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RECESSION! Golf Prospered In Spite of It
1959? Prospects Are Excellent

1VOLF'S increased popularity in spite of the recession, the pros’ reliance in, and step-
ped up profits from the wider handling of quality merchandise, and continued
progress in turf research and management are cited l-))' manufacturers as the most im-
|mri:ml developments in the game for 1955, As for 1959, the outlook is as rosy as it ever
has been in any postwar year with the recession apparently having receded. The big
problem, as the supplier executives see it, is to provide enough facilities for persons who

want to play golf. Here are their comments:

Pro Quality Market Growing
This vear the pros have made progress
in establishing the reputation of the rru
shop as the place to buy golf merchandise
of top quality. .
We have been more than pleased with
the wide acceptance of the "rru-quulily
association by the golfing public. We pre-
dict that 1959 will yield bigger \)mlits
to pros who emphasize the quality theme.
Orders for Christmas gifts and spring
delivery of Maxfli balls, clubs, Tufhorse
bags and Dunlop-Wright shoes give early
confirmation to our forecast of a decided
expansion of the pro quality market.
Vincent Richards, vp
Dunlop Tire & Rubber Co.

Pro Credit Is Good

The most certain indication of substan-
tial progress in pro golf business is the
improvement in pro credit. Pro character,
the foundation of good credit, is first class.
That is an essential for employment at
good jobs. The merchandising elements
of good credit depend on determining and
supplying what the public wants. The pros
should know better than anybody else
what the public wants and needs in first
class equipment.

I've noticed that pros who accent qual-
ity in their stocks and merchandise in a
“quality” manner have had a very good
vear in 1958, I know that we have had
one of our best years.

The junior programs cnmlm-lc'(.l by the
majority of professionals have raised and
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strengthened the pros’ status. Fathers and
mothers are realizing what they owe golf
pros for their great service to the young-
sters and this appreciation has accounted
for a good deal of buying.
Bill Kaiser, Pro Sales Mgr.
Hillerich & Bradsby Co,
Self-Reliance Paying

We and our pro customers have had
one of the biggest vears in MacGregor
goll’s history.

In analyzing the 1958 pro golf sales
situation and studying it for trends, we
notice that the professionals who have
confidence in their ability to correctly
survey their market and to serve it weil
have made substantial gains in sales vol-
ume. Despite increased costs in pro de-
partment operation, these men have op-
erated profitably, according to our r(‘oorgs
and conversations.

There are no tricks or easy ways in
selling the better part of the golf market.
The self-reliant pro, who is a competent
businessman, can take care of himself
and his customers regardless of competi-
tion. He has an inside on the quality part
of the golf market. It is getting more
yofitable each vear for the man who
Lu)\\'s how to take advantage of his posi-
tion and that’s something nobody else can
do for him. CGrowth of the golf market
and increasing awareness of the value of
first grade equipment should make 1959
a great vear for the self-reliant pro.

Henry P. Cowen, pres.
MacGregor Golf, Inc.
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Courses Show Supts.” Advance

Construction of new courses, reconstruc-
tion and modernizing of existing courses
and high general standards of course con-
dition this year show the benefits of the
supt’s study at the national and local con-
ferences.

The educational sessions have paid off
to some extent in the recognition of supts’
abilities and in some inereases in salaries
but mainly in better courses, more effici-
ently operated.

Our sales have been higher, month by
month, than they were last year. There is
an increasing trend to view the expendi-
ture of funds for course operation on a
long-range basis and to buy to reduce year-
ly costs even if initial price seems high.
In many cases, clubs need to make a reaiis-
tic appraisal of their course maintenance
requirements in size of staff and in ma-
chinery as they've been trying to operate
on an outmoded basis.

Tom Mascaro, pres
West Point Products Corp.

Stronger Trend To Pro-Only

This year there has been a conspicious
trend to pro-only golf merchandise which
we have been able to observe and enjoy
because of the response to the introduction
of our pro-only steel center ball.

When the pro takes advantage of his
unique merchandising position by energe-
tic marketing of highest quality, exciu
sively pro golf goods he is certain to in-
crease his percentage of the total golf
market.

The pros’ marketing position and the
growth of the entire golf market are, to an
appreciable degree, governed by the pros’
foresighted work in the promotion of jun-
ior golf.

Jack Harkins, sales mgr.
Professional Colf Co. of America

Pro Is In Enviable Position

Golf is at an all-time popuarity peak. If
the weather had been right in all sections
of U.S., and there had been adequate fa-
cilities throughout the country in 1958, the
number of rounds played might have been
doubled. This puts the pro in a most en-
viable position. If he is alive to players’
and members’ needs, he certainly is capi-
talizing on this great demand. Most pros
are eminently capable. Members expect
more from them than the average em-
ployer expects from his employees — and
they get it! U.S. Rubber, through local
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This cozy mantel and Gft Tee corner at Chuck

Tannis’ Olympia Fields CC (Flossmoor, IIl.) pro
shop is a favorite spot for golfers who are doing
their Xmas shopping early,

reps, has tried to help the pros in getting
newspaper, radio and TV publicity and
has made important prize contributions to
circuit and “home” tournament competi-
tions. It plans even greater inducements
through tournaments and other channels
in 1959 to get the pro to play and promote
the U.S. Royal.

John W. Sproul, sales mgr., golf ball div

Cost Control is Golf Problem

As makers of equipment for keeping
golf course mowers in efficient operating
condition, our view of the golf market pri-
marily is that of the playing facilities. It
seems to us that the increased demand for
high standards at courses means a con-
stantly increasing pressure to boost course
maintenance costs and all the ingenuity,
vigilance and mechanized operation a supt.
can use to keep costs under control.

Plastic pipe has been a big factor in
extending watering to courses that previ-
ously weren't able to afford anything more
than skeleton watering systems,

The heavy traffic of golfers, bag carts
and golf cars presents problems that will
increase along with budget worries.

Paul H. Root, vp
Fate-Root-Heath Co

(Continued on page 100)
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Amel’.\c :
| Chicago®

Olymp

The ONLY Spreader Guaranteed to do ALL these Jobs!

@ Perfect DISTRIBUTION of all ferti.
lizers and seeds.

® ACCURATELY spreads high-analysis
fertilizers from 50 Ibs. per acre and up.

wo

EZEE FLOW .,

O MIXES, SPREADS all materials regard-
less of condition-WITHOUT CLOGGING.
® SOWS GRASSES at seeding rates ad-
justable in ranges of 5 pounds or less.
Many courses using EZEE-~FLOW spreaders for top dressing greens,

Model 88 Olympia—96" coverage, 1600 Ib. cop. gross seeder attach, avaoil
Model EW-55 Olympio—54" coverage, up to 500 Ibs. copacity.

WRITE TODAY for FREE cotalog information and name of necrest distributor.

OLYMPIA Model RW-55
Rear wheels make it perfect for
“in ond around” spreading and
seeding of trops, trees, shrubs,
greens ond other hard-to.get-ot
ploces. 860" coverage up to 500
pound capacity.

Distributing Corporation

Dept. O-l”, 3428 N. Harlem Avenue, Chicage 34, lilinois

Manufacturers Optimistic
(Continued from page 34)

Bigger Market, Bigger Problems

There isn't any way in which a golf
professional or any other businessman can
avoid competition. The pro who knows
business sees that the goll market is
getting bigger. He knows that the bigger
the market, the more competition there
is bound to be and the bigger chance
there is of a greater profit.

I've noted this year that progressive
rofessionals have expected competition
or their players’ business to get stronger.
They have countered this by beating the
competition to the punch.

In some places the pro himself cut
prices in offsetting competition, but the
pro didn’t make the mis(n‘w of getting into
cheap goods and sacrificing his market
leadership.

The way in which pros generally solved
their larger problems of a larger market
in 1958, in my opinion, points to the fact
that pros have leamed how to make their
competitive position even better in 1959,

James G. Hogg, pres.
Plymouth Golf Ball Sales Co.

Pro Merchandising Better

Progress of pros as merchants has been
conspicuous this year. It has been reflected
in pro volume, profits, increase of the golf
market and the pro percentage of the mar-
ket,

That this progress is soundly based is
evident in the strong emphasis pros are
putting on top quality merchandise and
in the fact that run-of-mill golf stock is
vanishing from the shops of successful pro
businessmen.

We have noticed that a cycle of experi-
ments with “just as good” golf merchan-
dise has run its course. Pros who have
maintained or improved their financial rat-
ing are those who have kept to well bal-
anced stocks of top brand goods. Spalding
sees in this 1958 demonstration of stable
yrofit in golf merchandise of top quality
ogical promise of a fine year ahead for
the pro businessmen and ourselves.

Edwin L. Parker, pres.
A. C. Spalding & Bros., Ine.

59 To Be Fine In Pro Line

This year, despite a high unemployment
ratio in some areas, our golf ball sales in-
creased although there was not much of a
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The Power Disc Spiker

burns on your greens

operate ¢ Hundreds now in use.

Write for your nearest distributor,

POWER SPIKE
Mfg. Co.

Walters, Oklahoma

You've Always Wanted

Power Spike

POWER DRIVEN DISC SPIKER
Powered with 3HP 8Ré B&S Engine

One man can spike 5000 square feet in less than
15 minutes ® Leaves no wheel tracks or friction
e Each spiker equipped
with power driven transport wheels e Easy to

rise in the sales of clubs, bags and othe:
golf items. We believe that the lesson of
this experience is that the nature of golf’s
appeal and value assures a basic market
that can be greatly developed by aggres-
sive marketing methods of alert and able
professionals.

Forecasts of economists of brisk business
activity in 1959 promise highly favorable
conditions for the pro market. The pro has
the inside track on the pro market and by
exploiting his advantage should make next
vear a record one, Women's golf play has
increased at a greater ratio than actual
sales of clubs, balls, bags, etc. to women
golfers. This fact points to a sales potential
that I believe pros soon will convert into
a big sales volume. We are expecting there
will be such a pronounced extension of
pros’ merchandising efforts in 1959 that
we are planning to _\'p(‘nd more ud\'('rtising
our pro‘])ine than ever before in Wilson his-
tory,

i Fred ]. Bowman, pres.

Wilson Sporting Goods Co.

Buying Tougher; Selling Smarter
This year again sales have increased
substantially in Hogan playing equipment,
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Foot Joy and Hogan shoes and in the golf
apparel lines for which we are sales agents
to pro shops. A major reason for the in-
crease is better buying by professionals.
They don’t spread their inventories thin
and carry a iitllv of many cheaper lines
that pro shop customers can buy at other
places and often at lower prices.

The pro now realizes that members, on
whom he can count for business (especial-
ly in soft goods) and who establish styles
and buying preferences, buy brands and
products that have a reputation for top
quality at a fair price. It has meant bigger
volume and bigger profit for the pro to
upgrade his sportwear. The pro who makes
money operating like a businessman
should, doesn’t load up with a lot of stuff
he buys mainly to cheer up a salesman and
to get a stock that competes in low price
with the downtown stores. He uses his
capital to stock fast moving merchandise
of known top quality. This policy obvious-
ly has proved profitable to many pros as
our advance orders for the basic good sell-
ers are four times greater now than they
were in the fall of 1955,

Ernie Sabayrac, pres.
Ernie Sabayrac, Inc.
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Courses Better Maintained more plant food. To establish fine turf and
= : Lil;) it that way requires steady feeding

During the 1958 season, golf clubs gen Nothing has done more to IMprove
courses than the .u{:l'?:‘ n of a sustaine

erally have striven to a higher standard of

maintenance. As far as playing conditions

: \x;;uwv;!.-yuf.nh ]...\_'
dare concerned 5 !‘]"‘ are very i""”l}"'t”l‘.!

Iw-;};n; progran

}»H”» priv ite and i”l?ﬂ[l‘ Club members learned to I‘; s ”'v ] \‘JI"‘““” "v}.’-\ b
demand superior turl maintenance ind fee fertilizers and to \‘1 iblish what is best for &
courses are definitely dependent on good their partic "I‘” soil and t¢
er’ to retamn Iil' ]‘"».:]f‘ of ”Al'“ l"'.."l}.*l With “E” burgeo mng "!.”l"“ it cities
clientele and to attract new customers many old, close-in courses are being

Educational conferences and the activi squeezed by inflated expenses especially
ties of supts associations have increasingly taxes and demands for community im ’
influenced practices and standards of turl provements, streets and highwavs.
maintenance. Supts. are becoming better We need more courses but the prospect *
acquainted with results of research. New of reasonable operating costs. or a return
LTAsses, new chemicals and new machin on the H;\vnYHu":.! in case ol a tee courss
ery are showing the way. is dark. In spite of the 1957-1958 reces

During 1958, courses have gone in for sion, the golf club business has been good
a great deal of reconstruction. On many Auring this ‘seanon. This Businces 5 fiot

$ '
courses, new greens were built, either to 3 . \

1 subject to the ups and downs ol the busi
improve the architecture or generally to ‘

ness cycle like other more sensitive lines

“"‘l\"!" better turf I'ees have been en

larged or rebuilt to a large extent. Usually With the cycl pomting upw wd now, it
tees on older courses have been too small does not necessarily follow that 1959 will
to |:|-.n‘.;|ir elluqn.xlv teemng space tor to be a good O vear Like farming, the busi
1{.1\ S ]I(.l‘. ! I';.x\ I':lllll‘f_l'llrlll( and bettes ness is he ¢'.1‘:, f:|n:u!rlu! on the weather
grooming of tees are the order of the day C. O. Borgmeier
Under forced draft. courses are using George A. Dat In

Gary Player joins

Australian Gary Player, recent addition to the growing First
Open Flight staff, set a new lournament record in win

Chumpion ning the Australian Open with o record-breaking
27 1 —seven strokes below the previous record.

Gary Player started using the First Flight ball be
cause he heard tournament players talking about
the outstanding advantages the Steel Power
Center golf ball offered all golfers. When he
played it in one tournament he told Bo Wininger
that he would never be satisfied to play the old
type ball again. We dare pleased that he has
joined Jimmy Demaret, Bo Wininger, J. C. Goosie, »
and many other leading players on a long-term

contract with First Flight.

Golf Balls Are More
ST!EI- POWER CENTER Accurate On Every Shot!

PROFESSIONAL GOLF CO. of AMERICA, INC. « CHATTANOOGA, TENNESSEE




