tick tock

Our clubs keep perfect time. Wood to wood, iron to iron, Maxfli to Maxfli . . . swing tempo is the
same. Driver through 9 iron, each registered Maxfli is perfectly balanced and weighted to make
the set. Time them yourself. Sold by golf professionals in the length, flex and swing weight to fit
any player perfectly. Choice of Ebony or Antique Brown woodheads. Leather or Golf Pride grips.

@ D UNLOP Everywhere in the worlds of golf, tennis, and tires
X

500 Fifth Ave., New York, N. Y. 10036

For more information cirele number 268 on card
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Maintenance?

You'll probably want to wash
your 66 Allis-Chalmers Golf Cars
once in a while!




Suddenly Allvs-Chalmers took the headaches out of golf cars

Golf courses are for playing golf and the
one thing a club doesn’t want is a car
that leaves a man on the fifteenth hole
or requires elaborate maintenance.

Allis-Chalmers went to work to build
cars that would perform round after
round for many seasons. They had to
meet the reliability and ruggedness
standards set by Allis-Chalmers con-
struction machinery, lift trucks and
other industrial equipment that must
stand up to heavy use.

They are here now. The new 1966
gasoline and electric powered Allis-

Chalmers Golf Cars. They have the
reliability, plus the maneuverability and
comfort you have been looking for.

Their sleek styling will be an asset to
your club. You’ll be so proud of them,
you’ll want to keep them washed. And
your club will like doing business with
Allis-Chalmers. If, by chance, you
should need parts or service, Allis-
Chalmers maintains service facilities all
across the country. Your club can choose
a leasing or financing plan that is suited
to your needs. Find out more. Send
in the coupon below now.

Comfort all the way. Wide
balloon-type tires, spring
cushioned, individually con-
toured seats. Coil springs and
shock absorbers smooth out
the roughest terrain.

Up the steep hills. The low
center of gravity assures stable
operation. Tiller bar or steer-
ing wheel gives effortless
handling, Brake pedal has a
catch lock for parking.

Sleek Fiberglas body. Noth-
ing to snag clothes. Walk-
through cockpit with no
obstruction makes it easy to
get in and out. Body is com-
pletely rustproof.

Easy access. Body tilts back,
making entire interior visible,
Handy built-in battery charger
optional on electric models.
Plugs into any 115-volt AC
outlet for overnight charging.

SEND FOR NEW, FULL COLOR BROCHURE

r
|
| ALLIS-CHALMERS SPORTS PRODUCTS
I Milwaukee, Wisconsin 53201

|

|

|

Please send me your new brochure show-
ing all the '66 golf cars.

Name_
Golf Club — =

Address

1966 Allis-Chalmers Golf Cars available in gas or electric madels.




HERB GRAFFIS

Continued from page 16

Heights, Obhio,
turf consultant,

Jim Iavan resigns as pro at Charleston
(S.C.) Air Force Base GC and goes
with Lionel Noah at Forest Hill GC,
West Palm Beach, Fla. . . . Forest Hill
is an 18-hole par-3, with nine lit; and a
double deck practice range . . . Adelor
J. (Bud) Petit, Jr., president, Western
GA also is president, Knollwood Club,
Lake Forest, 1ll. . . . Mark Cox, secretary,
Western GA, is president, Park Ridge
(Il.) CC . . . Sidney James, president,
International Golf Assn. also is president
Apawamis Club, Rye, N.Y.

National Golf Day, the least pub-
licized and the most widely beneficial of
any sports fund-raising operation, last
year contributed to the education of 970
ex-caddies on scholarships established by
21 regional caddie scholarship programs.
. . . Desmond Tolhurst, a cellmate of
mine in the new line-up of GOLFDOM,
says that the PGA club pro publicity

and handle jobs as a

campaign ought to make use of TV plugs
in the commercials of PGA co-sponsored
tournaments . . . Tolhurst adds that any
television advertisers would like to have
part of the credit for financing 970 young
men in their scholastic careers.

At the GCSA meeting there were fore-
casts of a quick tightening of qualifica-
tions for loans for golf courses and club-
houses guaranteed by the Farmers Home
Administration . . . Either that or Uncle
Sam is going to own small town golf
courses he doesn’'t want . Already
several borrowers are having trouble
meeting the payments . . . Competent
golf businessmen remarked at the CGCSA
that loans for golf establishments often
were made without informed planning,
spervision or approval.

The FHA guarantees of loans when
handled in an informed businesslike
manner are great for community recrea-
tion and for golf . . . Too bad a chow-
line method of dishing out money is
allowed . . . What should be done by
the Department of Agriculture in avoid-

Continued on page 154

® Rebuilt Cars!
® Used Cars!

® Turf Truckster
Utility Vehicles

976 North 21st St. °

.

[ NEW! CUSHMAN HEADQUARTERS

for Nebraska, Western lowa, the Dakotas

® New Cushman Golf Cars!

Lincoln, Nebr. 68501 .

N

Fleet Lease and Rental Programs of all Kinds

Call, Write or Wire
JOHNNY BOZARTH, Manager

Cushman Distributor Sales Company

Tel - (402) 435-
el - (402) 2131)

For more Information cirele number 169 on card
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Three Wheels — Four Wheels — Canvas Canopy
—  Exclusive Fiberglass Top — Worap-Around
Windshield — Tiller or Automotive Type Steering
—  Personnel Carrier —  Service Car —

Regardless Of The Style You Choose . ..
THE FRAME'S THE SAME!

WHY?

Because Pargo is the ONLY Golf Car that

STAYS YOUNG. The Pargo "“Quick-Kit”
. allows you to update ANY model Pargo so
% it looks like THIS YEAR'S MODEL . . .

S BECAUSE . . .
: THE FRAME’'S THE SAME!
Some Select Dealerships Available

Lo

220 Dalton Avenue, Charlotte, N. C.
P. O. Box 336 — Phone (704) 333-8841

For more information cirele number 185 on card
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Wrap-up on GCSA Show

Nearly 700 superintendents attended the educational sessions
at the recent conference, rated the best ever.

By HERB GRAFFIS

S hopping around for ideas and materi-
als to use on and underneath golf courses
brought nearly 1,000 golf course super-
intendents and officials to Kansas City
for the 37th conference and equipment
and supply exhibition of the Golf Course
Superintendents’ Association. The exhi-
bits and talks were staged Feb. 13-18 at
the municipal auditorium, about a par-20
distance from conference headquarters at
Hotel Muehlbach but the hoofing was
underground and no hardship.

Edward (Ted) Roberts, Jr., superin-
tendent Fairmont CC, Chatham, N. J.,
son and grandson of golf course super-
intendents was elected pres., succeeding
Robert Shields, Jr., of Woodmont CC,
Rockville, Md. Shields and his adminis-
tration have to their credit a highly suc-
cessful year marked by extension and co-

ordination of educational programs for
Continued on page 132

n
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Joe Graffis, Sr., with President Shields and
Fred Grau at President’s Reception.

LSRR MF I
A view of the Exhibit Hall, upper left.
Above, Dr. Britton speaks at the Sod
Producers’ Program. Golfdom’s annual
Father-and-Son Lunch, below left. This
was largest of nine held—96 attended.



We can't promise you lazy days in a hammock-but—-we can
promise you'll stop knockin' yourself out fighting turf diseases
with Panogen Turf Fungicide on the job.

Panogen Turf Fungicide is a liquid fungicide you simply mix
with water and spray on your greens and fairways to pre-
vent disease-or—control outbreaks during early stages—so
good turf is maintained all season.

For disease-free greens and fairways the sure-economical
way-spray with Panogen Turf Fungicide (it will make your
job easier too)!

Another Peace-of-Mind Product from. ..

MORTON CHEMICAL COMPANY

DIVISION OF MORTON INTERNATIONAL, INC.
110 N. WACKER DRIVE » CHICAGO, ILLINOIS 60606

For more information circle number 249 on card



Buying for the pro shop
Careful scrutiny of past sales, pre-buying study and good
financing are the keys to successful purchasing.

By HARRY OBITZ and DICK FARLEY

Golfdom Merchandising Coasultants

Good buying is the foundation stone of
any success that you, as a golf mer-
chandiser, can hope to enjoy. You can
be the greatest salesman, or an expert
on display, but unless you have the
right merchandise for your members,
youre dead.

The starting point for intelligent
spring buying is a thorough analysis of
the Inventory sheets which you have
been carefully keeping during the year.
(See February, GOLFDOM.) Usually,
the best time to do this is immediately
after your Fall season closes. Your mer-
chandise items are still fresh in your
mind, and you can remember colors,
fabrics, etc. Also, many items—particu-
larly soft goods—are made up by the
manufacturer well in advance of your
selling season. They have to be sched-
uled for production, and if you wait too
long to get your orders in, your delivery
dates will be too late.

28

Taking an overall view first, study how
much was spent in each inventory cate-
gory—balls, clubs, bags, shoes, men’s wear,
ladies” wear, and accessories. If you find,
for instance that you sold $20,000 in
shirts last year and only $5,000 in clubs,
it would naturally be to your advantage
to budget the larger amount in shirts.
This way you can allocate money cor-
rectly for each category.

Then take a look at the individual
items of merchandise within each cate-
gory. Besides noting those items that
sold best, work out the price range which
has sold to your particular members.
Unless you can accurately determine
your clientele, you will be at a gross dis-
advantage in ordering merchandise.

Pre-buying study—Before you start
your spring buying, get in touch with
the manufacturers, watch their ads and
see what they are featuring. This way
you will be well informed by the time



you want to make your purchases.

On the subject of advertising, here’s
a tip on the ads that manufacturers run
with top grade players endorsing their
products. It's well worth making a note
of which player is endorsing what and
keeping tabs on how good a year each

man is having. For example, if a player

is having a good year, you usually find
quite a demand in your shop for the
shirts, slacks, etc., he is endorsing.

It is important that, before you do
your buying of soft goods, you research
the new styles, new fashion trends and
the new fabrics that will appear during
the coming year. Ways you can do this
are by looking at fashion magazines and
newspapers, asking your suppliers and

~ talking with good sportswear shop own-
ers in your area.

Do not buy the first thing that a
salesman brings round to your shop in
the Fall. Many times you will buy some-
thing and later see something else that
is better, newer and more suited to your
operation. But because you have already
committed your business to this first sup-
plier, you will not have enough left to
spend on what you really should have.

The better way to proceed is by shop-
ping through all the lines first. If you
are in a Metropolitan area, visit the
showrooms of each manufacturer before
you buy. Take a note pad and pencil

" with you and make notes on the things
you like, jotting down also styles, fabrics
and prices. After you have shopped all
the lines, study your notes and then buy
the things you feel will sell best.

Even if you have the advantage of
visiting the manufacturers” showrooms, it

 is nevertheless important in the ordering
of soft goods that you rely to a great
extent on the salesmen who visit you
as to the best selling colors and sizes.
In addition, it is well to call on your
own experience, if you have been at
vour club for any length of time.

. Reputable companies—In buying, be
sure that you deal with reputable com-
panies only. They are the ones who have
called on you consistently year after

‘year. They are the ones who advertise in
all the various mediums. They are the
companies who carry the bulk of the
golf business and have worlds of experi-

ence to draw on. When they present a
line of merchandise, you can be certain
that it will give you the least amount
of trouble. And if something a reputable
company sells you does go awry, you
will have recourse.

Beware the itinerant—These fly-by-
night peddlers have one idea: to make
a fast dollar out of the golf shop. They
will try and sell you untested specialty
items that could prove a hard thing for
you to handle—and you could get a lot
of money tied up in them.

For example, it is not unusual to have
a fellow come in and say that he’s got
a special new kind of umbrella that is
bigger, better, but cheaper. Well, you
get the umbrella, and, the first time the
wind comes up, it blows down the golf
course and you are stuck with about ten
dozen of them because you made a
“good buy.”

Now if a regular salesman who has
been calling on you for years comes in
and suggests a specialty item, it might
pay to listen. The reason, of course, is
that he would not want to risk your
business just to make a few dollars.

While we're talking about specialty
items, here’s a useful tip. Keep in con-
stant touch with the club manager, and
the chairmen of the social and tourna-
ment committees, so that you are well
aware of any special events that are
coming up in the spring. You can buy
specialty items for these affairs, and
make a nice piece of change.

Check “specials”—One time we learned
the hard way about buying was when the
fishnet shirt was first coming into prom-
inence. One of the bigger manufacturers
had a special on this item, whereby if
vou bought five hundred dozen you could
get them for roughly fifty cents a shirt.
The regular wholesale price of the shirt
was something like two dollars each. We
bought the shirts, but when we opened
the boxes, we found that they were all
smalls—and this size would barely fit a
small boy. We still have some of these
left, and it’s eight years later!

Storage space—A most important thing
to keep an eye on is storage space. Make
sure that you have got everything clean
and shipshape, ready to put the equip-
ment in once you buy it. There is nothing

Continued on next page
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McLAUGHLIN

Range, Miniature,
Pro Shop Golf Balls

Made of finest materials, care-
fully supervised. Covers contain
the new DUPONT NEOPRENE
HC for maximum durability. Fin-
est URETHANE enamel used.

o ke ko

WANT TO SAVE ON
RANGE BALLS?
Have your culls rebuilt the Mc-
LAUGHLIN way. Exclusive pro-
cess gives them same durability
as new range balls. Covers and
paint the same as our new

range balls.

ok gk ok

Range and miniature supplies
and equipment. Send for cata-
log. Used balls bought, sold
and exchanged.

Free samples of balls
on request.

sk ek kok

YOU CAN PAY MORE —
BUT YOU CAN'T BUY BETTER!

HUGH J. McLAUGHLIN & SON, Inc.

614 N. Indiana Avenue, Crown Point, Indiana

For more information circle number 176 on card
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BUYING FOR PRO SHOP

Continued from preceding page
worse than to have a big load of equip-
ment come in and then have no place to
put it. This impairs buying in volume,
and when you do that, you are cutting
down your income.

Staggered delivery—Very often the
way to beat the storage problem is to
ask the manufacturer to ship on a stag-
gered basis. Many items you know you
will not sell the first week they arrive—for
example, woods, irons and golf bags.
These items are bulky and take up a lot
of storage space. If you buy a sufficient
quantity, the manufacturer will be will-
ing to ship them to you, say, at the rate
of ten sets or items every two weeks. You
can do the same thing with hats and caps
and other items that you can buy from
companies who can give you fast de-
livery. This way your merchandise is al-
ways fresh and inviting,

When the shipment arrives, see that
you receive what you actually ordered.,
Check colors and sizes and make sure
the company hasn’t substituted a lot of
“dogs” for the items you asked for.

One tip on Spring buying that we
would like to pass along is that it is not
advisable to buy bulky things like heavy
sweaters and jackets. These are actually
Fall selling items. If you buy them in the
Spring, you'll have to warehouse them
or have them standing around the shop
gathering dust all Summer long. Other
such items during the Summer for Fall
delivery (after the first of August).

Moving to new club—each vyear there
is a big turnover of professionals’ posi-
tions at clubs. Quite often you will move,
say, from a private club to a municipal -
job or vice versa. In this case, a fellow
should make a good study of the kind
of merchandise that will sell at his new
club. Make it your first job to find out
exactly what league you're in.

Influence of climate—When relocating,
remember that merchandise that will sell .
in one region may be quite unsuitable for
another. For example, in the North
heavier things sell best, and slightly dark-
er colors are popular. You would also '
have a hard time selling white shoes in
Boston, but no trouble selling them in
Memphis or New Orleans. Study what

Continued on page 33





