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WORTHINGTON
Mowing Equipment

Lawn Tractors, Gang, Power
and Hand Mowers — also
Golf Course Appurtenances

Not only in America but in England and on the
continent, Worthington gang mowers during the
last ten years have been used on three times as
many golf courses awarded major champion-
ships as all other makes of machines combined.

Complete information and prices
will be sent promptly on request.

Worthington Mower Company

| Stroudsburg, Pennsylvania

New York San Francisco

3 ' 11 East 44th Street 52 Beale Street
Chicago Montreal
517 S. Laflin Street 132 St. Peter St.

Agencies in all principal cities




of six holes each; the total lengths and
the par figures for these different circuits
being variable between any practical fig-
ures (e.g., between a minimum length of
1,750 yards, par 21 or 22, for one six-hole
loop, and a maximum length of 7,500 yards,
par T8, for one eighteen-hole circuit) at
the will of the designer.

A sexpartile arrangement of thirty-six
playing units—i.e,, six loops of six holes
each—will permit 288 players to be sent
off in one hour (thus completely filling
the course with 72 foursomes), and such
a course will provide for the playing of
576 individual eighteen-hole rounds in a
geven-hour period. This thirty-six hole
assemblage will offer a choice of twenty
primary, thirty secondary and siz tertiary
courses of eighteen holes; fifteen primary
and siz secondary rounds of twelve holes,
and of siz primary rounds of six holes;
and each of these circuits or rounds may
be made to present its own individual
characteristics and to differ from all of the
others either in length or in difficulty, or
both.

It is somewhat surprising that the many
manifest advantages of the hexaplex group-
ing of the successive units of a golf course
have not seemingly been recognized—since
they have not been utilized—hy those who
have been most active in the planning of
our links and who are, to that extent, re-
spongible for the existing status of golf
architecture in this country. One of the
obstacles to progress in this matter is the
attitude of many golf architects who are
no doubt able and worthy representatives
of professional playing ability but who are
fettered by mental inhibitions and are
handicapped by archale practices. “Imi-
tation may be the sincerest form of flat-
tery,” but it is no more conducive to
progress and success in the goll course
designing than it is in any other line of
endeavor; and the great multitude of re-
cently constructed links, which are mere
inconsequential and unimaginative variants
on some ancient example, or some tradi-
tional pattern, with which the builders of
these courses may be most familiar, Is a
rather severe commentary on the abilities
of those responsible for their construction.

In conclusion I take the liberty of para-
phrasing the remarks at the end of Mr.
Colt's admirable “Essay on Golf Course
Construction” (p. 56)—because it so well
expresses my own attitude—and state that
thig and other articles which I have writ-
ten on this subject are not intended “to
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defy the expert or to instruct the novice.”

The ideas which I have advanced are
merely intended to arouse the average
golfer to a realization of his rights, as
contrasted with the conflicting interests of
the relatively few experts who look upon
a golf course only as an arena for the ex-
hibition of skill in mateh play, and to sug-
gest to this great but usually silent ma-
jority of players certain lines of thought
and certain questions for debate which
may lead them to study more closely the
present defects and the inherent possibili-
ties of the course on which they play, and
to take a more active interest in improve-
ments in links design.

Park and Playground Manuals
Are Valued Works

New York City—A. 8. Barnes and Com-
pany, 67 W, 44th st., announce publication
of “Parks—A Manual of Municipal and
County Parks,” in two volumes, price, $20,
and "Play Areas—Their Design and Equip-
ment,” price, $2.

The “Parks” book is compiled as a re-
sult of a nation-wide study of municipal
and county parks conducted by the Play-
ground and Recreation Assoclation of
America in co-operation with the Ameri-
can Institute of Park Executives at the re-
quest of the National Conference on Out-
door Recreation. This extensive work was
financed by the Laura Spelman Rockefel-
ler Memorial under the direction of L. H.
Weir. It is a complete and practical work,
priceless to those concerned with the prop-
er promotion of the outdoor public re
creation movement and those who are re-
spongible for park operation. Planning,
financing, construction, operation and other
details are treated fully by text and illus-
trations.

There is considerable material relative
to public golf courses in the two volumes.
The work is unguestionably a practical
classic,

George D, Butler edited the “Play Area”
book for the Playgzround and Recreation
Association. Although the strictly golf as-
pect of the book is limited to practice put-
ting courses, due to the restricted space
available for “Play Areas" as defined by
the context of the beok, there is consider-
able of value in the details concerning
swimming pools, winter gport and chil
dren’s playground facilities that is of in-
terest to the operating management of the
modern, fully equipped country club.
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New Toro Catalog Now Read

If you are not on our regular mailing list, better write
today for the new 1929 Toro catalog just off the press.

Among the new items are an all steel dump wagon,
anadvanced,modernlawnmowergrinder,arevolving type
greens brush, and a new disker. There are many other re-
finements and improvements too numerous to mention.

If you are going to need a new tractor,fairway mowers,putting green

mowers, tee mowers, roller, compost machine, top dresser, or any labor
saving machine, by all means write for the new Toro catalog today.

ToroManufacturingCompany

3042-3168 Snelling Avenue Minneapolis, Minn.

SERVICE STATIONS

BOSTON NEW YORK PHILADELPHIA JACKSONVILLE
CLEVELAND DETROIT CHICAGO INDIANAPOLIS
DES MOINES KANSAS CITY LOS ANGELES SAN FRANCISCO
CALGARY SYRACUSE BUENOS AIRES

Please mention GOLFDOM when writing advertisers
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Watch Women’s Service in
Thoughtful Detail

By PAUL E. FISCHER
Manager, Minikahda Club

T HAS been my observation that the

majority of country, and city clubs as
well, have been primarily more or less
rendezvous for men only, where women
were tole;ated but not wanted. General
conditions in modern eclub life have
changed and women are now a large fac-
tor, I might even venture to say, the nu-
cleus of success, in any up-to-date club.

At Minikahda Club special attention is
paid to our Ladies' Department. We
adopted two slogans: "LADIES MUST BE
SERVED™ and “FINISH THE JOB.”

Service does not begin nor end in the
dining rooms; it is carried through to the
washrooms, where no bet is overlooked to
please and where a maid with a smile and
invitation to be of service awaits and takes
care of our ladies,

He Has Thorough Service

We find our ladies very appreciative of
the fact that we keep on hand different
kinds of face powders, rouges, ete., to suit
their individual tastes, and complete mani-
enre equipment including liguid and pow-
der nail polish.

The “Chicago dryer,” a combination
¢lothes and shoe dryer made by the Fran-
ces Dryer people in Chicago that we in-
stalled last spring proved a great asset.
In conjunction with it we have the neces-
sary pressing facilities which, while not
in use very often, comes in very handy in
emergency cases,

Another service which is highly appre-
ciated by our members, especially the
ladies, is our indirect laundry service.

We have an arrangement with three dif-
ferent parties to take care of this service.
A regular laundry, a reliable housewife to
look after the woolens and another one to
wash and iron the lace table cloths, nap-
kinsg, etc., belonging to members and often
used at the club for exclusive luncheons,
teas, receptions and so on,

Last but not least 1 have found that an
assortment of popular brands of cigarettes
placed in the ladies’ department with the
compliments of the club proved inexpensive
and a courtesy very much appreciated.
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Right Man on Job and No
Favorites, Our Policy

By CARLETON SIAS

President, SunnysidelCountry [Club, Waterloo,
DURING the season of 1928 Sunnyside

Country club tried the experiment of
combining the office of secretary with that
of house manager. This was possible for
the reason that one of our own best known
members, whose residence adjoing the golf
course was willing at a personal sacrifice
to undertake the job. It is rarely that a

club ean find a man who is sufficiently en- ;

thusiastic to make the success of the club
his primary object and the compensation
secondary.

Our manager, with the cordial co-opera-
tion and support of the Board of Governors,
has endeavored to promote three main
principles:

FIRST: That a country club is financed
by, and should be run for the benefit of its
members; that non-members pay no dues
and that over-extension of club privileges
to resident non-members destroys the main
incentive to membership.

SECOND. That c¢lub income is not un-
limited but can be very closely estimated
at the beginning of the season and like any
other business enterprise expenditures
must be adjusted to income and budgets
for the various departments must be fixed
and absolutely adhered to.

THIRD: That every member is entitled
to equal privileges with every other mem-
ber, and that special privilege extended to
a few is destructive of the spirit of good
fellowship in any club and will result in
loss of memberships. That in a club of
moderate size it is financial suicide to at-
tempt to be ready at all times to render
special dining-room service not demanded
by the average member, and without re-
quiring advance arrangements such service
can only be furnished at serious loss.

Insistence on any rule naturally meets
with some criticism and opposition, but it
has been our effort to meet frankly such
eriticism and in most cases we feel that
a full understanding of the purposes of the
policy has satisfied dissenters and that on
tiue whole the morale of the membership
has been improved and our audit shows
that the financial results have been good.



"I"l _ way conditions in the business end
L N € of golf are changing today pros must
look ahead if they are going to get ahead.

Jimmy Kinnear and R. S. Richardson are
two of the foresighted pros who are plan-
ning and progressing.

It will pay you to read, on the following
pages, what they have to say about cashing
in Oon your opportunities.
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STIR UP SALES

Anything that stirs up buying
interest and action in a pro shop is
weleome to the pro. The Walter
Hagen line has done this in my
shop. Members' attention is at-
tracted by the distinetive and fine
loak of the clubs, the striking pack-
ages of the Hagen balls and tees and
the rich, practical appearance of
the Allied-Hagen bags.

These live spots in the shop have
impressed my members that 1 have
the best merchandise as soon as it's
available. This way 1 hold all of
the business and increase the ex-
tent of the buying desires. It has
paid me to feature your line because
of your policy of having the appear-
ance of the merchandise "snappy"”
and the construction merit at the
highest point,

Pobline sl

Professional
Western Golf and Country
Detroit, Mich.

Club
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TW factors that must be present in
every successful pro merchan-

dising campaign are the right merchandise and
the right display lay-out.

You see proper and profitable character of
selling facilities in the plan below which is one
being favorably considered for the new shop
that Kinnear is planning, and in the view of a
corner in Richardson’s shop. These fellows are
experts in golf merchandising as well as in golf
merchandise.

But, no matter how well you have planned
your shop construction and display, you can’t
expect to show “the same old stuff” in golf mer-
chandise and arouse new buying enthusiasm.
You have to show the smart looking, superla-
tively made new Hagen “ULTRA” line to be
doing “that something different”—the surest
thing in selling success.

It's not a minute too early to be planning to
make the Hagen “ULTRA" line the central
selling feature of your 1929 stock.
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Some of the advantages of this shop lay-out are the complete separation of the sales room from the work
bench and club-cleaning departments; the private office where the pro can transact his business awasy from
members; the show-window, where attractive displays can be arranged to lure the passing member into the
shop; and the big sales room which permits ample display of merchandise without crowding.
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h 73 5] »d 4+ is a bright corner in Richardson's shop where
5]“‘“ Ef\i S] EED HER]_: he spotlights Walter Hagen goli goods be-

To display vour golf goods, as cause his experience reveals that Hagen sales show big
well as any other line of merchan- dividends on the space and time the pro devotes to them.

i dise for sale, is the best way to Y f R 1 lubl > b g
Salt thesai T The. Awiertobt. Toaats _ You can see from the Kanawha clubhouse picture that it
today will not buy on promises and is one of the prize clubs of the country. Richardson is both

- Lhr\_ "M“ﬁo pe the l‘;mdﬁ they e pro and manager; not a usual combination of jobs, but one
uving. L ave made some sales t . . . | 3
Sa Brraba Whi tad B0 TS that shows the high calibre of the men who are featuring

% of buying golf goods until they saw Walter Hagen golf goods for their members' satisfaction and
them, and then they realized they their own substantial profit,
needed them,

- In selling Hagen goll equipment

1 have found that the prompt deliv-
ery from the factory is exceedingly
. valuable. M we do not have in
stock the article the member wants,
&« we can promise delivery in a week
and the L. A. Young Company
delivers it to me in that time.
4 Their promptoess in delivery and
their eourteous  attention to  all
orders has helped my sales im-
F mensely.

A Professional
Kanawha Country Club
Charleston, W, Va,




ET us help you get started
right on a grand season

At each one of our offices you can now see the 1929 line of
Walter Hagen clubs, balls and tees and Allied-Hagen golf

luggage.

Visit your nearest Walter Hagen office and see this line or
write us for complete details.

We want to help you get a stock for your shop that will move
faster and more profitably than any you ever had before. We're
not greedy. We don't want you to “over-stock”, nor do we say
you ought to buy Walter Hagen goods and nothing else. But
we do say-—and the experience of many pros is our proof—that
featuring the Walter Hagen line, and carrying as big stocks as
the conditions at your shop dictate, will make more money for
you than vour shop ever made before.

Consult with us before you order your
stock for the 1929 season, and yvou'll find
us willing and valued workers with vou.

ALSO SALES OFFICES AT
NEW YORK, 1270 Broadway CHICAGO, 14 E. Jackson Blvd. SAN FRANCISCO, 153 Kearny St.
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Plenty of Holes in New Shop
Sales Experiment

By HERB GRAFFIS

NE of the clubs in a great metropoli-

tan district of the mid-west is inau-

gurating an experiment in merchan-
diging for the 1929 season. The innova-
tion is purely an experiment, and for that
reason is on a basis that allows cancella-
tion of the arrangement by mutual con-
sent on comparatively brief notice,

This plan calls for the operation of the
pro shop by a men's store of considerable
gize, which has long gone aggressively
after golf business. The store is to pay
the club 10% of the gross business as a
rental and furnish its own employees at
the pro shop, The store will bill the mem-
bers direct for pro shop business. With
the exception of a modest sized sign the
store will have no display advertising of
its own in the pro shop, but of course will
substantially benefit from the opening of
new charge accounts among the club mem-
bers whose buying on the charge basis is
expected to extend far beyond golf goods,

Regardless of the merits of the plan it
is something that calls for study by pro-
fessionals, for in one respect it is a reve-
lation that an investigation of the pro
shop merchandising situation made by this
club's officials brought out the fact that
taking away concessions from the pro and
handling them directly as a part of the
club’s operations had not been successful
enough to warrant installation of the sys-
tem. In this respect the step was some-
thing that will bring joy to the hearts of
good pro merchandisers,

I can’'t see now where the proposition
agreed upon between the club and the store
is going to make history to the degree that
it will be copied to any great extent. In
the first place I don't see how the store
will get enough profit out of the enhter-
prise (with the exception of the profit
from newly opened charge accounts) to
justify the operation. Take the average
metropolitan district club and the gross
profit at the pro shop & a bit over 30%.
The shop income is generally split into
three major divisions, with ¢lubs and other
merchandise running not much over a

third, ball sales next, and the club-cleaning
income third, but with all three divisions
being closer together than iz generally ap-
preciated. Under the arrangement above
mentioned, the store will not have the club-
cleaning income, and unless the shop's vol-
ume is greatly increased by the sale of
wearing apparel, the store will be tryving
to make a net profit on around 20% of 24
of the present gross. Figure the costs of
shop help for selling, book-keeping and bill-
ing costs, insurance, etc., and if vou can
dope out a net profit you are more of an
optimist than I am. I doubt that cut prices
on merchandise would stir up much busi-
ness at a high-class golf club such as this
is. This type of membership wants quality
merchandise and is suspicious of golf
goods that is not standard priced.

Where the hope for volume lies, in my
opinfon, is in drumming up trade for
knickers, sweaters, hosiery, shoes, and the
like, by advertising literature mailed out
with the monthly bills, by more extensive
display in the shop, and by quick supply
of out-of-stock numbers from the store's
headquarters. But even this is a toss-up
and calls for a lucky break as well as
costly and energetic merchandising.

The Personal Element

One point that the store management
will be up against is that of establishing
the same confidence in the clubs they sell
that the member has in clubs from a stock
that is personailly selected by the pro for
his own individual trade. Regardless of
the value of a first class brand name, the
educated and first class player trade is in
the logical habit of placing the greatest
trust in merchandise that is carefully se-
lected by units by an expert and authori-
tative pro-buyer. This factor may not
count for much with the cheaper golf
trade that finds it necessary to take the
last red cent of price cut, resulting from
huge quantity buying and purchasing pow-
er that can cash in on emergency and vol-
ume requirements of manufacturers. But
personally selected, expertly endorsed mer-
chandise certainly has the call with the
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bulk of the golf trade, and constitutes a
tremendously important element in the
pro’s future.

Members of a good private club are
“fussy” people. They may make some al-
lowances for the pro, but from operation
under the management of one of the most
suecessful merchandising establishments in
the world they will expect perfection. Woe
betide the enterprise if they haven’t stars
working for them in the shop selling.

Where the Pro Stands

The committee-man who ig steering this
new arrangement in its development stage
is a highly successful business man.

While we were discussing the new ar-
rangement I asked him if he didn’t think
it was rather a raw deal for the club's old
pro who left when the new line-up was
announced. The pro is a good man, ob-
viously, for he had no trouble in getting
another club in the same district a few
days after he was in a position to look for
another job. The club official's reply was
to the effect that golf clubs these days are

ing compelled to operate in every detail
on the basis that they consider would be
most business-like in satisfactorily serv-
ing the memberghip. “In golf, as in any
other enterprise,” he continned, “there
arigse new conditions that may necessitate
severing relations that have been mutual-
Iy pleasant. Pros, as business men, must
realize this and adjust themselves accord-
ingly. Our club is in fine financial condi-
tion and we intend to strengthen its posi-
tion in this respect. When the profes-
sionals can sell us on the idea that they
do a resourceful and thorough job of
strengthening the club’s operating status,
on the basis of satisfactory and highly
valuable service to the members, then they
aré in invuloerable position with us, or
any other club.

“It i& my belief that the pro's big job
in bettering hig prolessional standing be-
ging with making his members know he's
a busy man, and a very important one, but
doing it without showing an opera star's
temperament. Members who are business
men want to do business with other busi-
ness men. If a pro seems to be taking
thines too easy on the job or have lots
of time on his hands, the members notice
it unfavorably, Even il a pro has time
open he wants to conceal it, For instance,
if there is a threesome starting off the
first tee, he might ask them if they'd
mind his playing with them. That gives
him a chance to get “in” with them and
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benefit from the sale of merchandise and
lessons, At the end of the minth he could
excuse himself, saying he has an appoint-
ment. That would get over the idea that
he is prompt with his appointment and
that he has plenty of them. To a busy
business man there is nothing more un-
pardonable than a pro being late for Keep-
ing an appointment for a lesson.

“Another place where the pro has to
watch his step is against playing ‘favor-
ites' in the club. He has to study person-
alities in.this matter and use lots of judg-
ment for there's a lot of Injustice done
to pros on this account that they don't
realize until it's too late,

“1 think the pros have a wonderful
chance for making more money than they
ever dreamed of if they will devole more
time and thought to selling lessons. In
every club I ever heard of the market
for lessons is sadly under-developed. If he
can run a ghop in keeping with the pres-
ent day demands of members and get his
lesson business built on the richt basis 1
can see no reason why a pro can't net he-
tween $6,000 to $8,000 a season at even the
ordinary metropolitan district club, That
may not mean much money to a pro, but
it seems to me that for seven months'
work for a lad, it's a beautiful income.”

NCOURAGE the sons and daughters of

members to play golf. Make junior
memberships so inexpensive that their
parents will not hesltate to sign up for
them each year. Hold a junior champlion-
ship, Thus you will be bullding up good
golfers to represent the club in future
tournaments and at the same time assur-
ing a source of experienced players for
future memberships as older members
drop out. -

A SOIL must contaln 80 per cent sand
to be classed as a sandy soil, but it
need contain only 30 per cent clay to be
called a clay, Hence, it Is easy to change
the texture of a sand by adding very little
elay and silt; but it requires tremendous
quantities of sand to change a clay into
a clay loam.

THE first three or four holes of a golf
course should be relatively easier than
the average for the course. This expedites
getting the players away during rush
periods, since they will have time to loosen
up and thus be better able to play difficult
ghots than if met on the initial holes.



