
8 REASONS, WHY YOU CANT BUY 
BETTER THAN 

(YOU C A N PAY MORE) 

1. Continental styling . . . Body, Fiberglass, 
lightweight and durable . . . A choice of im 
pregnated colors. Jade, Beige, Red and White. 

2. The frame is made of rugged unitized 
structural steel. Designed for hard daily use. 

3. Four coil springs are used in the suspension 
system. Two front and two in the rear. Im-
proved rubber power unit mountaings also 
separate the body from the engine and absorb 
vibration. 

4 The Power Platform has been designed to 
give easy access to the motor. Should it be 
necessary to remove, four bolts are loosened 
and the unit can be lifted out, 

5. Dust free air intake , . . Fram dry filter is 
mounted in an easy to service location on the 
front of the engine compartment, 

TIRES 

7. Optional tire sizes are available to meet 
your demands. 600x6; 800x6, 950x8 or the 
Terra Tire. 

6. Warranty on all Teebirdie Golf Cars. Gaso-
line and Electric. 

B R A K E S A N D WHEELS 

8. The brakes are of the internal automotive 
type. The wheels are split rim, extra wide base 
and demountable. 

TRI POWERED CORPORATION 210 I N D U S T R I A L B L V D . A U S T I N , T E X A S 
Wri'/e for our 1962 Co/or Brochure 



Offer all these 
advantages: 

Q a Proven Quality Product 

O f t Profit Planning Service . . . 
tailored to your course 

O l n d u s t r y s ' Most Flexible Financing 
. . With Fleet Expansion Feature 

^ A Complete Line 

^Maintenance Programs 

years Experience 

Write for literature and the 
name of nearest distributor. 

Pro Shop Is for Selling 
(Continued from page 56) 

thing for the pro to consider us he buys 
He can see, in COLFDOM's advertising 
pages, for instance, the degree of the 
manufacturer's interest in pro endorsement 
and retailing effort. 

Overal l Market Factors 
The appearance and operation of the 

pro shop express the importance of the 
pro shop in supplying the golfer. There 
arc more than 5,000,000 golfers playing 
15 or more times a year. Their per year 
spending for equipment and apparel must 
be at least ft50 per person. Sales of 
golf goods in 1961, at manufacturers' 
selling prices, including federal excise 
taxes, was reported at approximately 
$99,500,000 and this figure did not in-
clude the sales of all manufacturers. 

When that much merchandise must he 
sold there is going to be a lot oF compe-
tition among retailers for the buyer's 
money. The pro has to be ever alert 
to maintain his command of the high 
class golf goods market. The top quality 
ball accounts for about half the total ball 
sales. The highest quality clubs are 
about a third of all the clubs sold. This 
top level business now is the pro's. How 
much longer this condition will continue, 
oi- how much longer the golf market will 
maintain its present emphasis on quality 
merchandise, depends mainly on the pro 
himself. This means that the pro shop 
ts the place where he will see a preview 
of his business future. 

His shop gives the pro his means 
of outselling aggressive store competi-
tion which fights for golf business with 
merchandising devices by the carload, 
special promotions to tie in with specific 
products, bold displays in stores and 
windows, effective use of the manufac-
turers' advertising, price concession and 
strong use of its own advertising in news-
papers, TV, radio and direct mail. 

Search For New Ideas 
The resourceful professional must make 

his shop an advertisement that not only 
sells lmt gets talked about. He must be 
eagerly looking for new ideas. 

A pro friend of mine, Joe Zelazny of 
Rriarwood in the Chicago district, was 
getting ready to open his shop for the 
1962 season. He said there was just 
something missing there, something he 
couldn't put his finger on. .After talking PARRETT 

MANUFACTURING CO., INC. 
777 Paw Paw Ave. • Benton Harbor. Michisan 
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FINE FEATURES MAKE FINE C L U B S . . . 

The club must feel right to 
play right end ail clubs of a 
set must feel the same . . , 
this is the long-held premise 
behind our Master-Matching 
process of dubmaking, True 
uniformity or desirable same-
ness in the feel and balance 
of Power-Biits aids concen-
tration and promotes the 
confidence so essential to a 
successful game. 

PERSIMMON HEADS 
. . . Known throughout 
the ages for its rare 
qualities of hardness, 
strength, and surpass-
ing beauty, genuine 
Persimmon—the Ameri-
can Ebony —is the 
proven wood for the 
finest of all golf clubs. 
And nowhere else are 
the attributes of genuine 
Persimmon so skillfully 
enhanced as in Power-

their trade. 

H I L L E R I C H A B R A D S B Y C O . 

L o u l t v l l l a . K e n t u c k y 

M U 
r l e r e al the factory you learn Ihe secrets 

behind (he line features that make Power Bilts 
tine clubs. I have seen tor myself the pain slak-
ing tare and craftsmanship with which these 
clubs are made. No wonder they look right, 
feet righl and play right — they're made right!'1 

Frank Boyvlon, Gar Brewer, j r . , 

and Bobby Nichols, tournament 

playing professionals, an- members 

of the Poiver-Bilt advisory s t u f f . 

Power-BUts hold 
great promise f o r those 

ii'bo w i l l only look 

f o r themselves . . . 

power-bilt 
GOLF CLUBS 

Sold only by Goil firo'miona/i 



I n te r l ock ing l i n k cons t ruc t i on 
prevents misalignment and provides 
d imensiona l stabil i ty. Precision-
molded grease resistant vinyl links 
are woven on a non-rus t steel 
network, which is metal-reinforced 
on the ends. Non-sl ip surface. 
Eliminates hazards of wet floors. 
Even the tiniest heels cannot catch. 
Keeps dirt, m u d and slush outside. 
Rolls for easy handling. Individual 
links come in 15 fade-resistant solid 
decora tor colors , a n d the f irst 
marb le i aed po l y ch rome colors. 
Design can include name. 

Send J ,r catalog ' h r. .'t and pricei. 

AMERICAN MAT CORPORATION 
H02 Adorn I Srreti . Toledo 3. Ohio 

" A i H r i A ' i i o r f l t t ' Sptiolitlt In Floor Matting" 

to him for a while, I suggested he set up 
a corner of his shop specifically for pro-
motional items. This, in a sense, wrould 
be the bargain department.. In it he could, 
stock closeout merchandise or discount 
items that he wants to clear out without 
necessarily waiting for an end-of-season 
sale. 

This section of the shop would soon 
develop into a regular stop by the mem-
bers of his club and not affect the sales 
throughout the rest of the shop. The idea 
behind a merchandising device such as 
this is to keep a constant excitement go-
ing in the shop. Don't let the mem-
ber walk through the shop only when he 
is ready to buy something. Keep the 
sales pot boiling through the golf season! 

Sometimes merchandising and sales pro-
motion walk arm-in-arm with public re-
lations, If the membership of your club 
warrants this typo of activity, why not 
set up a weekly, bi-weekly or monthly 
display pertaining to the business of some 
of your members? 

This could he an exhibit of the items 
produced by your members or it could 
he a series of photographs illustrating 
production details. Most members would 
be not only pleased, hut proud, to partici-
pate in an exhibit in your pro shop. 

Win the Women Shoppers 
Constantly review your ladies' wear 

stock. The trick is not to have too much 
stock, but to have a selection of smart 
styles that cannot he purchased at every 
department store and ladies' wear shop in 
the area. 

Women are natural-born shoppers and 
given the right inducement (which in ef-
fect is availability, style ana price} they 
will buy — and buy often. 

Golf professionals can get expert ad-
vice from the manufacturers and their 
representatives who are eager to help, 
not only in suggesting a display but also 
in calling attention to the newest styles 
which are available. 

Arid don't be afraid to ask for reac-
tions from the women at the dub . But 
don't let them stampede you. 

Golf ond PGA Professional 
"Golf and the PGA Professional," a 

booklet first issued by the PGA in I960 
and telling of the PGA's services to the 
pro, the amateur and the game in gen-
eral, recently has gone into its third edi-
tion. This informative hook may be se-
cured free from the PGA, Dunedin, Fla, 



Photo m a d e with each micro-tlasti at one-millionth (1/1,000,000) sec, 

by Edgerton, Germeshausen & Grief, Inc. , Boston . 

Wilson Staff ball "leaps" off the 
club face for extra yardage 

New polyurethane f inish 
s t a y s white for l i fe 

Wilson concentrates in-

side the famous Staff ball 

all the energy needed to 

leap off the club face 40% 

faster than the speed of 

the club head at impact. 

This tremendous initial 

velocity gives golfers the 

extra distance they de-

mand for today's modern 

power game. 

The Wilson Staff ball 

features a balata cover 

thai is thin for distance, 

lough for lasting durabil-

ity. And a remarkably 

white, new polyurethane 

f inish bonds perfectly 

w i th the cover. C an ' t 

chip, can't turn yellow. 

Play the "long ball," 

The new Wi lson Staff . 

Sold only through golf 

professional shops. 

P L A Y T O W I N W I T H 

Wilson Sporting Goods Co., Chicago 

ffl subsidiary oi Wilson & Co Int.) 



THIS STRONGER "HEST 
assures HIGHER 

GOLF CAR PROFITS 
The "heart" of your golf cor is the battery. When it 

fails, rental profits vanish. This Hester Golfmoiter 

assures longer, dependable, doy-in, day-out service, 

charge after charge—BECAUSE . . . it i i built with 

larger, heavier, power-pocked plates—BECAUSE . . , 

it is the highest-quality golf car battery made Yet 

it cost! no more. 

LET US PROVE IT! 

Let ut »how you why so nony leading golf clubs hove 

standardized on HESTERS. The focrs con m»on extru dollan 

ro youT 

Wil l i HESTER BATTERY MFC. CO. 

HESTER PARK 

NASHVILLE 10, TENNESSEE 

START and G O 

HESTER 
' BATTERIES 

Dependable Batteries For 
Almost Ha IF-A-Century 

Dauphin Island Course 
(Continued from page 48) 

planting areas. Rubber-tired earthmoving 
machinery required the help of two to 
three crawlers each to negotiate high 
points on the dunes. 

Tees, greens and fairways were planted 
vegetatively with 328 Bermuda, selected 
because it successfully withstands cov-
ering with sand and is best adjusted to 
the conditions found on the island. 

All swampy areas on the site bad to 
be built tip and fairways crowned for 
drainage, i' iil for this purpose was drawn 
from the lakes excavated on the course. 
An overflow drainage line, on pilings 
had to be extended out Into the Gulf 
to keep water in the lakes down lo a 
workable level while fill was being re-
moved. A row of piling had to be placed 
on either side of this tile overflow line 
and the line was lashed to the piling 
with cable to keep it in place against 
wave action from tne Gulf, 

Sand Wetted Down 
Maddox says blowing sand from the 

beach remains a serious problem. Mow-
ever, he reasons thai wet sand does nut 
blow and wetting seemed to be the only 

way to stop the sand from shifting while 
waiting for vegetative growth to take 
bold, so a 4-inch pipeline was installed 
to water the area when the wind blows. 

The planting and seeding of vegeta-
tion carried out along the dunes con-
sisted chiefly of the use of aggressive na-
tive beach grass which is being carefully 
nurtured by fertilization and irrigation. 
Maddox also planted and seeded the 
vetches - Japanese clover, lespedezas, 
Coastal and K37 Bermudas — all high-
growing species, to help control blow-
ing sand. 

Mother nature's help was enlisted to 
solve another serious problem, because 
the beach on the Gulf side of the course is 
relatively low, Maddox had to devise 
a way to prevent heavy wave action from 
sweeping in onto the course. To do this, 
a new sand dune is being created to act 
as a 'levee', Maddox crews built a row 
of brush, logs and nine boughs along 
the waterside to eaten windblown sand. 
As the sand collects and piles up to the 
top of the brush-log barrier, bulldozers 
with brush-digger attachments are used 
In lift the material above the piled sand, 
to catch and retain still more wind-blown 
sand. This process will Ire repeated until 



30-hp WISCONSIN powers 
| NEW self-propelled tractor-mower 

TURF COMMANDER speeds mowing of medium-size turf 
areas. Made by Jacobsen Mfg. Co., Racine, Wis., it 
features hydraulic controls for Its articulated mowers. 

Unit cuts up to 11-foot swath per pass 
You cut costs with each pass of 

the Turf Commander. It mounts 

up to 5 gangs for 11-foot swaths. 

There are no tracks or streaks to 

re-cut because mowers hug turf 

con tour a h e a d ot the whee ls . 

And you can trim closer to build-

ings and shrubs. 

The 30-hp V H 4 D provides the 

drive and muscle, with power to 

spare. It 's prec is ion-bu i l t for 

smoo th sun-up to sun-down 

mowing. Built-in high torque 

prevents s t a l l i n g under shock 

loads. Air-cooling assures de-

p e n d a b l e m o w i n g p o w e r a t 

100°F.-p/f/s temperatures — and 

slashes servicing and upkeep. 

The Wisconsin has a forged-

steel crankshaft and rods. Its 

tapered ro l le r ma i n bear ings 

safely absorb all thrusts. And 

Stellite-faced exhaust valves and 

inserts p lus rotators outlast or-

dinary valves up to 500%. The 

result: trouble-free, low-cost 

mowing of large areas. 

Specify Wisconsin for power-

ing your heavy-duty turf equip-

men t . S i z e s 3 to 60 h p now. 

Send for Eng ine Bul let in S-283. 

Wr i te Dept . F-32. 

WISCONSIN MOTOR CORPORATION 
M I L W A U K E E 4 6 , W I S C O N S I N 

World's Largest Builders ol Heavy-Duty Air-Cooled Engines 



wi th its championsh ip Ailsa and Arran G o l f 

Courses, venue of ihe 1963 Walker C u p M a t c h , 

overlooking the sea and in the heart of the Burns 

Count ry , near Culzean Castle. Also a m in i a t u re 

go l f course, tennis courts, indoor sw imming 

pool and a private c inema. Danc ing . 

OPEN ALL THE YEAR 

Turnberry Hotel is adjacent to the international 
airport at Premtiick. 

Full details may be obtained from the Resident 
Manager, Turnberry Hotel, Ayrshire, Scotland, or 
from British & Irish Railways Inc.; 
New York: 630 Fifth Avenue. Los Angeles; 
510 West Sixth Street, Chicago; 39 South La Salle Street, 
Toronto: 4 King Street (West), Vancouver: 409 Granville 
Street. 

1 iti 111111 mi 1111 m »M u • 1111111111 m< 111111111111 m mil 11 m m 

A MECCA 

FOR GOLFERS 

the Famous Scottish Resort 

TURNBERRY 

HOTEL 
Ayrshire 

Get that 
Country 

Ckib Look 
WITH | , • 

J iXsUAlS 

MEN'S 11 A ims : - (ism J34 91 
MEN S BERMUDAS: . II0.1S 

MEN'S SLACKS: - tplsoit 01 plain 
front] 317.94 

LADIES' COORDINATES' • from JI19S 
LADIES' BLOUSES: • «.»S 

LADIES' BERMUDAS: . from 16.95. 
Ktn'ft and Wcnuo't Btrmudai art b«Jl]«,s. 

Fabric* b t Calay A Lard. Dan 
fin d A vandal*. 

Sold In fading pro ihctpi I rem coail to ,'ccil 

KUNIK K A SUA I S - Soles Offices 
6SII V*n>nor Av«., V«ntnoi. N.J. 

the new dune readies the necessary 
height to insure against damage from un-
usually high wave action in the future. 

Salt in tiie sand is being leached out 
with water from the new lakes on the 
course which, fortunately, are fresh water 
with no appreciable salt content, accord-
ing to Maddox. 

Maddox says the biggest asset found on 
the site was the presence of several small 
fresh water lakes which his crews enlarged 
to obtain fill and to make them more ef-
fective reservoirs for future irrigation of 
the course. He is convinced they are 
spring-fed since, during construction, ap-
proximately 1,000 gallons per minute con-
tinuously flowed through the overflow 
line to the Culf without any appreciable 
lowering of the lake levels Tresh water 
from the lakes was used continuously 
during construction to leach out the salt 
in the sand near the Culf side. 

When officially opened for play later 
this year, (sle Danphine GC will be among 
the most beautiful and challenging golf 
layouts in the southern U. S. And it 
will be an outstanding example of what 
can be accomplished with modern equip-
ment, construction techniques and in-
genuity to build a golf course where it 
seemed no golf course could be built! 



^Greatest Ball I Ever Played" 
—Jimmy Demaret 

J U S T T H I R T Y - F O U R Y E A R S A G O . . . 
J i m m y Dema re t played his first r o u n d 
of golf with a set of clubs that had steel 

shafts. After the round, he predicted the 

steel shaft wou ld eliminate the hickory 

shaft in a few years. Y o u know the story. 

Four years ago J immy Demaret p l o y e d his 
first round of g o l f w i t h the Patented First 
Fl ight Steel Power Center G o l f Ba l l . He 
immedia te ly p red ic ted the First F l ight Steel 
Power Center Bal l w o u l d e l im ina te the o ld 

t ype g o l f ba l l just as the steel shaf t 
e l i m i n a t e d the h ickory . It is now 
ev iden t that Jimmy D e m a r e t ' i pre-
d ic t ions are be ing fu l f i l l ed in the 
Patented Steel Power Center Bal l . 

N o t only d id the Patented Steel Power Center 
G o l f 6a l l set a record in w i n n i n g the Masters 
in 1961, but it a lso set a record in end ing the 
1961 season as the lead ing m o n e y w i n n e r . 
The Patented Steel Power Center G o l f Ball w o n 
the Masters aga in in 1962, G a r y P layer f in ished 
second, Gene t i t t le r four th and j i m m y Demoret 
t ied for f i f th . . . 

all playing the Patented Steel Power Center Golf Ball 

Even more impressive . . . in 
the Texas O p e n the Patented Steel Power 
Center Go l f Bal l w o n aga in , a n d Gene 
Litt ler, Doug Sanders ond Joe C a m p b e l l 
t i ed for second. This Is a m o n o p o l y that 
has never been accompl ished w i th any 
g o l f ba l l be fo re a n d def in i te ly proves that 

J i m m y D e m a r e t ' s p r e d i c t i o n is 

r ight a n d the Steel Power Center 
Bol l , w i t hou t a doub t , w i l l even-
tua l l y e l im ina te the o l d type cen-
ter, The bo l l is so g rea t thot m a n y 

compan ies are t r y ing to copy it in 

o n in fe r io r w a y . Be sure a n d insist 

o n Potent N o . 2 , 9 1 4 , 3 2 8 . . . the 
o r i g i n a l Steel Power Center G o l f 

Bolt . . . i n t roduced b y First F l i g h t . 

PROFESSIONAL GOLF CO. , I N C 
C H A T T A N O O G A 5, T E N N E S S E E 



NEW FOR '62 
C O L O R E D T O P S 

" O -

L A D I E S - 7 0 % Woo l , 3 0 % Nylon 
Stretch Peds # 2 8 5 0 1 Retail ... $ 1 . 2 5 
M E N S — Some as above (solid whi le 
only) £ 2 8 5 5 Retail $ 1 . 2 5 

gyro 
TRADE MARK I M 

putter 1 
ask your 11 
P R O A 

R E D U C E S G R E E N J I H E R S 
CHICOPEE . MASSACHUSETTS 

C m S r i hi In p a t t n t Nil. 8J055.1 
P i lon t *>ihI . i iu U S A and L'mifldA 

Golf Events 
A 48-page booklet describing all kinds 

of tournaments, one day events, etc. 

Ever)' golf chairman should have a 

copy to add novelty to club programs. 

Only 50 cents 

National Golf Foundation 
804 Merchandise Mart Chicago, III. 

Salerno Exploits Display 
Space in His Shop 

Gus Salerno, pro at Hampshire CC, 

Mamaroneck, N. Y., has a small shop but 

with displays that possibly sell as much 

per square foot as any pro shop in the 

U.S. Gus has some members who are 

among the country's leading retail mer-

chants. They make money themselves and 

they want the pro who fits their class of 

club to make money. These experts ad-

vised Salerno to put price tags on all 

merchandise displayed. "Price tags on top 

quality goods not only help sell the high-

est price merchandise, but makes every-

thing in the lower-price brackets look like 

a great bargain," one of the members lias 

told the Hampshire pro. 

Wal led With Bags 

It works out that way. Gus lias one 

side of his shop almost walled with 

golf bags. Bags with price tags of $150 

and $130 are prominently displayed. The 

display sells well. Hampshire men and 

women golfers never go around with the 

ragpicker bags too often seen on golf 

courses. 

Another wall of the Hampshire shop 

has shirt and shoe shelves running the 

length of the wall. The top shelf has shoes 

out of the boxes. It makes a colorful dis-

play that reaches out and pulls in buyers. 

Golfing photographs of I lampshire 

members border the shop above the mer-

chandise displays, "I show the members' 

pictures instead of those famous pros be-

cause the members are the most important 

golfers 1 know," says Cus. 


