It’s no secret anymore . . . the
golf industry has been seen court-
ing the tennis world lately. Even
the old line golf manufacturers
known for promoting “‘golf-only,”
have opened their houses to
welcome the fastest growing
sport, tennis. One such manu-
facturer, DIFINI ORIGI-
NALS, has put in its latest
line—a tennis sweater set,
shown here, which will please
any fashion conscious pro

shop customer. The set has a full
fashioned cardigan with white
body and V-neck. It can be worn
over a matching V-neck shell.
Both sweaters are made of 100
per cent Ban-Lon are ma-
chine washable and are pack-
aged together for easy merchan-
dising. The sug-
gested retail, per set: $28.

SPORT SCARVES, INC.,
has come out with two
new style scarves for the
golfer. One has a repeat
pattern of golf balls and
tees, shown here, and is
available in three color
combinations: red/
white/blue, royal blue/
mint and black/white.
The other scarf has an
abstract design of a golf
course. It shows fair-
ways, roughs and greens
in shades of greens,
blues and purple. Both

scarves are 27 inches
square and are made of 100 per cent silk with
hand-rolled hems. Suggested retail: $7.

SCHOLL, the exercise sandal manufacturer has
come out with a very, comfortable golf shoe. They
will be showing three styles for fall, each available in
A to E widths. There's
the solid sporty style
in brown, fully leath-
er lined with kiltie
tie closing, a wing
tip black golf shoe
with decorative per-
forations and shawl
tongue, and the snappi-
est of the lot, the black veal
and white Corfam wing tip,
shown here, to retail for $45.
The entire, Copeg line will be
available for pro shop distribution
to professionals.

The PARKER GOLF GLOVE
line for fall has two outstand-
ing styles: The American
Gripper for men
golfers (illustra-
tion, top) and
The Lady Park-
er for women
(illustration,
bottom). Both
styles have Vel-
cro back-of-the-hand,
adjustable fastener, a
ball marker snap closing
at wrist, with perforated
fingers for air circula-
tion. All the Parker
Gloves are made of Eu-
ropean leathers in a wide
variety of colors: yellow,
green, tan, red, navy, light
blue, white, black and beige for the men; white, pink,
light blue, lime, yellow and black for the ladies.
Other Parker styles that will interest pro shop cus-
tomers: The Shorty—a fingerless glove designed for
the golfer who prefers lighter comfort yet needs the
sure grip of a leather palm; and the Parker Junior

a glove designed for the younger golfer with
features that include soft, durable palm leather, a
stretch nylon, ventilated back in a full range of
assorted colors.

When you think H.D. LEE you think slacks with a
crisp, neat look of texturized polyester doubleknit.
And, after seeing the new Lee Pro-Line turtlenecks
in last month’s GoLrpom Pro’s Par column, you
might also associate the Lee Company with sweaters.
However, do you know anything about Lee’s knit
shirts? Well, they're winners, alright, and should
make as much of an impact on the pro shop industry
as did their golf slacks and sweaters. Lee's Jim Lon-
derholm tells us that their fall *73 shirt line has been
greatly expanded to include six styles for easy coor-
dination with the rest of the Pro-Line. Sizes are S,
M, L, XL. Prices range from $8 to $13.50. Some
styles are of 50 per cent Dacron 50 per cent polyest-
er; others, are 100 per cent cotton or 100 per cent
Durene cotton. There's a variety of solids, stripes,
houndstooth checks and Monterey paisley.

The Hathaway Golf Classic line for fall includes two
styles of sweaters both designed under Jack Nick-
laus’ direction. He was consulted step-by-step by
HATHAWAY's designer, Arnold Havig. The result-
ing styles are sweaters guaranteed for their comfort
and action fit. The glen plaids run $27.50, the solids,
$25. Both patterns and textured solids are of acrylic
doubleknit. And for mild fall days there’s a solid
long sleeve coat shirt that buttons all the way down
the front. The shirt retails for $21 and is available in
eight colors: camel, yellow, aubergine, navy, red,
white, green and brown. O
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Here's a combination of great ideas in golf club
design that gives you a selling edge in top-of-the-line
clubs you haven't had in quite a while.

The new Power-Bilt Thoroughbred irons make the 1
most of the investment casting process by combining v
toe-heel balance, reduced hozel weight, contour bevel

eI e The Thoroughbred. '
e e OUt Of Hillerich & Bradsby, -

trol through an expanded sweet spot and im- B

proved balance. The clubhead gets through By Power-Bllt 3

the shot more cleanly, more consistently. There’s

less turf resistance. Less chance to hit fat. ERF;S InSrpoive Scie e F7E 9. Sk .
Thoroughbred woods are beautiful heirs to the

Power-Bilt reputation for pro performance. A repu-

tation that works for our own golf advisory staff and

3

other pros as well. Laminated Thoroughbred woods ;5 8
feature the famous Power-Bilt brass backweight //ﬁ ' ;
and a distinctive new face insert. A = *

Power-Bilt” Thoroughbred™ golf clubs ”
add new meanmg to the Power-Bilt experienge

experience
HILLERICH & BRADSBY CO./ /

Louisvilte, Kentucky




by PATRICK D. WILLIAMS

the Professional

Fipproach

IT'SUNLOADING TIME
You probably should not .be sitting
down now reading this issue of
GOLFDOM because now you should
be concentrating on “‘unloading™ all
the inventory freight you have been
carrying through the spring and
summer. If you still have a bunch of
merchandise left, you have specula-
ted as long as you possibly can about
its “‘saleability.” Let’s discuss a few
of the *'do’s and don’ts™ to help you
make some money on golf shop
sales.

Don’t make the assumption that
your selling season on spring and
summer merchandise extends into
September and October. Look at the
local department store advertising.
Their spring and summer merchan-
dise has been on sale since mid-May.
If you haven’t sold yours by now
chances are slim to none that you
will ever be able to sell it at retail. To
make money or to minimize losses,
merchandise must turn over. The
only way you turn merchandise over
is to sell it—at some price.

Don’t delay in getting the first big
sale going right now. The first two
weeks in July are usually the prime
target dates for that sale. A sale ata
later date creates selling conflicts
with your regular fall and winter
merchandise.

Don’t be reluctant to order some
new merchandise specifically for
your sales. The worst kind of sale
you can possibly have is one that
consists of merchandise that has
been **picked over™ for the last three
or four months. The reductions on
the new merchandise need not cut
into your profit margin if you keep
a close check on manufacturers that
are offering close-out prices on cer-
tain items in their lines.

Don’t ever make a decision that
you will carry this year's merchan-
dise over to next year. Why? Because
you're in a fashion business and
fashions change continuously and

rapidly. What might have been a
good seller this year might be 180
degrees away from what’s going to
sell next year. You cannot afford to
gamble your money on what’s going
to sell next year.

Don’t let your sale run forever. If
it doesn’t sell the first week or two,
chances are slim that it will ever sell.
Give the junk to a charity and at
least salvage something by using it
as a business expense for tax
purposes.

Do something creative this year
with your sale. Don’t drag out the
same old table and signs that you
have used for the last 10 years. Mix
your ‘“‘sale” merchandise in with
your “‘for sale’” merchandise. so
that the people will have to look at
the new merchandise as well. May-
be they will buy some of the new
stuff if they are not interested in the
sale merchandise. Who knows? At
least it is worth a try.

Do something to let your custom-
ers know that you are having a sale.
Send them a post card or a letter.
Call them, but do whatever you need
to do to make them aware that you
have a sale going on. Your com-
petitors (the retail stores) spend mil-
lions letting people know that mer-
chandise is on sale.

Do a job with your sale that lets
you reach that customer who never
buys anything at your shop. Some
people never buy anything unless
they think they are getting a bargain.
Concentrate on these people, be-
cause you might have a chance of
turning them into regular customers
at your golf shop. Who knows?

Do a selling job at your sale just as
you would at any other time of the
year. Fit them, alter them, test them
and gift wrap them. Perform all
those other things that go along with
good merchandising.

Do make the sale a good one by
giving liberal reductions. Token dis-
counts of 10 or 15 per cent are not

a great inducement to a buying
spree. Remember, a sale should of-
fer the customer_an opportunity to
indulge himself a bit at bargain
prices. One essential of a good sale
is to make the customer come away
feeling a little smug about being
such a smart shopper.

Do the sale right because it is your
only shot at correcting some of the
buying mistakes you made last win-
ter and spring. And please don't
view the shop sale as a burden or a
problem. It's an opportunity to re-
cover some of your investment. It's
an opportunity to minimize losses.
It's an opportunity to get new cus-
tomers. And in the right frame-
work, it's an opportunity to make
money. To do it right you have to
work at it and make it a part of
your operations.

I know that some golf profes-
sionals are dead set in their thinking
that sales are not a part of the regu-
lar merchandising program in the
golf shop. Why they think this way is
a mystery to me. I have to assume
that they think that sales cheapen
the professional image of the golf
shop. If this is true, which it is not,
then Saks Fifth Avenue, Neiman-
Marcus, Bergdorf-Goodman and all
the elite stores in the country are
cheapening their images by running
sales. And they have a bunch of
sales. And, quite candidly, 1 have
never heard anyone refer to Neiman-
Marcus as a “‘discount center.™

Use the “big boys™ in retailing as
a marker for the value of sales. They
would not have sales if it were not
necessary-—necessary in the sense
that they cannot afford to tie up
their money in merchandise that will
not sell at retail—period.

So get busy and unload that mer-
chandise now. It's taking up the
space and investment capital that
could be occupied by merchandise
that will sell at retail. That's where
you make your money. O
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JIMMY JACKSON:
PROWITH A PURPOSE

If all goes well this fall, James D.
Jackson will once again lend his
teaching expertise to underpriv-
ileged youngsters.

Jimmy Jackson has an appoint-
ment. He is slated to conduct a
series of golf clinics at six junior
high schools in School District 9 in
New York City's South Bronx, one
of the worst depressed areas in the
city.

Action taken by the community
school board at the end of March
and confirmed in a letter signed by
Andrew G. Donaldson, community
school superintendent, gratefully
accepted Jackson's offer to bring
his unique golf clinic to that dis-
trict’s schools.

Jackson, professional at Van
Cortlandt Park in the Bronx, one of
New York City's 13 municipal lay-
outs, is no stranger to direct com-
munity action. His efforts in
reaching troubled and disillus-
ioned youngsters in New York
City’s ghettos have borne fruit in
the past. Areas, such as Brooklyn’s
Bedford Stuyvesant and Browns-
ville, names that are synonymous

A grueling year-round
schedule at New York
City’s Van Cortlandt
Park municipal course
doesn’t keep this pro-
fessional from getting
involved in the
community

by DOUGLAS LUTZ

with teenage rebellion, have been
visited by Jackson.

His unusual talks center on the
values to be found through a pursuit
of golf and the benefit to the city in
general of well-maintained facili-
ties unharmed by vandals. Specifi-
cally, he encourages his young lis-
teners to accept the challenges of
golf. Rather than just lecturing,
however, his program is action
oriented. When the clubs come out
and the practice balls begin to fly
out over the heads of the assembly,
the youngsters really get turned on.
Skeptical, jeering audiences have
been turned into wildly cheering, en-

thusiastic converts to the ancient
and honorable sport by Jackson’s
magical ability with golf shot
demonstrations.

His ability to communicate
with these youngsters, many of
whom tuned out on society long
ago, is due to many factors.

Foremost, he cares. And they
know it. It's not something one can
fake and get away with. Not with
these sophisticated kids who can
spot a phony a mile away. They've
been conned too many times.

In these predominently black
population clusters, Jackson, be-
ing black, is living proof that one can
make it. As his story unfolds, the
audiences recognize a man who
has risen above poverty, who has
walked where they now walk, and
through the medium of golf, has
carved himself a share of respect
and success.

When Jackson encourages
young people toward an involve-
ment in golf, he knows what he is
talking about. He was born in
Amityville, Long Island, and like
many teaching professionals, be-
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gan his career as a caddie. Several
Long Island courses, Peninsula, a
beautiful nine holer that was lo-
cated in Massapequa Park and fell
to real estate encroachment in
1970, and Bethpage in Farming-
dale, saw Jackson’s services as a
bag toter. When the Jackson fam-
ily settled in Jamaica, Jimmy at-
tended Long Island City High
School and went on to major in
physical education at Virginia
Union University in Richmond. A
basketball scholarship put him
through college, which would not
have been financially possible
otherwise. He took his court skills
out West and played some profes-
sional ball before returning to the

New York scene and the pursuit of

a golf career.

As a teenager, he further de-
veloped his golfing skills on three
Queens courses, Pomonok, Hill-
crest and St. Albans. Sad to relate,
all three of these exceptional lay-
outs were early victims of “‘prog-
ress.”” Hillcrest became St. Johns
University. Pomonok is now the site

of ticky-tacky housing and part of

the Queens College campus, while
St. Albans shut down in the early
days of World War Il to make
room for the St. Albans Naval Hos-
pital.

There was a time when New York
youngsters caddied at city courses.
Now it's a rare sight to find anyone

willing to spend the five hours or so
it takes to complete 18 holes for the
nominal fee of $2.50 and maybe a
tip. Jackson bemoans the fact that
he has been unable to get his caddie
program moving at the Van Cort-
landt course.

“It’s tough to generate any in-
terest,” he says. “The young peo-
ple can’t make enough money at the
present rates. If we could charge a
decent fee, some of the kids would
get involved.™

Caddie fees are set by the city,
not by each location or profes-

(Y

sional. I inquired whether or not he
felt New York City players were en-
tirely out of the habit of using
caddies. He felt they would be re-
ceptive to caddies because Van
Cortlandt hasn’t any electric cars.
The four finishing holes traverse
such steep hills that cars have been
ruled out as unsafe. Parking space
also is a problem. The clubhouse
area, situated on a strip of land be-
tween a roadway at the base of a hill
and Van Cortlandt Lake, is tight.
Additionally, it is removed from
the course itself by about 600 yards.
Jackson thought regulars might
welcome caddies because even
pulling a hand cart can be tiring, es-
pecially on the four finishing
holes and the extra yardage to and
from the clubhouse.

America's oldest municipal golf
course, which may be Van Cort-
landt’s only claim to fame, keeps
Jackson very busy. In addition to
handling the small pro shop, which
is a 10 foot by 30 foot cubicle at one

continued
Van Cortlandt’s ancient clubhouse-
boathouse (bottom left) has attrac-
ted city golfers since 1889. Jack-
son's tiny pro shop (same photo)
is attached to one end of clubhouse.
Free lesson session (below) for

youth group is a typical Jackson

“clinic."" Young hopeful (left) in
teaching cage gets backswing point-
er from Jackson.
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JACKSON continued

end of the clubhouse/boathouse,
he gives an average of 10 to 12 les-
sons a day during the normal sea-
son. Facilities are so tight at Van
Cortlandt that Jackson has to use a
teaching cage alongside the open
terrace that serves the luncheon-
ette and the paddle boat fleet.

“It takes years to learn to teach
properly,” Jackson said recently
in outlining his teaching activit-
ies. I started in an open field in Ja-
maica, Queens, back in 1952. Ap-

pointments were made on my home
phone and I'd meet clients at the
field. Everybody thought I owned
that open piece of real estate, so I
just let them think what they wanted
to, but 1 was just using it. The Cadil-
lacs and Lincolns would line up
along the curb and their owners
would wait for their scheduled ap-
pointments.”” Jackson went on.
“Since 1957, until last year, I've
taught groups of 20 to 40 people in
night adult education courses in
Queens high schools. I've run a Fri-

day night clinic at a Queens depart-
ment store for some time, too. For
two years | had a golf studio in the
Apollo Theatre building on 125th
Street in Harlem where I taught a
lot of show business people to play
golf. I'm still involved with some
entertainers. Aretha Franklin is
one of my pupils, along with saxa-
phonist Lou Donaldson, Al Free-
man Jr., the actor, and Sarah
Vaughn's drummer, Jimmy Cobb.
I’ve never lost touch with the show
business world.”

HOW OTHER PROS ARE INVOLVED

Jimmy Jackson sees the
responsibility of reaching young
people as a full-time thing. He
envisions free weekly clinics not only
during the height of summer, but
during bad weather, too, and
particularly early in the season.

He has proposed a golf club
arrangement, which would run 12
months a year with film segments,
caddie instruction, rules and
etiquette classes and the
fundamentals to be taught in a net, if
necessary, during the off season.

His proposals have been put to
New York City’s Director of
Recreation, Jerry DeMaris, and to
Commissioner of Recreation,
Joseph P. Davidson. His plans are
under study at this time.

Jackson said recently, “The idea
is not to ram golf down the throats
of the kids, but by giving lectures
and lessons every two or three weeks
you can keep their interest alive.”

He feels land is pretty tight at
many city courses and teaching
areas are limited as it is, so
alternative uses of the courses, such
as picnics, might be automatically
eliminated from consideration.

Jackson’s best advice to serious-
minded fellow professionals who
want to get involved in community
action is to seek out the youngsters_
at the school level. Go into the
schools. Offer your services. Give
lectures and demonstrations. Break
up their academic day with an
interesting diversion. The response
from an enthusiastic group of
teenagers will be ample reward.

Jimmy Jackson's frontal attacks
into community action triggered a
few inquiries around the country.
GoLFpOoM wondered if other
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professionals had taken action or
given thought to what they might do
to help. How professionals, usually
highly regarded, especially by
youngsters, might interject
themselves into the life of their
communities.

We found genuine concern and
vital interest in spite of demanding
work loads. Involvement with junior
programs seemed to be the thrust of
most professionals. Even in this
small sampling there was every
indication that today’s professional
could be counted on to recognize his
community’s needs and to take
appropriate action.

OMAHA, NEB. L.ILA. Schmidt,
general manager and head
professional for the past three years,
has been at Miracle Hill for eight
years. He outlined an interesting
program undertaken in the Omaha
area. In a serious attempt to
promote junior golf, clinics have
been set up that extend over a 12-
week period during which time team
play is organized. Handicaps are
established and tournaments, using
the handicap information to
establish the flights, are run off.
Trophies are awarded to the winners
and runners up in each flight, and
merchandise prizes are awarded to
those in third and fourth place.

According to Schmidt, there is
great interest among all clubs in the
Omaha area in promoting junior
programs. All high schools there
have teams as do many of the junior
high schools. Recently, girls’ teams
have been established at some of the
high schools.

Miracle Hill is host course in
Omabha for the entries into

nationwide competition sponsored
by the Independent Insurance
Agents through local agents.

POCATELLO, IDA. “‘Since fencing in
the clubhouse area and providing
night lights, we’ve had very little
vandalism,” according to Marshall
Adams. Adams is head professional
at Riverside GC. In his nine years at
Riverside, Adams has seen
vandalism brought under control to
a great degree—and not only
through obvious deterrents such as
fencing and lighting.

Positive programs for youngsters
has been Pocatello’s approach to
satisfying the demands for youthful
expression.

Adams’ enthusiasm for the youth
of this Idaho community runs high.
He has seen involvement
demonstrated in a real sense on the
course at Riverside and at Highland
GC, another city-operated facility.
State university teams play at
Riverside as do high school squads.
The high school program is
noteworthy, because no fees are
charged. Annual passes are issued
for play on the city courses. Each
June, high school seniors are
exposed to an intensive three week
series of lessons at $1 each. The fee
is levied only to offset costs, such as
practice balls. Junior tournaments
are held for the 9 to 14 year olds, and
by Adams’ account, **By the time
they're 14, they're pretty serious
about their golf.”

Under a tournament program
administered by the parks and
recreation department, medal play is
contested at Riverside while Mike
Renshaw, the pro at Highland, is
running tournaments under match



Jackson came to Van Cortlandt
in 1969 after fighting hard to get the
post. In spite of his reputation as a
teacher and his work with under-
privileged youngsters, his color
stood in the way. Prestigious, if not
necessarily financially rewarding,
New York City professional jobs
had always been filled by whites.
The color barrier overcome, Jack-
son went to work building a follow-
ing. His extensive teaching program
today reflects his popularity as well
as his ability.

One of his real kudos as a teach-
ing professional is his designation
as official professional for the
United Nations Golf Club. The or-
ganization is made up of members
of various delegation staffs sta-
tioned in New York. In addition to
their regular play at various clubs
in the metropolitan New York
area, they plan a golf outing each
year that includes the entire mem-
bership. For the first time in its his-
tory, the group selected a New
York City layout for this year’s

outing. As Marvin Weill, president
of the club, explained in a letter to
Jackson, **Most of our members
are of modest means and a day at a
semi-private club is too expensive.”
Twelve foursomes, male and fe-
male, showed up on April 12, a
Thursday, and Jackson had made
all the arrangements. “It was a fine
day,” he reports, ‘“and everyone
had a great time. After golf we
served a buffet lunch out on the

open air terrace overlooking the

»
la ke. Continued on page 39

play rules. Then they switch around.
Highland is longer than Riverside by
about 500 yards, so mixing and
matching provides the youngsters
with a fair challenge.

The name Pocatello may be worth
a chuckle or two in musical comedy
circles, but when it comes to motivat-
ing the youngsters of the commun-
ity, it’s not a laughing matter.

DES MOINES, IOWA. Approximately
450 high school youngsters are listed
each year in the free playing classes
run by their coaches at courses such
as Waveland GC. Professional
Frank O’Braza lends his
wholehearted cooperation to Des
Moines’ answer to encouraging
community activity at the city
layouts.

Assigned to three courses, the
high school contingents are given
free tee off times between 8 a.m. and
11:30 a.m. on Tuesdays and
Thursdays or on Wednesdays and
Fridays. Monday is reserved for the
superintendents. Qualified golfers
ranging from 7th graders on up are
allowed to use the facilities.

Match play, which lasts an entire
week at all three courses, is the
Boy’s Junior tournament, prior to
age 17 when they can qualify for the
city tournament. During the junior
years, flights are organized
according to ability and scoring, not
necessarily handicap ratings. Small
trophies are awarded in each of the
flights, which are donated by the
Chamber of Commerce.

Considering that 50,000 to 55,000
rounds are played each year at
Waveland, one can assume that golf
in Des Moines is a popular sport.
There seems to be time, however, to

consider the needs of the community
youngsters.

O’Braza’s dedication to Des
Moines golf is a seven day a week
assignment. He lives on the course
and is continually on the alert for
potential vandalism. There has been
very little at Waveland. “*We're
completely fenced in,”” he says, “and
surrounded by housing. Perhaps
we've been fortunate not to have
much trouble, but it's a constant
worry.”

Judging from the extended youth
program it might be said that the
lack of Waveland’s vandalism and
destruction problems could be
traced to the involvement with the
Des Moines younger set.

OAKMONT, PENN, This genteel
community of 12,000. famous as the
home of the Oakmont CC, site of
the U.S. Open for the fifth time, is
also home for another course.
Situated just across the road from
the old Blackburn layout, which
Oakmont acquired in 1962 to use for
parking cars at that year’s open, an
old nine holer dating back to 1924
manages to hang on. Nowadays
Valley Heights GC is a commercial
course surviving in the shadow of its
famous sister layout.

John Clements has spent the last
five of his 50 years as a professional
there. He has his problems. How can
you cope with a local lad, well-
known to the management, who

chooses to run around some of those -

marvelous old greens on one of
those six-wheel all terrain vehicles?
Answer is, you don’t. **If the boy
doesn’t have enough supervision at
home,” Clements said recently,
*‘there’s not much we can do here at

the course. What we need are high
wire fences all around the layout.
It’s the only thing we can do.”

Clements reflects sadly on the
state of the small operator who is
frustrated by current youthful
attitudes. Although Valley Heights
is not tied into any city system of
recreation budgeting that might help
in involving youthful frustrations
into more meaningful pursuits, it
still provides the community with an
alternative to the often inaccessible
heights of the Oakmont layout.
Clements can do just so much. He
can cajole, encourage and inspire,
but without proper funding his
interest in helping his community
must be limited.

In mid-season, Valley Heights
accommodates an average of 100
golfers on weekdays and 150 on
Saturdays, Sundays or holidays. In
that group are many young people
who take their games seriously.

Y oungsters, who can afford the
modest fees, $2.50 weekdays and
$3.00 on weekends for 18 holes, and
who just might not otherwise get the
opportunity to blast one across a
ravine with a 160-yard carry, as they
must at the 365 yard sixth, deserve
to share a golf course untrampled by
others less concerned with a patch of
green dating back before many of
their fathers were born.

Valley Heights has no caddies, no
bar, and golf cars are out of the
question, because the bridge across
the ravine is too narrow to
accommodate them. John Clements
has that rare quality we have found
in so many of the unsung heroes of
the golfing profession—a belief that
what they do will be projected to
their young followers.
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Aldila carbon-graphite shafts are in use right
now on the professional tour, the final proving
ground for any important piece of equipment.
Aldila uses the dramatic new aero-space age
material, Magnamite* graphite, and more
than 100 touring pros have purchased this

i ff
l erence shaft to date. Why? Because they like the way
® it feels! It’s a feel that translates into confi-
dence—and the power and precision only con-
con l ence' fidence can bring.
I
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S ; FEEL THE DIFFERENCE CONFIDENCE MAKES

o T o Hercules iroomoraied ~—- ALDILA GOLF SHAFTS, 4883 RONSON CT., SAN DIEGO, CA 92111, (714) 279-0074
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For more information circle number 173 on card



To order Aldila shafts for
your members, contact any
of the following custom club-
makers and manufacturers.

Arizona:

EXCEL GOLF €0, 5668 E. Orange Blossom Lane. Phoe-

nix. AZ 85108, (602) 946-4565

PING'S GOLF CLUB, 2201 W. Desert Cove, Phoenix, AZ

85029, (602) 943-7243

SUN CITY GOLF CLUB, Box 513, Sun City, AZ 85351,

(602) 933-4222

California:

GOLFWORLD, 44.825 San Pablo, Palm Desert, CA
92260, (714) 346-5912
KELLY'S GOLF CO., 3314 Adams Ave., San Diego. CA
92116, (714) 281-0842
LOWE'S GOLF SHOP, 1000 N. Alvarado, Los Angeles,
CA 90026, (213) 484-1649
MARIO'S GOLF & REPAIR SHOP. 1428 W, Park Ave.,
Redlands, CA 92374, (714) 1926767
MC CAFFERY'S GOLF SHOP, 107 Montgomery St.. San
Francisco, CA 94104, (415) 781-7057
ORLIMAR GOLF CO., 1001 Pearmain St Oakland. CA
94603, (415) 569-7135
SAN JOSE GOLF SERVICE, 475 Stockton Ave., Unit D,
San Jose, CA 95126, (408) 293-1118

olorado:

COLORADO GOLF REPAIRS, 2120 S. Platte River Dr.,
Denver, CO 80223, (303) 722-36%0

Connecticut:

MAGCO GOLF. INC.. 250 Moffitt St. Stratford, CT
06497, (203) 375-0260
PEDERSEN CO.. 7 Grasso Ave., Northhaven, CT 06473,
(203) 288-5611

Delaware:
PRO-CRAFT GOLF CO., 2311 Concord Pike. Wilming-
ton, DE 19803, (302) 658.7927

ARROWHEAD CUSTOM GOLF, 6602 State Rd. 84, Ft
Lauderdale, FL 33314, (305) 587-3944

THE CLUB SHOP. 510 N. Dixie Hwy.. Hollywood, FL
33020, (308) 923-2202

GOFF'S GOLF CLUB SERVICE. 1423 Ponce De Leon
Bl.. Coral Gables. FL 33134, (305) 443-2659

TONEY PENNA CO., Toncy Penna Dr., Jupiter, FL
33458, (305) 746-5147

linols:

HUBBY HABJAN'S CUSTOM CLUBS, Onwentsia Club,
Box 442, Lake Forest, IL 60045, (312) 234-8225
NORTHWESTERN GOLF CO.. 4701 N. Ravenswood,
Chicago, 1L 60640, (312) 275-0500
RAM GOLF SHOP. 2020 Indian Boundary Dr.. Melrose
Park, 1L 60160, (312) 956-7500

Kentucky:

HILLERICH & BRADSBY. 434 Fenzer St. Louisville,

KY 40202, (502) 585-5226

ana:

GOLF CITY. INC.. 239 S Jeff Davis Pkwy., New Orleans,
LA 70119, (504) 482- 1450

KING'S CUSTOM MADE GOLF CLUBS, Box 9235,
Shreveport, LA 71109, (318) 635.0621

“BALTIMORE GOLF CLUB REPAIRS. Rt. |, Box 2724,
Broadway Rd., Lutherville, MD 21093, (301) 252-2959
Michigan:
FALCON GOLF, 2871 Hilton Rd.. Ferndale, M1 48220,
(313) 545.2030
Nevada:
ROD & RON'S GOLF SHOP. 4813 Paradise Rd., Las
Vegas, NV 89109, (702) 739-7774
T & M GOLF CO.. 5164 Paradise Rd., Las Vegas, NV
89119, (702) 736-3332

CUSTOM CLUB & REPAIR SHOP. 36A W. FortLee Rd..
Bogota. NJ 07603, (201) 487-4653

New York:

HAND CRAFT GOLF CO.. 466 Maple Ave. Westbury,
NY 11590, (516) 334-6320
WHITE DOT GOLF SHOP, N. St. & Nursery Lane, Rye,
NY 10580, (914) 967-6266

North Carolina:

CAROLINA CLUB SHOP. 5400 Rozells Ferry Rd., Char-

lotte, NC 28214, (704) 392-7987

KOSAR GOLF, Box 965, Cuyahoga Falls, OH #4223, (216)
928-1424
OFER GOLF CLUBS. 2559 Blake Ave.. N.W.. Canton,
OH 44718, (216) 456-5357
Peansylvania:
ARONIMINK GOLF CLUB, New Town Square. PA
19073, (215) 356-8000
JAMES F. BASSETT GOLF CO., Box 53. Mechanicsburg.
PA 17055, (717) 697-0654

Tennessee:
DARGIE GOLF CO., 2665 Broad Ave Bidg. Memphis,
TN 38112, (901) 324-4688
PROFESSIONAL GOLF CO.. 99 Tremont St. Chat-
tanooga. TN 37405, (615) 267-5631
Texas:
ART COLVER GOLF €O., 853 N. Flons. San Antonio,
TX 78212, (512) 224-6925
ALLEN R. SALLEY, INC., 6205 Jessamine, Houston, TX
77036, (713) 774-6246

Wﬂhﬁ-. D.C:

ANGELO GOLF SHOP. 46622 Wisconsin Ave. NW
Washington, D.C. 20016, (202) 244-5105

CANADA:
FLETCHER GOLF ENT., 540 20th Ave., Lachine. Que-
bec, Canada (514) 481-5631
SPORTS LINE INT. 89 Northline Rd., Toronto, Ont.
Canada (416) 759-4431

Demand for the new Aldila carbon-graphite shaft
is extremely heavy. Orders are being filled as
quickly as possible. You may, however, have a
short wait—but it will be worth it.

aLpiLa

ALDILA GOLF SHAFTS, 4883 RONSON CT.,
SAN DIEGO, CA 92111, (714) 279-0074

JACKSON from page 37

When a municipal course is able
to compete for outing groups with
the many fine semi-private courses
around the area, somebody must be
doing something right. The course
is in excellent shape, according to
Jackson. The atmosphere on a
weekday morning can be very
pleasant and relaxing. This recrea-
tional mecca, dating back almost
100 years, projects a nostalgic
feeling conducive to having a good
time. It reflects, in many ways, the
genteel days in New York's sports
history. Jackson’s mild-mannered
approach to handling the sudden
influx of a 50 or so member club is

no doubt a definite selling point as -

well.

Jackson feels there has been an
improvement over last year's re-
ported vandalism problems
(GoLrpOM, April, 1972). “Many of
our fences have been repaired so we
seem to have less of a problem,” he
explains. He expects ranger pa-
trols to be added this season. “At
least rangers have been promised.
They'll probably be park depart-
ment employees, not policemen.
But it will be a big help.™

Operating problems at this an-
cient course sometimes result from
the physical layout of the park it-
self. “We've got two separate park-
ing lots removed from the club-
house and we're a long way from
the subway station,” Jackson says.
“*We found many of our hand carts
way over on Broadway at the sub-
way. Tired golfers, after the long
walk back to the clubhouse from
the 18th, didn’t feel like carrying
their bags, so they just borrowed
our carts and left them. I couldn’t
afford to hire a kid to scout the
parking lots and walk all the way
over to the subway to recover the
carts, so we've added a $1 deposit
to the $.75 rental. Most of our
carts come back now. Sometimes
the refund turns into a small sale,
too.”

Larger sales, such as hard goods
and shoes, are helped by the use of
Bank Americard charge privileges.
“Public course players don't have
much cash to lay out, so big pur-
chases can be spread out. It makes
it a lot easier for them to buy,”
according to Jackson. “We've had
good success with Bank Americard

and this season I'll be adding Mas-
ter Charge.”

With a steadily increasing busi-
ness, he would like to expand the
size of his shop. “'I've managed to
build the business up since coming
to Van Cortlandt and it's increas-
ing daily,” Jackson reports. “We
emphasize hard goods, but I also
keep a stock of slacks, shirts and
socks.™”

A fair share of New York City's"
687,611 rounds played in 1972 can
be attributed to Van Cortlandt.
They sent off 45,354 individual golf-
ers in what was essentially a rainy
season. Confirming Jackson’s frus-
tration over the lack of youth in-
volvement in the city golf scene
were these figures: Of the 45,354
tickets sold in 1972 less than 2 per
cent (only 730) were sold to juniors
with youth permits. Weekend play
accounted for 17,755 rounds; week-
days, 16,307, and seniors with per-
mits completed the count with
10,562 tickets.

The busy season has kept Jack-
son on the job seven days a week
except when the course was closed
down during inclement weather.
This season Jackson will add an as-
sistant professional to the staff,
which presently consists of one man,
John Verrilli, who handles selling.

In spite of the work load and the
continuing frustrations of being a
municipal course professional,
Jackson manages to initiate and im-
plement community projects. Once
again, this year he will take his mes-
sage of the good life golf can bring
directly to the youngsters most in
need of encouragement. All that re-
mains is for the school principals
in School District 9 to summon
him. He'll find time to fit his *clin-
ics” into his schedule. Jimmy Jack-
son will be ready as he always has
been.

Last season he ran a clinic day
for a group of drug addicts from
the Mt. Morris Community Center
of New York's Narcotic Addiction
Control Commission for which he
was given a Certificate of Merit. It
was hung proudly in his tiny shop.

“A similar group will be back
again this season,” Jackson says.
He added what may well be the def-
initive statement when he put it sim-
ply: “*Maybe through golf we can
all help.” O
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HOTEL & COUNTRY CLUB

PICTURED ABOVE, STANDING, ARE JERRY McDONALD
OF GROSSINGER'S, AND PETE DONNELLY, GOLF PROFESSIONAL,
SEATED, JAKE KRINEY, MARKETING DIRECTOR OF BRUEDAN CORP., WESTINGHOUSE

GOLF CAR DISTRIBUTORS, AND THE 60 CAR FLEET OF WESTINGHOUSE GOLF CARS,
ALL EQUIPPED WITH TROJAN *217" GOLF CAR BATTERIES.

Grossinger's Hotel and Country Club,  This magnificent golf facility features 27 holes
nestled in the scenic Catskill Mountains, is located of championship golf, and is the home of the
in Grossinger, New York, a mere two hours demanding ‘‘Big G'' course and its ‘‘Fabulous Fourth"
from the busy metropolitan New York City area. island green — truly a superlative test of golf.

TROJANSMILEAGE MASTER” GOLF CAR BATTERIES
For more information on Trojan Batteries call toll free 800-423-8940
TROJAN BATTERY COMPANY +9440 ANN STREET *SANTA FE SPRINGS, CALIFORNIA 90670

For more information circle number 163 on card





