
MAKE IT A 
K PRO SHOP SALE: p p Q p i J JOOL 
The sale, properly inte-
grated into the profes-
s iona l ' s m e r c h a n d i s i n g 
plan, can be a useful tool 
for increasing business 

b y D I C K FARLEY 

-NOTA 
NECESSITY 

Not too many years ago, when a 
special sale was offered to the pub-
lic, it usually meant that the retail-
er was in trouble. He had either pur-
chased one type of item that did not 
sell (commonly known as a "dog" ) 
or he had misjudged his market and 
bought too many items. 

At the same time, the retailer 
needed the cash tied up in the dead 
stock to buy fresh, sellable mer-
chandise, to pay current bills or he 
may have wanted to clear out the 
old merchandise to make room on 
his shelves to display and sell the new 
items. 

A sale became the obvious solu-
tion: Reduce the price on the cur-
rent stock to tempt the price-con-
scious, bargain-hungry shopper. 

The practice of moving dead mer-
chandise via the sale has been so 
successful and has become so much 
a part of the American way of mer-
chandising life, that the modern re-
tailer has totally integrated it as a 
vital part of his over-all merchan-
dising program; in fact, without the 
sale, the volume of retail business 
today would be nowhere near its 
record level. 

Sales are planned and programed 

by modern retailers well in advance of the actual event. 
The retail history of a particular 

operat ion is scrutinized, successes 
and failures pinpointed. It is then 
broken down into definite selling 
periods, with special emphasis on 
important occasions, such as Christ-
mas, Mother ' s Day or Fa ther ' s Day, 
when gift-giving is tradit ional . 

All golf operations, year-around 
and seasonal, also have specific sel-
ling pat terns, although they are not 
necessarily determined by special 
occasions. Each golf operat ion is 
unique and must be evaluated by 
management on its own merits: A 
program that works for one opera-
tion does not automatical ly spell 
success for another. 

The modern professional-retailer 
not only plans his sales to handle the 
need to reduce his current inventory 
during times of the year, he buys al-
so special items solely to sell during 
the sale, mixed into his regular 
stock. A very aggressive merchant 
might go one step further . He might 

buy one special item to entice cus-
tomers into his shop. 

How does all of this work in prac-
tice? Let 's look step-by-step at a 
northern golf operation. Here's how 
the professional might handle his 
annual end-of-summer clearance 
sale. 

Af te r analyzing the past year 's 
business, the professional discovered 
that both men's and women's light-
weight apparel, not sold by the end 
of August , could not be given away 
at any price, and might have to be 
carried over to the next year. 

He 's aware of the risk he runs 
if he stores the merchandise over 
the winter: The goods may be dam-
aged by dampness or mildew, by 
rodents, moths or bugs; they won't 
look fresh next season after being 
stored for several months, and they 
will be out of date. 

The last reason is vital. That 
fresh appearance that is so essen-
tial in creating customer interest, 
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~-i. j.ir.yj--

Neither rain, nor sleet, nor snow... 

Oh those avid golfers! When they get it in their 
blood to play a round or two, the last thing you want 
to do is tell them they're going to have to walk. 

The Otis makes sure no one has to walk. Our 
rugged car combines an all-weather Cycolac" body 
with 36 volts of hushed power and a virtually noise-
free hypoid drive. 

Automotive-type steering and four-wheel, wide-
track stability will carry your golfers in secure 
comfort all day long. And when it's time to stop, our 
new drum-type braking system will ease the car 
to a controlled halt. 

The Otis abounds with creature comforts. Like 

individually adjustable vinyl seats with built-in 
storage pockets, on-deck refreshment holders, an 
accessory storage well, and an instrument panel 
that provides instant fingertip access to all controls. 

Sound like quite a car? It should be, after all we 
pioneered the development of electric golf cars 
over 20 years ago. Write or call for our brochure 
containing all the details today. Incidentally, snow 
tires are an extra cost option. 

Otis Jown andMo<s Material Handling 
A Division of Otis Elevator Company 
PO. Box 8600, Stockton, California 95204 • (209) 948-2751 

Photographed at the Edgewood Tahoe Golf Course adjacent to the Sahara Tahoe Hotel 

can keep the Otis 
from its appointed rounds. 





WHAT'S PLAGUING THE 
Ten years ago, the answers to our ti-
tle question would have been a set 
of p r o b l e m s as t r a d i t i o n a l as the 
g o l f e r ' s s l i ce—bad w e a t h e r , slow 
deliveries, too much paperwork and 
lack of space. But ask what is 
t roubling professionals today, as 
GOLFDOM did in a nationwide 
survey, and a new and more diffi-
cult g roup of problems emerges in 
addit ion to the longstanding ones. 
The new problems, encompassing 
the areas of costs, labor , manage- -
ment and competi t ion, a re sympto-
mat ic of an over-all s i tuat ion that 
has deve loped in the c l u b indus-
t ry . Wil l ingly or not , golf c lubs 
have c o m e out of the isolation of 
the past and have entered the "out -
side w o r l d , " with all t he accom-
p a n y i n g c o n c e r n s a n d p r o b l e m s 
faced by other industries. 

N o longer does the pro shop sit 
n e s t l e d in a p r o t e c t i v e a t m o -
s p h e r e , f a c i n g r e l a t i v e l y s m a l l 
problems emanat ing f r o m the im-
mediate environs of the club. The 
pro s h o p held a d i s t inc t pos i t ion 
s e p a r a t e f r o m the c a r e s of o the r 
small businesses. Today , it is doubt-
ful that there are many profession-
als left who view their counte rpar t s 
a t n e i g h b o r i n g go l f f a c i l i t i e s as 
t h e i r c o m p e t i t i o n . T h o s e re-
s p o n d e n t s to G O L F D O M ' S s u rvey 
who viewed c o m p e t i t i o n as their 
chief p r o b l e m over the pas t year 
wi thout excep t ion m e n t i o n e d dis-
count stores, giant sport ing goods 
cha ins , d e p a r t m e n t s t o r e s — a list 
of c o m p e t i t o r s any sma l l re ta i le r 
would cite. 

In a d d i t i o n to s a l e s c o m p e t i -
tion, professionals also find it dif-
ficult to siphon off even a small part 

PBOS? 
GOLFDOM'S survey shows 
tha t professionals are ex-
p e r i e n c i n g p r o b l e m s , 
which, although new to 
them, have been troubling 
other industries for years 

by VINCENT J. PASTENA 

of the available labor force. " C a n ' t 
get enough good, reliable help, par-
t i c u l a r l y f o r p e a k s e a s o n , " is a 
c o m m o n c o m p l a i n t voiced by re-
s p o n d i n g p r o f e s s i o n a l s . T i e d t o 
th is p rob l em a re l a b o r cos ts and 
what a professional can afford to 
pay. "Even the min imum wage is 
k i l l ing m e , " c o m m e n t s one h a r d -
p r e s s e d p r o f e s s i o n a l . T h e r e f o r e , 
many young people are succumb-
ing to the lure of businesses that of-
f e r m o r e l u c r a t i v e c o m p e n s a -
tion. Fewer young men have the op-
p o r t u n i t y to even view the busi-
ness of the golf p r o f e s s i o n a l . In 
the days when every course had a 
p l a t o o n of c a d d i e s , s o m e of t h e 
y o u n g men , a t t r a c t e d to the p r o 
shop activity, would be anxious for 
a job . However, this source of help 
has all but vanished. 

A s r e s p o n s e s i n d i c a t e d , l o c a l 
a n d n a t i o n a l e c o n o m i c c o n d i -
t i o n s a l so a r e u p s e t t i n g t h e p r o 
s h o p , which once h a d been fa i r ly 
well insu la ted a g a i n s t such con -

cerns by its affluent clientele and 
a lineup of equally well-heeled peo-
ple waiting to gain membership . 

S o m e of t h e p r o f e s s i o n a l s in 
t he i r c o m p l a i n t s m e n t i o n r i s i n g 
taxes , o v e r h e a d costs and whole-
sale prices in the face of a dimin-
ishing marke t , which would dwin-
dle fur ther if retail prices were in-
creased c o m m e n s u r a t e l y . N o t on-
ly is d o w n t o w n c o m p e t i t i o n cu t -
ting into their market , according 
to t h e p r o f e s s i o n a l s , bu t m a n y 
clubs are " h u r t i n g " for new mem-
bers, and it is obvious what th is 
means to p ro shop traff ic . As one 
p rofess iona l pu t it, " I ' v e sold 92 
per cent of t he exis t ing m e m b e r -
ship c lubs , bags and o the r m a j o r 
equ ipmen t i t ems in the pas t f o u r 
years. Who do I sell to now?" 

Meanwhile, other professionals 
are feeling the affects on their les-
son business. 

Because many clubs and courses 
are in tight s t rai ts themselves, many 
p ro fess iona l s no ted t ha t o f f i c i a l s 
these days are eyeing more of ten the 
f i n a n c i a l a r r a n g e m e n t s b e t w e e n 
c l u b a n d p r o f e s s i o n a l in c e r t a i n 
income a r ea s . As a resul t , s o m e 
p ro fes s iona l s a r e ge t t ing a sma l l -
er piece of the golf car revenue, or 
no share at all, and other profes-
s ionals said t h a t their c lubs a re 
moving in for a bigger cut of the 
dr iving r a n g e bus iness . A l t h o u g h 
he did no t s p e c i f y , o n e p r o f e s -
sional said he felt t h r e a t e n e d in 
some revenue a reas , which t r a d i -
tionally have been his alone. 

P r o f e s s i o n a l s a l so a r e b u m p -
ing i n to a n o t h e r n a t i o n a l p r o b -
lem—thef t . And it is not restricted 
to any par t icular type of facility, 

continued on page 38 
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