
Put color in the shop and black in your ledger 
Creative use of color attracts customers and stimulates spending 

by Ernest W. Fair 

T a k e a good look at your use of 
color in the pro shop. Proper under-
standing of color as a sales tool 
could mean the difference between 
a sizeable loss or gain in potential 
sales. 

The effective use of color in ad-
vertising, promotion and merchan-
dising takes on even greater impor-
tance with the increasing business 
volume of wearing apparel, men's 
and women's, in pro shops. 

Here are some proven and tested 
ways of stimulating sales through 
the application of basic and imag-
inative color schemes. 

Use color to bring about 
c lear , three-dimension-
al viewing instead of a 

dull, flat effect. By displaying a 
green item in a green carton, or 
free-standing against a like back-
ground, the product can go com-
pletely unnoticed by most custom-
ers. Move it to another area where 
its own color contrasts with that of 
the background and sales will in-
variably improve. 

Complimentary colors 
J J should always be used to 
L - J make an item stand out 

from its surroundings. Here are the 
more important colors that are op-
posite one another on the color 
scale: yellow-violet, yellow-green 
and red violet; green and red, and 
blue and orange. 

Keep in mind that warm 
colors always tend to be 

kLs exci t ing and use them 
where this response is valuable in 
raising the interest of customers. 
Warm colors, scientists have found, 
increase blood pressure and the 
pulse rate. They arouse desire to 
possess many an item which would 
be s c a r c e l y noticed w e r e they 
absent. 

f~~I Keep display and mer-
[ A \ chandising fixtures to low-

key and pleasant netural 
colors so that contrast will be pos-

sible no matter what merchandise 
is displayed thereon or therein. 
White, cream, buff and similiar 
colors in such areas lend themselves 
to widest possible usage. 

Bright circus colors re-
„ ^ lieve monotony and create 

a cheerful feeling. They 
are particularly valuable when used 
in mass displays; in displays setup 
within large fixtures; on lengthy 
aisles; in heavily-stocked windows 
or in other areas where monotony 
could discourage customer interest. 

r j Get color contrast in all 
/ q \ displays by arrangement 

of merchandise. Four dif-
ferent red items displayed beside 
one another, for example, stand 
out as a mass and not as individual 
items. Use two blue or green items 
between each of the red and all 
four will attract more attention. 

F~7 Brighter tints reflect more 
I I light. Use them in areas 
U where lighting is below 

that of other parts of the store or 
window layout. It also pays to put 
this factor to use where customers 
have been browsing a number of 
other units before reaching this 
specific display. 

Provide top visibility in 
all display areas with fin-
ishes having high reflec-

tive factors by means of adequate 
contrast in hue of the basic colors 
used. This increases light illumina-
tion and provides the pleasant back-
ground to put the customer in a 
receptive mood. 

Pick your colors (whether 
VJT I on merchandise or pack-

Z / age or in display fixtures) 
to adapt to the type of illumination 
used at the particular spot. These 
differences illustrate the value of 
the point: Light blue under mer-
cury light has a 27 per cent reflected 
value compared to 32 per cent un-
der incandescent light; yellow has 
30 per cent under mercury and 23 
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per cent under incandescent; light 
buff has 30 and 40 per cent; and 
light green has 32 per cent under 
both. 

Comfortable seeing is al-
l 0 J w a y s a m u s t f ° r effective 

Li merchandising. Keep it in 
mind when planning any display 
fixture color choices as well as in 
merchandise shown therein. Con-
centrate on an over-all contrast 
which is not too harsh in order to 
assure such pleasant viewing by 
the customer. 

Red and white are colors 
that stand out. Red is 
traditionally a signal to 

"stop and l o o k . " Since we are all 
conditioned to react to it in that 
manner, it can be used effectively 
to make a customer "stop and 
look" at any specific display. 

Yellow has very high vis-
ibility. Use it when you 
want an item, a display 

card or other merchandising effort 
to attract the attention of customers 
from a distance. Displays in remote 
areas of the store draw customers 
more effectively when this color is 
used than most others. 

Some colors cause less 
eye strain. Customers nat-
urally spend more time in 

viewing displays or merchandise in 
these colors. Buff, for example, is 
rated at 68 per cent in the area of 
eye sensitivity while gray is 34 
per cent. 

Bear in mind that a per-
son's vision and reaction 
to any color decreases 

with the diminishing of light on 
that color. Illumination of color 
can be overdone, of course, but 
underlighting can be just as in-
effective. 

Dm Use color to hold attention 
\ to merchandise or dis-

plays. Eye fatigue results 
from unnecessary travel of the eye 
over ill-defined areas. High con-
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seen such a selection of 
NEW RANGE BALLS 

from one source of supply 

U.S. WOUND BALL 
SUPER & SUPER V 
WHITE OR YELLOW 

WITTEK'S NEW 
IMPROVED 

"SOLID" BALL 
WHITE OR YELLOW 

'RAM" PAINTLESS 
WHITE ONLY 

Sold exclusively 
by WITTEK 

"RAM" WOUND BALL 
WHITE OR YELLOW 

WORTHINGTON 
WOUND BALL 

PAINT OR PAINTLESS 
WHITE OR YELLOW 

• LARGE SELECTION OF USED BALLS, 
SUITABLE FOR RANGE USE. 

• NEW HI-AND-MIXED COMPRESSION BALLS, 
IDEAL FOR COUNTRY CLUB RANGES. 

• RANGE "FLOATERS" AVAILABLE. 

WRITE IN FOR 1968 CATALOG 

WITTEK GOLF RANGE 

SUPPLY CO., INC. 
3650 Avondale 
Chicago, III. 60618 
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Color in the shop 
Continued from page 41 

trast, for example, may highlight 
one spot, but make observation of 
the whole difficult. 

Background makes a dif-
ference in the appearance 
of color either pertaining 

to the merchandise itself or to the 
printed sales message on a colored 
card. Gray against black, for exam-
ple, will have a seemingly different 
shade than when presented against 
a white background. 

Bright colors always ap-
pear brighter on a dark 
background and dark col-

ors appear still darker on a light 
background. This is important to 
keep in mind when creating display 
cards as well as other forms of 
advertising using color itself. 
n / ^ T N Also worth noting is the 

V Q S fact that the human eye 
U v y cannot focus red and blue 
at the same time to form one image. 
This occurs because as blue rays 
of light enter the eye they bend 
sharply and are focused at a point 
in front of the retina. Red rays are 
bent less and focus at a point be-
hind the blue. 
r " | / T \ Color is enjoyed byevery-

) one. If the use of color 
U Z / involves a small extra 
cost, balance this added value 
against the expense. In most in-
stances, the worth of using color 
will more than off-set the sum 
involved. 

Tints, tones and shades 
I of the same color work 
well together. Red, for 

example, harmonizes with pink, 
maroon and rose. Often, use of 
these tints, tones or shades can be 
more effective than settling on con-
trasting colors to create a mer-
chandising effect . 

Hundreds of tests have 
shown people like blue 
best of all the basic col-

and, therefore, its value to 
create the pleasant reaction should 
never be overlooked. Next, in or-
der, are red, green, violet, orange 
and yellow. 

Want excitment from the 
customer as a reaction to 
the merchandise or pro-

motional effort? Most people see 
red and red-orange as supplying 
this emotion. 
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Does the merchandise call 
for a peaceful and subdued 
reaction on the part of the 

customer to make a purchase? Blue 
and blue-violet are the colors which 
supply this. 

Finally, color can very much 
af fect other senses. The " looks-
g o o d - e n o u g h - t o - e a t " c o l o r s a re 
bright red, orange, a soft yellow 
and clear green and tans. Appealing 
to the sense of smell are pink, lav-
ender, pale yellow and pale green. 
Relating to the sense of touch, red 
is hot and blue is cold. 

Check your color merchandising 
now. A more effective setup could 
push you from " in the r ed " to " i n 
the b l a c k " or hypo your sales vol-
ume many times over what it is .D 

Trees do more 
Continued from page 48 

colored stakes, posts, ropes and 
chains? Add some brightly colored 
vines such as bougainvillea or Caro-
lina jasmine to the fence, and you 
have a fine introduction to the 
course. 

Some golf architects do an out-
standing job of blending the traps 
into carefully contoured greens, 
and, yet, it seems without a frame. 

T o the back of the greens, such 
foliage as the evergreen pear, ole-
anders, bottlebush, Jerusalem thorn 
and Palo Verde could be planted to 
provide a beautiful backdrop. 

Some public or semi-public course 
owners may criticize the pear or 
oleander as too dense and possibly 
slow playing, but private course 
players, familiar with their dis-
tances, would not complain. If a 
course looks forward to large gal-
leries, however, other methods of 
framing should be investigated. 

There is an old saying in horse 
r a c i n g , " T h e r e are h o r s e s f o r 
c o u r s e s . " The same can apply to 
the landscape architect and golf 
courses . Owners should seek the 
best architect and weigh his advice. 

It doesn't make any difference 
how green the fairways, tees and 
greens are, or how white the sand 
traps are, or how blue the ponds 
or lakes are, if you don't have 
trees and shrubbery. If you have 
trees, which have color, then you 
have a better course and one much 
easier to sell to the members. • 


