
Spray Now with New Du Pont TERSAN L S R 
to Control Leaf Spot and Melting Out 

Stop the Helminthosporium Disease Cycle 
Before it Starts. 

The above diagram shows the yearly cyele 
of Helminthosporium. Note particularly 
how this disease survives throughout the 
winter—ready to begin its destructive 
work again, in early spring. You can avoid 
the problem it causes by breaking the 
cycle — by spraying new Du Pont "Tersan" 
LSR now. In tests, this new non-mercurial 
f ungicide has been shown to be more ef-

mm 

fective in the control of leaf spot diseases 
caused by Helminthospor ium than 
Du Pont Parzate® C, which it replaces. 
And for still another plus, it controls large 
brown patch. 

For full information on new "Te^an ' ' 
LSR and other Du Pont Turf Products, 
just call your golf course supplier... your 
service agency. 
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Better things for better living .. through chemistry 

» t « u s PAT O " 
For more information circle number 1 / 6 on card 



DESIGN 
FOR 

By ED PERROTTE 

•j- w o p r i m a r y o b j e c t i v e s or 
" m u s t s " to be remembered in 

the successful operat ion of a pro 
shop are: service to members and 
profit for the professional. T h e de-
sign of a pro shop as well as the 
qual i ty of merchandising will in-
fluence dramatical ly, these pr imary 
objectives. 

T o create a profitable pro shop, 
one must decide what depar tments 
demand maximum performance in 
order to produce re turns propor-
t ionate to greater investments in 
merchandise . 

A guide which is most effective 
and simple is to est imate the cost 
of each square foot of any golf 
shop. Let 's imagine that a golf 
professional leases each square 
foot of floor space in his shop, and 
let 's say each foot costs $2.50 a 
month (the going rate for mer-

chants in shopping centers). T h e 
fictitious shop is 20 feet by 30 
feet (which is an average shop 
size). Th i s being the case, the 
monthly rent would be $1,500. 
N o w , it is very easy to see that 
each and every foot must carry its 
own load and not only pay for it-
self, but provide income. Next, 
consider the depar tments a shop 
should have: 

• registration and service area 
(including impulse purchases 
such as balls, gloves and cos-
metics) 

• golf club and bag 
• men ' s golfing appa re l 
• ladies' golfing appa re l 
• men ' s shoes 
• ladies' shoes 
• lounging or seat ing area (in 

most shops) 
• window trim and floor dis-

plays (in most shops) 
• dressing rooms. 

"A place for everything 
that sells . . . everything 
that sells in its place," 
is one common sense 
rule that will help you 
get the most out of 
your pro shop set up 

The sizing of these depar t -
ments in any shop is determined 
wi th the $2.50 per square foot 
formula in mind. In other words, 
the determining factor for each 
depar tment size is the profit de-
rived f rom the sale or service per-
formed. Again, each square foot 
not only must pay for itself; it 
must realize m a x i m u m profit. An 
example would be allocating a 
large area to golf bags, when bag 
sales could not possibly justify the 
size of the depar tment . If this is 
the case, the logical creation or 
expans ion of a paying depar tment , 
such as a new ladies' depar tment 
or shoe depar tment , would en-
velope port ions of the dead space. 

Flexibility is necessary because 
certain amounts of juxtaposing, 
and exper iment ing is required to 
a t ta in the perfect formula to reap 
m a x i m u m sales in each depar t -
ment . T h e delineation of each de-
par tment is a must and if inherent 
c h a r a c t e r i s t i c s a r e n ' t p r o v i d e d , 
the use of signs, dividers, display 
pla t forms, decorative applications, 
fu rn i tu re , planters or some other 
b reak-up must be considered. 

Planning the golf shop doesn't 
requi re a year. T o lay out and de-
sign a golf pro shop properly re-
qui res 30 to 45 days, but the pur-
chasing of mater ia ls and fixtures 
also must be considered. Then 
the actual fabricat ion or installa-
t ion is involved. In-stock floor 
f ixtures require 30 to 45 days for 
delivery from t ime of order. So, 
realistically, when all is consid-
ered, five to six months is re-
quired to create a showplace golf 
shop. 

Regardless of a shop's size, 
configurat ion or function, the es-
sence of any effective operation 
and layout is an orderly consign-
ment of merchandise that gener-
ates sales and profits for the golf 
professional and affords ideal ser-
vices and shopping opportunit ies 
for customers. • 

Ed Perrotte is Design Director, 
Golf, Ine, Miami Springs, Fla. 
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This is the one they want 
An Acushnet Double-A glove is all by itself. It's number one in pro shop 

sales and has been for years. With touring pros, top amateurs, wherever 
serious golfers play, Double-A's have gotten more hands than any 

other gloves. And for very good reasons. Because of consistent 
^ quality, national advertising and the greatest name in golf 

equipment. You can rely on Acushnet's superior 
servicing and this colorful display unitto move Double-A 

gloves in and out of your pro shop constantly. 
Make sure you've got plenty of them on hand'. 

J ACUSHNET SALES COMPANY 
Sold thru golf course pro shops only 



"he 
oudest 
ball 
in the 
pro 
shop. 

PGA Division, Victor Golf Co. Products of Victor Comptometer 

For more informa'ion circle number 239 on card 
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Sonic-Winding is what does it. 
That's PCA's exclusive 

method of winding the rubber 
thread around the PGA ball's l iquid 
center. 

It's tighter and more accurate 
than any other method—and the result 
is the loudest, liveliest, most satisfying 
sound ever heard on a golf course. 

It's the sound of distance. And distance 
is what you get. More of it than 
ever before. 

Play the PGA. For the sound and 
the fury of it. 

the sound 
of 

distance 



Golf Car Safety 
is Good 
Business 

It's Up to You! 

Detach, reverse and place this poster on your bulle-
tin board—additional copies available upon request. 

A PUBLIC SERVICE OF THE 

AMERICAN GOLF CAR MANUFACTURERS ASSOCIATION 
400 Walker Building. 734-15th Street, N.W.- Washington, D.C. 20005 



for 
Golf Car Safety 

• Only two passengers-please 

• Keep feet inside car 

• Avoid sharp, quick turns 

• Drive slowly on hills and slopes, 

and down inclines 

• Set brake before leaving car 

• Do not allow children to 
operate cars 

• Keep proper distance from greens, 
tees and traps 

• Observe club rules for 
operating cars 

AMERICAN GOLF CAR 
MANUFACTURERS ASSOCIATION 

WASHINGTON, D.C. 



The Sweater Guys 
Proudly Present the 
^ H i i r o C t A / A r | | - n M • America's landing on the 
^ ^ J J C M ^ C ^ T f C C I i C I • moon has inspired us 

to create the perfect golf sweater for today's man of 
action: the Touring Pro Triple-Tone Space Sweater. 
Knitted to perfection in 75 % Mohair & 25% Wool, 
this quality cardigan sets the pace for tomorrow's styles 
in golfwear. What's more the new Touring Pro is 
available right now in rich yet subtle three tone color 
combinations of blue or gold or red or lilac. 
Order now and receive our extra heavy duty vinyl 
display bag absolutely free with each golf Space 
Sweater. Suggested retail, $18.50. Style #1015. 
For a free copy of our new brochure featuring the 
Touring Pro complete line of men's and women's golf 
sweaters with the c o n t e m - - « y ^ l a i i i i f t 
porary look, write us today. l O I J a B ^ i O § 

out of this world 
new Triple -Tone 
Mohair & Wool. 

Gilison 
Knitwear Co., Inc. 

America's leading 
manufacturer of Golf Sweaters. 
65 W. John Street 

Hicksville, N.Y. 11802 
Tel: 516 /WE 1-0041 

F o r m o r e i n f o r m a t i o n c i r c l e n u m b e r 1 7 1 o n c a r d 



Setting Apparel: 
One Woman's 

BY IRENE KOENNECKER Approach 

Today, the well-
stocked pro shop 
should have an exten-
sive women's golf-
wear department. 
Buying and selling to 
women require special 
handling, which is 
best done by another 
woman, says this 
highly successful 
merchandiser 
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T h e professional must be flexible 
w h e n b u y i n g p r o s h o p f a sh ions . 
Golfwear today, like all fashions, 
changes radically from season to 
season in style, colors and fabrics. 
Because of this, the pro shop buyer 
should be aware of what will be in 
vogue for the coming season. 

W h e n o r d e r i n g cu lo t tes and 
skirts, there are certain basic buy-
ing rules to remember: the buyer 
must order a variety of lengths be-
cause each customer's taste and size 
vary. He must also know what will 
sell in his shop, what age bracket 
his golfers are and how much they 
are willing to spend. But first the 
professional must find out what the 
fashion regulations are at his club 
and buy accordingly. For example, 
if t he c lub does not a l l ow min i -
length culottes or skirts on the golf 
course, the pro shouldn't stock any 
or s tock very few if they a re 
allowed in the clubhouse. 

W h e n o r d e r i n g cu lo t t e s and 

The pro shop (opposite) is airy, 
spacious and inviting to both regu-
lars and browsers. Irene Koenneck-
er (below left) believes that 
customers should touch items and 
that attractive displays (below) 
help to sell the merchandise. 

skirts, a pro should know what 
sizes are appropriate for his mem-
bers. For example, I not only need 
sizes six and eight, but larger ones 
as well. Therefore, I order at least 
three of each size and style. Anoth-
er shop may need more eights or 
more size 16s. Each pro shop will 
vary in the size range it carries ac-
cording to the clientele it serves. 

Golf shor t s , a l t h o u g h not as 
popular as they were some years 
ago, are still worn in certain areas. 
Therefore, pro shops should have a 
few in stock to supply the mem-
b e r s ' d e m a n d s . A g a i n , the p ro 
should first find out specifically 
f rom the members what they want. 

T h e pro shop should also stock 
an assortment of tops designed and 
dyed to coordinate with the skirts, 
culottes and shorts. Sleeveless and 
long sleeve shirts should be avail-
ab le in kn i t s , cut and sewn and 
easy-care polyesters. T h e location 
of the club and the climate, general-
ly, wil l d e t e r m i n e the fabr ics 
needed. If your shop, for example, 
is in mild climate, sportswear of 
Dacron/wool b l ends should be 
stocked heavily. Incidentally, a 
professional must be knowledge-
able about the care of the new man-
made fibers being used predomi-
nately in golfwear lines. 

Sweaters are another very im-
portant item to stock in the pro 
shop. Manufacturers are now dy-
ing them to match the rest of the 
outfit to complete the total look. 
T h e same colors that are ordered 
for t he s w e a t e r s shou ld also be 
bought for culottes or skirts. Col-
ors can be handsomely mixed as 
well as matched, but only if the dye 
lots from the various manufactur-
ers b l e n d . G e n e r a l l y it is wiser 
when mixing colors to suggest one 
manufacturer 's line to the client. 

It is i m p o r t a n t a l so to stock 
some wool sweaters in the shop be-
cause they are appropriate apres-
golf as well. For a well-rounded 
variety of merchandise, include golf 
peds and knee socks to mix or 
m a t c h out f i t s as well as h a t s in 
both straw and cloth fabrics. Golf 

Continued 
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Setting Apparel ,, 

needs as freely. A woman employee 
is more flexible in a new operation 
of a pro shop than a man. She can 
take care of the desk and also help 
the women and men customers. 

Finally, but equally important, 
merchandise should be displayed 
attractively. A pro cannot sell mer-
chandise unless he creates the de-
sire in the customer to try the out-
fit on. Customers like to be able to 
touch the merchandise; the more a 
pro can hang up the more sales he 
will have. Anything put away in 
drawers is lost business. What the 
customer doesn't see, she doesn't 
ask for. Displays should be 
changed often, if the same people 
are coming through the shop every 
day. Remember, a professional can-
not sell from an empty cart. Keep 
the shop well-stocked, and sales 
will follow. • 

Mrs. Koennecker began her career 
in the golf business 20 years ago 
with her husband, Jack. Nine years 
ago, she and her husband went to 
the Canyon CC in Palm Springs, 
Calif., where Mr. Koennecker is 
golf director. Their enterprise is 
now a family affair since their son, 
Jack Jr., joined his mother in the 
pro shop to learn the tricks of the 
pro shop trade. 

gloves are other items that have en-
tered the fashion picture and now 
come in all the new colors to mix 
and match with the ready-to-wear. 

I have found that in my shop, 
more and more women are de-
manding casual sports clothes for 
après golf and evening wear; there-
fore, I carry a line of pant suits and 
skirts that are suitable for after-
noon and evening. Again, the pro 
shop's clientele and location will 
determine how much après golf-
wear should be stocked. 

The more resort oriented the 
area, the larger the amount of for-
mal wear to be bought. As in all 
types of retail operation, buying 
for the customer's fashion demands 
must be the pro shop buyer's pri-
mary consideration when ordering 
merchandise to guarantee high vol-
ume sales. 

In order to maintain a well-
stocked pro shop keep a weekly es-
timated inventory of the best-sell-
ing items. These can then be reor-
dered to sell well before the season 
is over. 

In my shop we do a lot of mail-
ing to the customer who requests 
more merchandise after she returns 
home. Since this is an important 
part of our business, we keep ac-
curate records of all purchases, in-
cluding the customer's size and the 
type of styles she favors. Remem-
ber that the most important thing 
a pro shop offers is service. This 
includes knowing customers by 
name and remembering their likes. 
If a special order is taken, make 
sure to follow through on it. 

One of the best assets a pro can 
have in his shop is a woman who 
can both buy and sell. Women do 
not always like to buy from a man 
because they can't discuss their 

Women can talk to other women 
(above), especially about clothes— 
a definite advantage, believes 
Irene. Other tips? Hanggolfwear 
up (below) wherever possible and 
coordinate it so that customers 
can see how the various elements 
look when put together. 


