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How to Make Pro Shop Selling
““Best” for Club’s Members

By CARL BELJAN

Pro, Sunnehanna CC, Johnstown, Pa.

I've tried to make
my pro shop the
best one in the U.S.
for display, variety
and amount of
stock. This is a
large order for me
to take on as the
standard of pro
merchandising ef-
fort is so high that
it strikes a new
note in smaller specialty shop selling and
service. There are a lot of very bright
and diligent fellows active in this field.
Their resourcefulness was made plainly
evident by what those who were at clubs
during the war were able to do despite the
shortage of merchandise and help.

And certainly it is realized clearly by
thoughtful pros, and with increasing clar-
ity by club officials and members, that un-
less a pro shop is operated so it is a very
definite service asset to club membership
the pro does not measure up to the re-
quirements of a first class club.

Yet, conscious that I was setting my
sights very high in aspiring to make my
shop th: best of many fine ones, I think I
have succeeded. But success in this respect
never is a lasting thing for the pro. Almost
each day he sees, hears or reads some idea
that he wants to adopt or adapt in making
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his place of business still more attractive
and serviceable to his members.

Considering the oft-times limited and
unfitted shop space the pro has to work
with T am willing to admit that my shop
may he excelled, in some respects, by shops
that were ideally built for pro shop pur-
poses. But even there I think that the color
and lighting of my shop have a cheerful and
warming effect that is a proper expression
of country club atmosphere.

Color Is Important

In a good many of the shops I have seen
the color of walls, ceilings, floors, curtains
and floor covering could be improved if the
pro would consult his wife. The women
have an eye for merchandising colors that
is partially instinctive and partially de-
veloped by their observation while shop-
ping. Not often does the man realize what
tremendous power color has in creating an
attitude favorable to buying. You can see
that proved by many shops that otherwise
are attractive because of their stock and
arrangement and neatness but which fall
short of having the utmost in strong,
smooth selling power because the general
color halance and handling isn't right.

A lot of times when pros do go in for
color to relieve the somber aspect of their
shops they are inclined to get the shop
looking too gaudy or too dainty. You've

From attractive, convenient and well-lighted stock the members can supply
their wants in Carl Beljan's pro shop.




Wire or write today for special, FREE,
TAG-A-LONG Rental Golf Cart Bulletin No.
R-10, entitled “It really costs you nothing to own

and install a rental golf cart system!”

1200 MUNICIPAL AND PUBLIC COURSES ALREADY IN
OPERATICN NOW EARNING SIX TIMES THEIR INVENTORY

TAG - A - LONG MASTER MODEL
AMERICA’S FAMOUS SINGLE - BAG CART

|
Sturdy all-steel, rolls freely, perfectly bal-

anced for all bags. New, De Luxe Balloon
Tires. CUSHIONED BAG BRACKETS to pre-
vent bag chafing. Weatherproof finish. Fac-
tory Guaranteed. America’s most popular
rental golf cart. 1947 Models now ready for

Glivery i s e vl s s et $16.95

NEW

BAG

' TAG - A -LONG PRO MODEL
' NEW, MULTIPLE - BAG CART

| Adjustable to carry 1 to 4 bags in per-
fect balance. CUSHIONED BAG
BRACKET prevents chafing. Designed
by demand for players or caddies use
as a single, or multiple-bag, rental
cart. ldeal for private clubs. Factory
guaranteed. 1947 Models now ready
For dalivery. ;i ivie niai s $16.95

CUSHIONED

BRACKET

NOW! BUY YOUR TAG-A-LONG GOLF CARTS
THROUGH YOUR NEAREST WILSON SPORTING
GOODS CO. BRANCH. Immediate deliveries from
local stocks. Get full details from your local WILSON
Representative.

WILSON SPORTING GOODS CO., Exclusive Distributors

NATIONAL

CORPORATION

An Affiliate of Burhans & Associates * 234 East Colorado Street, Pasadena 1, California

January, 1947

33



) ;..&f.u.mul;
-.ﬁ”

: 8 : NS Ak % uoidwey) uadp s,usawopm |3e
1 .o, ! A M 13EN

o oy R




INIWdIND®I S1Y0dS NI AVYAaOL NOSTIM S.l11I

(Aapipisqns -auj 03 B uosip ) : :
soly1> Buipoa| Joyjo pup yio) Map ‘oBoay)
‘0D SAOO0H ONILYIOdS NOSTIM

‘asaymhsons siohojd Aq paisay

© -aud s1 juswdinba jjoB uosjipA Aym uospal-pooB si yojs A1osiIApy
S UOS[IAA 40 S1aquiaw [ID 31D Aayy yoyj pupb AjpAIsnjoxa juawdinba uosjIpp
Aoyd Asyy yoy; popy oy| ‘syuswysidwoddn ey} pup sipys ypaib jo
Asa|pb siyy uo pasndoy usaq soy pjsom Buiyjob ay; jo uoyuayo ay|

-y

uojdweyg uadg 'y 9 S ‘N 9p6L , X R uojdwey) [euoneusalu| 9pel
wnibuny pAojy R B kR AP R P pooug wng

o A e




got to consider the tastes or reactions of
women as well as men players these days
for one of the great developments in smart
pro merchandising has been of increasing
the patronage of women shoppers. That
has been a really remarkable feat of pro
merchandising in recent years because of
the acute shortage of women’s golf goods.
How much longer we’ll be able to continue
this growth depends a lot on how soon we
can get women'’s clubs, and if the pros can
get them before they are shipped in large
quantities to the downtown stores.

Lighting Is A Study

Another thing about most pro shops that
affords plenty of opportunity for improve-
ment is the lighting. Lighting fixtures at
many of the shops are old-fashioned and
poorly placed. Instead of doing something
to bring some of the brightness of sunshine
into the shops and help create a buying
eagerness by showing the merchandise in
its best possible appearance, the lights
actually discourage buying.

Now that new types of lights are being
made again the pro and the club officials
should look into the chances of brightening
up the pro shop illumination so that on the
cloudy days the shop isn’t a forbidding
gloomy spot.

What the pro shop should be, in my
opinion, is a distinctive and superior mer-
chandising service station for the members.
It can’t be too brazenly a place to sell at a
profit to the pro. We in pro golf have to be
discreet in letting the customers know that
we too have to make a living and want to
make it in a way commensurate with the
ability and effort we devote to their service.

When members know that they can have
their needs filled just outside the locker-
room, get the best at proper prices and the
helpful, cheerful purchasing aid of experts
then they won't go chasing around in town.

Perhaps in this effort we may stock up
too much, or stock some items that won’t
move. Even the greatest of merchandising
geniuses make those mistakes—and we are
not the greatest of merchandising geniuses.

Sacrifice Slow-Moving Stock

But even when merchandise on shelves
doesn’t move there is one thing certain, you
always can get rid of stock at what it cost
you. Furthermore you know that you can’t
sell what you haven’t got so you’d better
get everything you think your folks may
need.

Then display it with such care that it is
bound to show that you think enough of it
to bring it favorably to the attention of
possible buyers. Even at the smaller town
clubs where membership is inexpensive
there's no longer any excuse for slovenly
shops. Fellows who have come in and
brightened up the places and devoted some
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time to good housekeeping and intelligent
store-keeping have done pretty fair busi-
ness where their sloppy predecessors have
gone broke.

Now although there are some signs that
there may be a buyer’s market in pro golf
before long don’t let that fool you so you'll
stay back until salesmen call upon you.

I have found in my own shop that there
is selling power and prestige in being the
first to get good new merchandise. Some
of it has been novelty too that I guessed
wrong on and it didn't move at a profit. But
I keep a close watch on stock and get rid
of anything that is slow-moving. But you
have to be candid and careful in selling
such items. Tell them the stuff was good
enough to receive your own O.K. but for
some mysterious reason you can’t under-
stand any better than they are able to
understand mysterious flops in their own
business, the stuff didn’t move so you are
sacrificing it.

Watch Your Buying

Determining what volume and type of
merchandise to stock is a task that re-
quires careful and extensive study by the
pro rather than hopeful guesswork. To
warrant a big stock the pro must have a
large playing membership. Pros have
found it is not difficult to get badly
cramped financially by stocking up more
than the number and activity of the mem-
bership justifies. You must keep your shop
time demands in balance with your lesson
tee and general promotion work around
the club. That, in turn, calls for good train-
ing of your shop assistant so he will share
your knowledge of the shop and your keen
desire to serve the members.

In visiting around to get ideas from other
pros and clubs I have sensed a need of
educating club officials in the shop problem
of the pro and in the pro shop’s possibilities
as an asset which helps to justify the mem-
bers’ dues. The pro at a club having many
playing members commits himself to a
quite heavy inventory, tying up his own
money, before the season opens. It would
be financially fatal for the fellow at the
smaller club to try to have the same sort of
stock unless the club makes the job worth
enough for the pro to assume the risk.

However, each pro has his own problem
in that matter. The best he possibly can do
is to strive to make his shop the best one
of its class. I think I've done that in my
case and even have exceeded in stock and
service facilities and attractions the pre-
sentations at larger clubs.

PLAN NOW!. .. for the
big year ahead.

See page 61 for buying needs

Golfdom
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TERSAN™ Keeps Greens Free of Fungus

KILL POISON IVY and other tough weeds with
fast-acting Du Pont AMMATE.*

“Reg. U. S. Pat. Off.

® Early spring thaws may bring snow mold;
later, hot weather brings brown patch and
dollar spot. Each can damage your greens,
often within a matter of hours.

Careful greenkeepers prevent these fungus
diseases by applying TERSAN to greens,
regularly, spring and summer. TERSAN af-
fords a wide margin of safety so that even
inexperienced help can use it. It mixes readily
in water—is easily applied as a spray. It will
not shock, yellow, or retard grass growth,
even in hot weather.

* # -
Du Pont SEMESAN * and Special SEMESAN*

are available to those who prefer mercurial
fungicides.

For further information write Du Pont,
Semesan Division, Wilmington 98, Del.

January, 1947

Turf Fungicides
TERSAN—SEMESAN
Special SEMESAN

BETTER THINGS FOR BETTER LIVING
. THROUGH CHEMISTRY
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* It’s no secret among golfers that the famous Spalding
DOT is the greatest ball in golf history for accuracy and
distance.

The point we make is this: A Spalding-made golf ball
is a ball that any golfer has confidence in. And. brother,
there’s no substitute for confidence in the game of golf!

A. G. SPALDING & BROS. * Div. of Spalding Sales Corp.

MEMBER OF THE ATHLETIC INSTITUTE

SOLD
EXCLUSIVELY
THRU
PRO SHOPS
The DOT—America’s THE TOP-FLITE —the
Champion Distance extra-tough ball for
Ball—favorite ball of extra rounds of play
golf’s greatest com- plus D-I-S-T-A-N-C-E.

petitors.

SPALDING

SETS THE PACE @ IN SPORTS

January, 1947



Rhode Island Field Day

By J. A. DeFRANCE

Rhode Island State

The Rhode Island Agricultural Experi-
ment Station, Kingston, R. I, Fifteenth
Annual Greenkeepers Field Day was at-
tended by more than 150 greenkeepers
from New Jersey, Pennsylvania, New
York, Connecticut, New Hampshire, Ver-
mont, Maine, Massachusetts, and Rhode
Island.

New England dealers exhibited and
demonstrated labor-saving machinery and
materials pertaining to turf culture, con-
struction and maintenance.

Inspection and discussion of the experi-
mental putting green and lawn plots was
led by Dr. Keil, pathologist; Dr. Kerr,
entomologist; Mr. Allen, turf foreman; and
Dr. DeFrance.

Some points of interest discussed were:

In the test of improved selections of
creeping, colonial and velvet bents obtained
from all over the world for comparison,
and adaptation to New England conditions,
it has been found that Piper velvet bent
and selections of individual plants of Piper
rate first place based on the study of qual-
ity factors such as color, density, texture,
vigor, resistance to invasion of weeds and
other grasses, disease and insect injury.
Kernwood and Merion velvet No. 2 rated
second and third place. Among the selec-
tions of creeping bent, C-19 and C-15 were
outstanding. Local selections of Rhode Is-
land bent lead among the Colonial group.

The fertilizer used on the putting green
plots for the past 3 years was a 10-5-0
(no potash) to help eliminate an invasion
of clover that probably came from the use
of raw (unsterilized) compost in which
chicken manure was used as part of the
source of organic matter. Only a trace of

Experiment station

clover exists at the present time, so the
fertilizer the coming season will be a
10-6-4 similar to that previously used. The
nitrogen sources in the fertilizer are sul-
fate of ammonia 5/10, nitrate of soda 2/10,
and Milorganite 3/10.

Limestone Changes Turf Make-up

In a mixed bent putting green turf it
could be noticed readily that the composi-
tion of the turf could be changed by applica-
tions of additional limestone. Lime ap-
peared to encourage creeping bent and dis-
courage velvet and colonial bent. Also it
could be noted that limestone applications
encouraged crabgrass in a fescue, blue-
grass, and bent mixture cut at fairway
height.

A turf-kill test on R.I. bent putting
green turf preparatory to reseeding showed
that the following materials would kill the
existing turf when used at sufficient
strength: ammonium sulfamate; ammo-
nium thiocyanate; sodium chlorate, sodium
arsenite; 2, 4-D; and Granular Cyanamid.

The continuous application of treatments
of the mixture of 1/3 bichloride of mercury
and 2/3 calomel over a 10-year period and
every 10 days during the growing season
(April 21 to September 21) for disease pre-
vention produced what was thought to be

injury from accumulation of inorganic
mercury in the soil.
Several hundred strains previously

selected from over 5000 selections of R.I
bent are under study with regard to disease
and drought resistance and other factors
relative to lawns and fairways. This study
is being conducted in cooperation with the
USGA.

A soil sterilization study in which vari-

J. A. DeFrance at Rhode Island Field Day explains treatment of putting green plots.
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