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( j o o d budgeting can save the club 
professional dollars—hundreds of dol-
lars! Just as in planning a road trip 
with the aid of a map, we can plan our 
course through the business year with 
our maps, or records. But, for most of 
us, this differs from the road trip in 
that we've been over the road before, 
and the records are signposts to things 
to look for or avoid. 

Good financial planning, or budget-
ing, can get us to our objective faster, 
and the faster we get there, the bigger 
it is. That objective is profit—in our 
business, as in any other, "Time saved 
is money earned." 

Knowing just how much money is 
coming in each month, and knowing 
just where it is going to go is sure to 
save any professional plenty of time. 

It can also save more dollars directly 
for him in at least three more ways: 

1) Selectivity—Having only a cer-
tain amount of money allotted to each 
department of his shop, the pro knows 
when to call a halt to buying a certain 
item that just looks great, but accord-
ing to his records will sell only a cer-
tain amount. Or, in reverse, he may 
personally dislike a certain piece of 
clothing or equipment, but according 
to his records, he sold a bundle of 
them. So, he knows he can afford, in-
deed, ought to, buy more of that item. 
By accurate records, too, he can plan 
what price lines to see, and what price 
lines to avoid wasting time with. 

2) Volume buying—the advantages 
of which are fairly obvious. Volume 
discounts, dated discounts and savings 



in postage are some of the saved dol-
lars that result from the pro's knowing 
his market and being able to wisely 
buy in proper, and perhaps, larger 
quantities at one time. 

3) Regulation of money flow—we 
can't make our sales spread out to ex-
actly the same amount each month, 
and thus pick off a same, exact 
amount of profit each month. But we 
can, by good budgeting, know when 
our peak bill payment periods will 
come, and refrain from taking more 
than a very essential draw from the 
business until that peak bill payment 
period is past. Thus, we're not caught 
short of cash when we could be taking 
those profitable discounts. 

What does this good budgeting sys-
tem require? Obviously, good re-
cords—records of income from sales, 
of outlay in purchases, of operating 
expenses, and records of stock on 
hand, or inventory. The professional 
who hasn't been keeping those records 
has been wasting time—and money— 
and if he wants to see a more success-
ful, profitable operation, he would do 
well to begin these records now. 

Let 's examine these essential records 
more closely. 

Purchases—Where the whole show 
begins. Make a journal of all purchas-
es, showing the item (and manufac-
turer if you wish) the dollar amount 
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purchased, the date received or expec-
ted, and the due date of the bill. 

'X' ime consuming? It will appear so 
at first, but once the system is rolling, 
it will take only minutes per week to 
bring the journal up to date, and the 
time spent will be well worth while. 
Furthermore, a carefully kept record of 

Dept. 

Equipment 

Men's Wear 

— P u r c h a s e s b y D e p a r t m e n t 
Date Due 

Item Ree. Cost Date 

Clubs 3 / 1 0 1600 4 /10 
3 / 2 9 900 5 /10 
4 / 1 6 2200 5 /10 
6 / 1 400 7 / 1 0 
9 / 7 1000 10/10 

Balls 3 / 2 0 1100 4 / 1 0 
4 / 5 1800 5 /10 
5 /19 2000 6 / 1 0 
6 / 9 1900 7 / 1 0 

etc. etc. etc. 
Gloves, 
Bags 
Etc. 

Slacks 
Jackets etc. etc. etc. 
Etc. 

purchases kept for a year or two can 
establish the relative percentages that 
can be allocated from the total outlay 
to each department in your shop for 
years to come. (See Chart No. 1) 

Operating Expenses — Determine 
what your essential expenses are and 
when the money is paid out for them. 
Payroll, of course, is a weekly or bi-
weekly expense which will show as a 
fairly constant monthly total during 
the peak playing season. But taxes 
may be paid quarterly, and insurance 
premiums may come due at odd per-
iods and amounts during the year, and 

continued on next page 



B u d g e t i n g — P r o S h o p 
continued from preceding page 

office expenses, other than telephone, 
are sporadic, but predictable amounts. 

Inventory—Through this, we'll de-
termine just how much we have sold, 
when we compare with our purchases. 
By the end of the season, any profes-
sional is fairly aware of what has 
moved in his shop and what has not. 
Indeed, it's sometimes painfully ob-
vious what the pro is going to have to 
"eat" after regular business and clear-
ance sales have failed to move some 
items from his shop. 

H owever, careful comparison of in-
ventory with purchases may prove in-
teresting. For instance, a certain shirt 
may be in abundance at an end-of-the 
season inventory. In comparing with 

ing sales, add five per cent or ten per 
cent to the previous years' figures. 
Why? 

1) Give yourself the challenge and 
the incentive to get those higher sales 
during the coming year. 

2 ) If your sales don't go up, you're 
falling behind—not only behind your 
fellow pros, but behind the power of 
the dollar. It's sad, but true, that the 
cost of living is slowly creeping up, 
and the buying power of the dollar is 
very slowly diminishing. So, each year, 
you're going to have to make more to 
buy the same things you did last year. 

3) Most of your club members' 
earnings are increasing, and consequen-
tly, so is their buying power. There-

Chart No. 2—Expense Record 

EXPENSES Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. TOTALS 

Accts. Payable — — $1000 4000 6000 4000 3000 3000 3000 1000 1000 4000 $ 30,000 
Payroll — — 300 500 700 700 700 700 700 400 300 500 5,500 
Taxes — — 550 — — 550 — — 550 — — 550 2,200 
Insurance — — — 350 — — — 150 — — — — 500 
Phone — — 20 60 60 60 60 60 60 40 40 40 500 
Misc. — — 50 100 100 100 100 100 100 100 50 100 900 
(Laundry, Supplies, 
Promotion, etc.) 

TOTALS 1920 5010 6860 5410 3860 4010 4410 1540 1390 5190 $ 39,600 $ 39,600 
X' j? 

SALES 500 500 1500 5000 7000 7500 6000 5500 4500 3000 2000 7000 $ 50,000 

Arrows are to indicate that Expenses, which are, for the most part, payable by the 10th of a month, are being 
compared against the Sales of the previous month, which are being collected the first part of said month. 

purchases, though, it may be found 
that that shirt was ordered, re-ordered, 
and often special ordered. So, it might 
be wise not to exclude it from the com-
ing year's budget. An unusual instance, 
but possible. 

Sales—Hopefully, the most pleasing 
numbers we'll be recording. List them, 
month by month, and compare with 
former years' sales in comparable 
months, so that trends can be estab-
lished and future months' sales can be 
roughly predicted. In predicting com-

fore, you should be able to get a frac-
tion more business from them, if 
you're any kind of a businessman at 
all. (An obvious exception to optimis-
tic sales forecasts came this year when 
the whole East and Midwest suffered 
a cold April and May, and then a very 
rainy mid-summer). 

Let 's put these records together as in 
Chart # 2 . Assuming we had sales of 
$46,000 last year, we're shooting for 
$50,000 this year. Assuming all goes 
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So you can have freedom of movement 

and a free hand with style. 
Ask for Gino Paoli wherever 

authentic golf clothes are sold. 
Gino Paoli, Active Sportswear Division, 
1407 Broadway, New York, N.Y. 10018. 

Gino Paoli color-coordinates you from your hat to your shoes. 
For more information circle number 211 on card 
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well and we reach those figures, we 
should show a nice profit of $10,400, 
if we stick within expense figures that 
we budgeted for ourselves. 

Our accounts payable may not come 
out to the nice, neat figures that we 
have written down for each month, 
but as long as we have budgeted for 
each department in the shop and fol-
lowed that budget, our figures at the 
end of the year should match. 

Probably the most significant point 
about the chart is that in some months, 
such as March, April and December, 
our expenses, which we will assume are 
for the most part payable on the tenth 
of the month, are going to be greater 
than the sales we are collecting the first 
part of that month for the last month. 

Good budgeters will have antici-
pated such situations and will have ei-
ther set aside some profit from the pre-
vious months, or will have arranged to 
go to the bank for a 30 or 60 day 
loan. It may cost a few dollars to bor-
row the money, but it certainly won't 
cost as much as we can save by taking 
advantage of our discounts. 

So, Mr. Golf Professional, if you're 
a good businessman, do as any other 
business would do—Budget—and then 
you will know where you're going. • 
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". . . and if I 
don't win the 
masters', I'm 

going to give up 
the tour." 




