
... Pros also rate 
PGA show high 

Part II of GOLFDOM's 

survey reveals that nearly 

80 per cent of the profes-

sionals attending the PGA 

Merchandise Show in January 

rated it more effective than 

the 1966 show. 

L i s t month G O L F D O M presented the 
views of the exhibitors at the 1967 PGA 
Merchandise Show held in Florida. This 
month the professionals who attended the 
show have their say. Their high interest 
in the survey is shown by the 34 per 
cent return of questionnaires received. 

Pro buying at the show is on the 
increase. Over 60 per cent of the pro-
fessionals indicated that they bought more 
at this year's Florida show than at the 
1966 show. Wholesale value of merchan-
dise bought broke down thus: 48 per 
cent of the pros bought up to $2,500; 
43 per cent, from $2,501 to $10,000, with 
the remaining nine per cent of the pros 
in the $10,001 to $27,000 bracket. 

These purchases represented up to 10 
per cent of total yearly shop buying 
for 46 per cent of the professionals and 
from 11 to 40 per cent for 41 per cent 
of the pros. For the remaining 13 per 
cent of the pros, their show purchases 
represented from 41 to 90 per cent of 
their total yearly purchases. 

One of the more vexed questions was 
whether the public should continue to be 
admitted to the show. (At present, they 

are admitted for the first 2 days.) Un-
like the exhibitors, of whom 64 per cent 
wanted the public barred, only 31 per 
cent of the professionals wanted to bar 
the public completely. However, a fur-
ther 26 per cent wished to restrict the 
public to one day only, with the remain-
ing 43 per cent being in favor of leav-
ing things as they are. 

The continual upgrading of the show 
is indicated by nearly 80 per cent of 
the pros rating this year's show more 
effective than the previous show. More-
over, 92 per cent of the pros attending 
this year's show attended the 1966 show. 
This, plus the fact that 94 per cent of 
the pros attending this year already 
have plans to attend next years' show, 
to be held in Palm Beach Gardens, Fla., 
January 20-23, 1968, shows the solid 
support given to previous shows and au-
gurs well for the success of shows in 
the future. 

Here are the results of the survey: 
D id y o u a t tend the 1 9 6 6 s h o w ? 

Yes 9 2 % 

N o 8% 
If y o u a t t e n d e d bo th s h o w s , h o w d i d y o u 
rate this y e a r ' s s h o w over las t y e a r ' s ? 

M o r e effective than last year 7 7 % 
As effective as last year 2 3 % 

N o t as effective as last year 0 % 

H o w m a n y d a y s d i d y o u s p e n d at the 

s h o w this y e a r ? 
O n e day 1 2 % 

Two days 3V/2% 
Three days 2 5 % 

Four days 3 i y 2 % 

If so, w o u l d y o u ind icate w h a t type of 

m e r c h a n d i s e y o u b o u g h t . 
Clubs 6 5 % 

Bags 6 5 % 

Appare l 9 0 % 

Shoes 5 1 % 
Gloves 4 4 % 

Accessories 6 6 % 

Gol f cars 1 1 % 
Pro shop supplies 5 9 % 

Gol f course supplies 6 % 
continued on page 20 



Pros Rate P G A Show D o y o u h a v e a r e g u l a r Pro S h o p ? 

continued from page 7 8 Yes 1 0 0 % 

D i d y o u d o a n y b u y i n g for you r pro s h o p N o 0 % 

a t this s h o w ? A r e y o u a — 

Yes 9 7 % H e a d Pro 9 4 % 

N o 3 % Ass ' t Pro 5 % 

D id y o u b u y the s a m e a m o u n t , more, Pro S h o p Mg r . 1 % 

or less a t this y e a r ' s s h o w , t h a n a t prior W h a t type of course d o y o u h a v e ? 
s h o w s ? Private club 7 0 % 

M o r e 6 4 % Semi-Private 1 8 % 
The same 2 6 % Mun ic ipa l 4 % 
Less 1 0 % Public 8 % 

W o u l d y o u es t imate the w h o l e s a l e v a l u e H o w m a n y h o l e s ? 
o f the m e r c h a n d i s e y o u b o u g h t a t the 9 holes 1 8 % 
s h o w . 

18 holes 7 2 % 
Up to - $ 1,000 2 6 % 

27 holes 6 % 
$ 1 , 0 0 1 - $ 2,500 2 2 % 

36 or more 4 % 
$ 2 , 5 0 1 - $ 5,000 3 1 % 

4 % 

$ 5 ,001 -$10 ,000 1 2 % 

$10,001 -$20 ,000 6 % 
$20,001 - $27,000 3 % 

W h a t percent of y o u r total y e a r l y pur -

cha se s for you r Pro S h o p d o your s h o w 

purchase s represent? 
1 - 1 0 % 

11 - 2 0 % 
21 - 3 0 % 
31 - 4 0 % 
41 - 5 0 % 
51 - 6 0 % 
61 - 7 0 % 
71 - 8 0 % 
81 - 9 0 % 
9 1 - 1 0 0 % 

4 6 % 
22% 

5 % 
1 4 % 

9 % 
0 % 
1 % 
1 % 
2 % 
0 % 

D o y o u f ind a s a result of these s h o w s 
y o u a re w a i t i n g for s h o w t ime before 
b u y i n g for you r pro s h o p for the c o m i n g 
y e a r ? 

N o w wait for show time to buy. 8 % 
Buy at home before show, 
and buy at show 3 3 % 
Buy at the show, and at 
home after the show. 1 5 % 
Buy at the show, and at home 
before and after the show. 4 4 % 

The g e n e r a l pub l i c w a s a d m i t t e d to the 
s h o w for the first 2 d a y s . D o y o u think 
the pub l i c s h o u l d be a d m i t t e d or b a r r e d ? 

Bar the public. 3 1 % 

A l l o w the public for one d a y 
only. 2 6 % 

Continue to a l l ow the public 
for two days. 4 3 % 

D o y o u p l a n to a t tend the P G A S h o w 
next y e a r ? 

Yes 9 4 % 
N o 0 % 
Undec ided 6 % 

Pros' comments 
One of the questions in G O L F D O M ' S 

survey invited the professionals attending 
the last PGA Merchandise Show in Flori-
da to express constructive criticism of the 
show. A representative sampling of their 
answers follow: 

"Have all merchandise displayed at 
the show be submitted in advance to a des-
ignated testing company to verify content 
and quality, similar to the underwriters' 
seal on electrical equipment." 

"Very well run. Committee did a fine 
job on the whole." 

"I don't believe that the show is of any 
particular advantage to me. If you are 
in a position where few salesmen call it 
might be all right. I certainly wouldn't 
make a trip to Florida just for the show." 

"The PGA officials have done a tre-
mendous job. It has improved each 
year. I don't go down to the show 
to criticize." 

"I don't go to the show to buy mer-
chandise, but to look at it and compare 
with other merchandise on the spot, and 
buy mostly after I get back to my shop." 

"Better markings where different dis-
plays are. Larger street signs and num-
bers would help." 

"PGA members only." 
"More display space with larger booths. 

continued on page 72 



BELLANTE & C L A U S S INC. 

Ml Wall 
GOLF COURSE ARCHITECTS 

Master P lann ing • Site Ana lys is 
Plans Spec i f i ca t i ons • Superv is ion 
I r r i ga t ion Systems • S to rage Ponds 

B«llante and Clauss Bldg. 

Sc ran ton. Pa. 

717-344-8531 

Suburban Station Bldg. 

Philadelphia, Pa. 

215-564-2444 

For more information circle numuer 10/ on ca.d 

fo - more information circle number 131 on ca.d 

A U T O M A T I C 
G O L F C O U R S E I R R I G A T I O N 

Consultants-Designers-lnstallers 

LARCHMONT ENGINEERING 
11 Larchmont Lane 

Lexington, Massachusetts 

For more information circle number 148 on card 

ROBERT E. THOMASON 
G O L F C O U R S E D E S I G N A N D 

C O N S T R U C T I O N 

B o x 41 
Mor r l s town, Tennessee 

Phone: 586-1667 

Pros Rate PGA Show 
continued from page 20 

Group the booths according to types of 
merchandise displayed." 

"I think it was a great show this year. 
It looked like though we had people 
with booths at the show that didn't really 
pertain to golf." 

"Bar public except for club member 
with the home professional." 

"With eliminating the public, pro's and 
buyers would be able to see more of the 
displays and buy more in their limited 
amount of time. Public should be allow-
ed with their pro only." 

"I think they are doing a great job 
and can't knock a thing. They did get a 
better tent this year." 

"Direct the show completely to the 
trade, not the public." 

"They've been improving every year 
since at old PGA where I worked for six 
years at its inception." 

"The public sale of merchandise should 

COMPLETE 
GOLF COURSE CONSTRUCTION 
Also rebuild, move tees and greens, install 
watering systems. Standard & Miniature. 

IBERIA EARTHMOVING SERVICE, INC. 
IBERIA, O H I O * Ph. Ga l ion, O . 419 468-5454 

For more information circle number 203 on card 

MILLER GREEN 
Miller Sprinkling Systems 

Division of A. J. Miller, Inc. 
1320 North Campliell Road, Royal Oak, Michigan 

313, 398-2233 
40 years of experience in designing and installing 

irrigation systems 



not be allowed. Samples, et cetera, should 
be sold through pros only. Also the pub-
lic utilize valuable shopping time of the 
Pro's by milling around the booths and 
handling the samples." 

" I would like to see a credit card 
issued to all PGA members (a la Pine-
hurst), manufacturers and the PGA to 
determine who gets what credit rating, 
then, shopping and buying would be 
easier. Could amplify, if interested." 

"As I said previously, change show to 
earlier time and then you have a chance 
to see the variety available and could 
buy more wisely." 

"More exhibitors, more time to shop 
for merchandise." 

"Keep supplies of like merchandise in 
same area." 

"More time. Pros only (to save time 
for buying)." 

"Mimeograph a map locating each com-
pany. Number the aisles or give them 
street names. As people enter, give them 
a copy so they can go directly to one 
place if they are looking for it." 

"Better lighting would be a help. A 
map of exhibitors by aisle would be 
helpful. More prominent tags to disting-
uish pros and their wives from the pub-
lic. More organized parking for the pro's 
(one specific area)." 

continued on next page 

"End your chip and putt walk-around 
forever" with the "RUN-IT" 

a useful-practical, multi-
purpose golf club for sand 

traps, roughs, tall grass, as 
well as putting and chipping. 

Magnes i um bronze head. O n l v 
• Non-sl ip grip • Narrow w i l l y 

face • True temper shaft 
• Life time Guarantee • 

S e n d c h e c k o r m o n e y o r d e r . W e 
w i l l p a y s h i p p i n g c o s t s a n y w h e r e 
in C o n t i n e n t a l U .S .A.Dep t . B 

maplewood enterprises 
2 5 2 5 W . 7 1 s t S t . C h i c a g o , III. 6 0 6 2 9 

»-or mo.e intorniat ion circle numbe r 204 o.i ta 

$ 1 5 . 0 0 

Cut this COUPON! 1 

U a r n to Cut Out w o r r y 
a n d D o w n on 
g r a s s cuf f ing costs l 

S e n d C o u p o n 
to B r i d g e p o r t 

Send me FREE Literature 
on REEL MOWER 
. . . and also on Devere-Locke rotary and 
Manco-Locke highwheel mowers. I'd like the 
name of closest dealer too. 

(name) (street) 

(state) (ZIP) 
I020-L Conn. Ave »Manufacturing Cos.,Inc.'™;¿^'¿Z 

For more in format ion circle number 149 on card 

TURF IRRIGATION SYSTEMS 
Design — Engineering — Preparation and Supervision of bids and installations 

Manual — Automatic Sprinkler Systems — Standard or centralized electronic controls 
Pumps and Hydraulic Systems 

Some of the better-known golf course sprinkler systems created by our Chief Design 
Engineer (Tom Goodwin, C.E.) operate at: 

Bonnie Briar Country Club — Larchmont,N.Y. Lynn Munc ipa l Golf Club — Lynn, Mass . 

De l lwood Country Club — New City, N.Y. M a n o r Country Club — Wash ing ton , D. C. 

I Eastward-Ho, Cha tham, Mass . Oak ley Country Club — Water town, Mass. 

I Haverhi l l Country Club, — Haverhi l l , Mass. R o t k i o r t Golf Club — Ro iknort . Mnss. 

AHN IRRIGATION CONSULTANTS 
A DIVISION OF HENRY R. JAHN & SON, INC. 

95 BROAD STREET, NEW YORK, N. Y. 10004 



. RANGE 
• PAR 3 

MINIATURE 

Equipment 

Supplies • Fixtures 

Consulting and 
Contracting Services 

Write for 
COMPLETE 
CATALOG 

WITTEK Golf Range Supply Co., Inc. 
3650 AV0NDALE • CHICAGO, ILLINOIS 60618 

For more information circle number 191 on card 

G o If Course Designing and Construction 

PAUL HARNEY 
GOLF ENTERPRISES, I N C 

C I I P A I I I I M I I BUS.: 563-3454 (Falmouth, Mass.) 
I RES.: 653-6102 (Natick, Mass.j 

For more information circle number 196 on card 

TAT 
G O L F C O U R S E S I G N S 

E x t r e m e l y s m a r t looking signs 
with self fastening s t a k e s 

Signs 5 0 c & 7 5 c 
S t a k e s 2 5 c & 3 0 c 

Shipped in 2 4 hours 
W r i t e for F r e e I l roehnre 

TAT GOLF SIGNS 
BOX 1, DUNEDIN, FLORIDA 3 3 5 2 8 

For more information circle number 182 on card 

A R T H U R H I L L S 
Coif Course Architect 

Box 5 5 2 3 Wernert Station 

TOLEDO, O H I O 4 3 6 1 3 

4 1 9 - 8 8 2 - 6 4 7 3 

Pros Rate P G A Show 
continued from preceding page 

"Have better facilities for food and 
drink in and around tent." 

"Make it appear neater." 

"More area for displays of each ex-
hibitor and space in between them." 

" I hope in further dealings with the 
companies, they express their honest 
opinions on their deliveries." 

" I f possible have booths where sales-
men and pros may sit down and discuss 
their orders in private." 

"Always have the show during the Sen-
iors Tournament." 

"Air-condition!" 

"Extend one more day." 

"Put it all under one tent, but pro-
vide means of air-conditioning in case of 
hot weather. Last two years were bad." 

"Reserve the morning hours for pro-
fessionals who have some actual buying 
to do and afternoon for browsers." 

"One central place to pick up cata-
logs of various manufacturers." 

"Maybe a permanent base for the show 
would help. It was very dirty and dusty 
and sometimes wet under foot." 

X. G. HassenpJug 

Golf Course Architect 
Consulting Engineer 

Design, Irrigation, Construction 

1300 Freeport Road 

Pittsburgh, Pa. 15238 

412-781-6994 or 412-781-1820 

For more information circle number 142 on card 

74 
For more information circle number 140 on card 

GOLFDOM 



"In my opinion, the show should open 
the first two days for professionals only. 
Because of the crowd the first two days, 
it was difficult to make purchases. The 
last day the displays were taken down 
early and the salesmen were anxious to 
get out of there." 

"Make one day (only) ladies day 
at the show." 

"Bar public. The wholesale prices are 
quoted to everyone." 

"Golf teaching clinics by name pros 
representing major companies." 

" I think it might be advantageous 
to the home club professional if some 
of the large companies would have one 
or two of their stars from the tour on 
hand to answer questions about the clubs 
they are using. This might also add 
some prestige to the tournament play-
ers and the show." 

" I f the public is not barred, I will 
not attend the 1968 show!" 

"Make it five days, Monday thru 
Friday, preferably." 

"Try to keep all apparel together, 
bar the public, more salesmen from the 
areas rather than company men who no 
longer sell. Your salesman is familiar 
with your club situation." • 

MANUAL Cr AUTOMATIC 

TURF IRRIGATION 
Design—Installation 

Complete Pumping Installation 

SKINNER /BUCKNER/J-M 
PVC /TRANSITE / RAINBIRD 

Alcoa Aluminum Portable Pipe—Pumps 
RENTAL & SALES 

OLDFIELD EQUIPMENT CO. 
430 W . Seymour Ave., Cincinnati, O . 45216 

Phone: 821-5582 

1967 Improved 

CLUBSCRUB 
The Safest and Fastest 
Way to Clean Clubs 
Takes less than 2 minutes 

ClubScrub cleans faster, bet-
ter . . . is rugged, easy to 
operate, trouble-free . . . Distributors, Manufac-
t iade- in policy, replacement S ^ ^ f f t ^ 
parts. Immediate delivery. ritones open. 

GJU&wJb, 1 W 
BOX 300, S C H E N E C T A D Y , N. Y. 12301 

For more information circle number 116 on card 

For more information circle number 139 on card 

the wadswor th company 
VAN DYKE ROAD, PLAINFIELD, ILLINOIS 60544 
PHONE AREA CODE 8 1 5 - 436-6648 

ru. tiij.c lino...iU.iO.i ui.oie iiu...oei iyu on U 

DR. BURTON R. ANDERSON 
Go If Course Architect 

Turf and Coif Course Consultant 
Route 5 Augusta, Maine 04430 

(207) 622-7659 


