S e n d f o r a c o p y . 

Royer Foundry & Machine Co. 
172 P r i n g l e S t . • K i n g s t o n , P a . 1 8 7 0 4 
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AMERICA'S FINEST 
LOCKER ROOM 

PROTECTION 

"That's the best thing that can happen 
in any sports shop or store," Mildred 
Schmalz observes. "Many times people 
are unhappy with what they buy but they 
don't take it back. That can also mean 
some of them don't come back—period. 

"Give me the shopper who is fussy," 
Mildred adds. "When she leaves the 
shop you know she's satisfied with what 
she bought. Most merchandise returns are 
from the woman who takes the first thing 
she notices." 

The way to get around a woman like 
this, Mildred explains, is to refuse to sell 
her an item which doesn't fit or doesn't 
look right on her. "Sometimes you have 
to be blunt," she says. "If a woman 
doesn't look good in green, or an outfit 
doesn't flatter her, it is best to tell her so. 
You may lose a sale now and then, but 
then you won't lose her business." 

The trend away from sportswear com-
c o n t i n u e d on page 78 

MASTER LOCK COMPANY, Milwaukee, Wis. 53245 
World's Largest Padlock Manufacturers 
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c h a n g e r . 
3 y e a r g u a r a n t e e . 

I l i i i l H I 

Earn Year Round Profits 
from this 

Sales Tested Money Maker 
Display One • Sell Many 

C o m p a c t o r g a n i z e r a n d 
s p a c e - s a v i n g l o c k e r b a g 
n e a t l y h a n g s i n s i d e locker 
d o o r . C o n v e n i e n t a n d 
i d e a l f o r h o l d i n g s h o e s , 
s o c k s , g loves , ba l ls , t ees , 
m i s c . a n d s u n d r y i t e m s . 

A t t r a c t i v e a n d D u r a b l e . 
C h o i c e of H e a v y T r a n s l u -
c e n t V iny l or B l a c k W a t c h 
P l a i d F a b r i c . 

Write: Golf Supply Dept. 

H. A. Enrich&Co., Inc. 
6 East 32nd Street 

New York, N.Y. 10016 



PAR GOLF MFG. CO. 
World 's Leading One Source 

Golf Service Company 

I l l 7-46th Avenue 
Rock Island, III. 

for the GREATEST selection of 

• DRIVING 
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• MINIATURE 
• PAR 3 
Equipment 
and Services 

SEND FOR EITHER OR BOTH 
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ILLUSTRATED CATALOGS 
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JAMES GILMORE HARRISON 
Golf Course Architect 

Member American Stelety 

of Golf Course Architects 

266 Harrison Road 

Turt le Creek, Pennsylvania 15145 

Tel . 412-823-3444 
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binations to blending in the last few years 
has been a big help to pro shops, Mi l -
dred points out. Formerly, when a combi-
nation was broken it was hard to get rid 
o f the remaining piece. N o w , manufac-
turers have introduced blending so that 
leftover shirts or shorts, for example, can 
be readily matched to a half dozen differ-
ent colored blouses or shirts. It cuts down 
on returns to manufacturers and keeps 
the pro shop finances better balanced 
than they were before. 

O n e thing that Mildred advocates is 
changing the basic sportswear supplier 
every two or three years. " I f you switch 
lines now and then you can give your 
customers more variety," she says. " T h a t 
picks up business. 

" L i k e everyone else, designers for 
manufacturers get in a rut.. T h e i r clothes 
carry the same body lines year after year 

continued on page 80 
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s f p a c J k a r c I i n c . 
I ' M GOLF COURSE ARCHITECT 

Member: American Society of 
Golf Course Architects 

11 South LaGrange Rd., LaGrange, III. 
Telephone—Area Code (312) 352-2113 
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I N C R E A S E E A R N I N G S , SERVICE & SPACE 
W I T H NEW V E R T I C A L B A G R A C K S 
Your members will like the extra convenience and care. Your pro 
shop profits from 4 0 % more space these racks make available. 
Double unit shown holds 16 bags, size 2' x 4' x 6 '-3" high, gives 
12" x 12" space for bags. Single unit holds 8, size 1' x 4' x 6'-3" 
high. Sturdy steel. Bags set solid on tapered shelves. 

• P rov ides a neat a p p e a r a n c e 
• Faster, eas ier s torage 
• Easy to instal l a n d a d d more 

as needed 

• W e a r a n d tear of golf b a g s 
is comple te ly e l im ina ted 

• D a m p bags dry f a s t e r -
no m i l d e w 

Patented • SEND FOR FOLDER 

THE A. G. STAFFORD CO. 
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COMPLETE LINE OF GOLF EQUIPMENT & SUPPLIES FOR 
DRIVING RANGES, GOLF COURSES, MINIATURE COURSES, AND PAR 3 COURSES. 
SPECIALIZING IN INDOOR-OUTDOOR CARPETING FOR ALL PURPOSES: PRO SHOPS, LOCKER 
ROOMS, SHOWROOMS, POOL OR PATIO — 100% POLYPROPYLENE OLEFIN FIBER—GUARANTEED 
NOT TO SHRINK, FADE, ROT OR MILDEW. CHOICE OF COLORS. 

Write For Complete Catalog 
Serving The West M With The Best 

G O L F S A L E S , I N C . 
1831 Colorado Ave., Santa Monica, Calif. 90404 Phone Area 213 451-5454 

For more information circle number 162 on card 

Shoe Laces Par Excellence 
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continued from page 78 
and they are inclined to get in a bind on 
colors. Switch away from them now and 
then and you are able to offer your cus-
tomers something different in styles." 

A full inventory of the Medinah golf 
service center is taken every month, but 
for the purpose of keeping every item in 
stock, especially the fast moving ones, 
constantly replenished, the well-known 
eye-check is made every day. Each assist-
ant stakes out a section of the shop and 
keeps a constant inventory on it so there 
is no chance that popular articles aren't 
on hand when customers want them. 

When price tags are affixed to items 
that go on display, they are coded so that 
the cost can be determined immediately. 
Thus, when a sale is to be held, the code 
tells how far a price on an article can be 
marked down and still kept at or above 
cost. Code information also comes in 

continued on page 82 

Cordo-Hyde Shoe Laces stand up to 
shock and chafe — round after round 
after round. Stay tied, too! Your golf dis-
tributor carries them. Shoe lace profits 
score aces with Cordo-Hyde Laces. 

Get the longest drive in golf ! . . . 
by equipping your golf cars with dependable Golfmaster 
batteries. They incorporate the latest in battery improve-
ments—such as extra electrolyte capacity and combi-
nation terminals. 

Use Golfmaster batteries and you won't have to worry 
about drivers getting caught in the rough. 

Ask about our Recase Program! 
E A S T P E N N M A N U F A C T U R I N G C O M P A N Y 

Lyons Station, Penna. 19536 • Hialeah, Florida 33012 
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handy at inventory time in helping to 
determine the value of stock on hand. 

Bell keeps a further check on his busi-
ness by maintaining a daily report. It 
shows the income that is derived from a 
dozen different sales categories. Cost of 
sales also is shown, where applicable, 
along with cash payouts and the day's 
bank deposit. The daily report is kept on 
a cumulative basis so that receipts and 
disbursements for the month-to-date and 
year-to-date are shown. 

This requires a good deal of book-
work, more than some pros can afford, 
but it is recommended by accountants for 
determining how a business is currently 
faring. 

Summing up, maybe a new service cen-
ter and innovations aren't the only clues 
to the success of Jack Bell's operation. 
Thorough knowledge of merchandising 
and fingertip control of inventory, sales 
and profits apparently have as much to 
do with it as anything else. • 

CUSTOM MADE FOR YOUR COURSE 

4 ' H 
H O L E 

4 2 0 YDS 

OUT OF 
BOUNDS 

G R I M C O PLEASE 
REPLACE 
DIVOTS 

PLEASE 
REPAIR YOUR 
BALL MARKS 

GROUND 
UNDER 
REPAIR 

1 0 " x 7 " S i g n s . W o r t h t h e i r w e i g h t i n 
G o l d . O n l y $ 1 . 6 0 ea . 2 6 " S t a k e s 6 0 ? ea . 

1 4 1 Han ley Indus t r i a l Ct . 
St. Louis , Mo. 6 3 1 4 4 

N e w , b i g 1 8 " m a r k e r s . 
U n u s u a l a n d a t t r a c t i v e . D i e 
e m b o s s e d s t e e l w i t h h e a v y 
b a k e d e n a m e l f i n i s h . 

S e t o f 9 $ 5 1 . 7 5 
S e t o f 1 8 1 0 3 . 5 0 
5 i / 2 f t . p o s t s ea. 1 . 5 0 

A l l - i n - O n e . 1 4 " x 7 " . W h i t e 
l e t t e r s o n g r e e n b a c k g r o u n d . 
D i e e m b o s s e d s t e e l w i t h 
p e r m a n e n t f i n i s h . 
S e t o f 9 $44.00 
S e t o f 1 8 88.00 
( P r i c e i n c l . 2 6 " s t a k e s , 
b o l t s , n u t s . ) 

mi 
M o s t e c o n o m i c a l t e e m a r k -
e r s y o u c a n b u y ! S t u r d y 
1 0 " x 7 " d i e e m b o s s e d s t e e l 
w i t h b a k e d e n a m e l f i n i s h . 
R e p l a c e m e n t s a l w a y s i n 
s t o c k . 
H o l e N u m b e r s — $1.60 ea. 
Y a r d a g e S i g n s — 1.50 ea. 


