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Power-Bilt 
G o l f C l u b s 

Exclusively at your Pro Shop 

H I L L E R I C H & B R A D S B Y C O . 
P . O . B o s BOB. L o u i . T l l U , K a n t u o k y 4 0 2 0 1 

Makers of Famous CHKjSD Athletic Products 
For more information circle number 235 on card 

GIVE YOUR GROUNDS 
A BETTER CHANCE 

w i t h 3 U l 1 1 1 SHREDDER w i m a V V - V Y GRINDER 

Choose the capacity you need to 
handle all your soil preparation, top 
dressings, mulches and build compost 
piles. Shred, grind, mix, screen with 
easily interchangeable shredding roll-
ers and gr inding screen. Handle 
osmunda, peat moss, even phosphate 
rock with big capacity to cover large 
areas- fast ! 

W-W MODEL 4 with optional Detach-
able Elevator / Process up to 20 cu. 
yds. per hour with standard 35" x 36" 
hopper and 9-hp. engine. Indepen-
dently powered elevator can be used 
separately when desired. Options 
include oversize 36" x 52" hopper for 
tractor loading and 12-hp. engine for 
increased capacity. 

Interchangeable sh redd ing bars and gr ind ing 
screen are standard o n W-W Shredder-Gr inders 
Replaceable hammer tips are reversible for double 
life. Solid cast- i ron main frames are guaranteed 
for a l ifetime against cor ros ion. Write for l i tera-
ture and prices. 

2-70 

W - W GRINDER C O R P . 
2957-S No. Market Wichita, Kansas 67219 

For more information circle number 205 on card 
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by Herb Graffis 

SWINGING 
AROUND GOLF 

Keeping the fiscal score 

G O L F D O M ' s annual survey of golf 
business has information that profes-
sionals and manufacturers ought to 
know but don't and won't. At the Pro-
fessional G o l f e r s ' Assn. M e r -
chandise Show word got around that 
the survey shows almost $46 million 
in pro shop golf ball sales revenue for 
1970 and sales of men's and women's 
apparel add up to about $43 million. 
Consider the turnover of the pro 's 
inves tment in golf bal ls and the 
money made. 

A smart and securely solvent pro-
fessional told me at the show that he 
had figured he was getting only about 
half of his members' ball business. 
So he began d i sp lay ing c h e a p e r 
balls. What happened? His sale of 
quality balls slumped and over-all ball 
sales revenue dropped sadly. 

It all depends on the pro and his 
place of business. Another pro at a 
public course in an active industrial 
area did a q u a r t e r of a mil l ion 
dollars in sales last year. His account 
with one manufacturer for 1970 was 
over $65,000. He is an expert buyer 
and the stock gets extensive word-of-
mouth as well as p r i n t ed adver -
tising. What a merchandiser he is! 
His shop isn't the world's prettiest al-
though he's got fast-moving colorful 
stocks of clothing, bags and hats. But 
there aren't many shops that sell 
more. 

G O L F D O M ' s survey, which is 
confirmed in several sectors by re-
ports of the ball and club manu-
facturers' sales, indicates an income 
of home p ro fess iona l s in 1970 of 

about $300 million plus salaries and 
something from golf car operations. 
In about 74 per cent of the cash flow at 
those private and pay-play courses 
that have car fleets, pros get some per-
centage of car revenue. But pro shop 
operat ional expenses in 1970 were 
murderous. Only 26 per cent of pro-
fessionals at all types of establish-
ments were indicated as ne t t ing 
more than $15,000 a year. 

From club officials ' and profes-
sionals' talk you'd think very few pro-
fessionals made less than $25,000 a 
year. What a dream! But what can 
you expect when so few in golf busi-
ness really know the fiscal score. 

So G O L F D O M ' s thanks are due to 
the professionals, superintendents 
and managers who collaborated in 
the survey. How tough it is to get 
people in the business end of a game 
based on keeping an accurate score 
to keep accurate scores in the busi-
ness end of the game. 

Some highlights of annual pro de-
par tment revenue as indicated for 
1970 were balls, about $46 million; 
irons, about $33 million; women's 
a p p a r e l , about $22 mil l ion , and 
men's apparel, a little over $21 mil-
lion. A surprise is that gloves took in 
about $11 million (except I think I 
have left a million dollar's worth of 
them in locker rooms myself). Same 
thing goes for hats and caps which 
figured in a $10 million class includ-
ing accessories. 

Shoes b rought in a subs tan t i a l 
$13.3 million. Lessons accounted 
for abou t $12 .4 mi l l ion , and the 
ranges collected over $19 million. 
Ball loss, which is another way of 
saying " s t ea l ing , " had many pros 
amazed when they got in the black on 
range operation. 

Cleaning and storage of clubs ac-
counted for $12.6 million of home 
pros' income (most of it at private 
clubs, of course). A little item that 
shows how big golf is was the 1970 
figure on pro shop sales of head-
covers. It was $2.3 million. Bag sales 
were around $10 million. 

It all added up to show that any 
ou t f i t t ha t wan t s to make money 
selling to the golf market had better 
sell p ro fess iona l s f i r s t . They ab-
solu te ly cont ro l the p rof i t ab le 
quality market. That was shown dur-
ing the PGA Civil War when club 
p ro fes s iona l s chil led on push ing 
sales of famed tournament pros. 

At the PGA show club m a n u -
facturers were talking about the im-
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provement in buying volume. "The 
jump this year shows pros must be 
very confident of a big 1971 after a 
couple of years that were disappoint-
ing," said the sales manager of a 
major company. "This show is too 
late for basic buying for an ex-
perienced pro at a solid, first-class 
club who knows his market. This is 
insurance buying." 

Pros at pay-play courses said at the 
PGA show that they hadn't* noticed 
enough store clubs at their courses last 
year to indicate that the store com-
petition had enjoyed a banner year. 
Manufacturers commented that the 
profit margin in getting the 
forgings, shafts and grips for store 
clubs, slapping them together and 
giving them a shine was being forced 
so low by sharp chain store buyers, 
that the volume of the order only 
meant that the supplier would go 
broke quicker. 

Consensus of pros and a few manu-
facturers at the PGA show was that 
high pressure mismanagement is 
backfiring so badly that when a 
younger champion's name appears 
on a golf club, so much royalty pay-

ment is involved that the club 
couldn't be of good value. 

The case was cited of one star pro's 
name going on a line of clubs at an 
annual payment higher than that of 
the buying company's president. In 
a few years the organization parted 
company with its president and the 
pro headliner parted with his 
manager. 

There's no substitute for the high 
quality of a name. Ben Hogan knows 
that. The company he started lost 
money for some years making clubs 
as good as Ben insisted they be made. 
But then it began scoring in black 
figures real pretty. 

Walter Hagen had people in his 
own company—first in Florida, then 
in Michigan—and the Wilson peo-
ple going almost balmy making 
clubs like Walter wanted them made. 
But those; millions Hogan and Hagen 
spent for quality came back through 
pro shops. The Haig and Ben never 
could imagine there'd be a-substi-
tute for quality at any price. 

Robert White, first president of the 
PGA, advised his contemporaries to 
learn all they could about the job of a 
superintendent so they could do bet-
ter by themselves and their clubs. 
From the number of professional-

superintendents who now own golf 
clubs fully or in part, it appears that 
White's counsel continues to be 
heeded. 

Paul Erath, veteran pro-superin-
tendent is building another course. 
With this one his partner is Stanley 
Kemp, formerly Maple Leaf defense 
man, and after leaving hockey, head 
of a construction company. T h e 
new course, near Venango, Pa., will 
be called the Canadian-American 
GC and will be opened July 1st. Erath 
is also working on a new course with 
Don Kruse which is now being built 
at Fairview, Pa. 

Larry Shute, who's been at West-
ern Hills CC, Cincinnati, Ohio, as 
pro, in par tnersh ip with J e r r y 
Hall, buys the 18-hole Walnut Hills 
GC at Bluffton in Northwest Ohio. 
The name has changed to Bluffton 
GC. Larry is Denny Shute's step-
brother . Gene Samborsky suc-
ceeds Shute at Western Hills. 

Lou Sharkoff is pro at the new 
Fort Carson (Colo.) GC. He came 
from the pro staff at the Air Force 
Academy Eisenhower course at Col-
orado Springs . . .Gene D e e d s 
changed from pro at Farwell (Tex.) 
CC to become super in tendent at 
Lubbock (Tex.) CC. • 

TURFTOP from LARCHMONT 
THE NEW INNOVATION IN SPRINKLERS 
BLENDS WITH AND BECOMES PART OF THE TURF 
ELIMINATES THE HARDTOP 

SYSTEMS ARE DESIGNED BY TURFMEN 

mmii min im ustcitm 

AUTOMATIC SYSTEMS - M A N U A L SYSTEMS -

SPRINKLERS - VALVES - COUPLINGS - PUMPS 

AGRICULTURE ENGINEERS 
LEXINGTON, MASSACHUSETTS 02173 
(617) 862 2550 

Gol f Courses - Cemeter ies 
Munic ipa l Parks - Large Industr ial Grounds 

W R I T E T O D A Y F O R L I T E R A T U R E . . . T H E R E ' S L O T S M O R E T O T E U 

U S PAT « 2 9 8 9 2 4 7 

J o h n « - M a n y I I I * 

we use T R A N S I T E 
Asbestos-Cement 

IRRIGATION PIPE 


