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The Or lean s Coun t r y C l u b looking f rom the first g reen toward the c lubhouse. The two players at the 
left are on the 7th fairway. A t the right is the fourth hole. M e m b e r s can sit on the porch of the 

c lubhouse and see all of the f lags except N o . 6, a d o g l e g in d e e p woods. 

Little Club Looms Large 
as Community Asset 

By TOM THOMAS 

Even Walter Hagen who was a great 
hand at the pleasant perjuries wouldn't 
have said the Orleans (Vt.) CC 9-hole 
course is "one of the finest little courses 
I've ever played." Its trapping is old-
fashioned and the layout is flat. And the 
most generous cheerful flatterer among 
course superintendents wouldn't declare 
the course a model of turf condition. But 
Hagen and the superintendent would have 
a swell time at the place and marvel that 
for the money spent the Orleans club does 
so well in providing golf and golf clubhouse 
facilities to a small community. Little by 
little, but soundly in the conservative New 
England manner, the Orleans club is 
growing. 

Why and how it has continued to oper-
ate and grow when the war knocked out 
many a small club whose young people 
had left for military service, is told by the 
club's sec., Hazen E. Converse. It has hap-
pily included what other small clubs must 
adopt of necessity—an entertainment pro-
gram that has been signally successful in 
fitting into the warm, big-hearted friend-
liness of American villages and old-
fashioned families. 

Converse points out that Orleans' 151 
members have a merry family spirit that is 
a very effective substitute for a lack of 
money required to operate on the standard 
of larger communities. 

For instance, Converse points out that 
only $568.75 was paid out for maintenance 
in 1946, and the previous year a hundred 
dollars less. Either amount is only large 
enough to tide many clubs over a weekend. 
The answer at Orleans is member interest 
and cooperation. Orleans possesses plenty 
of it. Archie Kipp, for example—he's the 
club president—has taken care of the fair-
ways himself for the past three years be-
cause he loves to ride the club "tractor", 
which everyone refers to affectionately as 
the "Alice A. Doodlebug". 

As Hazen puts it, "Up to 1943 we had a 
real tractor, but that summer it played out 
on us. One of the pistons got sick of being 
confined and came out. It looked like a 
major catastrophe to us, until with the 
trading ability of President Archie and the 
mechanical ingenuity of Arthur Stannard, 
we got a 1928 Chevy and converted it. 
Archie immediately fell for the doodlebug, 
as he named it, and she was his baby from 
that moment." 

From then on Archie looked after the 
fairways and put them into such condition 
that he went out and broke his all-time 
record, scoring a 73, and chalking up a 
34 for nine holes, his very best. Archie 
says he is on speaking acquaintance with 
every blade of grass and hump in the 
course and so he can't help but lower his 
score. He lays it all to Alice A. 



and keep them dressed with 

THE NEW INDESTRUCTIBLE 
L O N G - L A S T I N G 

ALUMINUM POLE! 
Here's PKRMAPOLE, the pole that's indestructible! Made of beautiful 

aluminum (yet less than a pound in weight), PKRMAPOLE is guaranteed 

not to break, snap or bend! Made in one piece step-down tubing and fits 

snugly into cup. Non-rusting, bright and shiny, it never becomes weather-

beaten, never needs painting! Beautiful PF.RMAPOLES will "dress up 

your green" season after season, outlasting every other pole you've ever 

known! 

Working on your greens for 1947? Then order your PERMAPOLES now! 
Due to shortages, only a limited number are available so orders will be 
filled as received—and all orders accepted will be filled immediately. 

Any articla purcbatad from i 
may b* returned within JO day». 
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7621 Penn A v e . 

P i t t sbu rgh , 21, Pa. 
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Home-style Entertainment 
Although the war years were tough on 

other clubs, they only served to reinforce 
the bond of fellowship that holds together 
the Orleans club. When the gasoline short-
age prevented people from traveling afar 
in search of social doings, the club started 
Wednesday night suppers for the men that 
were cooked by members of the club. On 
Saturday nights other suppers were given 
for both men and women members. The 
ladies each brought a pot of beans, a salad 
or a pie and the club furnished coffee and 
rolls. There was no charge to anyone 
bringing food, and the idea attracted 40-60 
people every time. The enthusiasm and 
fun of the members soon became well 
known and membership started to swell. 

Some of those dinners must have been 
wonderful. Hazen relates, "Archie and 
Roy Bean put on the Wednesday night 
suppers to which the men were all invited. 
If any of the boys in service had ever eaten 
one of the broiled chickens prepared by 
those two, they'd have flown clear across 
the Pacific for a second helping. Archie 
and Roy served not only broiled chicken, 
but lobster, clams, hash, hamburgers, fish 
chowder, and even baked salmon. The 
ladies put on their potluck every Saturday 
night and the income from those two week-
ly affairs earned the club $175 and kept it 
solvent". 

When times grew hard in the war years 
everyone was wondering how the little club 
could continue, until ten members offered 
to construct a Victory Garden. They 
plowed up ground back of the ninth tee, 
and in spite of ribbing by people who 
doubted any of the 10 knew enough to raise 
a carrot, they were immensely successful. 
But let Hazen tell it. 

"We raised 70 bushels of the nicest pota-
toes that anyone ever ate, 15 bushels of 
corn, and all the smaller varieties of garden 
vegetables. I tenderly cared for a long row 
of radishes. It wasn't until long past radish 
season that I discovered I'd been nurturing 
chickweed. But my cucumbers were the 
best of the lot. My turnips were fine, too, 
and I'd have had enough to put some up 
over the winter if Roy and Archie hadn't 
robbed the plot for a New England Boiled 
Dinner they put on one Wednesday night." 

What makes Hazen and his fellows most 
proud about their club is its complete ab-
sence of any clique. The better players golf 
with the poorest ones and all have a swell 
time. If there are two foursomes or eight 
people teeing off, the players all toss coins 
to see who will play with whom. Every-
body enjoys himself. If a stranger drives 
up, somebody immediately makes his ac-
quaintance and invites him to join the 
group, even if it makes a fivesome of a 
foursome. Folks at Orleans are friendly. 

The nine hole course of 3,015 yards has 

its greens and fairways in good condition 
considering its meager budget. Greens are 
mowed 2 or 3 times weekly by a man who 
lives on a small farm beside the course. 
Both greens and fairways have been seeded 
and fertilized this past year. Springs in 
the hill behind the clubhouse furnish water 
for drinking and for watering the greens 
in dry weather. 

The latest treasurer's report showed that 
all the Orleans club's bills were paid, the 
mortgage retired, and the treasury left 
with a balance at the end of 1946 of $431.17. 
The report reveals only $20.00 of unpaid 
dues. 

Dues at Orleans are at the irreducible 
minimum. A few years ago when money 
was scarce the club drastically reduced 
them. Members wisely preferred three per-
sons paying $10.00 a head to one member 
paying $25.00. How correct was this 
reasoning is demonstrated by the growth 
in membership that began at that time, 
soaring from 25 members to the present 
number. 

As Hazen Converse enthusiastically con-
cludes, "I will go on record saying that 
there is not another club in the whole world 
that gives so much for so little as this 
one does." 

OKMULGEE ON ITS OWN -Okmulgee 
(Okla.) CC where Charley Worley is pro, 
had a chance to buy its property consisting 
of 160 acres, a 9-hole course and a 2-story 
native stone clubhouse. The price was 
$20,000. The club passed the hat asking 
for $100 donations from members and got 

Okmu l gee C C C lubhou se 

231 to toss in. Now the club's going to add 
9 holes, build a swimming pool and install 
tennis courts. Okmulgee's population is 
about 19,000. Keen and extensive golf in-
terest there is typical of interest through-
out the state where a golf boom last year 
far surpassed previous records. Oklahoma 
hopes to develop a new crop of kid stars 
to take the spotlight away from its neigh-
bor, Texas, which long has been the top 
state for development of golf talent. 



The Super-Charged 

Sweet Shot 
Incomparably the Finest Golf Ball made today -

c ikjccT The exclusive patented construction of the Super-
* v U L r 3 r l lMti I Charged Sweet Shot results in perfectly balanced 

T H E S U P E R - C H A R G E D performance — extreme distance, plus extreme 
SWEET S H O T accuracy, plus ease of control. 

Q n i n n w i Y TO p p n c Every player who uses it and every laboratory test 
* ^ confirms this statement as an undeniable fact. 

The Super-Charged Sweet Shot has been, is now, and will continue to be sold — Pro exclusively. 
Nationally advertised in the Post and Holiday — combined circulation over four million copies 
per issue to America's top golfing public. 

* 0V***** 

" p t ^ i s n i M ^ 1 T H E WORTHINGTON BALL COMPANY 
^ ¿ ^ V ^ 4 3 r d Year, Specializing in G o If Ball Manufacture 

E l y r i a 'o h i o 'u s -A 

W O R T H I N G T O N 
WORLD'S LARGEST EXCLUSIVE GOLF BALL M A K E R 



"F irst W i t h the Latest" As 
Pro Shop Sales Policy 

By IIKitB G B A F F I S 

Merchandising competition of a smart 
and strenuous sort is ahead for the pro but 
from evidences of pro planning this winter 
the pros are not only going to be able to 
meet the opposition but definitely profit 
from the pressure. 

From interviews and letters I've learned 
that there are many alert pros figuring on 
innovations in their 1947 shop merchandis-
ing. One of the likeliest looking ideas that 
has been mentioned is that of making more 
of a special feature of new goods. Pro en-
dorsement makes the market for the great-
er part of golf goods whether or not the 
goods are sold in pro shops. But pros have 
found they haven't made strong enough 
point of this factor. The wise buyers for 
stores knows that what pros O.K. will go 
with the golfing public but the golfing pub-
lic isn't keenly aware that the pro approval 
is the prime reason that better grade mer-
chandise is offered. 

This year in emphasizing the importance 
of pro endorsement of new merchandise 
several leading pro businessmen say they 
are going to have sections in their shops in 
which the newest merchandise will be 
given special display. They'll put into sell-
ing operation the slogan of a metropolitan 
newspaper which advertises it is "first with 
the latest." 

In this section will be the latest acces-
sories, wearing apparel and clubs. The 
customary policy at pro shops is to put 
the newest stock in with the other stuff. 
In comparing notes this winter pros dis-
covered that often members showed up at 
their shops with something new that the 
members boasted they got at some store 
which was the only place the item could be 
bought at the time. 

The pro may have had the item in stock 
for weeks and considered that he was giv-
ing it a good display yet he not only 
missed out on a sale but on the prestige of 
being quick to get for his customers what 
they wanted. 

Pros in New York and Chicago have 
found that Abercrombie and Fitch and 
VL&A are experts in grabbing new mer-
chandise and featuring it although in the 
golf and golf accessory lines some of the 
items are decidedly too limited in market-
ing possibilities to warrant the pro tying 
up his money in what is not likely to move. 

How far to go in loading up on the new 
items is a matter to be decided after due 
consideration of the factors governing buy-
ing at different clubs. 

Why Price Variations ? 
Three of the home club pros who are 

making the winter circuit discussed this 
subject of emphasizing the newness of mer-
chandise after they'd finished a round in 
the Los Angeles open. One of them re-
marked that the most difficult problem in 
pro merchandising was that of making 
plain the reasons for a difference of several 
dollars in various golf clubs. "To the 
prospective buyers they all look about the 
same. The purchase is made mainly be-
cause of the reputation of the brand and 
confidence that there must be some unseen 
reason for the price variation," the pro 
declared. 

Another commented that newness is an 
element that amply justifies a premium 
price. "It gives the member something to 
talk about with pride when he is able to 
say he's got clubs more advanced in design 
and construction than the rest of the fel-
lows have although he may not be quite 
sure what the improvements are," said this 
pro. "However, pros very seldom make a 
strong point of accenting the newness of 
models in their shops. Even though this 
year practically every model will be new 
the members won't realize what changes 
have been made. Distinguishing the not-
ably improved models from the rest of the 
stock and telling the members what 
changes have been made is one of the pro's 
important selling details this season," said 
the second professional. 

The third pro said that the main reason 
for putting new items into the spotlight 
was because of the chance it gave the pro 
to show that he was on the look-out for 
anything that would interest and help the 
members. He declared that when a mem-
ber got something good and new elsewhere 
than in the pro's shop it might get the 
member into the habit of thinking that the 
pro waited until something was brought in 
and sold to him instead of keeping a close 
watch on all sources of supply. 

Thus the conversation went with angles 
that will occur to almost any experienced 
pro, especially those who have sad and 
costly recollections of being caught with 
some novelty merchandise that couldn't be 



IT'S BACK! 
P R E - W A R 
L A T E X 
G A U Z T E X 
at your wholesaler! 

G E N E R A L BANDAGES, Inc. 
C H I C A G O 5, ILLINOIS 
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sold. The established standard lines of 
clubs, balls and bags, fortunately for the 
pro, will continue to account for the staple 
volume of shop business. The pro-only lines 
will help him to hold a goodly part of the 
quality market but where he is going to 
have to use first-class buying judgment 
and alert merchandising is in the lower 
price ranges of playing equipment. The 
pro, according to his colleagues who've 
studied this phase of 1947 shop selling, will 
have to pick lines that are of greater value 
than the equipment sold in stores. 

That'll be possible in the case of the 
larger retail outlets. Buyers for these 
stores play strongly on their large volume 
purchases and buy so close to the price line 
they don't leave much leeway for the 
manufacturer to supply them with a class 
of merchandise that the pro would want 
for his customers. But there's no denying 
that the big retailers of golf goods as well 
as the smaller sports stores will have good 
merchandise and a lot of it before the 1947 
season is far along. The market will be 
plenty large, too. Hundreds of thousands 
of golfers do not have access to pro shop 
stocks and aggressive bids also will be 
made by stores for the business of club 
members or fee course players who do have 
pro shops fairly handy. So instead of the 
1947 picture being one that any pro can 
look forward to in a cocky and relaxed 
merchandising mood, it'll be one that will 
challenge him. 

Pro Knows the Answers 
But the challenge is not a frightening 

one. What the pros learned during war 
years in having to keep shop volume up 
with merchandise other than clubs, balls 
and bags, taught them a lot about how to 
retail in competition with specializing ex-
perts. Pros then went hunting for what 
could be sold in pro shops. They made 
some bad guesses in their desperation but 
as a general thing they learned more about 
becoming pretty smart buyers. They also 
were reminded by their experience that a 
good buy is a good sale. The customer is 
disposed to buy whatever looks good 
enough to the pro authority on golf goods. 
The pro has to win this reputation of 
authority by doing more than offering the 
obvious in his shop. 

He's expected to have, under normal 
circumstances, some standard brands of 
playing equipment in stock. The extent 
and price range of the stock depends on 
the character of the club membership. But 
in addition to that members now expect 
him to go hunting in the markets for the 
very latest in almost everything for golf 
play. 

The pro can go broke catering too much 
to this desire of the members but by 
exercising discrimination in selection and 
display of new items can keep his stock 
within reasonable limits yet make it plain 
that he is the one from whom the newest 
and best in golf goods always can be 
bought. 

DETROIT DGA FIRST POSTWAR YEAR A BIG ONE 
Detroit District Golf Assn. report of 

1946 work shows following highlights: 
CADDIES — Good cooperation between 

caddie-masters and chairmen. Recom-
mended uniform caddie rates for district 
generally maintained except at remote 
clubs. Accented enlarging scope of caddie 
activities and welfare work, providing food 
at nominal cost for caddies, guaranteeing 
payment for caddies for reporting if they 
don't get work, bonus for caddying in rain 
and payment for waiting while members 
have lunch. "Caddies Nights" at theaters, 
hockey games, etc. on district-wide pro-
gram. Strong promotion and good prize 
lists for caddie tournaments. Close tie-
up with Western GA caddie scholarship 
program. 

CLUB RELATIONS — Reporting clubs 
told of play increase from 10% to more 
than 30% over 1945. General increase of 
member clubs estimated between 15% and 
20%, while entire district including pub-
lic and fee courses increased 30%. Detailed 
report of increased member club expenses 
was presented, with increases of expenses 
over previous year going as high as 65% 
in golf and 75% in general expense at one 
of the finest operated clubs, not only in 
the Detroit district but the entire midwest. 

MUNICIPAL COURSES — Detroit's 6 
muny courses had 324,611 paid rounds and 
$280,408 gross income. Armed forces 5000 
rounds were free as were ladies' free day 
at Rouge and high school team play in 
competition. 

FEE COURSES—Michigan GA's 28 pri-
vately-owned fee courses within 50 miles 
of city had increase of 25% in play over 
1945. Increased operating cost was 40% 
over previous year. 

GREEN SECTION — Figures received 
from 20 18-hole courses showed gkpr. 
salaries ranging from $4,200 to $1,500 a 
year. Hourly rate paid course workers 
ranged from $1.25 to 60 cents. Average 
was 93% cents. Eight clubs furnish house 
to gkpr. Average of fertilizer used annu-
ally was 23 y4 tons. Sixteen clubs had used 
2, 4-D and reported "very good" results; 
4 had not used 2, 4-D. Average fairway 
cut during season is 1 in. Average height 
of playing season cut of greens is % in. 
Course maintenance expense for year 
ranged from $37,299 to $1,150, with aver-
age being $15,860. 

The DDGA has 30 private clubs as mem-
bers. Tournament program was exceed-
ingly active during 1946. 


