
Pros agree it's a definite asset to have a woman in the shop, but it's 

more than just an asset when that woman is the pro's wife 

Wife in the pro shop? 
You bet! 

Part of the refrain of a song that 
caught the public's fancy not too 
long ago stated succinctly that if 
you let a woman in your life your 
serenity was through. Not to deny 
the truth of the songwriter's ob-
servation, but to give recognition 
where recognition is due pro shops 
throughout the country are taking 
issue with those words and rather 
successfully. 

GOLFDOM set out to question 
pros operating shops on their feel-
ings about women in the shop, or 
more specifically using their wives 
in the shop or a woman they had 
hired. In addition, we wanted to 
know which they felt was the 
better of the two. 

Surprisingly, most pros said it 
didn't make that much difference, 
although most were quick to add 
that wives tended to give that 
little ounce of something extra 
when the situation called for it. 
Almost without exception, how-
ever, the pros queried agreed that 
a woman is a necessary adjunct 
to the successful, well-run pro 
shop. 

Wives get into the act in most 
instances because they come along 
to help run the shop (probably in 
its infancy) the way a pioneer's 
wife came along when the move 
West was made. Most pros, who 
recognize the need for good mer-
chandising and selling for a pro 
shop operation to succeed, also 
recognize the need for having a 
woman as a salesperson. Most 
queried immediately tick off the 
point that a woman can sell to an-
other woman much better than a 
man. 

In one shop the wife's place 
has now reached such a propor-

tion the lady now runs the opera-
tion. Twenty years ago she went 
to work in her husband's shop to 
help with the ordering and selling, 
but today she runs the four loca-
tions that have grown from that 
single operation, overseeing a 
staff of 13 employees, five of 
whom are women. 

The unanimous verdict on the 
necessity for women in the shop 
comes from pros who have real-
ized the many advantages women 
offer to a shop, especially when 
it is fashion-oriented, as are many 
of today's more successful shops. 

Pro Bob Klewin of Tucson Na-
tional GC in Arizona told GOLF-
DOM that it would be impossible 
for him to estimate the contribu-
tions his wife Maryellen has made 
to his business. He knows her 
presence has demonstrated he 
could not run his shop without a 
woman's help. Bob and Maryellen 
have run the shop in tandem for 
years, and the Tucson pro shop 
is an outstanding instance of a 
well-run operation. 

Many pros visit Bob's shop 
and have come away convinced 
that they need a woman in their 
own operat ions . " W e ' v e had 
many a pro come into our shop 
when vacationing in this part of 
the country and when they see 
how well our operation goes with 
a woman selling to other women 
they've gone home and hired a 
woman for their own business." 

Bob had his own eyes opened 
to the advantages of a woman in 
the shop when Maryellen was en-
listed as a staff person in his shop. 
The feedback Bob has gotten from 
pros who profited from his ex-
ample has been entirely favorable. 

" T h e y recognize, as we have, that 
it must be more than just a wo-
man in the shop. It takes a woman 
with selling and merchandising 
savvy, but it takes a woman." 

MacGregor Hunter of Califor-
nia's Riviera CC feels there are 
some exceptions to this. "When 
it comes to selling a woman, an-
other woman does have some-
thing of an edge, but I have men 
here in my shop that perform as 
well as the women salespeople 
I 've got when it comes to selling 
some items to women." 

However, Mac is quick to point 
out that both his wife and mother 
work in the shop and his mother 
worked alongside Mac's father 
who also operated a pro shop in 
past years. He concurs with the 
opinion that a wife's interest in 
the shop will go deeper than that 
of an outside employee. " O f 
course, that's only natural," he 
adds. 

It was in the early days of most 
shops that wives joined the staff. 
When a shop is getting on its 
feet, say most pros, and another 
pair of hands is needed for the 
operation but funds are short and 
hours long, the wife is the logical 
choice for additional personnel. 
Later, when the business is on a 
sounder footing and the budget 
will allow for outside help, the 
wife continues in the shop be-
cause she is by now an experi-
enced salesperson and merchan-
diser and it is difficult, well nigh 
impossible say some pros, to re-
place her with anyone nearly as 
skilled. 

Henry Thomas of New Orleans 
City Park course has had Mrs. 
Thomas working by his side for 
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most of the 20 odd years he's 
operated a pro shop. His opinion 
of the wife in the shop? " A 
great asset . My wife is a tough 
customer, or to be more accurate 
I should say tough with m y cus-
tomers, in a good w a y . F o r in-
stance, w e sell tees at a quoted 
price of a penny each but neither 
I nor the other salespeople ever 
count them when w e give a hand-
ful to a customer for our usual 
price of a dime. W e just reach 
into the tee container, pull out a 
handful, take the dime and hand 
the customer the tees. 

" O n e customer gave his dime 
to m y wife and when she gave 
him a somewhat smaller handful 
of tees than what he was used to, 
he complained. She counted the 
tees, found that she'd given him 
12 instead of 10, and took back 
the two she felt were being given 
above the posted p r i c e . " 

Seriously, Mr. T h o m a s recog-
nizes that a large part of the suc-
cess of his business is due to the 
help he 's received from Mrs. 
T h o m a s over the years . " I n the 
early days it was awfully difficult 
for her to spend too much time 
in the shop with the youngsters 
and all. However , it 's probably 
then that the young pro needs 
help from his wife and she prob-
ably finds it most difficult to get 
a w a y from her household chores 
and help out. S o m e h o w my wife 
m a n a g e d . " 

A kind of reverse twist was 
acheived by Irene Koennecker of 
Canyon Hills CC in Palm Springs, 
Calif., w h o started as a helpmate 
with her husband in his early 
days as a pro and wound up 
running the four shops they now 
operate while he takes care of 
lessons and other areas of golf 
activities at the club. 
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Beauty 
Reflects Their 
Performance 

HILLERICH & BRADSBY CO. 
P. O. Box 5 0 6 

Louisvi l le, Ken tucky 4 0 2 0 1 

Sold exclusively in pro shops 
For more information circle number 276 on card 

HUNDREDS OF (PRE-OWNED) 

CUSHMAN GOLFSTERS 
Electric Models Only 

THREE & FOUR 
WHEEL MODELS 

1 9 6 5 - 1 9 6 6 - 1 9 6 7 

PRICED L O W 

$275.00 - $800.00 
In ternal ly Recondit ioned 

9 .50 x 8 Tires 
Steering Wheels 

Au tomat ic Chargers 
N e w Batteries 

W a r r a n t y 

Over 5 0 0 S o l d - O n l y 200 Remain 

CHICAGOLAND E-Z-GO SALES 
61 E. 23 rd Street, Chicago Heights, I l l inois Phone Area Code 312-928-5555 P.O. Box 428 



Specialists 
in 

Golf Course 
Construction 
Since 1924! 

GOLF COURSE 
CONSTRUCTION 
BY CONTRACT 

FOR FURTHER I N F O R M A T I O N 
WRITE o r CALL 

CONSTRUCTION COMPANY 

I P.O. BOX 66 212 W. FAIRCHILD 

ST. CHARLES, ILL. • DANVILLE, ILL. 
312-231-2665 217-442-2411 For more information circle number 184 on card 
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All pros queried by GOLFDOM 
agreed that where the wife is in-
volved she plays a tremendously 
important role in management 
and operation of the shop, but 
perhaps her most important role 
is outside the shop proper as a 
buyer. Buying for the shop repre-
sents one of the most intricate 
and critical of functions. Most 
pros find that their wives make 

COMPLETE 
GOLF COURSE 

CONSTRUCTION 

Also rebuild, move tees and greens, install 
water ing systems. 

Our excellent line of professional putters offers every pro 
shop an opportunity for higher profits while offering cus-
tomers lowest possible prices on quality equipment. Send 
for catalogue and price list. Prompt service on all models. 

NOW! Professional Putters at Reasonable Prices 
floiut W . M a l t f u t e q PGA 

Golf Professional Sales & Distributors 
P.O. Box 154, Bath, Ohio 44210 

See our display at the PGA Spring Sectional Shows 
For more information circle number 228 on card 

excellent buyers. 
Mac Hunter says, "They're 

style conscious. They read the 
fashion publications and keep up 
with d e v e l o p m e n t s in general 
fashion and golf fashion in par-
ticular. This not only enables 
them to talk freely with custom-
ers about the latest in fashion but 
enables them to buy wisely. 

"Lines at our shop include both 
men's and women's sport apparel 
but also dresses, blouses, sports 
jackets, Capri pants and even eve-
ning wear. Our customers are 
very style conscious and so w e 
need good buying know-how. It 
takes a good fashion sense, and 
my wife is of inestimable help in 
buying for the shop." 

Bob Klewin echoes this senti-
ment. "We try to buy six months 
to a year in advance what we 
think will be selling in the sea-
son ahead. Out here we really 
have two golfing seasons so our 
fashion business runs year-round. 

"My wife has the right feel for 
things that will be in demand at 
that future date and always seems 
to hit it right on the button with 
the items we stock. To an opera-
tion like ours, buying is very im-
portant. We're essentially a small 
business that can't afford the lux-
ury of being caught with too 
much of the wrong merchandise. 
We don't get caught either, be-
cause I've got a first rate buyer 
in Maryellen." 

Some wives act as models for 
merchandise offered in the shop. 
They will dress during the busi-
ness day in items sold in the 
shop, in effect modeling the items 
while doing business on the sell-
ing floor, often changing outfits 
several times each day to show 
off the shop's wares. 

Pros talking about their wives 
in the shop single out as the most 
telling factor that having their 
wife in the shop has been a posi-
tive experience for both and made 
their personal lives a closer thing 
through working together. 

Without exception pros queried 
by GOLFDOM registered com-
plete approval about having their 
wives in the shop, when such 
was the case. When it comes to 
running a pro shop it's really a 
case of a woman being necessary 
and a wife preferred. • 
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Reading Go I f , Inc. 
300 Spruce St., Readino, Pa. 

AN OPEN LETTER 
To: Automatic Practice Ball Machine Dispenser Users: 
Re: The New Venzke Vendor Dollar Bil l Range Ball Machine: 

WE GOOFED. 
We inadvertently underpriced our new electric bi l l unit by $200. Price should 
have been $1195. We had it at $995. 

So as to not create any problems with our distributors and direct buyers, we 
will adhere to the $995 price until March 15. Thereafter i t wil l be $1195. 
The mechanical dispensor will remain the same, 

truly j^ours, 

' l ^ - V L v — 
Ervin Goodman, President 
Reading Golf, Inc. 
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