
Leading touring professionals like these 
turn on the power week after week with 
M a s t e r - M a t c h e d Power -Bi l t s . T h e y 
know they can count on the feeling of 
power and control which only engineered 
uniformity can deliver. 

From Driver to 9-Iron each club in a 
Power-Bilt set swings exactly alike. 

This sameness of feel builds confidence 
and helps to promote a smooth rhythmic 
swing. Help your customers to "turn on 
the p o w e r " by introducing them to 
Master-Matched Power-Bilts! 

When They are There to Compare—They Sell! 

They Turn 
on the Power 
with POWER-BILTS 

For more information eircle number 1023 on card 
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New Scotch Blade Irons 
The new "Scotch Blade" is a 
totally new concept in iron 
blade design. It features the 
simplicity and beauty of a plain 
back plus functional design 
that places the weight directly 
behind the ball. 

HILLERICH & BRADSBY CO. 



GOLFDOM Oct./Nov. 1965 

New Bonanza in '66 
Golfdom9s exclusive survey reveals that the 

majority of clubs will use the excise 
tax saving for major improvements. 

«A.merica's golf clubs are preparing for 
an all-time spending spree in 1966, and 
the new year should mark the beginning 
of one of the most prosperous eras the 
game has ever known. These factors were 
clearly indicated in a recent survey con-
ducted by GOLFDOM among club offi-
cials and managers to determine how the 
repeal of the 20 per cent Federal Excise 
Tax on club dues has influenced future 
planning. 

The results of the nation-wide inquiry 
reveal that a majority of clubs are pre-
paring their treasuries for a new bonanza 
on January 1, when the tax bite is offi-
cially lifted, and that the bulk of this 
money will be appropriated for expan-
sion, renovation and new purchases. 
Other clubs indicate that the tax repeal 
will enable them to put their books in the 
black for the first time in years without 
levying a special assessment on the mem-
bership. 

Shortly after President Johnson put 
his signature on the massive $4.8 billion 
reduction in excise taxes last June, 
GOLFDOM began to receive a flood of 
inquiries from club officials and course 
operators for advice on how to proceed 
with the collection of club dues. The 20 
per cent tax on club dues and initiation 
fees had been borne by club members for 
22 years, and the total repeal came with 
startling suddenness. The most optimistic 
of those who had waged the campaign 
for its reduction had predicted that the 
Congress would, at best, cut it in half. 
Since the six-months interim period gave 

officials a chance to prepare for an order-
ly adjustment, GOLFDOM set out to 
take a sampling of reaction to the poten-
tial windfall. 

Questionnaires were distributed to 
some 800 club presidents, managers and 
course operators on a basis that consid-
ered geographical location and the size 
and type of club. The key questions of 
the detailed sampling were: 

1.) Will your club raise dues to 
include all (or part) of the 
money formerly paid by the 
members as excise tax? 

2.) Will your club pass along the 
elimination of the excise tax 
as a saving to the member? 

3.) If you are increasing dues, 
how and in what amounts 
will you appropriate this 
new income? 

Of the club officials responding, 64.1 
per cent indicated they will raise their 
dues to include the money formerly paid 
as tax; 22.2 per cent will keep dues at 
the same level; and 13.7 per cent had not 
reached a decision on the matter at the 
time of the survey. Numerous respon-
dents in the last category, however, 
revealed that they were thinking in the 
direction of a 20 per cent increase in dues 
although a final verdict had not been 
reached. Based on these actual survey 
figures and voluntary marginal notes, it 
appeared likely that nearly 75 per cent 
of clubs participating in the poll would 
utilize the former tax money for the club 
treasury. 
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GOLFDOM'S 1966 PLANNING SURVEY 
Will raise dues to include money formerly paid as excise tax 64.1 % 
Will not raise dues 2 2 . 2 % 
Undecided at time of survey 1 3 . 7 % 

C H A R A C T E R I S T I C S OF CLUBS I N C R E A S I N G DUES 

* Private clubs 6 3 . 4 % 
*Semi-private clubs 3 6 . 6 % 
18-hole courses 5 9 % 

9-hole courses 2 8 % 
27-hole courses 8 % 
36-hole courses 5 % 

Average membership 393 
Average annual dues $396.50 
Anticipated increase 

in membership 
for 1966 8 % 

^Municipal courses have not been subjected to Excise Tax payment. 

HOW CLUBS INCREASING DUES W I L L SPEND THE B O N A N Z A 

21 % will enlarge or improve golf course—average expenditure: $44,260 
6 % will install or improve practice green—average expenditure: $10,333 

31 % will erect or improve clubhouse with an average expenditure of $52,500 
13.3% will install or improve restaurant with an average expenditure of $27,500 
33 % will install or improve pro shop with an average expenditure of $10,660 
17 % will install or improve locker room—average expenditure: $36,250 

8 % will install or improve bar with an average expenditure of $22,500 
14 % will install or improve outdoor patio—average expenditure: $2,750 
15 % will purchase office equipment with an average expenditure of $1,063 
13 % will install or improve kitchen with an average expenditure of $13,200 
14 % will purchase glassware with an average expenditure of $900 
16 % will purchase silverware with an average expenditure of $1,425 
11 % will purchase dishes with an average expenditure of $1,566 
21 % will purchase clubhouse furniture with an average expenditure of $7,625 
22 % will purchase floor covering with an average expenditure of $3,971 
29 % will install or improve irrigation system—average expenditure: $32,837 
37.5% will purchase mowers with an average expenditure of $1,885 
13 % will purchase spreaders with an average expenditure of $825 
20 % will purchase tractors with an average expenditure of $8,440 

3 % will purchase hole-cutters with an average expenditure of $75 
14 % will purchase aerators with an average expenditure of $1,150 

9 % will purchase tee-markers with an average expenditure of $455 
6 % will purchase benches with an average expenditure of $850 
5 % will purchase ball washers with an average expenditure of $287 

20 % will install or improve tennis courts—average expenditure: $15,045 
7 % will install or improve swimming pool—average expenditure: $16,500 

11 % will install or improve showers with an average expenditure of $10,200 
6 . 6 % will install or improve roads with an average expenditure of $2,650 
9 % will install or improve parking areas—average expenditure: $4,750 

12 % will install or expand work sheds with an average expenditure of $3,241 
2 . 5 % will install or improve halfway houses—average expenditure: $960 

23 % will purchase golf cars with an average expenditure of $13,675 
9 % will purchase batteries with an average expenditure of $933 

Many officials indicated on their re-
turns that they did not feel they were 
violating the spirit of the excise tax re-
peal by depriving the members of a tax 
savings. (In signing the excise tax repeal, 
President Johnson had asked for coopera-
tion in passing the tax relief along to the 

consumer.) These poll participants point-
ed out that an increase in club dues for 
1966—or some kind of assessment—would 
have been necessary if the tax money 
had not been available. 

Of the officials taking part in the sur-
vey, 63 .4 per cent represented private 

Continued on next page 



SURVEY 
Continued from page 32 

clubs, the remainder (36.6 per cent) 
semi-private layouts. Municipal and mili-
tary courses were not subject to the ex-
cise tax. Standard-size (18 holes) courses 
accounted for 59 per cent of the replies: 
28 per cent represented 9-hole courses; 
and the balance (13 per cent) were 27 
holes or more. Other characteristics of 
the participants: average membership of 
393 members paying an average of 
$396.50 in annual dues, and anticipating 
an 8 per cent increase in memberships 
for 1966. 

A projection of the survey figures indi-
cates that about $137,400,000 in new 
money from present members will be-
come available to the clubs changing the 
dues structure. Considering the antici-
pated 8 per cent increase in members 
and the fact that the former 20 per cent 
on initiation dues will also go into club 
coffers, another $35,000,000 to $40,-
000,000 could be added to the pot. On 
dues increases alone, the clubs will real-
ize an average increase of $33,700 each 
in annual revenue. 

W ith such a yearly gain anticipated 
club officials are embarking on ambitious 
building and refurbishing programs-
many of which have been needed for 
some time. Other obligations are not be-
ing overlooked, however. Club employ-
ees, for instance, stand to profit from the 
new golf economy, since 29 per cent of 
clubs polled in the GOLFDOM survey 
revealed they were planning to raise 
salaries, and 26 per cent indicated they 
will increase the size of their staffs. Re-
ducing club debt is the concern of 37 per 
cent, but the highest figures are com-
piled by those planning improvements 
and purchases. Capital improvements 
will be made by 76 per cent of those 
queried, while 43 per cent will purchase 
equipment. 

As the total of these percentage figures 
will show, many clubs will spend the 
bonanza in more than one direction. In-
deed, some respondents disclosed that 
they are planning to invest in such proj-
ects as retirement and insurance pro-
grams for their employees. 

Club pros who have long been singing 
the blues over lack of space for pro shop 
operations, will find cause for consider-
able glee in the survey report on club 
improvements. New or improved pro 
shop facilities are in store for 33 per cent 
of the clubs raising dues—the highest 
figure in all categories of construction 
or improvement. The erection, expan-
sion or improvement of clubhouses ranks 
next with 31 per cent, and the average 
expenditure anticipated is a very impres-
sive $52,500. 

T w o other survey factors that rate very 
high should warm the hearts of the golf-
ers. Twenty-one per cent of the clubs 
plan to enlarge or improve the golf 
course, and 29 per cent will install or ex-
pand an irrigation system. The drought 
in the eastern states over the past several 
years, which has kept many fairways 
burned-out for the bulk of the playing 
season, must be considered an important 
factor in this high figure for watering 
systems. 

Two other trends in the development 
of facilities are supported in the survey. 
Recent demands for more and more non-
golf activities is reflected in the plans of 
20 per cent of the clubs to install or ex-
pand tennis courts. And the tremendous 
increase in the use of golf cars is shown 
in the fact that 23 per cent will procure 
(either by outright purchase or fleet ren-
tal) new vehicles. Anticipated average 
expenditure for the golf car category is 
$13,675, which indicates orders will be 
placed for substantial numbers. 

All in all, the repeal of the Excise Tax, 
brought about by the effective campaign-
ing of many people—including Arnold E. 
Abramson, publisher of COLFDOM and 
GOLF Magazines, and Herb and Joe 
Graffis, GOLFDOM's pioneers—should 
put the game and all its allied industries 
and interests on the threshold of the hap-
piest state of health in years. • 

GOT A BIG I D E A F O R ' 6 6 ? 
GOLFDOM is looking for new ideas 

for doing key jobs easier and better 
around the golf club. We'll pay $20 for 
each one published. 150 words or less. 
GOLFDOM, 800 Second Ave., New 
York, N. Y. 10017. 



Colonial's fairways were rated "tops" 
by touring professionals at the Memphis Oper 

"We use Agrico Country Club Ferti- j f * * 
lizers on our fairways and greens to 
supply the needed nutrients," says 
Ed Nunley, Superintendent, Colonial 
Country Club, Memphis, Tenn. "We 
get steady growth and excellent 
color with our Agrico Fertilizer 
Program. It helps us bring our 
course to peak condition for 
our Spring Tournament and 

keep it that way all season." Put you 
course on an Agrico Program an 

get planned results in your turf man 
agement. Your Agrico Representativ 

will have a program prepared for you 
course. Or write today : Americai 

Agricultural Chemical Company 
New York, New York 10007 

Agrico Fertilizers ar< 
also available in Canada 

AGRICO6 COUNTRY CLUB FERTILIZERS 
The Nation's Leading Fertilizer 

F o r more information c i r c l e number 1 0 2 4 on card 



D eveloping a good golf shoe business 
in a pro shop depends essentially on some 
hard work on the part of the pro and on 
how dedicated he is to seeing that his 
members have proper footwear. 

The most important factor is getting 
established with the most reputable 
manufacturer you can find. I see my 
customers around the club all the time 
and if the shoes they buy from me 
aren't top quality, I'll hear about it. 
Find out how long the manufacturer has 
been in business. Study the salesman 
when he calls, for he's a reflection of 
the company. Carefully examine the line 
he shows you, question him, and find 
out how much selling support you'll get 
in the way of advertising, direct mail 
and publicity. Above all, be satisfied that 
he can consistently deliver quality shoes, 
regularly come up with distinctive styles, 
and deliver promptly. 

Although I stock various makes of golf 
shoes, balls and other items, I've learned 
that it's better to handle just one manu-
facturer's shoe line in depth and possibly 
one other line of best sellers. When you 
do substantial volume with a company, 
you get preferred treatment and com-
plete assurance of quality stock each 
year. (After all, he is depending on me 
to sell my 550 members.) Furthermore, 
the styles, colors, names and model num-
bers get confusing when there are several 
manufacturers' lines involved. 

S o m e styles aren't stocked in depth, 
depending on how well I think this or 
that one will sell, but I try to have a 
full line to show. If a prospect wants 
a style or color I haven't got in his or 
her size, I can assure quick shipment by 
my supplier. I also carry some low-price 
items because I found out they're neces-
sary in competing with in-town retail 
stores. 

Superior service is vital if a pro is to 
build a shoe business. There are about 
70 different shoe sizes in a line, not to 
mention the styles, and no pro shop can 
carry them all in depth. Depending on 
how good my judgment is each year, I 
find that somewhere between 30 and 50 
per cent of my sales will be for end sizes 

Keep your 
best foot 
forward 

Ways to develop your 
golf shoe business and 

receive a bonus 
in members' good will. 

BY TONY NOVITSKY 
Head Pro, Columbine C. C., Denver, Colorado 

I haven't got in stock. But I do know 
that I can get them in short order. 

Nothing hurts a pro more than for-
getting about his customers once he has 
sold them shoes. It's necessary to stand 
back of your transactions. If a customer 
feels that he or she has a legitimate 
complaint, take it up with the shoe manu-
facturer and see if something can be 
done. The reputable supplier does his ut-
most to see that his products measure up 
to quality standards. If a slip-up occurs, 
he's most anxious to correct it. 

The manufacturer's salesman can be 
a big help in increasing shoe sales. Seek 
his advice on which styles and sizes to 
carry in depth and which to put on the 
"service" list. Question him about prices 
and how much stock to buy. If you have 
confidence in him, and he has been fac-
tory trained by a company that has mar-
ket research programs, you can almost 
predict your turnover. 

Every pro should constantly try to 



Tony Novitsky suggests 
shoe display tips to his 
assistant Dave Nelson. 
Tony says, "You cant sell 
'em if they cant see 'em." 

refine his buying techniques. Many buy 
either too much or too little. IVe learned 
one rule: Have on hand somewhere be-
tween 12 and 18 pairs of mens shoes for 
each 100 golfers in the club. For women's 
styles, this figure jumps to about 24 pairs 
per 100 active golfers. Each pro shop is 
different, however, and such things as 
the history of the clubs shoe business, 
the income level of the membership and 
even the weather have to be considered. 

When a pro is deciding what to buy 
and how much, he sometimes falls in a 
trap by buying what he likes and not 
necessarily what his members will like. 
Ask your wife or some of the fashionably 
dressed women in the club for opinions 
on a women's line. Test men's styles on 
some of the men. But always remember 
that a man buys primarily for comfort, 
then for wearing qualities and finally for 
fashion; a woman is impressed first and 
foremost by fashion. 

I normally buy only one pair of shoes 

per size when getting ready for a new 
season and I reorder as I sell. This is a 
safe rule if your supplier has good service 
capabilities. It's not a good idea if you're 
in a distant area such as Hawaii or a 
resort area where tourist business might 
be lost if you haven't got merchandise 
on hand. Another tip, when time permits 
I save my reorders so I can avoid extra 
single pair charges that, depending on 
the manufacturer, might run from 75 
cents to one dollar. 

Be sure to have some new shoe styles 
as well as proven ones in the shop. The 
word "new" has a strong attraction, par-
ticularly to women. Occasionally, I select 
a couple of "way out" styles as attention 
getters and find out from my salesman 
which styles and which lines are being 
advertised heavily by the company. 

The "way out" shoe can be a good 
business builder. I purchased a gold golf 
shoe one year as a gimmick; it put the 
spotlight on my shoe department tor 

Continued on next page 
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SHOES Cont inued f rom page 37 

quite a while. 
Every pro should review his selling 

techniques and try new ones. Strange as 
it seems, some pros fail even to display 
their shoe lines so that prospective cus-
tomers know they can get as good a 
selection and better quality than at an 
in-town store. If there is room, set aside 
an area for a shoe department in the 
shop. Always have a Brannock device 
and a measuring stick handy and visible. 
Put out posters and catalogs; change 
them around every week or so to liven 
up the section. Check with your electric 
company and get advice from one of its 
lighting experts for displays and spot-
lights. 

Shoes always look best when displayed 
with apparel. Arrange them with slacks, 
shirts, shorts, and use a mannequin. 
Check with your salesman to see what 

Effective use of lighting will do much to 
focus club members' attention on merchan-
dise. Also note the number of shoe styles. 

he has in the way of displays. Most im-
portant—keep things clean and the shoes 
dusted. I see that this is done each 
morning. 

I make it a point to wear some of 
the things I sell so the club members 
can see for themselves what kind of mer-
chandise I can offer. Furthermore, I ask 
my assistants to do the same, and my sup-
plier helps by having a discount policy 
for teaching and shop assistants. We take 
full advantage of it. 

A pro shop operator loses money if he 
surrenders his sales potential at the end 
of the regular season to in-town retail 
stores. I try to keep club members con-
scious of my business the year round. 
When the season ends, I offer specials 
on items being phased out by my sup-
plier, but keep in stock those that will 
be continued next season. 

Al card file on each member is valu-
able in sustaining sales. Who buys what 
and when, what size each customer wears 
—its all helpful. For instance, I often sell 
an odd-size pair of shoes at the end of 
the regular season simply by referring to 
the card file and finding out who among 
my clientele hasn't purchased a new pair 
for some time and who wears the size 
I have in stock. I make the sale; he or 
she gets a bargain. 

When arranging stock, I find it is 
better to do so by sizes instead of style. 
I can usually interest a customer in one 
of the styles I have on hand provided 
it is in the right size, but not vice-versa. 
I also can work faster and easier when 
I know quickly where this or that size is. 

Make use of direct mail in your selling 
efforts. Announce your stock in the club 
newsletter and periodically publicize 
sales, closeouts, or special events. Get 
some bill-stuffers from your supplier. 

Finally, don't expect to get rich over-
night. Building a shoe business takes time 
as well as know-how and energy. The 
three combined, however, can help you 
build an attractive income and enjoy the 
members' good will. • 
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comfbntable 
CAR FOR THE COURSE 

The all new 1966 Harley Cavidson ELECTRIC can 
Carefree miles of profi table use with rugged 
" T o t a l P o w e r D i r e c t D r i v e . " An i n t e g r a l 
a x l e / m o t o r delivers all the torque with no 
couplings, belts or chains t o w e a r o u t or 
was te power • Exclusive 2-year war ranty on 
new high-wattage resistor that won' t burn 
out , special alloy contacts on high-capacity 
solenoids, and a speed switch designed to 
hand le 2 0 0 amperes • Oversize rear wheels 

mounted on torsional stabil izers prevent tip-
ping. Coil springs and a shock absorbing 
hydraulic d a m p e r p r o v i d e s m o o t h , l e v e l 
ride • Electric or Gasoline, Har ley-Davidson 
golf cars are serviced loca l ly—warranty serv-
ice and parts are only minutes away • Call 
your dealer for a d e m o n s t r a t i o n on your 
course, and ask about Har ley-Davidson's pur-
chase, rent or lease plans. 

New rear suspension combines 
coil springs, hydraulic damper 
and torsional stabilizer — pro-
vides absolute maximum stabil-
ity and comfort. 

"Total Power Direct Drive" — 
G E electric motor and Dana 
drive are one unit mounted on 
the axle. Nowasted power, longer 
service, better traction. 

I D S O N 

HARLEY-DAVIDSON 
MOTOR COMPANY 
MILWAUKEE. WIS. 

C - 1 0 3 
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Before you buy or issue bid speci-
fications for new mowing tractors, 
you'll want all the facts about 
N e w - S i z e F o r d L C G ( L o w -
Center-of-Gravity) tractors. 
Quieter , smoother operat ion 
with all-new, three-cylinder en-
gines. Operators will be surprised 
and pleased a t the absence of 
muscle-fatiguing engine vibration. 
Owners will be pleased with the 
new high level o f fuel economy, 
longer intervals between oil and 
filter changes, ease of routine 

maintenance. Bat tery , for ex-
ample, swings out for full-view 
inspection and quick servicing. 
Chrome-faced piston rings, wear- a 
resistant top ring groove inserts, 
hardened valve seat inserts and 
positive exhaust valve rotators 
keep compression up, lengthen ^ 
time between overhauls. 

4 
Ten-speed power-shift transmis-
sion with independent power 
take-off lets operators change 
tractor speed on-the-go, stop, or 
reverse without manual shifting 

V 

New "PERFECTION" in mowing power... 




