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INDIAN LAKES

is your club on the ball?

Your members will take great pride playing with the “club’s
own golf ball” (and guests will buy it as the perfect souve-
nir). A custom ball with your club’s emblem and name
DOESN'T COST ANYTHING EXTRA—ONLY $7.20 PER
DOZEN, minimum order 48 dozen. Our unique Electrocal
process permanently reproduces your club emblem on both
sides of the ball in crisp detail, up to three colors, without
the usual charges for dies. This emblem ball is strictly a
pro specification for pro recommendation; it is equal to the
best you offer now regardless of brand. Get your club on
the ball with a trial order today. Who knows—your exclu-
sive emblem ball may be the best selling brand in your shop.

TEST DRIVE IT—If you're reasonably serious about our
offer but want to be convinced, we'll send a production sam-
ple. Check it for distance off the tee, note its true roll on
the green. You've got a winner in playability and sellability.

2020 INDIAN BOUNDARY DRIVE
MELROSE PARK, ILLINOIS 60160
Phone (312) 345-2620 Ask for Marv Dahl




Accent on management
By KEN EMERSON

Executive Director, National Club Association

How can an enterprise operate effective-
ly at the peak of its annual season when
its working staff faces a dramatic cut?

This is not the exception, it is the rule
for golf clubs all over the country when
September brings a new school term and
eliminates the labor pool that has been
available all summer. School recaptures
its student body at the very moment that
a combination of good weather and golf-
ing interest combine to tax the club’s fa-
cilities and staff to the utmost.

Planning for this annual exodus of
workers is necessary, and not always suc-
cessful, though some of the problems it
creates are self-solving. Swimming pools
for example. Here the youngsters, our
best customers, go back to school at the
same time that the life guards wade into
their fall season.

While some clubs keep their pools open
beyond Labor Day, it is usually only a
weekend operation.

Other areas of the club are not so
fortunate. If the golf course has been
using school age boys on its maintenance
crews, it will have to compensate for the
mass exodus in September; there will be
a serious problem with golf car avail-
ability on week days as the caddie short-
age makes itself felt; the clubhouse may
feel the reduction in bus boys, housemen,
and kitchen helpers.

More than one club manager has made
the decision not to use employees who
will leave him at the start of the school
year and goes to great lengths to avoid it.

They canvas the homes in the neigh-
borhood for housewives who represent a
potential year-round staff pool; they ar-
range transportation to and from bus lines
—in some cases, even buying a small bus
for the purpose; they maintain employee
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dormitories; and they even trade staff
with city clubs whose business is usually
limited during the summer and early fall.

For many clubs, however, these sources
are not enough. Others find that their
job openings are so much in demand—
so much a part of the community’s sum-
mer economy—that competition for the
available positions begins in the early
spring or even the previous winter. Such
clubs continue to rely heavily on the school
age group to provide the additional staff
necessary to handle the seasonal load.

Planning is the key word for these
clubs — and it begins in January when
the program for the year is laid out. Club
officers and committees should be alerted
to the problem, particularly the greens,
golf, and house committees, so that the
membership will be aware of the expected
difficulties and not plan mid-week events
and projects that could be scheduled to
take place on weekends.

What sounds like a good party or satis-
factory trap reconditioning program when
plans are made in January may not ap-
pear so attractive in September when
staffing must be considered.

Where neighboring clubs make it pos-
sible, cooperative planning is worth con-
sidering. Programs can be staggered to
allow maximum utilization of the staffs
of both clubs.

All possible sources of staff should be
considered. In addition to the sources
mentioned earlier here are a few others:

@ Colleges and Universities.
e Job Corps.
e Summer Job Opportunity Programs.

Most of all, plan ahead. Without a plan
you face management by crisis — never
an attractive prospect. @

GoLFDOM
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“AGRICO Does Wonderful Job for 16 Years!””

“We have used AGRICO at Indiana Country Club for 16 years and I would
advise greenskeepers that it does a wonderful job.

“AGRICO gives a better color, more dense turf and reduced weed
infestation.

“There was practically no dollar spot or other fungus disease present this
season and the grass did very well with irrigation”, says Joe Nagy, Super-
intendent, Indiana Country Club, Indiana, Pa.

Are you using AGRICO on your greens and fairways? If not, call or write
your professional AGRICO representative to see about a Turf Management
Program. Or contact AGRICO Chemical Co., Division of CONTINENTAL
OIL COMPANY, P. O. Box 346, Memphis, Tennessee, 38101. AGRICO
FERTILIZERS are available in Canada.

AGRICO® Country Club Fertilizers

Preferred by professional turfmen
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PROFILE

from shopboy to pro-man-
ager, Nick Lombardo has

OF A steadily climbed upward—today his shops gross
over $300,000 annually. By DON CURLEE

MERCHANDISER

Nick Lombardo is now complet-
ing his third year as professional
and general manager of the histor-
ic Del Monte Golf Course in Mon-
terey, operating under a liberal
eight-year contract that is a land-
mark in its own right. It is all
the more noteworthy because, before
Lombardo, Del Monte Properties
Company, which owns Pebble Beach
and Spyglass Hill as well as Del
Monte had operated for more than
45 years without granting its pro-
fessional a proprietary interest in
the shop, including golf car rentals.

Lombardo’s interest is really pro-
prietary. The Lombardo golf shop
grossed about $300,000 last year.
That includes revenue from the
branch of the shop that has been
operating for more than eight years
at the Fig Garden Golf Course in
Fresno. Lombardo is designer and
one of the owners of this success-
ful semi-private course.

Trained in the 40s and 50s in
the school of golf that has pre-
vailed popularly amd profitably in
the Chicago area for many years,
Lombardo has applied the same tech-
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Nick Lombardo, takes down a three-pack for a customer at Del Monte. Ball dis-
play on wall catches the golfer's eye, and leaves salid top counters for other use.
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niques to his California locations
that brought success to golfing fam-
ilies such as the Walshes, the Cog-
hills and the Jemskes around
the Chicago area.

He is a strong believer in the
ownership-management of golf op-
erations by capable, golf-knowl-
edgeable people, and he believes
they can operate profitably for pub-
lic enjoyment. He refers to his train-
ing ground as ‘“‘the postgraduate
school of golf.”

Operating profitably, in Lom-
bardo’s language, means merchandis-
ing golf—the course, the food and
beverages, electric cars, and most
of all, equipment and other golf
m-rchandise. With him, it is all one
big ball of wax, but every part
of the total belongs there, and he
stays right in the middle to make
sure it hangs together.

He's a salesman at heart, but he’s
a salesman who is in love with golf.
He sold vacuum cleaners during the
off seasoms in Chicago, and served
as sales manager in Oakland, Calif-
ornia, for a vacuum cleaner manu-
facturer for a year. In spite of the
attractive financial return (he made
more in a month of selling than he
did in the rest of the year as an
assistant professional), he found
golf irresistible.

He likes to talk about “‘romanc-
ing” his golf products, meaning
that he believes in building them up
in the minds of the customers,
making them as attractive as pos-
sible. Usually, this includes an at-
tractive price too, but first it involves
having the merchandise on hand for
customers to appreciate, feel, try on
or try out.

AuUGUST/1967

When he tallks about his ap-
proach to sales it comes out in
three basic steps, not necessarily
original: (1) Create a need for
the product (this could include
providing a golf course as a need
for golf equipment); (2) Promote

continued on next page

Although busy with over-all manage-
ment of Del Monte, Lombardo always
takes time out when old friends drop
in. Here, bis cordiality was rewarded
with the sale of a pair of shoes.
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Pro Merchandiser

continved from preceding page
a desire to own in the customer (it could
take six months of "“romancing” the mer-
chandise, with a big assist from advet-
tising); (3) Show customers how they
can pay for the merchandise (it helps to
provide easy financing and budget plans).

“When you're selling, you have an ob-
ligation to your customer to fill his needs
not only financially but esthetically as
well,” Lombardo says. “This is an obliga-
tion you incur every time you take money
for a product or service. As a result, the
price becomes secondary. If I were de-
pending on price, I would have been out
of business long ago. Customers like a
bargain, but not for long if the merch-
andise they buy isn’t worth the bargain
price they pay.” Customer satisfaction is
a key element in Lombardo’s success.

“If all my customers bought only once,
I'd go broke,” he reflects. He treats all of
his customers as if he expects them to
come back to buy from him again and
again—and most of them do.

It is his conviction that the pro shop
should offer its customers the complete
range of price and services they would
normally receive at any other retail es-
tablishment they frequent.

“Most pro shops at one time catried
only high-priced equipment,” he says,
“and I tried hard to prove that we could
be competitive with the drug stores—with
better equipment. When I sold low-
priced merchandise, I was careful to ex-
plain its value, and, when golfers learned
to appreciate better equipment, they u-
sually came back to see me.”

Merchandising techniques of the giants
of the retail industry—Penneys, Sears-
Roebuck, Montgomery Ward—can effec-
tively be applied to golf sales. Lombardo
likes to note that, “with $9 billion in
sales per year, Sears can’t be wrong.”
These retailing techniques, coupled with
the specialty knowledge of the profession-
als, equal success in the golf business.

It was just this formula, plus the re-
sponse it engendered in the customers in
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the Fresno area, that produced $100,000
in sales for the Lombardo golf shop at
Fig Garden during its first full year of op-
eration in 1958.

Part of the formula included the uti-
lization of all advertising media: TV,
radio, newspapers, and, above all, cus-
tomer satisfaction. This, together with
Lombardo’s typical 18-hour day, with his

Herin
by Jhididl

Lombardo’s brother-in-law Gordon Knott is
manager-professional of the Fig Garden
Golf Course. Nick Lombardo and Knott
teamed up in 1960. Besides Fig Garden,
they also operate a sportings goods store.

GOLFDOM

A e ——



telling his story to all who would listen,
created success at Fig Garden.

Lombardo offered to share his tech-
niques with other professionals in the
area by offering a sales program so that
together they might benefit from realiza-
tion of the potential lucrative golf busi-
ness of the area.

“I learned that we golf professionals

Phase three consisted of the actual steps
taken to promote golf play at Del Monte.

Increased local play figured prominent-
ly in his traffic building. A good deal of
it has come in response to the incen-
tives he has offered in a variety of multi-
play plans—annual and monthly cards,
a special rate for senior citizens, a wo-
men’s club with a guest rate.

all face the same battle to reach our mar-
ket and, unless we wish to surrender a
tremendous sales potential, we must work
together in this task.”

Although response to his offer was neg-
ligible in the Fresno area, Lombardo’s
merchandising reputation preceded him to
the Monterey Peninsula where other golf
operators regard him with respect.

One of his first goals at Del Monte
was to increase golf traffic through a
three-fold plan:

Phase one was the establishment of 2
working relationship with the golf
course superintendent that would satisfy
the needs of the golfers, and modernize
the course maintenance program. This was
successfully achieved with superintendent
Larry Lloyd, Lombardo’s ‘“right arm.”

Next, he expanded the facilities of the
pro shop and changed procedures to ac-
commodate increased golf play and sales.

AUGUST/1967

The 40 golf cars at Del Monte are Lombardo’s property, in care of assistant Lee Russo, right.
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Response was immediate and the vol-
ume of general public play has been
on the rise ever since. The women’s
club alone has grown from 28 to more
than 100 in about a year.

Tournament volume at Del Monte has
also increased markedly. One reason is
that green fees, prizes, a mid-tournament
lunch and, often, a souvenir (such as a
golf ball or towel), were included in the
invitations as one attractive package.
The package price, while a bargain, did
not surrender valuable profit.

Actually, it usually represents little more
than a slight concession on the green fee
(down to the approximate level of some
of the annual and monthly card-holder
rates), with everything else in the pack-
age bringing its usual return. But that’s
merchandising, Lombardo style.

As a traffic builder, the tournaments
can't be topped. Lombardo increased

confinued on page 58
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...Pros also rate
PGA show high

Part Il of GOLFDOM's

survey reveals that nearly

80 per cent of the profes-
sionals attending the PGA
Merchandise Show in January
rated it more effective than

the 1966 show.

List month Govrrpom presented the
views of the exhibitors at the 1967 PGA
Merchandise Show held in Florida. This
month the professionals who attended the
show have their say. Their high interest
in the survey is shown by the 34 per
cent return of questionnaires received.

Pro buying at the show is on the
increase. Over 60 per cent of the pro-
fessionals indicated that they bought more
at this year's Florida show than at the
1966 show. Wholesale value of merchan-
dise bought broke down thus: 48 per
cent of the pros bought up to $2,500;
43 per cent, from $2,501 to $10,000, with
the remaining nine per cent of the pros
in the $10,001 to $27,000 bracket.

These purchases represented up to 10
per cent of total yearly shop buying
for 46 per cent of the professionals and
from 11 to 40 per cent for 41 per cent
of the pros. For the remaining 13 per
cent of the pros, their show purchases
represented from 41 to 90 per cent of
their total yearly purchases.

One of the more vexed questions was
whether the public should continue to be
admitted to the show. (At present, they

are admitted for the first 2 days.) Un-
like the exhibitors, of whom 64 per cent
wanted the public barred, only 31 per
cent of the professionals wanted to bar
the public completely. However, a fur-
ther 26 per cent wished to restrict the
public to one day only, with the remain-
ing 43 per cent being in favor of leav-
ing things as they are.

The continual upgrading of the show
is indicated by nearly 80 per cent of
the pros rating this year’s show more
effective than the previous show. More-
over, 92 per cent of the pros attending
this year's show attended the 1966 show.
This, plus the fact that 94 per cent of
the pros attending this year already
have plans to attend next years’ show,
to be held in Palm Beach Gardens, Fla.,
January 20-23, 1968, shows the solid
support given to previous shows and au-
gurs well for the success of shows in
the future.

Here are the results of the survey:

Did you attend the 1966 show?

Yes 92%

No 8%
If you attended both shows, how did you
rate this year’s show over last year's?

More effective than last year 77%

As effective as last year 23%

Not as effective as last year 0%
How many days did you spend at the
show this year?

One day 12%
Two days 314 %
Three days 25%
Four days 314%

If so, would you indicate what type of
merchandise you bought.

Clubs 65%
Bags 65%
Apparel 90%
Shoes 51%
Gloves 44%
Accessories 66%
Golf cars 11%
Pro shop supplies 59%
Golf course supplies 6%

continued on page 20
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Wherever golf 1s played . . .

Par Aide matched furniture makes the big difference in appearance and
comfort. End frames are cast of high grade non-corrosive aluminum alloy.
Back and seat slats are grade “A”’ treated redwood. Wide choice of end frame
colors. High impact plastic covering on boards is optional.

PAR®
FOR COMPLETE LINE OF PAR AIDE GREENS

w AND TEES EQUIPMENT— WRITE FOR CATALOG

PAR AIDE PRODUCTS COMPANY
296 NORTH PASCAL STREET e ST. PAUL, MINNESOTA 55104 OEPT. G

For more information circle number 160 on card
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Pros Rate PGA Show
continued from page 18

Did you do any buying for your pro shop
at this show?

Yes 97 %

No 3%
Did you buy the same amount, more,
or less at this year’s show, than at prior
shows?

More 64%
The same 26%
Less 10%

Would you estimate the wholesale value
of the merchandise you bought at the
show.

Up to -$ 1,000 26%
$ 1,001 -$ 2,500 22%
$ 2,501-$ 5,000 319%
$ 5,001 - $10,000 12%
$10,001 - $20,000 6%
$20,001 - $27,000 3%

What percent of your total yearly pur-
chases for your Pro Shop do your show
purchases represent?

1-10% 46%
11 - 20% 22%
21 -30% 5%
31 -40% 14%,
41 - 50% 9%,
51 - 60% 0%
61-70% 1%
71 -80% 1%
81 - 90% 2%
91 -100% 0%

Do you find as a result of these shows
you are waiting for show time before
buying for your pro shop for the coming
year?

Now wait for show time to buy. 8%

Buy at home before show,

and buy at show 33%
Buy at the show, and at
home after the show. 15%

Buy at the show, and at home

before and after the show. 449%
The general public was admitted to the
show for the first 2 days. Do you think
the public should be admitted or barred?

Bar the public. 31%
Allow the public for one day

only. 26%
Continve to allow the public

for two days. 43%,

Do you plan to attend the PGA Show
next year?

Yes 94%,
No 0%
Undecided 6%
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Do you have a regular Pro Shop?

Yes 100%
No 0%
Are you a —
Head Pro 949,
Ass't Pro 5%
Pro Shop Mgr. 1%
What type of course do you have?
Private club 70%
Semi-Private 18%
Municipal 4%
Public 8%
How many holes?
9 holes 18%
18 holes 72%
27 holes 6%
36 or more 4%

Pros’ comments

One of the questions in GOLFDOM’s
survey invited the professionals attending
the last PGA Merchandise Show in Flori-
da to express constructive criticism of the
show. A representative sampling of their
answers follow:

“Have all merchandise displayed at
the show be submitted in advance to a des-
ignated testing company to verify content
and quality, similar to the underwriters’
seal on electrical equipment.”

“Very well run. Committee did a fine
job on the whole.”

“I don’t believe that the show is of any
particular advantage to me. If you are
in a position where few salesmen call it
might be all right. I certainly wouldn’t
make a trip to Florida just for the show.”

“The PGA officials have done a tre-
mendous job. It has improved each
year. I don’t go down to the show
to criticize.”

“I don’t go to the show to buy mer-
chandise, but to look at it and compare
with other merchandise on the spot, and
buy mostly after I get back to my shop.”

“Better markings where different dis-
plays are. Larger street signs and num-
bers would help.”

“PGA members only.”
“More display space with larger booths.

continved on page 72
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