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BRAINSTORMING

NCR Training, Ad Experts Collaborate with Dayton, O. Pros to

Produce 108 Ideas for Stimulating Sales, Service — and Profits

B\:un I'hornton, National Cash Regis

ter sales training authority, and Leigh
Metcalle, 1]\1 n'1]||:.1|]\'- HELT .u[\t'l[hnlj_'_
mgr., collaborated with eleven Dayion, O.,
]illﬂl‘-\ill!],ll\ and then
ol the most -\tillllll.:tiii';,: sales |rl-n|1|n:i-1u
conferences pro golf has scen
termed a
present

assistants in one

I'he session was "braanstorm
ing” meeting, All asked 1o
write down brielly every idea they thought

Were

would increase pro \Iul]l volume, |i1-i1i|’\
and customer '_,'.iuuil\l“.

I'he professionals, indluding  Gene
Marchi, Harry Schwab, Norman Butler,
Fommy Bryant, Gil Ogilvie, Jim Rudolph
F'om Foree, Dick Rutherford, Ed Hetzel
Norman Kidd and Wilmer Goecke, and
their assistants came  through with 108
ideas which Thormton classified under
“advertising”, "selling.” “personal,” “serv
ice,”  “displays,” “merchandising,” “re
cords,” “teaching,” “buying,” and “inven
tory.”

*
New Department

new GOILF
.h-pmr.rm-nr, appears on Page 30

*

A compilation of these ideas was passed
around at the PGA annual meeting as an
other one of the helpful jobs “Chick™ Allyn,
NCR boss, international star salesman and
pro gollers’ angel has done to help smart
pros help themselves.

Ouver The Pro Shop Counter, a
DOM
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THE DBJECTIVE
MakING PEOPLE
WANT ToO
TRADE WiTH

Byron Thornton
. e brainstormed Dayton pros

I'he idea

every PGA sectional spring business meet

15 one that can be

d}'riltl{'l] at

immg. Pass out sheets of paper to pros at
vour gatherings and have them write down
all the I\_;ulatl pro business ideas they can
call to mind within a 10 or 15 minute
period. I you were to show classifications
such as “advertising,” “selling,” etc.,, on the
sheets vou pass out, you'd probably get
better results. Running off sheets of this
kind by mimeograph is very inexpensive

Or, il you want to make

a “production
number”

of brainstorming you probably



can get from Leigh Metalle of the NCR
advertising dept., Dayton, O., some of the
brainstorming sheets on "how to increase

ro shop sales” that were distributed at the

GA annual meeting.

The Dayton professionals’ “brainstorm-
ing" ideas:

Advertising

. Use more signs around the shop.

2. Create more open displays.

3. Give out shopping bags with an ad on
them,

4. Obtain “stuffers” from manufaeturers.

5. Send out Christmas books.

6. Promote quality of your merchandise.

7. Advertise your repair service.

8. Secure films to show members.

9, Create more incentives to play golf.

10, Let members win small bets.

11. Give prize for eagles on hard par 5 hole.

12. Give your own hole-in-one trophy.

15, Change promotion items each year.

14. Use series of cartoon posters.

15. More brainstorming by all groups.

16. Educate the public that your prices are
right.

17. Do more advertising locally.

18. Use the power of direct mail advertising.

1¥. Wrap gift and tournament prize pack-
ages arractively.

Selling

. duggest relted iems to every customer.
. Record all sales immediately,
. Follow up on larger sales.
. Avoid high pressure selling.
5. See that customers are properly out-
fitted.

6. Discuss equipment at equipment counter
or rack,

7. Sell on Lay-Away plan.

8. Let members win small bets,

9, More brainstorming by all groups.

10. Sell more by mail at Christmas, Father's
day, birthdays, etc.

1. Sell yourself to your members.

12. Improve creative selling ability.
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Personal

1. Pro should be in shop as much as
possible on busy days.

2, Wear your own merchandise.

3. Romance the customers.

4. Train and educate your juniors,

5. Give consideration to credit business.

6. Spell names correctly when reporting
scores to press,

7. Extend the golfing season.

8. Mon't bet wo heavy with members.

9. Let members win small bets,

10. Educate caddies to promote golf sales.

11, Be available to meet with golf com-

12. Know the golf rules by heart.
13. Develop more good will.

Record Attendance Expected
at GCSA Louisville Show

Officials of the Golf Course Super-
intendents' Assoc. of America expect
a record attendance at the 28th na-
wional turgrass conference and show
to be held at the Kentucky Hotel,
Louisville, Feb. 10-15. Evidence of the
great interest in this year's meeting
is shown by the fact that display space
at the conference center was sold out
as long ago as last December.

The educational program, the big
attraction of the show, will start on
the afternoon of the 12th and con-
tinue through the 15th. Several top
turf experts as well as men who con-
centrate on management and training
phases of the superintendent’s profes-
sion will be speakers or panel leaders
at the educational sessions.

14, Examine clubs in storage racks — make
notes.

15. Earn customer confidence.

16. Be a salesman and a Pro,

17. Be immaculate in dress and grooming.

Service

. Help customers to buy right.
Don't ridicule members’ equipment.
. Ask player about his game.
. Listen to players’ sad stories.
. Have good size mirror in Pro Shop.
6. Give members helpiul tips free.
7. Have more patience on :I:c phone.
8. Don't forget the value of public re-
lations.
9. Have suggestion box in Pro Shop,
10. Extensive tournament program.
11. Have a good handicap system,
12. Welfare of caddies.

Displays
. Set up displays near first tees.
. Put golf balls in glass jars.
. Display your size — then wear it
. Redecorate the Pro Shop periodically,
. Change shop around according to sea
sons,
. Obtain a male and female mannequin.
. Small displays in men's and women's
locker rooms.
. Shop downtown stores for new ideas,
fixtures, eic,
. Have your gimmicks om display.
. Make more use of manufacturers’ racks.
. Make wse of your professional display
members.
(Continued on page 70)

e LT e

—2Y o0 D

——

Golfdom



LAw of l,h e It goes back to what a 19th century scientist

said about soil and its weakest link

MINIMUM By CHARLES G. WILSON*

A FERTILE SOIL WITH

FAVORABLE AIR
TMO0S ITBYHOAVA

TEMPERATURE

FROM INJURY

Knowledge Is The Key to Perfect Turf Sound Monogement Locks In Good Turf
URF, like a chain, is no stronger than the weakest link of management factors, 1 his

basic law of plant science is called “The Law of the Minimum.” Wherever your loca
tion, it is one or a combination of weak links in the above chain that causes turf damage.

® A Fertile Soil with Ample Nutrients:
“Wilson is assistant agronomist, Milwaukee |1 Pplant feod eclements are essential to
Sewerage Commission. healthy growsh. Failure to rﬂplfrmsh these
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This is the year of
1

THIS DRAMATIC You'll UNPRECEDENTED

ADVERTISEMENT IS NATIONAL ADVERTISING

SCHEDULED ON A never
SATURATION BASIS IN

WATIONAL PUBLICATIONS 1243 QW
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NEW EQUIPMENT INCREASES PRODUCTION!

Dunlop's new mannfscturing facilities are geared to mect the ever-increasing
demand for the Maxtli, the world’s most popular goll ball. Thas year, too, an unprecedented

b

%

advertusimg schedule is certamn to create more Maxili players
£ pley

than ever before, Production is at an all-time high; mterest i the ball is

at an all-time high; sales are certam 1o be record-shattering. This, truly, 1
the year of the Maxti. YOUR year of the Maxih!

'

NEW SALES POTENTIAL ON MAXDRI GOLF SHOES. Heavy
advertising will appear on this handsome, two-one all-weather shoe. Rubber
sole, rubber impregnated canvas uppers. Made on comfortable
arch supporting last. Cleats specially designed for bad-weather golfing.

You're assured of a good gop regardless of ground conditions,

=1

TIRE AND RUBBER CORPORATION
Sporting Goods Division
BOO Filth Avenus, New York 38, M. Y.
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Here Is A Summary of The 10 Basic Factors
on Which Successful Turf Management Hinges

periodically results in soil bankruptey. Of-
ten the fertility link is the weakest one,

® Good Soil Environment: The very best
natural soils are deep and uniform in phy-
sical make-up. Thin r:lycrs of dissimilar ma-
terial (hardpans in agriculture) cause
trouble whether they be clay, sand or peat.
A medium sandy loam with 10 te 20 per
cent organic matter by volume is best for
greens, Native soil must be used for fair-
ways. Good turf is dependent on using the
right amount of fertilizer and water on the
right grass regardless of soil type.

® Favorable Soil Reaction: All grasses grow
best in a soil that is neither too acid nor
too alkaline. Seil tests provide this infor-
mation. Favorable reaction improves tilth,
essential plant food availability, and pre-
vents some elements from becoming toxic.
Samples must be taken at a constant depth
of two ins. and results interpreted by a turf-
grass agronomist to be meaningful,

® Adequate Moisture: Soils and grasses dif-
fer in moisture necds. The secret to the
moisture link is applying the right amount
at the right time, Excess moisture encour-
ages discases, weeds and compaction. It
wastes [ertilizer, causes shallow rooting and
unhappy golfers. Too little results in dor-
mant or dead turf.

® Protection from Injury: Weeds enter
when mechanical damage, diseases or in-
sects thin out the turf. Education is the
welding seal on the “protection from in-
jury” link. Teach golfers and employees
to vary their traffic patterns and train the
mechanic to keep mowers sharp. Protec
tion from diseases and insects requires
proper identification and preventive or
timely treatments.

® Enough Light: Grasses need light to
grow. Some need more than others. Ber-
muda and Kentucky bluegrass will not
thrive under shade. Zoysia and St. Augus-
tine in the South, and fescues, bents and
annual bluegrass in the North, do well
under partial shade. Moisture and fertilizer
requirements are higher under shade be-
cause of tree root competition.

® Favorable Air Temperature: The most
troublesome greens are surrounded by

26

dense trees or shrubs that shut off circula-
tion. Grass on the low-lying green in such
locations wilts and dies during hot weather.
Annual bluegrass dies first; bent also may

go.

® Grass Suited to Climate and Weather:
Grasses must be suited to the climate and
weather, Bent is not suited to Florida. Ber-
muda has no place in Alaska. Reverse the
picture and one has a strong link in place.

© Sound Maintenance Practices: The pad-
lock used to lock in perfect turf is sound
management. The key to this padlock is
the supt. Ability enables him to usz each
link in the chain as a check-off list to cor-
rect or prevent turf trouble.

@ Law of the Minimum: In the 19th cen-
tury, the German scientist, Von Liebig,
stated it this way: "Plant growth is regu-
lated by the factor present in minimum
and rises ‘or falls’ accordingly as this is in-
creased or decreased.” It applies equally to
the vast geographical area l]lal is the U, S.
In fact, it apphies to the entire universe,

® Increased Knowledge is Answer to Per-
fect Turf: Since fundamental factors of
Flanl growth never change, successful supts,
ong have made it a habit to meet annually
and review new concepts and techniques
as well as old and proved practices. Their
28th National Turfgrass Conference and
Equipment Show, being held this month
at the Kentucky Hotel in Louisville, has
been arranged solely for this purpose. Ap-
propriately enough, the theme is “Manage-
ment.” The progressive supt. knows that
attendance and interest in the other fel-
low's problem will enable him to do a bet-
ter job at heme. Many leading golf clubs
feel the same way. They make sure their
supts. attend by defraying expenses,

Paul Heads SCGCSA

New president of Southern California
GCSA is Jack Paul of Los Angeles CC. He
succeeds Jack Baker of Valley Club, Santa
Barbara. Other officers are: Rod Barker,
Sr., Fullerton G&CC, vp; Elmo Feliz, Grif-
fith Park, LA, secy; and Joe Martinez, Bel.
Air, LA, treas.

Golfdom
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Wolter Hagen
Goll Equipment

Fenturing
New Fluid Feel ond
Walter Hogen Ultra Powered lroms,
Division of Wilson sold Exclusively
Sporting Goods Co. thiough Professional
Grond Ropids, Michigon Goll Shogs



The prostore customer who sells him-
sclf does a fine job of working for the
pro. Display shirts, headwear, socks and
other apparel on tables so people can see
and feel merchandise instead of waiting
for someéone to wait on them. Then the
customer has all the fun of buying and
never feels pressured into spending his
money.

Dick Forester, Pro.
Houston (Tex.) CC

Harry C. Boyer, veteran and peren-
nially lively pro of the Losantiville
CC, Cincinnati, 0., remarks:

There are many things we haven't
done around the pro shop that may be
very good business now. One of them,
for example, is pricing items at
$39.95 instead of $40. I don't think
that would frighten business away
from the shop of the ritziest club in
the country.

The comparatively small amount - of
money spent by the pro on consistent ad-
vertising usually pays big returns.

Tom Mahan, professional at United Shoe
GC, Beverly, Mass., exhibits real proof of
the wvalue of advertising by using a
monthly letter which, among other services
advises members of sales that are coming
up and - tells them of savings to be had.
F{: has established the habit among play-
ers of looking for bargains on the 15th of
the month without interfering with the reg-
ular hively flow of business.
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A prominent Ohio pro golf busi-
nessman comments: In our district
sibly 30 per cent of the club, ball and
bag buying is done away from pro
shops. 1 used to get sore when I saw
my members had bought elsewhere.
Then I got to thinking it might have
been something wrong I did, or some-
thing right I didn’t do, that let their
business get away. | changed my atti-
tude. A lot of the business I'd pos-
sibly been scaring away or had been
neglecting began 1o come back to me.

A Hartford, Conn., pro says: Some pros
who moan about bad business would im-
prove their picture il they'd get better dis-
plays in their shops.

This pro always has some sort of a bar-
gain on top of his ball counter or promi-
nently displayed  elsewhere in the shop.
He's trained his members o look for
something special when they come into
his shop.

A Texas professional says: Some
ranges selling clubs at cut  prices
snapped me awake when they sold
several sets of clubs to my members.
The clubs were bought because they
had been tried out at the range. 1
began that ‘trying-on-forsize’ method
mysell, plus some instruction and it
did business for me. Pros don't take
enough advantage of their lesson and
practice tees in selling clubs.

A merchandising service by the pro-
fessional that is greatly appreciated is that
of advising gift buyers what would make
needed and welcome golf gifts on Christ-
mas, Father's Day and Mother’s Day. |
write to husbands and wives telling them
what golf items would solve a gift shopping
problem. The information always is glad-
Iy received and it pays off for me.

Jack Grout, Pro, Scioto CC Columbus, 0.

An experienced Kansas professional
says: Now the pro is frequently asked
to make ‘a deal’ when he’s selling new
clubs; cither cut the price or give a
long allowance on new clubs, If the
pro has a good, simple bookkeeping
system he knows that his margin of
profit and his turnover won't stand
what the fellow who's shopping around
for something cheap, wants as a ‘deal.

Wiatch out or vou'll have a good
piece of your profits and your good
credit rating tied up in trade-in clubs
vou can't unload.

Golfdom



.""

CLEARY PR(D]]

PMAS

The DOUBLE ACTION Herbicide Fungicide kills Crab
Dallar Spot, Small
Maold and Helmin

prevents and econtrols
Spat,

grass and

Brown Patech, Copper Snow
The same application treats turf

with

thesporium Curvalaria
Tor both

whiles savings in

and Fungus Disenses worth.

Iaber

Crabgrass
time and

potrete

A dry 75% THIRAM material te

Dollar

contral and  prevent
Snow  Mold i

in hot humid

Larga Brown Pateh Spot and
Is compatible with PMAS for application
when the threat of lor! diseass is most

weather prev-

alent

Caddy

is LIQUID Cadmium for the prevention and con-
Dollar Spot, Spol, and Pink Patch
wlved It in suspension untll entire tank

frol of
Quiekly
is discharged.

Copper
alays
sffec

Ohio and New
Caddy

Caddy has been named the most

tive all around fungicide used in the

Jorsey  Agriculture Station triale.  Eonomieal

1,000 sq, M. for

treats less  than 18e

® ®© ®© © © ¢ © © & ¢ 6 0 o

AVITH

METHAR

DISODIUM  METHYLARSONATE

for certain kill of crabgrass Supplied in liguid wor
powdar: METHAR 80 (powder) is an extra high con-
rentrate, 80%, Disedium Methyl Arsonate Hexahydrate;
METHAR 50 (powder) is 50¢, Dissdium Methyl Arson
ats Hexahydrate: METHAR 30 (liquid) is eguivalent to
30, Disodium Methyl Hexahydrate containg
18.9% Anhydroun D S M A

( :_531 FUNGICIDE
Cadmium Zinc Copper Calcium

For the control of Dellar Spot on gelf
Chromme wourses, Iawns and other Tine fur!
Applied ms & spray or dust mixture overy 10 to 18 days
throughout the seasen, Recommended 38 a preventistive:
iwo applications in early spring the first ap-
pearance of Dollar Spot

PM2,4-D

Phenyl Mercury-2,4- Dichlorophe-
noxyacelate 1 “uine Sl e o e

Fairways,
Lawns, Tees, Athletic Fiolds, ote. Kills common and
fall dandelion, narrow and broadleal plantain, chick-
wead, sllver erabgrass (goossgrass) and erahgress. Com-
bining Pheayl Mercurie Acotats with 2.4-D gives the
chemical both  herbicidal and fungicidal properties
PM24-D will destroy certain weeds not sifectively con.
trolled by either chemieal alone

ALL WET

ALL WET facilitates
i all tur! areas

before

Added 1o waler
deoper penstration
thatehed or compacted areas. Helps the wil to retain
needed walor longer, prevents dew formaltion an greens
gives Tagter germination in seeded aras. Treated turd s
resistant to wilt and non-toxic ALL WET saves on water
and laber. It°s 100", active I pallon treals wup
1o BO.000 sq. 11

quictker and
especially in

ar I‘OMHC/ C)onb'o e
I




Brought Prestige to the Profession

Dickinson Taught Superintendent

How to Use Tools of Research
By ELIOT C. ROBERTS

f6Drol’'s Mill”" has become through the

years a term associated with more
than 500 course supts., maintenance work-
ers, and professionals throughout the U. S.
and Canada. It means these men are grad
uates of the school in Turf Management
at the University of Massachusetts founded
by Lawrence S. Dickinson. He held his
first 10-week short course 30 years ago
and the background for that initial mect
ing and the philosophy which has estab
lished these courses as “Prof’s Mill” have
made this work a real contribution to the
greenkeeping prolession.

Prof. Dickinson was graduated [rom the
University of Massachusetts in his home
town of Ambherst. His first position as
supt. of grounds on the college campus was
in time combined with an instructorship
in Horticulture. This, in turn, developed
into a full time position as turl specialist,

As supt. of grounds there were never
less than 12 men working with him. “My
rv];ltiunships with these men,” he says,
“have been valuable in developing a feel-
ing for the wurf worker.” Records were
kept of labor hours and materials used

*
After 30 years of operation, the University
of Massachuseus’ “winter school”  was
closed this year. Heavy enrvollment of reg-
ular students place such a burden on the
faculty that it was decided to discontinue
the school at least temporarily.

*

for various jobs, not with the idea of neces-
sarily increasing output, but to study work
relationships under normal conditions. It
was learned that expediency in working
with fine turf does not pay for the results
of such practices show sooner or later in
increased cultural costs or, at times, by not
getting turf of lasting quality.

Students have often heard of Dickin-
son’s experiences from these early years.
These have been of a nature which have
served as lessons in turl managment. He
says that telling students frankly what he
learned the hard way often saves them

30

Among many awards given Prof. Dickinson (right)
during his career wos this one from Homer C
Darling on behalf of the GCSA.

headaches. From his experiences as teach
er and supt, Dickinson rates the f[ollow
ing high in practical importance:

I. Cultural practices may slowly build
up witkin the soil unfavorable conditions
for line turf growth. The accumulative ef-
fect of these practices often reaches the
limit of tolerance of the plant., The com-
petitive strength of various grasses change
as these conditions vary, This may be best
understood by viewing turf as a community
with community problems arising from a
population composed of varieties of
grasses and weeds. Since preferences and
limits of tolerance may fluctuate consider
ably for a given grass species, the supt. must
!:m[l'r'sl:zml basic conditions on the course
in order to get the most efficient use of
materials applied.

2. Business management of fine turf is
equally as important to the supt. as cul-
tural management. Often the brain of the
man in charge is worth many times its
weight in dollar bills spent for nonessen-
tial items, At times it means dollars should
be spent. At other times it may mean the
opposite. At all times it means that ex-
pediency leads to trouble and should I;(-
avoided. Cultural liabilities and assets
must be evaluated more carefully th;n.m
MONELAry costs, :
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