
In these new days of busi-
ness management of golf clubs
there is no such a thing as an
Hoff se son."

A p pro x i mat ely 28% of
GOLFDOM'S readers are in
parts of the country where the
winter is the big season. Th
big buying clubs in the north
make the most of fall nd
winter to properly plan the:r
building, operating, m inte-
nance and construction plans
for the following se son.

In view of th se positive
truths, what manufacturer seIl-
ing to the golf field can justify
a let-up in his sal solicita-
tion? Economies in th man-
uf cture and d:stribution of
golf goods may b effected by
this subst ntial nd logical d-

vance work, instead of letting _
everything wait until th last
minute.

Becau GOLFDOM, and
GOLFDOM a one, re ches
the buying power in th golf
field thoroughly (going ch
month to EVERY pr ident,
gre n-chairman, gr nke p r,
man ger d pro), GO FDOM
does your dv rtising mo t
ffectively and t low st co t

per inquiry and sal. The re-
sults to which GOLFDOM
advertisers testify prove its
decided leadership in profit.
making.

W rite us for an outline of
an advertising plan th t will
help you steal m rch on
.1 epin comp tition.
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