New Albany, Ind., set up a putting course
in the clubhouse that kept members busy
during winter and early spring. . . Jimmy
got strips of carpet and put 2 by 4s be-
neath it at various locations to give inter-
esting contours. . . He had 215 in. cans as
cups. . . When members got outside to
regulation size holes the cups looked as
big as washtubs,

Jerry Barber to Cedarbrook CC (Phila-
delphia dist.) as pro. .. Wallie Mund, pro,
Midland Hills GC, St. Paul, Minn., on 13
week television program. . . Darrell Na-
pier, CC of Virginia (Richmond) pro,
elected pres,, state pro organization. . .
Jack Isaacs of Langley Field, vp; and
Lash Spiegle, Hampton G&CC, sec.-treas.
« »« Fred Gleim switches from pro to mgr.
at Philadelphia (Pa.) CC. . . Fred's asst.,,
Loma Frakes; named pro.

Hank Mercer now pro, Bradenton (Fla.)
CC. . . Philadelphia Section PGA spring
meeting, April 10, had Tom Crane of PGA
and Andrian Zeckner speaking on pro
husiness operations. . . British PGA holds
“Golf Convention" with talks on sales and
accounting methods in pro dept. . . . Bri-
tish PGA considering staging clinics be-
fore tournaments in American manner.

Chuck Tanis, Olmypia Fields CC (Chi-
cago dist.) pro and master clubmaker,
featured in an industrial movie, making

THE DEMAND IS GREATER THAN EVER BEFORE

For

Because:

It Puts Power in Your Drives.

Helps Prevent Slicing and Hooking.
MANUFACTURER'S SPECIALTY COMPANY, INC.
2736 Sidney St. ST. LOUIS 4, MO,

Less Irritation From

Leather Grips

Rub your hand over a leather grip. Then
do the same with a non-leather grip.
You'll see by comparison how harsh the
non-leather grip is to your skin. That's
why comiortable, healthful leather is pre-
ferred for items that are in close contact
with the body — your gloves, your shoes,
the band inside your hat.

Leather grips have a friendly feel. They're
pleasingly tacky and secure in the hand,
cutting down on club twisting and turning.
Nothing else is as “right” in texture. Fur-
thermore, a leather grip makes for a better
balanced club; with leather, the handle is
never too heavy.

Anything made of leather — a fine wallet,
briefcase, or golf bag — possesses dignity
and richness. So too, a golf club with a
leather grip has character —it is not
merely an implement,

Most of the materials which substitute for
leather on golf club handles are cheaper
than good leather, and require less skill
to apply in mass production. But like most
substitute products, they just don't mea-
sure up in quality or performance.

NEUMANN LEATHER GRIPS, sold to man-
ufacturers, are used in the top lines of
golf clubs all over the country. They are
cut and processed, in many colors and
styles, right ot the tannery from leather
expressly made lor grip purposes.

R. NEUMANN & CO.

Tanners of Fine Leathers Since 1863
HOBOKEN, NEW JERSEY
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The (Choice of Champions

Cuampion

(lilustrated above

Champion Model 49)
Imported capeskin. .
sweal and scuff-proof
Perforated fingers and
rubber webbing for
Adjustable

\ Better Fit
[ Greater Comfort
\ Longer Wear

They're Amaerica's finest golf gloves . . . favorites
on fairways everywhere, Designed for the best . .
priced for popular demand, Write today for the
1950 CHAMPION Catalogue, FREE!

CHAMPION "*No Roll**
Patented lastex webbing
inserts betwaen fingers to
pravent rolling . . .
patented vacuum grip ven.
tilates palm and lingers.
Pliable long-wearing
buckskin,

sure grip.
snap wristh,

CHAMPION *'Airway""
Full-fingered with porous
Nylon Lastex back in
bright new colors, Seam-
less, African Capeskin
palm. Snug elastic wrist.
Patented vacuum grip.

CHAMPION Manufacturing Company

311 Court Avenue Des Moines 9, lowe

wood clubs, . . Leland Bramstedt goes to
Glenview (IlL) Naval Air Station as pro.
. « Bobby Locke wins 7th Transvaal Open
with 280. . . Bobby led second man by 10
strokes on Glendower course, Johannes-
burg, where Locke established record of
265 in winning 1939 Transvaal Open.
Annual Journal of the British Board of
Greenkeeping Research, for 1949, issued
by Board at St. Ives Research Station,
Bingley, Yorks, Eng.

Scott, editor, Golf Illustrated of
says over 100 British
without club Scott hopes Snead
was misquoted about “not going back to
England this year or any other year. It
is too austere and golf there is slow and
uninteresting . On three counts we'd
bet Sam was misquoted Count one:
good manners Sam’'s got them.

Count two: "Austere” ain't in our Sam-
my's lexicon Count threee: Sam is
factual and it can't be possible to have
tournament play any slower than it is in

the U.S

Tom
London, pros are

_l;tl}:,'a_

Thomas J. Harmon, Sr., 79, died April
18. . . He came from near Dublin, Ire.,
and was greenkeeper of Hudson River GO,
Yonkers, N.XY., from 1898 until 1945 when
he retired. His sons, Tom, Jr., and
Peter are in pro golf, . ., Tom, Sr., was a
grand gentleman and a strong, helpful
influence in goll course maintenance,

Lively suds clean quickly and easily.
Wil

never develop any offensive odor. No

Contains no harmful chemicals.

muss, no waste. Convenient and eco-
nomical. Glistening clean balls are easy

to follow in play.
5 gal. for $16.25

Order from your dealer or direct from

$3.50 per single gal.

us and give dealer's name.

D.B.A. PRODUCTS CO.

Dept. GD3 Deerfield, Il
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Russell G. .ailler now mgr Metairie
CC, New Orleans. W. J. Griffin moves
from Algonquin CC (St. Louis dist.) to
Brook Hollow GC, Dallas, Tex., as mgl

Davenport (la.) Park Commissioners
and pro Jack Fleck of Duck Creek and
Credit Island muny courses saying im-
provements in the two courses give area's |
golfers fine public courses. . . Along with
course reconstruction new pro shop built
at Credit Island

Grantland Rice Sports Short movie to
be made on USGA Golf museum. , . Idea
suggested by Jack Level, . . Driving
Range Operators’ Assn. of Southern Calif.
working closely with SC PGA to keep |
retail price structure on clubs sound for
all pros and public. . . Range Operators
outfit also engineering effective promo-
tion and advertising efforts. . . Walter
Keller, pro who has been very successful
in range business, is active in coordinat-
ing pro and range owner interests,

Ed Stroud, formerly supt., Oakmont CC
Glendale, Calif., and at courses in N.J
now supt. at the new Laguna Beacl
(Calif.) owned by Bill Bryant Joe Mc-
Carthy, Memphis, Tenn., pro, hospitalized
and has the pals cheering for him

Jert Dargie, Memphis clubmaking expert
now out of hospital, fully reconditioned.

Henry C. Glissman, veteran golf course

( Continwed on page 114)

OQOLSHOP .
vyoUR HAND

ha

One Tool for every [ob .
around pro shop and club-
£

house. Initlal clubs-smooth
nicks out of irons and X
faces of wood clubs and '3
for refinishing operations -..:K
The Handea is always 4 ;
ready with smooth, steady % r
powaer to grind, drill, pol
ish, rout, sngrave, cut,
carve, sand, etc. Mandee

does all these operations o

on all kinds of material, HANDEE TOOL
matal, alloy, plastic, OF 1001 USES
wood, sfc.

Get a Handee, first tool of its kind — today's finesy
and be sure of ruggedness, dependabllity, long life and
cool running. AC or DC 25000 r.p.m. Weighs only 12
ozs, Easy to carry and use. Balanced for perfect per
formance.

NEW LOW PRICES
Handee only, with 7 accessories,
$19.95. Complete Handes Kit with
51 accessories, $24.95, Order To
day. Sent postpaid. Satisfaction
Guaranteed!

CHICAGO WHEEL & MFG. (O,
1101 W. Monroe St., Dept. 6.
CHICAGO 7, ILL. |

,‘r-: v, 1850

"So light-

s0 easy 1o carry!”

.

THE STICK'S TQE TRICK
AND MAKES IT BACRANCE

Full Size—
Holds 15 Chlbil

THERE IS NOTHING LIKE IT

v full size (15 elub

It 18 the one and onl

and Ii\i ANCED for easy carrving
A CART IS UNNECESSARY

|" 12 yYyour bag :'_:!IJ your .-;:_\".'" \\{-l'l use
them play more golf 's good
It is reasonably priced and an outstanding

value. You can sell it as low as $5.00 and

still make 40 percent gross proht

YOUR NEW COST IS $3.00 —

Standard Model, white or tan, f.ob, Chi-

cago. (Orders for less than six, 10 cents ex-

ira per bag, for ]~:|I';\!!ip.! )

MORE POPULAR EACH YEAR

Send us your order today.

BALANCED GOLF BAG, INC.
North and Noble Streets
CHICAGO 22, ILLINOIS

If bag that is both LIGHTWEIGHT




Here's
where you
fit into the

picture

SOLD
only by... .
GOLF PROS /

ULL color Power-Bilt catalog
inserts are available for free
distribution to your prospects. Be
sure you have a good supply on
hand at all times. We will be glad
to supply your requirements. Send

\OUISV your request to Dept GM.

POUER nm'

cotf CLUBS ) ,. HILLERICH & BRADSBY (0.

Incorporated
LOUISVILLE 2, KENTUCKY
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Make It Easy to Buy
in the Pro Shop

By HERB GRAFFIS

One of the big, nationally known men’'s
stores has suffered more of a slump in
volume than could be regarded as normal
during the past six months. To most men
who go into the place the store looks at-
tractive and shows class. But the men's
stores on competitive corners have a new-
er look and that's cutting deeply into the
older store's business.

Pros talk about competition with stores
but don’t often realize that the competi-
tion between stores, even for golf busi-
ness, is generally a whole lot keener than
the competition between stores and the
pros. So the pro, in studying how to keep
his business in a dominating position, can
well look to what the stores are being
compelled to do in beating neighboring
competition.

One selling point that shows the pros
in good shape was brought out in an
address by Prof. Malcolm P. McNair, re-
cently appointed to the Lincoln Filene
professorship of retailing at Harvard Uni-
versity. Prof. McNair stressed the “self-
service' idea and said that the department
store of the future will be operated like a
super-market on the self-service plan.

Instead of the present idea of depart-
ment stores with long counters, the de-
partment store of the future, said Prof.
MecNair, will have rows of open fixtures to
show the full range of stock to advantage.
There will be attractive packaging and
instead of sales people spending much of
their time in idleness there will be “cus-
tomers’ advisers" around the floor. When
items desired have been selected the cus-
tomer will pay or charge the bill and be
on the way.

Easy for Buyer

Best of the pro shops already are pretty
much on the super-service basic idea with
facilities arranged to make it easy for the
customer to buy. The reason for this is
plain. At the golf club, private or public,
the customer comes into the shop to buy
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rather than to be sold. At the private
club, particularly, the pro has to be care-
ful not to accent selling or he'll run the
risk of arousing member sales resistance
and resentment of high-pressure selling.
Consequently the best pro merchants have
gone strong on making it easy to buy.

Shop arrangement and display has to
be primarily for making buying easy. The
first step in making buying easy and
painless is to have the merchandise so
attractively, conspicuously and conveni-
ently displayed the potential buyer gets
a desire that is pleasantly satisfied only
when his money passes into the pro's
hands,

Most pros can learn more about shop
display than they ever realized was to be
known if they’'ll talk things over with a
department store display man. What this
specialist does in arranging merchandise
in windows and departments magnetizes
money. One of the best sessions I ever
witnessed at a sectional PGA meeting
was the talk and demonstration put on by
an Indianapolis degartment store display
manager and members of his staff at the
1949 spring meeting of the Indiana sec-
tion. At the Indiana meeting this spring
several pros told me that what these ex-
perts had told them about display has
meant considerable sales increases in their
shops.

Another thing that pros can learn from
the store men is the location of merchan-
dise with respect to the channels of traf-
fic through the shop.

Al Zimmerman, Alderwood CC pro,
touched upon inis point in an article in
April GOLFDOM. Al urged that archi-
tects design pro shops so traffic on the
way to the first tee would enter one door
of a pro shop, go through the shop and
proceed to the tee through the second
door. Considering that the majority of
pro shops are architectural afterthoughts
and that neither club officials or archi-
tects often have a clear idea of the
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importance of pro shop service in adding
to players' pleasure, it'll probably be a
long time before this two-door idea is
used as much as it should be.

In the meanwhile, though, the pro will
have to solve the problem of arranging
his showings of merchandise in a way
that gives his stock highest sales ex-
posure. He knows that people are coming
into his shop more often to buy balls than
to buy anything else. So what do you see
in many pro shop layouts? The ball
counter is very handy when the customer
enters. Therefore the customer buys the
balls he wants and gets out without much
_exposure to other merchandise in the shop.

The chain food store layouts have the
meat department to the back of the store
for the simple reason that meat is the
food bought most often. The shopper com-
ing into the store for meat walks past
counters and shelves on which there are
other foods which the store management
wants to bring to the attention of the
possible buyer.

In the case of the drug store the
tobacco and candy stocks are near the
door because the cashier is located there
and a lot of the small change can be held
by the store in exchange for cigarettes,
candy, chewing gum or cigars., Further-
more, the drug store traffic and patronage
is such that if a man wants to buy
cigarettes he isn't going back into the
store, for a few doors away there is a
competing store with the cigarettes on
sale at a location which makes shopping
easy. Subconsciously the shopper spends
where it's easiest for him or her to spend
money,

Prof, McNair, in his address, said it's
an “outworn myth” that women look upon
shopping as great sport. They, too, want
their shopping to be easy. Stores that get
most of women'’s business makes shopping
:na:;g. Pros wives probably did more to

ernize pro merchandising than the
pros themselves did, for the simple reason
that the wives made more of a study of
shops and shopping.

This feminine influence was especially
powerful and valuable during the war
when pros were away in war service and
their wives kept pro shops operating on
an emergency basis, The places that the
war wives operated were cleaned and
brightened and the apparel business that
had to be built up, when golf playing
equipment was almost impossible to get,
was really moved into good volume. The
wives put the apparel items out on tables
and counters so shoppers could closely
examine the material and workmanship
without having to ask to have the items
handed to them for inspection. Now that's
what almost every well operated pro shop
does. The cellophane wrappers keep the
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shirts clean and make it easy for the
customer to get the garments in his—or
her—hands.

Brightness Builds Business
The marked trend toward vividly colored
golf apparel has featured golf merchan-
dising the past two years. Headware and
shirts this year are gaudier than ever
before. The reason is plain enough; golf's
an outdoor game and outdoors is bright.

Yet consider the dark colors and bad
lighting in many pro shops. In gloomy
stage settings golf merchandise doesn't
look enough “at home” to promote the
buying urge. The possible buyer in-
tinctively thinks of golf merchandise as
being associated with sunshine. When the
merchandise is shown under rather dreary
conditions an unnecessary exertion of
imagination is required to make the golf
stuff appealing., Buying is made harder
than it should be.

It's amazing that there should be dark
pro shops when the local electric com-
pany generally has volumes of material
and expert service to survey the situation
and make recommendations for correct
lighting.

No matter how often a pro or his
assistant keeps sweeping and dusting a
poorly lighted shop it always looks some-
what dirty. The merchandise doesn't seem
to be in the same class as that of a well
lighted store. That's one of the explana-
tions of pros not being able to move some
items that are exceptionally good buys
and better value than comparable items
in downtown displays.

There's another factor about pro shop
lighting that has nothing to do with dis-
play but may have plenty to do with
profits. Lighting seldom is used enough
as burglar protection at pro shops. A
few cents per night spent for keeping a
shop lit can be effective burglar insurance.

Pro’s Biggest Advantage

A prominent, highly successful store
man recently told me that he wondered
why the pro's percentage of golf market
volume wasn't even bigger than it is be-
cause the pro has the greatest advantage
in retailing; shop location at point of
need and use,

This merchandising authority went into
detail:

“Buying golf goods at a store requires
the buyer going out of his habitual route
in his day's work. It's work that he
wouldn't do if he didn't happen to be
eagerly interested in a game. When he
buys at a store there's a delay between
his purchase and use; much longer than
between purchase and use of an item he
might buy at a pro shop. If the purchase
isn't satisfactory he can get immediate
adjustment and personal attention from
the boss at a pro shop. He can even try

Golfdom



AT ILLINOIS PGA ANNUAL SPRING SESSION

Largest spring meeting lllinois PGA ever held, at Morrison hotel, Chicago, April 10, concluded
instruction clinic and business education sessions with dinner at which above line-up gave voice to
cheering words. L to R—Matt Niessen, Herb Graffis Stanley Van Dyk (pres., Chicago Dist. GA.);
John Ames, chmn., Tournament Comm., USGA: Errie Ball, William Gordon, pres., lllinois PGA:
Geo. 5. May, Jerome Bowes, pres., Western GA: Maynard G. (Scotty) Fessenden, and Fred Barkes.

clubs right outside a pro shop before he
makes up his mind to buy.

“If the pro is a good merchant, by his
buying, his pricing and his advertising
he can do anything a competing store can
do in offering a deal to the consumer,
although in plenty of instances the com-
peting store’s buying volume is so much
larger than that of the individual pro the
store should have a price edge on the
pro.

“But the stores, which actually have a
serious handicap of being located out of
the way for the golfing shopper, can at-
tribute about as much of their golf volume
to pro errors of omission in merchandis-
ing as the stores can attribute to their
own advertising, display and merchandis-
ing methods.

"“As an example: Last Christmas we
had an unusually large business in bright
colored nylon golf bags. Our selling cost
was fairly high because we worked adver-
tising strong in pushing these bags as
Christmas gifts. I've been playing golf
for years and I know many pros around
here. And I'd say that about 809 of our
Christmas business in those bags was
secured simply because pros who are
pretty good merchants simply weren't on
the job.

"“What happened was that they went on
winter vacations or jobs before they had
really given their market a good going
over for Christmas gift business. The pro
sends out one ad or a letter, then is in-
clined to stop. He doesn't figure what the
possible sales will justify in advertising
expense. Unless we have some great price
offering and a limited amount of the mer-
chandise, we keep hitting the possible
buyers from every angle.

,‘fr”,l_ 1050

“In the case of these bags they were
something fairly new. The tournament
pros had been using them so the market
had been opened. The pros should have
swept the market in a new style of bag.
Good bags last so long the pro has to
keep his eyes open for style changes in
order to keep his volume up. When a
golfer buys a new set of woods and/or
irons and puts them in an old bag, the pro
has missed a great chance to sell and he
can't excuse himself by saying that the
customer ran out of money while buying
the clubs.

in this instance of our big volume of
bags the pros missed pressing their ad-
vantage —the ease of buying at their
shop,”

This retailing expert’'s comment hit hard
but it didn't strike all pros. I've noticed
during the past year or so more and more
pros are displaying new sets of clubs in
new bags in their shops instead of having
all the clubs and all the bags in separate
displays. The tie-up showing has helped
make more sales.

If you can recall pro shops of 30 years
Ag0 you may remember that many of
them got about 1009% of the members’
business in anything the pro shop had for
sale. And by today's standards a lot of
those shops weren't much to look at. But
they did have one great point. Every-
thing they had to sell was right out
where it was easy to buy. Now with a
bigger variety of golf merchandise to sell
it's a problem to have the goods displayed
50 the potential customers can see what
you've got for them and how easy it is
to buy.

How successfully that problem is solved
determines the profit of the pro shop.
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just the right set
of Top=Flites

. TIII‘- season vour ||‘---u|l~ W |II III‘III ||],-|,|])' a
golfer. But you know there’s one hasie “pre-
scription” that makes vour expert instruc-
tions pray off in an even ||i;;:|‘l' way. You're
right—it’s to fit the player with clubs that
are exactly right for his build, his power
and his stvle. Yes, next to how he swings.
most important is what he swings,

With Spalding’s Top-Flite Registered
Clubs you can give any golfer virtually a
custom-built set. You can see that he gets the
individually correct combination of weight,
“feel” and shaft flexibility, assuring maxi-
mum head feel. more swing control and
more hitting power.

In Tup—}"]ilt‘ Irons you will find such dis.
tinetive details of construction as: Compact
hlades and Short Hosel: Graduated Offset:
lighter, stronger shafts: Spalding’s exclu-
sive Cushion-Form or All-Service Grips at
no exlra cost,

When you prescribe a set of
perfectly-fitted Top-Flite Clubs
you double the benefits of your lessons.

OP-FLITE

registered clubs

(TOURNAMENT MODEL)

@%) SETS THE PACE IN SPORTS

May, 1960
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Factors in Producing Good
Turf Quickly

By J. A. DeFRANCE and J. A. SIMMONS
Rhode Islond Agricultural Experiment Station

In developing a turf there are several
reasons why it is advantageous to obtain
a good stand of permanent grasses as
rapidly as possible. Some of these include
holding the soil against the forces of wind
and rain, the need for a turf playing sur-
face in a minimum of time, and the re-
seeding of areas damaged by mechanical
means, insects or diseases.

During the course of studying grasses
and mixtures for golf courses and other
turf areas, observations have been made
over a number of years on the period of
germination, emergence and initial growth
of individual grasses, mixtures, and mix-
tures accompanied by nurse grasses. These
were seeded at different times throughout
the growing season.

By following proper agronomic prac-
tices in soil and seedbed preparation and
using good quality seed of basic turf
grasses, germination and emergence can
be produced under satisfactory conditions
in the field from a minimum of 4 days to
a maximum of 11 days. Use of a nurse
grass may not be needed except under
special conditions such as on steep slopes.

The sandy loam soil of approximately
PH 4-5 on which tests were conducted
was treated as follows: Ground limestone
at 50 pounds and 8-6-4 fertilizer at 20
pounds mixed with the upper 3 to 4 inches
of soil to reduce the acidity and improve
the fertility, and arsenate of lead at 10
pounds per 1,000 square feet mixed with
the upper inch of soil for prevention
against beetle grubs and worms. The soil
was raked and rolled to provide a firm
seedbed, then the upper %4 inch lightly
raked and loosened to provide the
germinating layer. After the seed was
broadcast, it was lightly raked with wood-
en rakes, and the area lightly rolled to
firm the soil around the seeds. No arti-
ficial irrigation was provided on any of
the seedings except for the plantings made
in 1919 during the extended drought.

Rates of seeding of the basic grasses
were made on the number of seeds per
pound and size of plant produced for indi-
vidual grasses or mixtures, i.e., velvet bent
with 10,000,000 seeds per pound was seed-
ed at the rate of one pound per 1,000
square feet; the red fescues with 600,000
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seeds per pound were seeded at 5 pounds
per 1,000 square feet. The results have
given healthy, dense turf. Seeding exces-
sive amounts of seed has resulted in over-
abundance of small grass plants compet-
ing for nutrients and moisture, producing
a weakened, undernourished turf more
susceptible to disease and drought.

Three kinds of grass, the bents, blue-
grasses and fescues, are the basis of good
golf turf in the Northern states. These are
known as the basic lawn grasses and will
stay in permanently when once estab-
lished and given proper care. Except in
special circumstances, the only use for
seeding individual grasses is for putting-
greens and bowling-greens where a uni-
form turf of the same texture is desired.
Experiments indicate that for good fair-
way turf, mixtures of 2 or more of the
basic grasses are superior throughout the
season to plantings of individual grasses
alone. A study of individual seedings
offers a means of comparing the merits
of each.

The table on page 62 gives data on
the individual grasses and mixtures with
respect to rate and rate of seeding, num-
ber of days before emergence and indi-
cates initial growth by per cent of area
covered and average height of plants,

The Kingston mixture referred to con-
sisted of 50% by weight of Chewing's
fescue or an improved strain such as Illa-
hee or Trinity, 359 Kentucky bluegrass
and 159 Astoria or Rhode Island Colonial
bent,

Date on emergence presented in the
table represent the time lapse from date
of seeding until most of the seed had
germinated and the plants emerged to a
height of % to 14 inch.

Per cent stand represents the total area
covered by the seedling turf. This was
usually taken at the date of the first
cutting, generally when the turf reached
a height of one inch or more. This ranged
from 18 to 31 days, depending on growing
conditions.

Period of Emergence

The bent grasses, redtop and fescues
emerged from 4 to 6 days when they were
seeded during the summer and early fall.
The two nurse grasses, perennial ryegrass
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