
News of the industry 
G o l f c r a f t — A c u s h n e t m a r r i a g e 
S e t s i n d u s t r y p r e c e d e n t 

The recent acquisition of the 
Golfcraft Company, Escondido, 
Cali f . , by the Acushnet Golf 
Equipment Company, New Bed-
ford, Mass., (reported in GOLF-
DOM, September issue) sets a 
precedence for mergers in the 
golfing industry. 

For the first time in this field 
two renowned pro line manufac-
turers on the " inside" of the golf-
ing business have brought to-
gether their products. All other 
acquisitions of golf manufactur-
ers, such as Wilson Sporting 
Goods Company, MacGregor and 
the Ben Hogan Company, have 
been by larger corporations wish-
ing to diversify their interests. 

With the merger, Golfcraft will 
operate as a wholly-owned sub-
sidiary of Acushnet under the 
leadership of Ted Wolley, its 
president, who also becomes a 
director of the Acushnet Com-
pany. Both firms will maintain 
their separate sales force selling 
to golf course pro shops only. 

" T h i s merger , " says Wolley, 
"brings together several ingre-
dients that we feel will offer 
unique benefits to the golf pro-
fessional and consumer as well. 
The combination of our products 
and technical know-how, with 
Acushnet's broad marketing ex-
perience and resources, will be an 
exciting o n e . " 

Although Golfcraft now has a 
small amount of non-pro shop 
business, this will be phased out 
in the near future. 

"Now, for the first time in 
the history of golf , " says Dean 
Cassell, sales manager of Acush-
net, "golf professionals will have 
a complete line of golf equip-
m e n t . . . ba l l s , c l u b s , bags , 
gloves and headcovers . . . with 
no competition from any other 
outlet by the same company under 
different brand names. At long 
last , " continued Cassell, "pros 
will have access to a complete 
line of equipment with 100 per 

cent protection against downtown 
competition." 

Bob Murphy, winner of the 
Philadelphia and Thunderbird 
Golf Classics, and Chuck Court-
ney are among the leading name 
golfers who currently endorse 
Golfcraft clubs. Acushnet, how-
ever, will maintain its non-en-
dorsement policy, under which no 
touring pro or club pro is paid 
to use its Titleist ball, or any 
other of its pro line equipment, 
according to one of its officials. 

P G A i n a u g u r a t e s n e w 
P e n s i o n p l a n f o r c l u b p r o s 

The Professional Golfer's Asso-
ciation has recently announced 
details of its new pension pro-
gram, that will pay as high as 
$510 per month to a retired re-
cipient at age of 65. 

In a special in terv iew with 
GOLFDOM, Robert T . Creasy, 
the P G A ' s execut ive director , 
said, " the plan has been in the 
works for several years, and is 
now following its natural course. 
We have not allowed the dispute 
with the touring pros to interfere 
with the plan. " 

When the program becomes ef-
fective, the PGA will contribute 
more than $250,000 annually. The 
club employing the pro will con-
tribute $50 monthly. A club may 
or may not require the club pro 
to contribute half. However, no 
benefits will be paid until the 
member has been in the plan at 
least 24 months. 

The least amount a recipient 
could rece ive would be $50 
monthly upon retiring at age 65. 
But a club pro in the program 
for six years with 25 years ser-
vice as a PGA club pro could 
receive $300 monthly. A pro in 
the plan for 25 years could re-
ceive $510 monthly. 

Membership in the PGA can 
serve as a substitute for proof 
of employment as a club profes-
sional if a pro cannot verify his 
employment. Under the program, 
if a member leaves the golf pro-

fession before age 65 he is guar-
anteed at least 50 per cent of 
the money accumulated in his 
fund, plus interest. 

Joseph Dey, Jr., Executive direc-
tor, of the United States Golf 
Association, was elected chair-
man of the board of Trustees of 
the pension program; and Max 
Elbin, president of the PGA, was 
named secretary-treasurer. Other 
trustees include: Marshall Dann, 
executive director of the Western 
Golf Association; Robert Hanna, 
executive director of the North-
ern California Golf Association; 
Leo Fraser, PGA secretary and 
Warren Orlick, PGA treasurer. 
Robert Creasey was designated 
administrator for the plan. The 
headquarters for the set-up will 
be in Palm Beach Gardens, the 
home of the PGA. 

" I hope" said Joe Dey, " I may 
be able to contribute in some 
small way to the success of this 
pension plan which the golf pro-
fessionals have wanted for some 
t ime. " 

"This is another indication," 
said Elbin, " of the support the 
PGA continues to receive from 
these great golf associations. The 
members of our own association 
sincerely appreciate their partici-
pation on our pension plan board 
of trustees." 

The Travelers Insurance Com-
pany was selected to assist in 
the administration of the plan of 
which more than 6,000 members 
of the PGA are eligible to par-
ticipate. 

S u r t a x e f f e c t : W i l s o n ' s n e t 
F a i l s t o k e e p p a c e w i t h s a l e s 

A recent financial report from 
the Wilson Sporting Goods Com-
pany, River Grove, 111., shows 
how the new federal income tax 
surcharge has affected its record 
six months sales. 

W h i l e W i l s o n ' s s a l e s o f 
$53 ,209 ,000 for the first six 
months of this year were an 11 
per cent increase over the same 
period last year, net income of 



$2,989,000 was only a four per 
cent increase over the net income 
a year ago, and not a record high. 

For the second quarter of 1968, 
Wilson reported earnings of 85 
cents per average residual share, 
compared to 88 cents in the same 
period a year earlier; net sales 
o f $ 2 9 , 8 3 6 , 0 0 0 c o m p a r e d t o 
$27,041,000 in 1967, and net in-
c o m e , a f t e r t a x s u r c h a r g e 
$ 2 , 0 4 6 , 0 0 0 a s c o m p a r e d t o 
$2,105,000 last year. 

Wilson declined to reveal de-
tails of its sales in the golf equip-
ment field. 

G o l f c a r o w n e r s b e w a r e 
When your homeowners insur-

ance policy is renewed, under the 
comprehensive liability section of 
the newly revised policy, personal 
owners of golf cars that are 
operated on public roads will no 
longer have liability insurance 
coverage. In fact, liability cover-
age for this use on any recre-
ational motor vehicle is excluded. 

The only exception to this ex-

clusion is that liability coverage 
will apply for operations of any 
golf car while actually being used 
for golfing purposes. Coverage 
still applies on the named in-
sured's premises but any other 
use away from that premises (oth-
er than on a golf course) must be 
covered under a separate contract 
for liability. 

Futhermore, the revised home-
owners policy will no longer af-
ford direct damage coverage for 
golf cars. A floater policy will 
be required to protect against 
loss or damage to a personally 
owned golf car. 

W h i l e these two impor tant 
coverage revisions apply after 
Oct . 1, 1968, they do not af-
fect a golf car owner until his 
p r e s e n t h o m e o w n e r s p o l i c y is 
renewed. 

N e w r e p , a d d i t i o n a l l i n e s 
F o r L o u i s e S u g g s c l o t h e s 

G r e e n T e e A s o c i a t e s , N e w 
York, has announced that it will 
represent the Louise Suggs line 

manufacturered by the David H. 
Smith Co., for pro shops only. 

Beginning with the 1969 spring 
fashions, the Louise Suggs line 
will have such innovations as a 
new construction in knit shirts, 
newly designed play dresses and 
new culottes—all tied together in 
color coordinated groups. 

Continued on next page 

' 6 9 f a s h i o n p r e v i e w 
Continued from page 52 

to the use of knits and a perfect 
after-golf complement to the new 
knit slacks now on the market. 

C r o s t o n a n d C a r r , also blazer 
manufacturers, have added new 
colors to their line; among the 
most outstanding are a festive 
red and a rich forest green. 

For complete addresses of the 
companies listed above and more 
information on their lines, write 
indicating the name of the manu-
f a c t u r e r s ) , to GOLFDOM Maga-
zine, 235 East 45 th Street, New 
York, New York 1 0 0 1 7 . • 

Mr. Ray Hansen, Superintendent of Essex County Country 
Club, West Orange, N. J., happily expresses his thoughts 
on the new versatile Sambar. "Strong, rugged, ready 
Sambar handles your loads with ease, where and when 
required.'' 
The light truck with an established record of achievement 
and wide applicability has been accepted as a "top per-
former" by many leading golf course superintendents. 
In addition to itsexcellence on the Golf Course the Sambar 
can also be driven on the Highway. 

• Wide space Cargo Bed with easy loading & unloading 
• Side gates swing easily and smoothly and are even removable 
• Independent suspension for big loads over rough roads 
• Outstanding mobility for narrow roads 
• Lightweight 

(under 1,000 lbs.) 
• Up to 60 mi./gal. 
• Takes steep grades $ 1 3 9 5 . . . 

C a l l o r W r i t e N o w f o r F u r t h e r I n f o r m a t i o n ! with heavy loads 
S E E N A T T H E M I A M I G O L F S H O W / J A N U A R Y / F O U N T A I N B L E U H O T E L 

Many distributor areas now avai lable N o w used industrially by many of America s largest corporations. 

IMPORTED & DISTRIBUTED BY: EASTERN SAMBAR INC. 234 Bloomfield Ave., Caldwell, N.J., (201) 226 -4844 



INCREASE EARNINGS, 
SERVICE & SPACE 

R e m o d e l y o u r p r e s e n t s t o r a g e 
s p a c e , b r i n g y o u r b a g r a c k s 

u p t o d a t e 

WITH NEW StlfM 
VERTICAL BAG RACKS 

U . S . & C A N A D I A N P A T E N T S 

Your members w i l l l ike the e x t r a 
c o n v e n i e n c e a n d c a r e . Y o u r 
p r o s h o p p r o f i t s f r o m 4 0 % 
more space these racks m a k e 
a v a i l a b l e . 

D o u b l e u n i t s h o w n h o l d s 1 6 
b a g s , s ize 2 ' x 4 ' x 6 ' - 6 " h i g h , 
g i v e s 1 2 " x 1 2 / / s p a c e f o r b a g s . 
S i n g l e u n i t h o l d s 8 , s ize 1' x 4 ' 
x 6 / - 6 / / h i g h . S t u r d y s tee l . B a g s 
set so l i d o n t a p e r e d she l ves . 

* W e a r a n d t e a r o f g o l f b a g s 
is c o m p l e t e l y e l i m i n a t e d 

* D a m p b a g s d r y f a s t e r — n o 
m i l d e w 

* P r o v i d e s a n e a t a p p e a r a n c e 

* F a s t e r , e a s i e r s t o r a g e 

* E a s y t o i n s t a l l a n d a d d 
m o r e a s n e e d e d — 

Send us your floor measure-
ments, w e will plan a layout and 
quote you — no obligation. 

THE A. G. STAFFORD CO. 
2 0 0 0 Al len Ave . S.E. • P. O . Box 2 8 7 
Canton, O h i o 4 4 7 0 1 • 2 1 6 / 4 5 3 - 8 4 3 1 

For more information circle number 217 on card 
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Green Tee also will represent 
for pro shops only: H.I .S . men's 
slack line, McMullen, Duca Di 
Siena, Gregg Draddy, Marco Vel-
io, Avant Garge, Dawsons Ltd., 
Hugger slacks, Carrabella Inc., 
and Bear Brand Ltd. of England. 

P r o j e c t H o p e s t a g i n g a 
T a x - d e d u c t i b l e g o l f t o u r n e y 

Project Hope, a charity organ-
ization that raises funds to keep 
the hospital ship Hope on the high 
seas, is staging a benefit golf 
tournament this fall. 

Private clubs throughout Florida 
are encouraging their members to 
make a $10 tax-deductible do-
nation to participate in the event. 
Each club will conduct its own 

competition to select winners in 
each of the four handicap flights. 
The winners will represent their 
club in a statewide competition 
in early spring. 

Project Hope forecasts that be-
tween $5,000 and $7,000 will be 
raised. Each year it costs $5 mil-
lion to operate the Hope. 

G o l f e q u i p m e n t s a l e s 
u p 1 3 p e r c e n t 

Golf equipment sales increased 
in 1968 by an estimated 13 per cent 
over 1967, to a total of $279 
million. This increase compares 
with a 9.1 per cent rise from 
1966 to 1967. The figures include 
all retail and pro shop sales, but 
do not include the sales of soft 
goods, according to a recent sur-
vey by the National Sporting 
Goods Association prepared by 
Richard E. Snyder, economists. 

Since 1960, according to the 
NSGA, sales of golf equipment 
have risen from $123.8 million to 
1968's estimate of $279 million, 
ranking golf fourth in sales in 24 

The Case for 
Automatic Irrigation 

AUTOMATIC CONTROLLERS 
WITH "BUILT-IN" BRAINS 

Put water where you want it, when 
you want it, in the amount you want, 
with Febco, the automatic controller 
with the built-in brain. 

C H O O S E F R O M 3 I C M M O D E L S 
ICM 12E - 12 Stations 

ICM-Dual 12E - 24 Stations 
ICM 24E - 24 Stations 

— 14 day programming - 15 minute 
starts — Accuracy within 20 seconds -
Daily or every-other-day scheduling -
Multiple recycling every day - Stations 
may be omitted — Wall or pedestal 
mount - Can be converted to manual 
- 24 volts 

NEW! 
C R - 1 0 1 0 S T A T I O N C O N T R O L L E R 

- Simplified controls - Accurate 0 
to 60 minute timing - 14 day program-
ming - 4 8 start trips - 24 hour clock 
- Automatic-off-manual switch - In-
ternal terminal strip - Manual advance 
button - Pump control circuit included 

12 OTHER ELECTRIC OR HYDRAULIC MODELS FROM 1 TO STATIONS 

1 n c o r P o r a t e d Now ' n o u r decade 

9 1 2 1 G lenoaks Blvd. - P. O . Box 3 6 8 - S u n V a l l e y , Ca l i fo rn ia 9 1 3 5 2 



categories of sporting goods. 
The 1972 consumer purchases of 

golf equipment will be almost 
$350 million, NSGA estimates. 

The over all economic growth 
of the sporting goods industry 
has been a dramatic one since the 
end of W . W . II. From 1947 to 
1966, inclusive, U. S. consumer 
p u r c h a s e s o f sporting g o o d s 
amounted to $37.2 billion. Last 
year there was $3,320,400 worth 
of sporting goods purchased, a 
7.9 per cent increase compared 
to 1966. 

Yet as big as some of the 
figures appear, the sporting goods 
market as an economic entity 
accounts for barely 11 per cent 
of all recreational expenditures 
by the American people. 

In a special section, the survey 
projects the future of the recrea-
tional dollar. 

" W e have already seen that the 
sporting goods sales share of the 
total recreation dollar has been 
stalemated at 11 per c e n t , " writes 
Mr. Snyder. " I t does not seem 

likely that product competition 
will subside in large degree in 
the foreseeable future. Accord-
ingly, it may be logical to suggest 
that future profits in the recrea-
tion business are likely to depend 
more upon ingenious management 
planning to achieve the utmost 
in internal, operating eff iciency 
than upon me-too sales gimmicks 
and curious marketing c o n c e p t s . " 

Get out of the red 
Continued from page 32 

reasonable accuracy. The mem-
bership committee can give reli-
able information as to the pros-
pects for new members. 

Another budget principle to con-
sider is that all expenses can be 
divided into two general classes: 
non-variable and variable. The 
former, including mortgage inter-
est, taxes, insurance and similar 
items, cannot be changed by the 
management. It can be calculated 
accurately by the accounting of-
fice, because it is not affected by 

fluctuations in income. 
Variable expenses are not all 

equally flexible. The costs of heat, 
light, power, and water, for ex-
ample, may vary with the differ-
ent seasons, but the amount of 
income will have very little effect 
on it. Payro l l e x p e n s e is a lso 
generally easy to estimate on the 
basis of past records and the 
present trend. 

On the other hand, certain other 
expenses fluctuate sharply in ac-
cordance with increases or de-

Continued on next page 

T H A T ' S N O T E X A C T L . V T W f f K I N O O F A 
T R A P I W A D I N M I N D . 

D A V I D G I L L C O I F C O U R S E A R C H I T E C T 

N o t l o n o l l o n k l u i l d i n g , S I . C h o r U t , I I I . • 3 1 2 / J U n o 4 - 2 8 8 3 

For more in format ion circle number 155 on card 

DIVOT-FIXERS 
Golfers insist on good greens! Furnish them with 
a D I V O T FIXER and they will do their part helping 
you maintain these beautiful greens. 

D I V O T FIXERS are now available in both alumi-
num and highly polished nickel steel, with stan-
dard imprinting " F I X B A L L M A R K S ON 
G R E E N S T H A N K S — Y O U R G R E E N S COM-
M I T T E E . " Samples furnished upon request. 

Prices effective Jan. 1, 1968 (plus shipping charges): 

Nickel steel 
(FOB Des Moines) 

100 - $20.00 

250 - 35.00 

500 - 52.50 

1000 - 95.00 

Aluminum 
(FOB Des Moines) 

100 - $12.50 

250 - 25.00 

500 - 40.00 

1000 - 75.00 

$12.50 extra per order for special imprinting alu-
minum only), 1 or 2 lines, one side only. 1st line 
limit 26 letters and spaces. 2nd line limit 29 
letters and spaces. 

Woodside Golf & Park 
Supply Co. 

Des Moines, Iowa 5 0 3 1 3 
For more information circle number 244 on card 

F , R E ! SPIKE RESISTANT 
MATTING 

Now you can buy a carpet matting that's spike and wear r e s i s t a n t . . . yet 
stunningly beautiful! Fore gives you outstanding carpet life in club rooms, 
pro shops, grill and bar rooms. Thick XA" solid vinyl backing keeps 
damaging spikes, mud and water off costly floors. Tough cut pile nylon 
can't snag on spikes . . . is stain resistant. Ends frequent costly carpet 
replacement! 

FREE SAMPLE—Write for free sample of Fore matting to Crown Rubber 
Company, Fremont, Ohio 43420. Phone: 419-332-5531. 

RUBBER COMPANY 

BAR & GRILL ROOMS 

END CARPET 
PROBLEMS! 


