




challenge campaign s tar ted last 
April, sales of his company's Top-
Flite have increased 40 percent. 
"We're very happy with the results," 
Carlson added. 

Several of the manufacturers ' 
spokesmen which talked to G O L F -
DOM about the Spalding challenge 
felt it was detrimental to the in-
dustry and that several of the major 
companies in the market were not 
even included in the chal lenge. 
Carlson comments: "Developing the 
challenge, we decided we would only 
include the top balls in the market 
and several of the smaller companies 
were omitted, because we didn' t feel 
they would be competitive to the 
Top-Flite anyway." 

In spite of the reasoning, Fault-
less' vice president of operat ions 
Ralph Maltby countered with an ad 
campaign of his own telling the 
public that Spalding's challenge was 
little more than a "$250,000 shell 
game." "I t seems to me, if some-
one in this industry issues a chal-
lenge, it should be industry wide. 
We were left out. Possibly, it was 
because we were the only other two-
piece ball on the market ," Maltby 
said. 

As expected, no one took on 
S p a l d i n g ' s c l a i m , as R o y a l ' s 
Neuguth says, "it would just add 
fuel to their fire." N o one is sure 
where the tests and claims will end, 
but in a random sampling of pro 

$250000says 
T b p - H i t e 

is The Longest Ball. 

s h o p s a r o u n d the c o u n t r y by 
G O L F D O M , it appears pros and 
their members are fairly unaffected 
in t he i r p u r c h a s i n g a t t i t u d e s , 
although there is some confusion. 

"Members coming into our shop 
are often confused on what is the 
right ball for them," says assistant 
pro Lynn Rautio at the Tacoma 
Country and Golf Club, Tacoma, 
Wash., "bu t we recommend what 
we believe is the right ball for them 
and their abilities." 

At Tacoma, the shop carries five 
or six brands which Raut io and 
head pro Gerry Mehlert consider 
the m o s t sa l ab le . R a u t i o to ld 
G O L F D O M that local discount 
operat ions had cut into shop ball 
sales and the affect has been bad for 
business. A private club with 400 
gol f ing members , T a c o m a ' s p ro 
shop customers can handle further 
ball price increases, according to 
Raut io. 

Head pro since 1966, Don Smith 
has upped his ball sales to 25 percent 
of his gross since taking over the 
shop chores at the Char lot te Coun-
try Club, Charlotte, N .C. "Our 
membership (750 in all) believe in 
the pro shop and with promotions, 
our ball sales have done quite well." 

Smith's situation in Charlot te is 
a bit unique to that of the country. 
The club is very exclusive. "You 
almost have to be born in the club-
house to get in," says Smith. Along 

Charge and countercharge: At left, Spalding started Its $250,000 campaign last 
April, stating that four of its competitors couldn't beat its top ball in a test con-
ducted by an independent organization. Some companies weren't included in 
the challenge and responded in kind. Faultless launched a campaign of its own 
for its slighted Omega ball. 

with that, there is no competition 
f rom discounters. The nearest cut 
rate store dealing in pro line balls is 
miles away. 

" O u r members don ' t really shop 
around for balls. They know the 
balls they need are in the shop and 
they ask what is the best for their in-
dividual needs," Smith added. 

Off the beaten path of most 
m a n u f a c t u r e r s ' r e p r e s e n t a t i v e s , 
Goose River Golf Club in Camden, 
Maine, has a small shop for its 100 
or so members, run by owner Crippf 
Chefley and his wife Ivif. 

Near the Atlantic, Goose River 
is a club with an expanding member-
ship and despite the economic at-
mosphere in most of the country, ac-
cording to the Chefleys, things have 
been good this year. Goose River 
does not carry a large line of clubs 
and a lot of its business is in ball 
sales. 

Selling over $20,000 worth of 
balls a year in two shops, John 
Johnson, head pro at Shore Acres 
Golf Club and Lake Shore Golf 
Center in Rochester, N.Y., can 
speak with authority on the market . 

Johnson who is in his 15th year 
at Shore Acres, does a lot of work to 
promote ball sales. "Through pro-
motions and sales to leagues, we do 
a good t rade," reports Johnson, 
who 's president of the Western P G A 
section. His club is also influenced 
by a r e c e s s i o n - p r o o f c i ty in 
R o c h e s t e r . M a n y Shore A c r e s 
m e m b e r s work fo r a n a t i o n a l 
p h o t o g r a p h y c o n c e r n in t o w n , 
which has continued to prosper in 
spite of gloom in other parts of the 
nation. 

Johnson says that discounters 
hurt his business, too. Bootlegging 
to local stores is common, but even 
with that, Johnson thinks '76 will be 
one of his best years ever. 

Two clubs with something in 
common in sales margins are Sunny 
Crof t Country Club in Clarksburg, 
W. Va., and Westwood Country 
Club in Houston. Both Figure ball 
sales at 15 percent of their respective 
gross intakes. 

Pro shop manage r Lawrence 
Myers at Sunny Croft says sales 
have been good this year, but dis-
counters are catching up. " In a cou-
ple years, those stores will have 
everything I have. It's inevitable 
with all these lawsuits." 
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