Pro shop needs
Woman’s touch

Let a saleslady handle the
apparel; it pays in moving
merchandise for both sexes.

BY ERNIE SABAYRAC

“Never underestimate the power of a
woman” may be a dusty line on Madison
Avenue, but that power is only now be-
coming evident to the golf professional.
He is discovering that, apparel-wise,
women spend far more money than men
—and there’s nothing like a dame to help
them spend it.

Also, it is becoming apparent in the
pro shops that the distaff side does much
of the buying for the men—and the men
who do their own buying prefer the
services of a saleswoman.

My organization lays claim to being
the first to market nationally-advertised
apparel in the pro shops. We broke
through in 1949. But it was not until
1956 that we offered our first complete
line of women’s sport apparel, every-
thing from millinery to footwear. This
latter concentration reached its peak in
the past year when our women’s business
definitely exceeded our men’s business in
all types of apparel, from head to toe.

We don’t say that we started women
thinking of high fashion on the golf
course. We simply sensed that our golf
pro friends could profit by the trend and
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we went along with it enthusiastically.
It has paid off for our customers and us.

Women unquestionably have much
more sportswear in their wardrobes than
do men. For example, there are few lady
golfers who don’t have at least five or
six different head pieces to go with their
many outfits. We believe that we were
the first sales organization to capitalize
on this fact; we even beat the regular
retail outlets to the gun in featuring all
color-coordinated apparel.

Our strength is that we can supply pro
shops with several different fabrics and
styles on the “to-go-with” basis, in shorts,
skirts, blouses, sweaters, jackets and
shoes. Now, many smart women won’t
buy shorts until they find exactly what
goes with the blouses they already own,
or vice versa. The coordinates are right
there in the pro shop bins for the style-
conscious to inspect, try on and buy.

Possibly a smarter move than that was
our encouragement of golf pros to hire
sharp salesladies. Women like to talk in-
timately about what they buy and the
best advisor is another woman.

We are firm believers in the theory
Continued on page 54
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WOMAN’S TOUCH

Continued from page 52

that a golf professional should be a
golf professional, which means that the
greater part of his time should be spent
on the lesson tee, on the first tee, or on
matters most directly concerned with his
club’s golf program.

This need not lead to neglect of the
tremendous potential in his shop’s ap-
parel business. He simply should do what
any fine retail store will do and that is
to engage the best possible help.

Many pros seem to think that capable
female help is hard to find. This is not
so. There are many women who are
willing and able to do this job.

Where can they be found? Simply
contact one of your friends in the retail
store business with ladies’ departments
and tell him that youre looking for a
lady who prefers part-time work to the
regular hours of a store operation.

These women need most of the time
before noon to get their households set
up, the children off to school, etc. They
are then free from around 11 a.m. until
late in the afternoon.

Most clubs have their greatest play
from women possibly two days a week.
These are the days when you want your
female assistant on the scene in the morn-
ing. The other days she should be on the
job around noon, from which time on
most of the male members show up.
Monday is usually the off day, with half-
days on Saturday and Sunday. Many
women—more than you think—are avail-
able for this type of job.

Most golf pro shops, governed by lo-
cal conditions, will pay women a mini-
mum salary, but they also offer the in-
centive of commission payments on the
merchandise sold which does not in-
clude pick-up items such as balls, gloves,
etc. Five to 7% per cent is the usual com-
mission rate. This is in line with what a
good specialty shop pays a saleslady.

It might amaze you to know how
many women customers do all the sports
apparel buying for their husbands. Pull
them in with a fine line of ladies” sports-
wear and theyll become interested in
“What’s for hubby?” That, of course,
means you should also be able to have
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your saleslady show the best in the house
for the spouse.

With a gal selling in the shop, a pro
can boost his golf club and bag sales by
spending more time on the practice tee,
to drop the practice balls down for the
prospective buyer of clubs. We feel that
the easiest way to sell golf equipment
is to bring several different clubs with
varying shafts, swing weights, etc., to
the practice tee and let the member
sell himself on what’s best for him. You
can do this when you have someone
minding the store.

Another pro shop innovation for which
we take a bow is the encouragement of
sale periods. Even a “prestige” store can-
not do business without special sales,
clearance or otherwise. Pros who con-
sider this undignified are three-putting
themselves out of turnover money.

The apparel business, whether it be
in a retail store or a pro shop, calls
for the display of everything new, style-
and fabric-wise. You simply cannot sit
with last year’s merchandise and ex-
pect it to move this year.

Many pros do not understand the pur-
pose and timing of sales. The purpose is
to raise cash for new-merchandise pur-
chase, for fall or spring. But there are
also many pros who say they have mem-
bers who will not buy except at a special
sale. They are lucky to have this type
of customer, permitting the clearance
of static stock. Most sales start with a
25% discount off the retail price, which
still leaves a profit margin.

A sale attracts new customers and
makes better customers of your old ones.
High fashion is the buying incentive, so
if an infrequent customer buys a well-
known brand item on sale and is im-
pressed by its service to her, she is likely
to turn up for a new item the next time
rather than wait a comparatively long
while before it is put on sale.

The timing of sales is simple enough.
You are sold a fall-weight line and a
summer-weight line of goods. Your sum-
mer-weight stock remainders should go
on sale by August 1lst and continue at
reduced prices through the Labor Day
weekend. During this period you can

also move goods left over from the pre-
Continued on page 96
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This is what LeFiell has done
to lead the shift to aluminum
with our new Titan woods
and irons, the hardest-hitting

“sticks"' that ever smacked
a golf ball:

WE PUT IN more punch by
transferring weight from the shaft
to the head, giving you added
hitting power where it counts.

WE TOOK OUT the stress that you
find in ordinary step-down shafts.

WE REDUCED "head flutter"
with our cleanly tapered shaft
that encourages a more even
swing, better club head control

and improved distance with
greater accuracy.

WE INCREASED the strength by
using only pretested aerospace
Alcoa® Aluminum Alloys.

WE REPLACED the “old sting" with
that “just-right feel" that is
characteristic of Titan Flo Flex
shafted woods and irons.

AND WE BACK our new golf clubs
with over 35 years’ experience in the

engineering and development
of tubular components for aircraft

and missiles.
For more information on the *'sticks' that are

leading the shift to aluminum, please write:

Trademark used here under license
¢ ALCOA.
&

of Aluminum Company of America
LeFiell Sport Products, Inc.

13635 Alondra Boulevard
Santa Fe Springs, California 90670

Titan Flo Flex shafted woods and irons are
available in weights and flexes
for men and women.
Sold only in professional shops.




Burden of proof ruling hits golf course

Supreme Court of New Mexico reverses lower body,
remands case of injured player for new trial.

BY WILLIAM JABINE

An interesting decision regarding the
duty which the owner or operator of a
golf course owes to the persons who play
thereon was handed down recently by
the Supreme Court of New Mexico.

A golfer who was playing on a golf
course operated by the New Mexico
School of Mines was injured when he
slipped and fell. Ice under the grass on
the slope of one of the greens was the
cause of his fall, and he brought a neg-
ligence action against the school.

The trial court directed a verdict for
the defendant school at the close of the
plaintiff's case and the plaintiff appealed
to the Supreme Court of New Mexico.

The facts are stated by the Supreme

Court as follows: “On February 1, 1961,
plaintiff together with one Reverend E. Y.
Folk went to the golf course operated by
defendant, where they paid the required
green fee to the pro on duty. Plaintiff
had played the course 35 to 50 times
over the previous six years. After plain-
tiff’'s second shot, the ball came to rest at
the foot of a steep grassy incline leading
to the first green. Before making his
approach shot to the green, plaintiff
climbed the hill so that he could see
where the cup was located (the location
of cups on the green are changed period-
ically). Having determined where the
cup was, plaintiff turned to go back to

his ball at the bottom of the hill. After
Continued on page 58

This is why
a Link-mobile
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Simplified design and rugged
strength make this one trouble-free,
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rear body section tilts forward to
make short work of routine servic-
ing. Fun and easy to drive! 8 hp
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rounds on a 3 gallon tankful of gaso-
line, with fuel to spare. Heavy-duty
muffler hushes operation. Sleek
body is fiber glass to avoid rust.
Choice of sparkling colors, molded
in to last. Just the car for your fleet.
Write for details.
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new PEERLESS 1300
sharpens reel-type mowers in record time!
Here’s machine tool precision for sharpening any reel-type mower faster, easier,
more accurately! Just set the machine tool adjustments—the Peerless 1300 grinds
each blade to an exact match, with no hand filing or lapping-in needed. Use it for
hook grinding, straight line grinding, and bed knife grinding.
There’s never been a lawn mower sharpener like this! The Peerless 1300 is built to

machine tool standards, with all the features proved best in 63 years of making
mower servicing equipment. Write for information, or send order for early delivery.

THE FATE-ROOT-HEATH COMPANY

Special Products Division * Dept. G-1 * Plymouth, Ohio

For more information circle number 126 on card
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Foley Modern |

Lawn Mower Sharpener

You can sharpen the bedknife and the reel
in the mower with a MODERN lawn
mower sharpener or you can remove from
the mower for separate sharpenings.

NO COMPLEX ADJUSTMENTS
Just raise the entire mower to the proper
height. Bring the reel and bedknife into
grinding position with a single hand lever
. . . and sharpen.

YOU GET PRECISION RESULTS

The MODERN lawn mower sharpener pre-
cision grinds to tolerances of .001 or better,
so there’s no need for ‘‘finish filing”’.

A MODEL FOR ANY MOWER

MODERN lawn mower sharpeners are
available in two sizes. One handles mowers
up to 36 inches; the other is capable of
sharpening blades up to 53 inches wide. |
With the optional Rotary Blade Holder,
either model will sharpen and balance ro-
tary blades, too.

SEND FOR FREE LITERATURE AND PRICES
Fole Manufacturing Company
y 187-6 N. E. 5th St., Ringer Building
Minneapolis, Minn. 55418
For more information circle number 127 on card
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Continued from page 56

taking a few steps, his feet slipped out
from under him and he fell to the ground.
He rolled or slid to the bottom of the
hill, losing consciousness and suffering
serious injuries. Plaintiff testified that he
was wearing ‘tipple’ rubber-soled shoes
and that he did not see ice on the hill,
nor did he know what caused him to slip.

“Reverend Folk testified that he did
not see plaintiff fall, but saw him lying
at the bottom of the hill. Reverend Folk
further testified that upon examination of
the general area where plaintiff fell he
could see one-half to three-quarters of an
inch of ice imbedded under the grass on
the hill slope. He also could hear ice
crunching under his feet, and there was a
path like where a deer had been dragged
showing where plaintiff slid down the
hill. He stated that the grass was wet,
and there was water at the bottom of the
hill where plaintiff was lying.

“The evidence further showed that
there had been a heavy snow on Decem-
ber 8, 1960, whereupon the course had
been closed to play until January 26,
1961. In the meantime much effort had
been exerted to speed clearing of the
course so play could be resumed, includ-
ing spraying water on the snow. Also, it
appears that at some time while snow
was present, children had been sledding
on the hill in question.

“After the course was reopened on
January 26, it snowed again and the
course was closed on January 27. On
January 28, it was again opened and
eight people played. Fifty-three people
played on January 29, seven on January
30, nine on January 31 and ten on Feb-
ruary 1, the date of plaintiff’s injury. No
one other than the plaintiff had slipped
and fallen so far as the pro was aware.”

After this chronicle of the facts, the
Court quoted from two of its previous
opinions concerning the duty of store
owners to patrons of their establishments.
These two cases held that a store owner
is not the insuror or guarantor of the
safety of patrons or business invitees.

The Court then continued: “Although
we are here considering the duty of the
operator of a golf course to its patrons,

and not of a merchant to his customers,
Continued on page 62
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Now! Weather-proof picnic table by Dentin banishes maintenance. Sturdy
fiberglass and honeycomb construction makes it strong, but light. (Table dia-

nﬂw meter 48", overall diameter 74".) Buy it direct from the factory and save.
-
“l“ﬂﬂnr Dentin's new one-piece fiberglass and steel picnic

H table is completely weather proof. Stays new because

'"l‘n““re it can’t warp, sag, fade, chip or peel. ‘‘Lady Fair"" is
impervious to bacteria, too.

The ‘‘Lady Fair’’ comes in two sparkling colors;

Blue Mist and Desert Sand. Because the color is

beneath the rock-hard surface, it's good for a life-

time. This large, rugged table and bench set can be

an attractive, useful complement in any outdoor
setting now and for years to come — without work

or upkeep.
Order ‘‘Lady Fair'" direct from Dentin Mfg., Bell-
wood, lll.—and save. Only $79.95. Send the coupon

today. Rectangular fiberglass tables also available.

B e et |

DEP T G O D Please rush me the ‘‘Lady Fair'' in (checkl
one) [] Blue Mist [] Desert Sand. | understand the price is $79.95 f.0.b.|

D E N T | N Santa Fe Springs, California. With umbrella hole $2.50 additional. )

MANUFACTURING CO. Please send me complete information on the items | have checked below. |
EXECUTIVE AND SALES [] Folding Tables [] Activity Table O Rgplacement Tops '
[ Game Tables [] Bicycle Rack [C] Fiberglass Covers 1
2600 WASHINGTON BOULEVARD ] Table Tennis Tables Stacking Chairs & Planks for
0 O g Al
BELLWOOD, ILLINOIS [] Picnic Tables ['] Benches FB’;C"'C Tagles A& |
[C] ‘'Head Start'' Tables [] Bleachers eacher Seating |
MANUFACTURING [ '
MIDDLETON, WISCONSIN [FNSSNappr :
SANTA FE SPRIN CALIFORNIA
§ 85, ADDRESS i
CITY STATE ZIP CODE |
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“MR. GOLF C.
CUSHMAN DI
HE'’S

GOLF CAR HE
NEAR

“Mzy. Golf Car” is on the job near you every day. Ready,
willing and able to repair Cushman Golf Cars, ready to
service them, ready with parts and factory-trained people to
keep every car in service all the time. Ready, also, with
answers to questions about golf car profits, golf car housing,
golf car insurance, and the hundreds of other questions that
come up.

He handles the nation’s most popular line of golf cars.
There are seven different models of Cushman Golf Cars—
gasoline or electric power, three wheels or four, fiberglass or
metal bodies. Cushman has the golf cars; your Cushman





