tinue to lag behind the private and semi-
private courses, but there’s a big story to
be told about the part they play in the
golf picture, Dr. Eckhoff says.

“In Milwaukee during the past 11
years golf play has increased from 360,

NUMBER OF GOLFERS

ann | #.:*:-5» TH
1966) (103, incroase)
1965 7,750,000

*Plus approximately 1,500,000 golfers who play
less than 15 rounds a year.

NUMBER OF COURSES

1967 T

8,672
1966 (4.2% increase)
1965 8,323

GOLF EQUIPMENT SALES
000 »

1867 (est. 10% hm'#)?. Ry
1966 (6.1% incrasse)
1965| 213,200,000

-}~ No estimate possible at press time.
# Estimated.

452 rounds per year to 661,292 rounds,”
he points out, “an increase of 85 per-
cent, and all still played on the same
number of courses. One typical county
course in Milwaukee averages 600 rounds
of golf per day on week ends and 500
rounds per day during the week. This
county has six regulation length 18-hole
courses, one regulation 9 and five par 3
courses to serve its 1,100,000 population.

"Another interesting observation, one
which T am sure is duplicated in numer-
ous municipalities, is the tremendous
growth in junior and senior golf play.
During the past 11 years combined junior
and senior golf play jumped from 35,949
rounds to 105,904 rounds, an increase of
300 percent.

“While municipal golf courses com-
prise only 13% of the nation’s golfing
facilities, they handle over 40 percent of
the nation’s golf play. Semi-private
courses comprise about 40% of the na-
tion's courses and also serve about 40
percent of the nation’s golfers. This leaves
about 20 percent of the golfing popula-
tion as private country club members.
Private clubs constitute about 47 percent
of the nation's total courses.

“Golf has become the most talked
about game in the nation. And golfers
are spending millions for equipment.

Figures compiled by the Athletic Goods
Manufacturing Association in its 1965
Census Report, the latest available, show

continved on nex! page

1965 AGMA CENSUS REPORT
Unit of QUANTITY VALUE
ITEM Measure 1965 1964 1965 1964
Golf Club
irons each 8,223,636 7,649,060 49,419,071 44,213,328
Golf Club
woods each 3,318,108 3,082,514 28,527,977 26,225,771
Golf Clubs each 11,541,744 10,731,574 77 947,048 70,439,099
Golf Balls dozen 7,272,120 6,145,199 49,631,851 43,473,126
Golf Bags each 941,434 863,492 10,718,599 10,086,682
Golf carts each 172,174 _— 2774725
Other golf
equipment ———— = e - 1,701,054 1,475,414
139,998,552 128,249,046
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continued from preceding page
that golf equipment sales of $139,998,
552, a 9.39, increase over 1964, account
for nearly 609 of the total sales in
athletic goods of $271,776,690. The
AGMA annual recapitulates the sales of
golf equipment, baseball and softball
equipment, inflated goods, boxing gloves,
tennis, badminton and related equipment,
helmets and pads, athletic shoes, athletic
clothing, bowling bags and miscellaneous
items. The amounts reported are on the
basis of selling prices, including Federal
Excise Tax. A chart of golf equipment
sales for 1964 and 1965 is on page 71.
(In 1964, the respective totals were $128,
249,046 and $250,254,463.)

The Athletic Goods Manufacturing As-
sociation breaks down golf equipment
sales in the following categories: golf
clubs, irons, golf clubs, woods, golf balls,
golf bags and “other golf equipment”.
In the 1965 report golf club carts’ sales
figures have been withheld to avoid dis-
closure of individual company sales. All
items are listed in various price ranges.

The irons are classified as costing $3.50
and below, $3.51 to $5.00, $5.01 to
$7.50, $7.51 and over. Of interest is the
fact that the lowest priced irons were the
most popular, with the highest priced
irons a close second. The totals are 2,645,
249 individual clubs, or 329 of all irons,
for the least expensive, to 2,560,472, or
31% for the most expensive. However,
their values are $7,903,339 to $26,681,
223, compared to their 1964 values of
$5,486,846 and $21,939,317.

The woods sell to jobbers and distribu-
tors at $5.20 and below, $5.21 to $7.50,
$7.51 to $11.00 and $11.01 and over. The
1965 leader was the most expensive, 1,03
2,126 pieces, 31.1%, over the least ex-
pensive, 1,030,028, or 31.09% of total
sales. The respective values are $15,093,
813, and $4,377,807. This represents a
big jump from 1964 figures which were
924,998 ($13,051,285, 30% of total)
and 706,338 ($2,784,197, 229 of the
total).

72

Golf balls are listed in three price cate-
gories: $5.10 and below, $5.11 to $7.50
and $7.51 and over. As in 1964 and
1963, the most expensive ball was the
most popular by a wide margin over the
least expensive. The figures: Most expen-
sive sold 3,588,061 dozen ($31,768,709,
499% of sales) in 1965 to 3,361,503

RATIO OF GOLF COURSES TO
POPULATION BY STATES

1966 Total Pop. Per
State Population Courses Course
South Dakota 682,000 86 7,930
Vermont 405,000 51 7,941
North Dakota 650,000 74 8,784
Wyoming 329000 34 9676
New Hampshire 681,000 69 9,870
Kansas 2,250,000 218 10,321
Nebraska 1,456,000 139 10,475
Maine 983,000 90 10,922
lowa 2,747,000 250 10,988
Montana 702,000 48 14,625
Idaho 694,000 47 14,766
Minnesota 3,576,000 238 15,025
Wisconsin 4,161,000 262 15,882
Nevada 454000 26 17,462
Oklahoma 2,458,000 139 17,683
Arizona 1,618,000 91 17,780
New Mexico 1,022,000 57 17,930
Oregon 1,955,000 106 18,443
Rhode Island 898,000 48 18,708
Indiana 4,918,000 259 18,988
West Virginia 1,794,000 93 19,290
South Carolina 2,586,000 131 19,740
Colorado 1,977,000 100 19,770
Connecticut 2,875,000 145 19,828
North Carolina 5,000,000 249 20,080
Florida 5,941,000 293 20,276
Michigan 8,374,000 402 20,831
Ohio 10,305,000 484 21,291
Washington 2,980,000 138 21,594
Kentucky 3,183,000 146 21,801
Massachusetts 5,383,000 240 22,429
Hawaii 718000 32 22,438
Virginia 4,507,000 189 23,847
Texas 10,752,000 450 23,893
Mississippi 2,327,000 97 23,990
Illinois 10,722,000 442 24,258
Missouri 4,508,000 185 24,368
Georgia 4,459,000 181 24,635
Arkansas 1955000 78 25,064
Alabama 3,517,000 138 25,485
Pennsylvania 11,582,000 452 25,624
Utah 1,008,000 38 26,526
Tennessee 3,883,000 146 26,596
Delaware 512,000 19 26,947
California 18,918,000 574 32,958
New York 18,258,000 527 34,645
Louisiana 3,603,000 99 36,394
New Jersey 6,898,000 168 41,060
Maryland & D.C. 4,421,000 101 43,772
Alaska 272,000 _ 3 90667
Total 195,857,000 8672 22585
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dozen ($30,113,034, 549% of sales) in
1964 and 2,965,014 ($27,187,404, 52%
of sales) in 1963. The least expensive
golf ball cleared 2,000,000 in sales for
the first time, just doing so at 2,007,598,
but it represents a sizeable dollar increase
over the 1,668,017 dozen sold in 1964.
The percentage of total sales, however,
remained practically the same.

Golf bags are presented in four ranges,
$6.00 and below, $6.01 to $15.00, $15.01
to $24.00 and $24.01 and over. As in the
past, the $6.01 category showed the most
sales, at 424,744 bags, with the lowest
priced bag in second place, at 342,809.
The respective percentage of total sales
are 45% and 3715 %.

Additional figures on golf equipment
sales have been presented by the National
Association of Sporting Goods Dealers.
Consumer golf sales, according to Bob
Youngblood, Assistant Director of the As-
sociation, reached $226,300,000, an in-
crease of 6.19 over the $213,200,000
in 1965. “This makes golf the fastest

growing of all categories. It would not
be surprising to see a 109 increase this
year, similar to the annual growth rate
of the past ten years.”

“Real estate men and community plan-
ners continue to use centrally located golf
courses as an assist in selling home sites,”
Mr. Eckhoff remarked recently. “Even
high rise luxury apartments are being
built with a golf course complex. Seven-
teen percent of all the new regulation
length golf courses opened for play in
1965 were part of a real estate develop-
ment. Par 3 and executive type courses
(Par - 60s) are also beginning to play a
role in golf real estate ventures with 15
percent of all new courses of this type
falling in the golf real estate category.

Golf has had its greatest growth in
the United States during the past fifteen
years. Since 1950, golfers have more than
doubled. The estimated number of golfers
per 1000 population in 1950 was 22. To-
day it is 52 per 1000.

continued on page 78

it's new from West Point

the

VG-20

Verti-Groove

with

Catcher

for greens and tees

Renovate deep thatch and clean in one operation with the
new West Point VG-20 Verti-Groove.

““Write for complete information about all
West Point tools for one-man turf maintenance.”

WEST POINT PRODUCTS CORP.

West Point, Pa.

For more information circle number 170 on card
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(holes)

Try a little golf arithmetic

m The diagram above shows how the amazing TSET
Timer/ Actuator adapts to your existing watering lines.
SIMPLE TO INSTALL AND OPERATE . . . AND, NO
EXPENSIVE CONTROL CENTER IS REQUIRED. m Each
hole is independently sequenced and Timer will auto-
matically start and stop watering operation precisely
when and for as long as you wish. m Each outlet
on fairways, tees and greens is actuated indepen-
dently . . . allowing perfect coverage, according to
the requirements at each location. m Once your over-
all watering pattern for the course is timed and set
—you never have to reset! (Although sequencing

NOW! For less than $200 per hole you
can completely automate your golf course
irrigation system...WITHOUT DIGGING

UP YOUR COURSE OR STOPPING PLAY
FOR EVEN ONE DAY!

changes are readily made, if desired.) m No electrical
equipment or power is required. (No need to dig up
course to lay conduit) The TSET Timer/Actuator is
powered by your existing (normal) water line pressure.
m Timer rewinds itself!! Will keep operating indefi-
nitely —Yet, system can be shut down for as long as
30 days (during an extended rainy season) and will
start right up again, without rewinding! m QUALITY
MATERIALS AND WORKMANSHIP-PROTECT EQUIPMENT
FROM WEATHER AND WEAR. COMPLETELY GUARAN-
TEED AND DEMONSTRATIONS ARE CHEERFULLY PRO-
VIDED UPON REQUEST.

WRITE TO TSET TODAY—AND GET SET FOR PERFECTLY WATERED TEES, FAIRWAYS AND GREENS

TSET corporation L

For more information circle number 172 on card
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New Flowering Beauties from Cole

Colorful new Crabapples developed for
modern style and three-season beauty
in today’s landscape architecture . . .

Cole is headquarters for the widest selection
available of the finest varieties of flowering
crabapples in wholesale quantities. Many

J years of careful selection, development and
testing, plus the modern, mechanized methods
employed in our 1000-acre nurseries make
Cole your best source of healthy, strong-rooted
trees that will grow and flourish in your
planting. Write for our catalog or a special
quotation on your needs.

SNOWDRIFT is Cole’s first introduction of a new flowering cral
apple, now offered for the first time. It is a prolific mass of pink buds ar
pure white blossoms during a long blooming season. Heavy-texture
summer foliage has a clean green color. The tiny ¥-inch fruit matures |
a glossy orange-red. Growing to a mature height of 20 to 25 feet, Snox
drift is ideal for colorful street and highway plantings, and for con
mercial, industrial, par¥. cemetery, golf course and home landscapin

RADIANT § ceptionally hardy variety in-
. troduced by the University of Minnesota. Its deep THE COLE NURSERY CO.

red buds open to a profusion of deep pink blossoms. R. D. No. 1, Circleville, Ohio 43113

Early folinge has a reddish coloring, maturing to a . 2 =

rich green. The small, br:ghl red }4-inch fruit Lay 1N AJG 915 ‘?‘ 7.531 >

persists into winter, A perfect tree for locations Originators of Plant Specialties Since 188
where a maximum height of 18 feet is desired.

For more Information circle number 108 on card



Minute-Miser takes the Superintendent or Lobster's big bed carries the load in front, 8-horsepower Turf-Truckster is ideal f
foreman where he's needed. Saves walking where it can be seen. A thrifty all-purpose general low-cost hauling on golf course
time, triples his efficiency at low cost. work vehicle that packs a 500-pound load. parks, cemeteries—anywhere there's i
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Now there’s a Cushman
need, from the small new single-passenger Minute
Miser for the Superintendent, to the 18-horse Turf-

ruckster for hundreds of different grounds main-
tenance jobs.

New in the line is the 8-horsepower Turf-Truckster
for light hauling, and the Cushman Lobster for
low-cost general transportation. The Cushman with

',

e S

R

shman Hydraulic Dump Body handles
d dumps %5 yard or 1,000 pounds. Com-
t and rugged. Wide tires protect turf.

Boom spraying on a green with the popular
Turf-Truckster cuts spraying time to min-
utes; also operates as boomless sprayer.

T

hydraulic Dump Body is another new unit that
handles and dumps up to 1,000 pounds.

See them all today at your Cushman Dealer. Or
send the coupon for complete new literature.

CUSHMAN MOTORS
“‘the big name in little wheels”

N, NEBRASKA + A AR CORPORATION

Cushman Motors
1018 N. 21st St., Lincoln, Nebraska

Please send new literature regarding your Turf
Vehicles.

Name.

ASA0ESS sy

Olly S R S e

Send this coupon today for com-
plete information on the complete
Cushman Turf Line!

For more information circle number 138 on card
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Snellen

SKI LIFT COMPANY

21800 St. Clair Ave., Cleveland 17, Ohio
A.C. 216 531-6705

“To The Top — Mach Schnell”
*

**J”” BARS, ‘T BARS, CHAIR LIFTS
Fully Enclosed Gearing

Ease of Erection

O o

Low Maintenance Costs
4. Free Consultation Service

VISIT OUR LIFTS IN: Minn., Ohio, Pa.. N.Y.,
Mass., N.J.

MADE IN USA

SRS LA A
NANANAAANAAAIANANI I NI I I I I I I I I I I I I I I I I I I I I

For more information circle number 181 on card

GOLF OUTLOOK

continved from page 73

"Golf course development in recent
years is the most tangible and convincing
proof of the extent and stable nature of
golf growth’s. Capital invested in golf
facilities in the United States today totals
over $2 billion, 50 million. Over $200,
000,000 is spent annually to maintain
the nation’s golf courses. The estimated
acreage devoted to golf is 837,000.

During the twelve months of 1967
many golf courses plan additional facility
improvements or expansion. According to
a NGF sampling survey, about 54% will
be making golf course improvements;
40% will expand parking facilities; 34%
plan to procure powered golf cars; 249
plan to improve dining facilities and 239,
plan to modernize their pro shops.

“Interestingly, the sun never sets on
the empire of golf. Today more than 12
million people are playing on more than
11,000 courses around the world. e

the West Point

T-3 Truck

’ *
For more information circle number 171 on card
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WHEN BUILDING

A PUTTING GREEN—

STOlONS

SN l'

W arren's TyrRr NURSERY

8400 W. 111th St,, Palos Park, lllinois

Send us details on beautiful, hard vucorous greens
and tees with Warren Stolons e Varren' Sod

FREE LITERATURE

[0 “Construction and Planting of Puttmz Greens with
Creeping Bent Sod or Stolons."”

[J “Genetic Variability in Creeping Bent'" A study of
seed versus stolons for planting putting greens.

ClEh N e e s
L SRR e s SRR S S e e -
- - ) SNSRI B,

U I L i ——

For more information circle number 167 on card



Play will be normal
on 17 holes

; b
| L cronen

e KIRCHDORFER

..« While

Installs your
Irrigation System
one fairway at a time!

Free Literature and list of installations on request.

P. O. BOX 4124
PHONE 585-4305

LOUISVILLE, KY. 40204
AREA CODE 502

For more information circle number 161 on card

AND TO THINK

continued from page 35
pros I am not prepared to write the

three volume book it would take to cover
the subject, and the same goes for the
superintendents and the managers.

With more players, playing more and
spending more for improved equipment,
today’s pro shops are doing more business.
But it must be remembered, that a size-
able percentage of golf items sold mostly
through pro shops were unknown before
World War II. Other older items of
limited demand were revitalized after the
war. Thus by 1966 new and better golf
gloves, headcovers, umbrellas and the
many other accessories had added over
$7,000,000 to the industry’s ball, club
and bag sales figure.

However, golf apparel gets top billing
for its vast post-war growth in pro shop
non-equipment sales volume. Before WW
(I GOLFDOM had editorially campaigned
on alerting pros to the business potential

continved on page 82

TERRA-%TIRES?

On a Champion
Doo-All Trailer?

ALL CHAMPION
DOO-ALL TRAILERS NOW
AVAILABLE WITH TERRA-TIRES

We have sold a lot of dual-wheel trailers
but, like you, have always felt a big, soft
tire could do a better job of protecting
fine turf from wheel ruts. Now, we have
finally found a perfect flotation tire —a
soft, wide-tread tire whose 6-ply strength
is sufficient to carry the heavy load you
can put into any of our Doo-All Trailers.

For full details and prices, write us or ask
your turf equipment jobber about the
Model 05130 units. We'll be pleased to
send you specifications and prices.

We also have a conversion kit if you want
to put these tires on older Champion
Trailers. Give us the serial number of your
trailer when you write, and tell us whether
you now have 7” or 8” wheels.

THE CHAMPION COMPANY
Established 1878
Springfield, Ohio 45501
610 16th Street, Oakland, Calif. 94612
856 Millwood Road, Toronto 17, Ontario

For more information circle number 129 on card
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