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GOLAON) SPEAKS OUT
-.ONPRO CO-OpS

When GoLFDOM approached
Charles Byrket with the idea of do-
ing an article based on his experi-
ences with the Indiana golf coop-
erative, it was apparent from the
outset that he represented one
point of view and we another. After
reading the article (**Golf Co-ops:
A Case Study,” May, p. 28), no
one can deny that Byrket merits
praise for his efforts, persever-
ance and personal sacrifice in at-
tempting to turn theory into suc-
cessful reality. It also should be
clearly noted, that despite the ob-
stacles and frustrations he expe-
rienced, Byrket still believes, given
a certain set of circumstances,
that the golf shop co-op can work.

Among the requirements he
stresses are: proper financial
backing, continual legal advice,
qualified full-time person or per-
sons to operate the co-op offices
and warehouse, and full cooper-
ation of the participants.

GOLFDOM believes that, even with
all of these requirements, the con-
cept cannot succeed in the golf
market because of one seemingly
simple, but vital reason—the dif-
ferences in clientele from pro shop
to pro shop. What is great for one
pro shop is anathema for another.
The golf professional, too, has
long been an individualist. Would
he be willing to become just a
stockholder and let someone else,

even though that person may be
more knowledgeable, order for his
shop? The merchandising con-
cepts and theories that must be ap-
plied by a golf professional at a
public course differ from those at a
private course. Can a co-op have the
genius to discover the common de-
nominator that will unite all golf
professionals and give them the
ability to make purchases to suit
their varied clienteles?

Look at the increasing numbers
of golf equipment and accessory
manufacturers and the growing
numbers of golf apparel lines.
Manufacturers are getting into
this limited and highly competi-
tive market because they know that
one company cannot supply the
demands of the many types of their
customers.

Companies are aiming their
thrusts to particular economic
levels, age groups, life styles and
tastes. Many professionals favor
one manufacturer’s line over
another, and any savings in costs
are not going to budge them. For a
cooperative to supply the golf
professional with in-depth inven-
tories in all categories would re-
quire a staggering capital invest-
ment, which professionals to date
have not indicated a willingness,
or an economic capacity, to make.

~—ROBERT J. ABRAMSON
ASSOCIATE PUBLISHER
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= IN(;REASE EAR]lNGS, SERVICE & SPACE
Remodel your present storage space, update with

NEw Stafford VERTICAL BAG RACKS

e Wear and tear of golf bags
is completely eliminate

o Faster, easier storage

o Easy to install and add more as needed

Your members will like the extra convenience and care. Your pro
shop profits from 40% more space these racks make available.
Double unit shown holds 16 bags, size 2’ x 4’ x 6'-6” high, gives
12" x 12” space for bags. Single unit holds 8, size 1’ x 4’ x 6’-6”
high. Sturdy steel.
your floor measurements, we will plan a layout and gquote you —
no obligation. U.S. and Canadian patents. Send for folder.

e Damp bags dry faster —
no mildew

o Provides a neat appearance

Bags set solid on tapered shelves. Send us

2000 Allen Ave,, S. E.

TheA.8.STAFFORD Co, £5:527, 65 6 s

For more information circle number 168 on card
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