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PERSPECTIVES, OBJECTIVES
AND SUBJECTIVES

Here are some pertinent comments
on a host of subjects.

1. Jim Butz's comments on page
34G of the June issue of GOLFDOM
were very sage. His statement re-
lating to golf professionals “‘of
old”” and golf professionals ‘‘of
new’’ brings up some interesting
points. If you didn't read his com-
ments you should. He said, in or out
of context, that it is not really fair
to compare the old golf business
with the new golf business. He is
saying that the golf professional’s
function was to concentrate on
teaching, golf programs and play-
ing. Now, he must perform those
tasks as well as the myriad of du-
ties associated with merchandise,
golf cars and so on. I feel that the ad-
vent of merchandising in the golf
shop (granted it is the only way you
will make any dough) has misa-
ligned the perspectives of many
golf professionals. Today, too
many professionals are so wrapped
up in the business side of golf that
they have forgotten why they were
hired as the golf professional.

If you have ever listened to one of
Ernie Sabayrac’s sermons you have
heard him say a thousand times:
“You, Mr. Golf Pro, were hired as a
professional. You, Mr. Golf Pro,
were hired to teach, play and ex-
pand the golf activity at your club.
You, Mr. Golf Pro, make your liv-
ing by selling merchandise. Now
you tell me how do you do both
those things at the same time?” He
makes a great deal of sense. Here is
a guy in the business of selling you
merchandise who is saying, “Do
what you know how to do best”” and
get some other kind of profession-
al to handle your merchandise
business. He's saying free yourself
to teach, play and expand the golf
activity at your club or course.

The point is that you are expect-
ed to have many talents. But talent
doesn’t mean that you personally
must be involved in every minute
detail of your shop operation. My
observations to date of the profes-
sional indicate that the best jobs
are held by those guys who actively
promote the game at their respec-
tive clubs. The *‘business” side of
their business is a spin off of their
devotion to the game and its play-
ers. In other words, they are mak-
ing their living off of their *‘side-
line™" business.

So when someone asks you how
much you teach and how much you
play and your answer is ‘“none or
very little” you had better review
the bidding. If you can’t or don’t like
to teach, get someone on your staff
who can. If you don't really like to
play, get someone on your staff who
does. Then and only then are you en-
titled to concentrate on the
“money making” side of golf.

2. I was pleased to see that Gary
Wiren had been appointed educa-
tional director of the Professional
Golfers’ Assn. Having held that
same job for a day or two, I can see
where Wiren can bring expertise
and talent to the PGA and its edu-
cational efforts. To me, the most
viable part of the association’s ac-
tivities is the educational program.
It touches every rank and file mem-
ber, providing concrete assistance to
everyone who is smart enough to
get involved in its programs. It is
that part of the PGA that is aware
of the needs and problems of the
members. To be effective, Wiren
needs to have the opportunity to do
“what needs to be done.” He may
need some guidance and direction
from the echelons, but he has the
“moxie” to objectively evaluate
what the PGA needs to do in its
educational efforts. You as a mem-
ber need to keep abreast of the pro-

grams his department has to offer.
These programs, | can assure you,
are something concrete that you get
for your dues.

3. It’s amazing how golf shop oper-
ations differ from one section of
the country to another. We recent-
ly made some trips from one side of
Hawaii to the other and we really
had our eyes opened on golf shop op-
erations. Resort shops seem to be
the same regardless of where they
are. Public courses, for the most
part, are super strong in all the ma-
jor cities. The real discrepancies
crop up in the country club opera-
tions. In some geographical areas,
the assistant professional is
looked on as just a necessary evil.
At others he is the key to a success-
ful operation. Some shops have su-
perior merchandising programs;
others are so bad they shouldn’t
even exist. Some golf profession-
als teach and play, some do not.
Most feel that their particular club
and its membership are the oppo-
site of all other clubs and their mem-
berships. Many feel they are over-
worked and underpaid, and some
do not even give a hint as to what is
running through their minds. My
subjective opinion is that there
seems to be a correlation between
the professionals’ success and the
strength of the local PGA Section.
Maybe it's just a coincidence that
the most successful professionals
seem to have good assistant profes-
sionals, good merchandising pro-
grams, good teaching programs
and a good objective viewpoint of
their profession. They almost leave
you with the impression that they
put more into their profession than
they take out. Strange, but that
seems to be the yardstick for any
successful  professional business-
man. Fortunately in each area we
visited there was one, two, or six
guys who stood out. a
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