
was matle in a match in 1895 on the frozen 
river Tay by George Fox of Perth. . . Fox 
and five other fellows played a golf match 
on skates. . . Atlantic City (N.J.) CC cele-
brating its 50th year. . . National amatenr 
was held there in 1901. . . Finals were post-
poned because of death of Pres. McKinley. 
. . Herbert Tweedie designed the first 
course. . . Bill Flynn made an entirely new 
layout in 1928. . . John Reid was first pro 
and was succeeded by Johnnie McDermott, 
first homebred to win the National Open . . . 
Leo Fraser now heads the group owning 
the club. 

Bob Craigs, for 34 years pro at Audu-
bon CC, Louisville, Ky., wrote a fine article 
on golf rules as one of the Courier-Journal 
series on "How to Play Golf." . . . Col. Lee 
S. Read, Southern GA and Audubon offi-
cial, says Bob's remarkable record of de-
veloping young pros in his area, his tutor-
ing of amateurs and his relations with 
members make the Monifieth product one 
of the most beloved golfers in the south. 

George S. May says the 1948 All-A-May-
rican will have $50,000 prize money and 
PGA will order all its members to wear 
numbers. . . PGA at May's tournament re-
leased a statement advising that its play-
ers are not allowed to request appearance 
money at tournaments. . . Statement also 

1 2 V A L V E S I N 

Choose the Nelson "Sil-
ver Top" for finer perfor-
mance, full flow and l on j 
life. Quick coupling-just 
insert velve key with 
sprinkler or hose attached. 
No digging. Valve work-
ing parts removable with-
out taking casing from 
ground or shutting off 
water. Auxil iary valve 
closes automatically. 
N o back Hammer - flow 
control is absolute. 

Lock nut on key holds 
any desired setting of 
pressure and flow. 

Po l i shed ch rome-
plated hinged l id 
easily visible at night. 

S c n d for c a t a l o g . - W r i t e for 
a p p o i n t m e n t w i t h e n g i n e e r . 

N E L S O N M F G 
PEORIA, ILL INOIS 

c o 

Manufacturers of Gol f Course and Lawn Sprinkling 
equipment Overhead Irrigation Since 1911 

I M M E D I A T E DELIVERY 
Precision F e r t i l i z i n g , Top D r e s s i n g , S e e d i n g with 

ROOT ALL-PURPOSE SPREADER 
Positive, accurate feed cont ro l insures 
safe, even distr ibut ion. Heavy-duty 
construct ion for long, t rouble- f ree l ife. 

NAC0 MANUFACTURING C0. 
(Formtrly ROQ) Manufocturinq Co.) 

7631 Rosebcrry Av«.. P. O. Box 310, Huntington Pork. Col i f . 

Eostern Branch: 285 West Triqg Avenue. Memphis 2. Tenn. 



% TZuckeqe 
7 B L A D E B E N T G R A S S 

J l c u u n T f L o i v ^ A 
F O R 

G O L F C O U R S E S 

NOW AVAILABLE 
Model 700 

Light weight, 7 cut t ing 
blades for smooth cu t t ing . 
C ruc ib le al loy steel knives. 
Ball bear ing reel. 10-inch 
semi-pneumatic t ires. Rub-
ber ro l le r . Steel handle. 
16-inch cut. 

ALSO 
AVAILABLE 

Model 900 push 
type t rac tor 

mower. 
20-inch cut. 

Inquir ies 
so l ic i ted. 

'a/ju/acturina (cmpany 
LAWN MOWERS S1NCE 1880 

S P R I N G F I E L D . O H I O 

declared that PGA tournament players 
now commit themselves 60 days in ad-
vance to appear at events. 

In Britain there are 195 artisan golf 
clubs with 10,000 members. . . No more 
courses have been opened to artisan clubs 
hence no more such clubs can be formed. . . 
Maurie Luxford, widely known Southern 
Calif. golf promoter, is establishing his own 
sporting goods and sports apparel com-
pany. . . Fred Eaton has become Pacific 
Coast distributor for Springfield clubs and 
balls, making his headquarters at Clare-
mont Fairways, Foothill Blvd., Claremont, 
Calif. 

Kid classes of Fred Bolton, Pendleton 
(Ore.) CC pro, getting big play. . . Johnny 
Armour, Tommy's younger, who's a time-
study man for Goodrich Rubber at Akron, 
got an ace on the 150 yd. third at Fairlawn. 
. . More than 600 Goodrich golfers were in 
the company's annual tournament at Ak-
ron. . . Pederson boys got a flne illustrated 
story on their club making in a recent 
issue of Pic magazine. 

Mexico, Central and South America 
planning many golf events to draw Ameri-
can tourists. . . Columbian Open champion-
ship will be played at Bogata CC, Sept. 26-
28. . . Pro prizes will be Col. $1700. . . Tro-

L I Q U I D L U S T R E 
G O L F B A L L W A S H 

N O W A V A I L A B L E ! A sensational new development in golf ball cleaners! 
Tested and approved at many of nafion's f inest gol f courses. Removes grass 
stains and d i r t w i thou t e f for t , is absolutely harmless to paint . Economical, one 
tablespoon per ball washer is all you need to get a clean, gl istening ball. 
Absolutely odorless under any condit ions. Price $4.50 Per Gal . 5 Gals. $21.25. 

Order from your Dealer or direct from us. 

D B A PRODUCTS CO. Dept. GD3 DEERFIELD, ILL. 
* * IGolf Supply Dealers write tor complete detailsl * * 



phies for pro and amateur vvinners. . . Ama-
teurs vvith handicaps not exceeding 15 are 
eligible. . . No entry fees. . . Medal play at 
72 holes vvith 36 holes on the middle day. . . 
For entry hlanks vvrite Alberto Escallon 
Ortiz, sec., Associacion Colombian de Golf, 
Apar tado 1548, Bogoto, Col. 

Country club at Guada la jara , Jal., Mex., 
where Charles S. Smi th is mgr.-sec., is hav-
ing its annua l tournament week beginning 
Oct. 6. . . I t draws 120 players. . . Golf is 
gett ing to be a big sport in Mexico. . . 
Charley is one of the fellows who has given 
it plenty of promotion. . . A1 Espinosa, gen. 
mgr., Country Club of Mexico City, also 
has done a great job of promotion. . . 
Mexico's president Miguel A leman is an 
enthusiastic golfer, ba t t i ng around in the 
low 90s when he can get away from work. 
. . He's interested in boost ing the game 
there. 

W . H. (Bertie) W a y honored by Mayfield 
CC. . . Bertie, novv 75, came f rom England 
to the U.S. in 1896. . . He played in the 
second U.S. Nat iona l Open. . . His first pro 
job in the U.S. vvas on Long Island, then 
he vvent to Detroit and came to Cleveland 
in 1900 to build the long since defunct 
Euclid club. . . Bertie came to Mayfield 
vvhen it vvas formed in 1909. . . He, George 
Lovv and Val Fi tz john were second to Wil-

(Continued on page 77) 

ALL Your Mowers Precision Ground 
w i t h a MODERN MOWER SHARPENER 

ANY Mower EASILY Sharpened (5-lnch Edger or 36-
inch Power Mower) in 10-20 minutes with a MODERN 
L A W N MOWER SHARPENER. NO D ISMANTLING 
. . . Handles, Rollers, Wheels AND Motors need NOT 
be removed to sharpen ANY Mower. NO hand FIL-
I N G needed! . . . MODERN precision qrinds to the 
very ends of BOTH left or righf reel blades. SAME 
brackets hold bot tom knife for icitsor-sharp M A T C H ! 
NO EXTRA ATTACHMENTS NEEDED! Order N O W ' 
ONLYS24I.S0 (less motor) F.O.B. Pasadena. ('/3 or '/< 
H.P. single phase motor recommended.) 

MODERN MANUFACTURING COMPANY 
160 N. Fair Oalu Pasadena I, California 

C K I N N E R 
OYSTEM 
O F I R R I G A T I O N 

...makes your course 
independent of R A I N 
Now is the t ime to get in format lon on 
the Skinner System Planning and Enginear 
ing Service and make plans to keep your 
course fresh and green al l summer long 
Wr i te for catalog and de ta i l i of Skinner 
Service. No obl igat lon. 

SKINNER IRRIGATION COMPANY 
415 C A N A L ST., TROY, O H I O 

w/ii " L 

T"*FBRJH,CK 
A„ " Y Sf,*!NG 

d,y , °< Your gr [ m. 

M- SCOTT , 



G o l f c r a f f s n e w PRO S H O P L,ine 
is winninp: acc la im in smart c lubs 
over the c o u n t r y by pol fers w h o 
h a v e looked forward to beinp ab le 
to purchase W o o d s and Irons of 
th i s flner G o l f c r a f t quality. W o o d s 
are ski l l ful ly shaped from se lec t 
p e r s i m m o n blocks , s h a f t s are s t e p -
t.vpe a l loy s tee l , chrome flnish. 
PRO S H O P Irons can be had in 
e i ther s t a i n l e s s steel or c h r o m e 

flnish, w i t h flne al loy steel s t ep-
type s h a f t s in hickor.v or chrome 
flnish. Genuine cal fskin perfor-
a ted gr ips on both Trons and 
Woods . Gol fcraf t W o o d s and Irons 
are des igned and cus tom-bui l t to a 
Pro's m o s t e x a c t i n p speci f lcat ions 
by men w h o k n o w polf and w h a t it 
t a k e s to K^t t h e most out of the 
game . Gol fcra f t Inc., 3219 W. 
Lake Street , Chicago 24, I l l inois . 

Ralph Guldahl Golf 
Bal ls—natura l rub-
ber, perfectly rounded 
and balanced. 

iJl 

im 
G o l f c r a f t L A M I 
N A T E D W o o d s -
constructed as exact 
ingly as aircraft pro 

M A K E R S O F FIN E G O L F C L U B S 

T E D W O O L L E Y , P r e s i d e n t 
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Harry Bassler 's " 7 Success 
S teps " Mean 50Gs A Vear 

By JOE McDONALD 

To do a business of over $50,000 a year 
for the past 5 years a pro must have "some-
thing." 

A quarter-million dollars worth of busi-
ncss transacted during the "war years" 
(1941-1945) with their shortage of clubs 
r.nd balls! And this, mind you, does not in-
clude any teaching fees for 4 of the 5 years, 
as the pro could not take the time out 
to teach. 

Who's the pro? Where is he located? 
How did he do i t ? 

The answers to the first 2 questions are 
easy. 

The pro is Harry Bassler. Location: Fox 
Hills-Baldwin golf courses, Culver City, 
Calif., about 10 miles from downtown Los 
Angeles. (Two 18-hole daily fee courses 
adjacent to each other.) 

Answering the third question of "How 
did he do i t ? " will constitute the balance 
of this article. 

We'll try to explain Bassler's success 
formula. Maybe other pros, particularly 
public course pros, will find some ideas 
herein which they might be able to apply 
to their pro shop business. 

Bassler's Business Rules 

Bassler's cardinal rules for successful 
shop operation and merchandising for any 
type of golf course are: 

1. See that location of your golf shop 
demands that all players must pass 
through it to get to the first tee. 

2. Have a display of A L L leading manu-
facturers clubs, bags, balls and other 
supplies. 

3. Use various "eye-catchers" scattered 
throughout your shop that will make 
most of the golfers "stop to look." 

4. Always be in your shop from at least 
1:00 P.M. until closing—there are 5 
times more clubs sold in the after-

Harry Bassler, a s+ar at scoring wi+h the sales slips 

as well as with the clubs. 

noons and evenings than in the morn-
ings. 

5. Use and wear the latest in golfing 
equipment and apparel for yourself 
and staff. 

6. Keep your assistants thoroughly in-
formed of costs and operating ex-
penses so they learn that an article 
selling for $30 and which cost $20 
does NOT mean $10 profit. 

7. The pro should DO, and be wil l ing to 
do from time to time, any job in the 
shop that he asks his assistants to do 
—which includes cleaning up and 
sweeping out. 

There it is. Looks like 7 simple steps, 
doesn't i t ? Maybe you'll claim you are 
already performing most of them. 

But , we'll tip you ofif. 

Shop Location Success Key 

The "key" step is that No. 1 step! 



Harry Bassler and his s+aff of golf "merchandisers": Left to right—Bassler, Dick Boggs, Bill Martin 

and Ed Schwerin. Observe the neat display of items in showcase. 
—Photo Waldo Glover & Asnociaten 

The other steps can be followed quite 
easily, we believe. But , in our estimation, 
that No. 1 step is the step YOU want to 
see put into effect at Y O U R course in order 
to do a volume business. From there on if 
you are a hustler, a good merchandiser, a 
good teaching pro, a good playing pro, you 
might do over $50,000 a year business as 
Bassler does! 

A t too many daily fee and municipal 
golf courses (and pnva te clubs too) the 
pro's shop looks like some old room or 
building they didn't know what else to use 
the darn thing for, and in most cases is 
"located" anywhere from 50 yards to 100 
yards away from the clubhouse and first 
tee. Sometimes down a hill (which cus-
tomers do not want to climb )or off on the 
side partially hidden by a clump of trees 
"under which you can teach privately, in 
quiet." 

In many instances, the pro shop is mere-
ly a section of the main clubhouse, or the 
"dining room" where the golfers come to 
buy their sandwiches, coffee or pop bever-
ages—but located so tha t the golfers do 
not have to pass the pro's display, nor do 
they have to meet him, in any way, before 
going to the first tee. 

Such golf shop layouts and locations, 
Bassler says, are strictly "negative" as far 
as helping the golfers see, and be in the 
position of buying, balls, clubs and acces-
sories that will further their enjoyment of 
thc game, bring them back for additional 

rounds—and help the pro increase his sales. 

Too often such locations and layouts of 
golf shops do not allow space for the carry-
ing of sufficient stock, or display to catch 
the eyes of the golfers—thus presenting to 
the pro the min imum of sales and service 
opportunities. In such a position the pro 
is up against it r ight from the start. 

Increase Golfers' Traffie 

Bassler insists you MUST arrange that 
100% of the golfers at your course MUST 
walk right through the middle of your 
shop if you ever hope to get their business, 
or the majority of their business. Y O U 
MUST I N C R E A S E THE T R A F F I C OF 
GOLFERS T H R O U G H Y O U R SHOP A N D 
THIS IS THE BEST W A Y TO D O IT. 

If the golfers do not have to come into 
your shop, they won't. And sales will al-
ways be at a low ebb. A t private clubs, the 
members, in many instances, usually phone 
the pro shop and say, "Send a caddie with 
my clubs and a couple of balls to the first 
tee, please." And tha f s the extent to 
which the pro "contacted" that customer 
that day! Wha t a fine chance he had to 
sell or serve that golfer! 

Bassler came to the realization of this 
situation after locations at both private 
and public courses and at every opportun-
ity " fought" for a location nearer the first 
tee, or the handling of starting tees or 
cards, so that the rendering of these serv-
ices would bring the golfers into his shop. 



In every instance where he was given 
such privileges his business increased im-
mediately. 

Boss Realizes Pro Shop Value 

So, when he came over to his present 
location at Fox Hills-Baldwin golf courses, 
the first deal he made with A1 Bryant, the 
manager, was that his shop would be (a) 
big enough to allow him to carry a large 
enough stock to properly serve the courses' 
customers, and (b) that the pro shop would 
be located so that every player approach-
ing the first tee would have to walk 
through the pro shop. 

A1 Bryant, the course owner and man-
ager, gladly conceded this to Bassler, as 
Bryant himself was anxious to have a well-
stocked, modern golf shop on his properties 
to serve his many customers, along with a 
qualified pro who could help the customers 
select the proper equipment and clubs 
suited to their play; keep them happier 
about their game, and keep them playlng. 

And, put up fences and hedges Bassler 
did! 

A t Fox Hills and Baldwin courses you 
cannot get to the first tee without passing 
through the pro shop. The trees, fences, 
hedges and paths all lead to the pro shop 
—and through it—if you want to get to 

the first tee and beginning of the play. 

Well, pros, there's Step No. 1 to big 
business. 

Can you accomplish it at your course ? 

Have Ful l Display 

Step No. 2. Have a display of all leading 
manufacturers' clubs, bags, balls and other 
supplies. 

Bassler claims that too many pros allow 
sentiment or other partial ity to one manu-
facturer (usually the maker of the clubs 
the pro uses himself) to sway him into 
carrying unbalanced stock of one "pet" 
brand. Such pros stock up on only two or 
three leading brands and are then placed 
in a position where they are trying to 
"force" their customers to buy their "pet" 
brand of goods. 

This is an unbusinesslike policy, Bassler 
contends, and has lost more sales in a pro 
shop than any other reason. He counters 
with the suggestion that the pro stock at 
least 3 to 5 sets of all top-flight club mak-
ers. From these sets the pro can take 
orders for special, or other sets, not then 
in stock. In this manner the pro is giving 
the customer what he wants, which is a 
more "positive" action and more likely to 
lead to sales. 

Bassler also points out that the "r ight 

Part of the club and bag display at Fox Hills-Baldwin golf courses pro shop. Assistant Dick Boggs is 
near that "Bargain Barrel" — L ; - L -L :Xa—1 1 A — — 1 Al j _ - i which is shifted around two and three times daily. 

—Photo Waldo Glover <{• Associotes 



answers to the customers' questions" 
make or lose the sale. Example: A 
golfer enters the shop and asks if he can 
huy a set of clubs of a brand which the 
shop is temporarily out of, or does not 
carry. After a talk it is agreed that the 
pro is to order this special set from the 
factory. 

A t this point Mr. Customer asks the pro: 
"When will I get delivery of these c lubs?" 
And, i t is at this point, Bassler says, that 
most pros fall down. Usual ly the pro starts 
to " th ink out loud" by enumerating the 
number of days to get the order to the fac-
tory, and for the factory to get the clubs 
to the pro. Then, after doing this simple 
arithmetic, the pro announces the clubs 
will be back by a certain date; generally 
two weeks later. 

Then, much to the dismay of the pro, 
the customer says: "Well , let it go. I 
wanted these clubs to be able to play with 
them next Tuesday wi th my boss at the 
Swanky CC (or some special tournament) 
where he has invited me to play. But, 
since they won't arrive by then, let it go." 

A lost sale. 

The R igh t Ansvver 

Bassler says the pro's answer when the 
customer asked, "When will I get these 
c lubs?" should have been, "When do you 
want them Mr. Customer ?" Then the reply 
of the customer immediately lets the pro 
know if he could order of the factory and 
get them back in time. I f not, then Bass-
ler's policy is to offer the customer Bass-
ler's own personal set of clubs for use unti l 
the factory set arrives. The pro's clubs are 
usually the latest and most beautiful in 
design and appearance and the customer 
can only be flattered by such an offer; 
usually is, and meanwhile gives the order 
for the set to come from the factory at a 
later date. 

Bassler's hint in stocking up is to buy 
as many different brands of clubs as you 
can afford; have as wide a variety of 
brands as you can. Bassler's current inven-
tory shows over 150 varieties of clubs, balls, 
bags, shoes, wearing apparel and acces-
sories valued at no less than $10,000. 

Step No. 3. Use various "eye-catchers" 
scattered throughout the shop that wil l 
make many golfers "stop to look." 

A simple example: Ask for, or buy from 
-your local newspaperman or photographer 
some 8x10 inch glossy prints of top-flight 
golfers and tournament winners in your 
area, and of some of the nationally known 
players. 

Frame these and put them on your shop 
walls. 

Conversation Openers 

day these pictures are put up many, many 
golfers will stop to look at them and gab 
with you about them. And, before you 
know it, they are talking a little "golf," 
getting better acquainted and looking at 
your supplies displayed nearby. 

Out of the hundreds of golfers who stop 
to look at your pictures and talk with you 
about them many will start discussing 
their own game that will lead into buying 
new clubs, simply because you "gave them 
the opportunity." 

Bassler has framed photos of golfers 
stuck up all over his shop. To date he must 
have spent over $250 for such pictures and 
he claims they never fail to stop the first-
timer visiting his shop. 

There are other "eye-catchers" you can 
employ, but let's see you start with this 
one. 

Sells to the "Unsatisfied" 

Step No. 4: Always be in your shop from 
at least 1:00 P.M. to closing as there are 5 
times as many clubs sold after 1:00 P.M. 
than in the morning. 

The basic psychological reason for this, 
according to Bassler, is that the golfer, 
having finished his round, is not satisfied 
with his game that day. He never is, don't 
you know ? And, right there in the shop, 
moving around, is Bassler when the golfer 
comes in from the 18th green. 

His "opener" for conversation—a per-
fectly normal and proper one—is, "Well, 
how was your game today?" 

That's all the golfer needs to "open up," 
and usually complain. Generally the golfer 
puts the blame on his clubs—an easy "out" 
for h im—and it is quite likely that Bassler 
will agree with him. 

Then tactfully, the golfer is shown a 
newer, finer club; asked to "feel" it out, 
and the sale is in the making. The golfer's 
clubs are looked over, and if not bought 
from Bassler originally, several reasons 
may be immediately apparent why the 
golfer isn't gett ing his best from them. 

But, getting back to the psychological 
reason and best time of the day to sell a 
golfer. I t is not when he appears at the 
course to start play. He has usually pepped 
himself up mentally to think that "today 
is the day I 'm going to bust 90," and is in a 
frame of mind "to prove it ." 

After finishing his round, much io his 
disappointment, then he enters his "weak-
est sales resistance period"; is will ing to 
listen to any suggestion to improve his 
game—lessons, new clubs or some helpful 
suggestions. 



" U f n o n r e 
America's No. J Golf Bags 

J I M M Y DEMARET 
leiiding money winner in the 1947 Winter Tour, 

and other outstanding tournament pros, help you 

sell more Tufhorse-MacGregor golf bags. These "al-

ways in the news" players use and recommend them 

exclusively because of the smart styling, the master 

workmanship and the extra j)laying conveniences. 

More sales—greater profits for you when you show your 

players the bags used by the golfing greats. Tufhorse-

MacGregor gives you a complete line . . . for every golfer 

in every price class. They are BUILT W E L L — LOOK 

WELL — PLAY WELL — SELL WELL. 

MODEL BT 

MADE BY 

DES MOINES GLOVE 
AND MFG. CO. 

DES MOINES, IOWA 

O R D E R FROM 

T//£ GA£AT£Sr ¥/VAM£f /Af COLF 
4861 SPRING GROVE AVE. CINCINNATI. OHIO 



Jim Ferrier, 1947 P. G. A. Champion, plays his winning golf 

with Wilson Strata-Bloc woods, the sensational new Goose-

Neck irons and using the Top-Notch ball with Blended Tension. 

Such performances, together with these great new product 

developments, keep Wilson out front . . . in the "winners' 

circle" . . . and at the peak of popularity. It pays to feature the 

leader in your shop. Your customers look for the Wilson 

name on golf equipment. 

W I L S O N SPORTING G O O D S CO. 

Chicago, N e w York and other lead ing cities 
(A Wilson & Co., Inc. subsidiary) 

Ferrier is retained as a member ofthe Wilson Advisory St 
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