
Here's How to Be a Winner in the 1970 

TOURNAMENT of CHAMPtONS 
Coming soon and coming strong . . . a nation-wide Pro Shop promotion by ETONIC 
. . . built around the Official T O U R N A M E N T of CHAMPIONS Golf Shoe, exclusive 
with ETONIC. Heavy national consumer advertising (full color pages in the golf 
magazines and ESQUIRE] . . . special Pro Shop display materials . . . beautiful plexiglas 
presentation case. 

See your E T O N I C man for more details. And 
be sure you have the official T O U R N A M E N T 
of CHAMPIONS golf shoes in the shop early. 
Your players will be asking for them! 

CHARLES A. EATON CO., Brockton, Mass. 02403 
Fine Bootmakers Since 1876 

-ETDNIC ® 



IS 
Your 
Shop 

Ready 
for 
the 

'70S? 
A broader approach 

to merchandising 
can increase today's 

pro shop sales to a 
high volume business 

Based on an interview 
by Jean Conlon 

with Vincent De P. Draddy, 
president of 

David Crystal, Inc. 

a manufacturer's point of view, do 
you feel the pro has broadened his 
merchandising knowledge over the 
years? 
DRADDY: The pro has come a 
long way since Izod's pro division 
was started over 20 years ago. As 
a matter of fact, most pro shops in 
those days were completely igno-
rant of soft goods merchandising. 
W e , at 

Fashion is an important part of 
today's pro shop sales. Attractive 
golf apparel has become as much 
a part of the game as good equip-
ment for golfers, who are demand-
ing not only performance but style 
in their sportswear. 

Realizing the growing need for 
quality golfwear, soft goods manu-
facturers are developing lines ex-
clusively for pro shop buyers. One 
such company, David Crystal , 
Inc., recognized the potential of a 
profitable golf apparel busi-
ness from the outset, when 
pro shops were still ignorant 
of soft goods merchandising. 
In the following interview, 
Crystal's president, Vincent 
De P. Draddy, discusses with 
G O L F D O M the progression 
of pro shops from strictly 
equipment oriented shops to 
well-rounded stores carrying 
both men's and women's golfwear 
and explains how pros, at the 
same time, have changed their 
type of buying in 
order to pre-
pare the pro 
shop for to-
day's vol-
ume sales. 
G O L F -
D O M : 
From 



chandise. In fact, it is probably 
easier for him, and the percentage 
of profit is greater than taking the 
markdown on the cheaper mer-
chandise, which people probably 
never wanted in the first place. 
G O L F D O M : Are pros becoming 
more aware of quality merchan-
dise? 
DRADDY: Pro shops have found 
they can sell quality. This , I 
think, was one of the things that 
we did for them—we introduced 
them to quality and made them 
believe in it. The pro can get the 
price for a good shirt or a good 
pair of pants or a good jacket or 
whatever. 
G O L F D O M : Therefore, are pros 
buying more expensive apparel to-
day and are these items readily ac-
cepted by their customers? 
DRADDY: Today, $10 is practi-
cally their normal price of a shirt, 
and from $10 up to $20, I would 
say, is pretty much in the range of 
what the good pro shops now car-
ry. A so-called $5, $6 or $7 shirt 
is almost non-existent in good pro 
shops. 

The acceptance of the higher 
priced lines in the pro shop now is 
almost a certainty. A woman walks 
into a pro shop, and she can and 
will buy a little culotte for $35 
right off the table. 

At first pros didn't believe they 
could sell expensive merchandise. 
Now they have found out just the 
reverse—they deal with members 
who have a lot of money and who 
spend a lot of money on golf, on 

cars and living in general. 
T h e golfer is looking for 

quality, because he is 
quality-oriented already from 
his normal mode of living. 

G O L F D O M : In what way does 
today's pro shop differ from yes-
terday's? 
DRADDY: There are very beauti-
ful pro shops today, which is quite 
a departure from the past. The 
pro shop of 25 years ago is rapidly 
disappearing, because the pro has 
learned that he can make a very 
good income by paying attention to 
his pro shop and in some cases he 
can make more than he can by 
teaching for $8 or $10 an hour. A 
couple of good sales in the pro 
shop could equal a whole r*ay's 
lessons. 
G O L F D O M : Are you finding 
that there is less and less one sea-
son buying in pro shops and more 
all year-round buying? 
D R A D D Y : Pro shop sales de-
pend a great deal on location. In 
the north, after the first of Jan-
uary, many courses close up be-
cause there is no business, just a 
lot of snow on the ground. In the 
Pinehurst area, the season lasts a 
long time. For the Sea Island area, 
professionals get a good six-
months' business and, of course, 
California is generally year-round. 
Florida is getting to be year-round, 
too. It really depends on the loca-
tion of the pro shop. But I would 
say that the pro shop business sea-
son has lengthened out consider-
ably over what it used to be. In 
many areas it used to be two or 
three months, but today it's a min-
imum of six months, wherever the 
pro shop is located. 
G O L F D O M : Does location also 
determine the type of trade the 
pro shop can expect? 
DRADDY: Pro shops in resort 
areas look for boutique type of 

Continued on page 44 

David Crystal, were very fortu-
nate that we started in the early 
stages of the pro shop business. In 
fact, we were instrumental in 
transforming many pro shops' im-
ages from little shops to efficient 
operations with sound merchan-
dising policies. They have always 
carried golf bags, clubs and other 
equipment, but in the early days 
pro shops carried very little ap-
parel—a few inexpensive shirts, 
some cheap socks and a couple of 
windbreakers. This was the ex-
tent of their apparel line. Today 
pro shops are really stores. They 
buy like a store. They have a wide 
variety of merchandise, they have 
colors and they even coordinate 
many of their clothes. Now a 
golfer can go into a pro shop and 
can come out well-Fitted. 
G O L F D O M : Do you find that 
there is a notable change in the 
type of buying pros do? 
DRADDY: I think the profession-
al is improving his type and meth-
ods of buying. I think he has a 
greater appreciation now of fine 

merchandise than he ever has 
had before. I think he un-
derstands quality, which 

he wasn't too familiar 
with. I think he has 

learned that it is just 
as easy to sell good 

merchandise as 
it is cheap 

mer-



PAR-MATE® 
First Choice of Champions 

SHOP READY 

GOLF GLOVES 

There's a Par-Mate glove for 
every golfer. Choose f rom 20 
styles in 13 popular colors. Slip-
ons! Snap backs! Stretch gloves! 
Velcro c losing! Cold weather 
gloves! Many wi th snap-off ball 
markers. $2.25 up 

a4n coi<n r»?" 
GOLF HOSIERY 
ladies' golf socks with 
pom-poms, bows or 
plain. Also men's crew 
socks. One size fits all. 

$1.10 up 
<»i»3 «(»5 ?•$*-> ctjn oln <»i»i t»<<r> 

GOLF UMBRELLAS 
Big selection of 9 
popular styles. Quick 
drying. $8.00 up 
Choice of colors. 

»{») i»<<r2 e»i<r> o&n cr^n coin 
Also Ladies'Sleeveless Sweater, 

Ladies' Go l f Purse on Belt, 

SOLD THROUGH PRO SHOPS ONLY 

PAR-MATE® 
10 W. 33rd St., New York, N. Y. 10001 

For more information circle number 272 on card 

Power-Grip is a hand 

grip assist. . a thermo-

plastic waterproof spray 

powder that las ts for 

hours. Contains no rosin. 

Wil l not transfer from 

hands to object being 

gripped. Does not ball 

up or b e c o m e sticky. 

Doesn't b u i l d up on 

object b e i n g handled. 

Non - staining, colorless, 

odorless, non-allergenic 

powder. H e l p s reduce 

blisters. 

Write for distributor 
nearest you. 

KWIK-K0LD, INC. 
Box 6 3 8 , M o b e r l y . M i s s o u r i 6 5 2 7 0 
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trade. If it is a local pro shop 
where the pro has his own mem-
bership, he can sell a lot of good 
merchandise that doesn't neces-
sarily have to be for boutiques. It 
can be really good, top quality 
merchandise. 
G O L F D O M : What are the main 
reasons why members prefer to 
shop at their local pro shop? 
D R A D D Y : Members will buy 
from their pro rather than go to 
the store, because it is frequently 
more convenient for them. What 
is more important, perhaps, is 
that there is a certain exclusive-
ness in buying in the local pro 
shop. Everybody doesn't have that 
privilege. And a golfer can say, " I 
bought this in my pro shop," im-
plying that only a selected few can 
buy there. 
G O L F D O M : Does the "quality 
merchandise" the golfer can now 
buy at the pro shop include after-
golf apparel. 

D R A D D Y : I think that as the 
golf pros shops throughout the 
country are enlarged and made 
more attractive by their clubs, the 
pros will find that they can sell 
more things that are not actually 
applicable to golf. Members use 
the pro shops now as a private 
store. The results are that many 
good pro shops sell a variety of 
clothing, which has nothing to do 
with golf—apparel a golfer could 
wear at the clubhouse. Some of 
them even carry and do well with 
children's clothes, particularly in 
the resort pro shops. 
G O L F D O M : What do you find 
the sales breakdown, to be and 
where does your company place 
its sales emphasis—on the men's 
or women's golfwear lines? 
D R A D D Y : I believe David Crys-
tal was the first manufacturer of 
men's and women's apparel that 
really got into the' pro shop busi-
ness in its very early stages. Orig-
inally, we did it with our eye on 
just men's lines because pro shops 
in those days were very much a 
man's operation. After several 

years of very successfully selling 
the Izod men's line, Crystal's sales 
agency thought that they could 
sell some women's merchandise as 
well. We already were well-estab-
lished with our Haymaker wom-
en's wear line, which has been 
one of the most successful sports-
wear operations in the past 25 
years. So we added another line, a 
small line of Haymaker to go with 
Izod, and the results were amaz-
ing. As time went on, we began 
putting as much emphasis on the 
women's line as we did on the 
men's. Today I would say that 
our sales of men's and women's 
sportswear are almost equal. 
G O L F D O M : Has this balance of 
sales always been apparent in pro 
shop business? 
D R A D D Y : Originally the pro 
shops catered almost exclusively 
to men. As the years rolled by, 
and the pro became more aware 
that he had a lot of women play-
ing golf, who wanted good clothes 
and were willing to buy them 
from him, he gradually started to 
put in women's clothes. Today the 
average good, well-stocked pro 
shop is practically doing 50 per 
cent of its business in women's ap-
parel. And these women are de-
manding fashionable clothes. 
Women who belong to these clubs 
are already affluent and sophisti-
cated. They are not going to buy 
anything but nice clothes, 
G O L F D O M : Do you think that 
there will ul t imately be more 
women's than men's wear pur-
chased by the pros? 
D R A D D Y : More women are par-
ticipating in golf, and it is becom-
ing a great game for young mar-
ried women today. They play in a 
lot of golf tournaments, and some 
actually play more than their hus-
bands. Therefore, their needs are 
greater. They wouldn't be caught 
on the course the next day with 
the same outfit they wore before. 
So, all these things are going to be 
a big help in women's sportswear 
sales. I would say the day could 
conceivably come when the good 
pro shops might even have a 60 to 
40 ratio, women to men. • 



this is the one 
they're all 
gunning for 

A few years back Maxf l i Red earned the 
reputation of being the longest ball on the links. 

Ever since every ball for miles around has 
been making noises about how it can beat 
the Red-eye. 

Some high noon take a Maxfli Red and a 
couple of the upstarts out to your longest hole 
and have a showdown. 

Test for accuracy, 
too. You'll f ind 

Maxfl i as consis tent as you are. With your 
sensitive hands, you can feel Maxfli respond 
to your directions. 

Maxfli, when all is said and done, is still the 
best for your golfer. Whether he's looking at a 
mile of fairway, or a mile of water, or a mile of 
sand, or a mile of green, Big Red shows him how 

good he really is. One big reason why 
Dunlop sells more golf balls than 

anyone else in the world. 

Maxfli 
Sold only by golf 

professionals. 

D U J V X O P 
Buffalo. N Y. 14240 



All styles are free swing tailored for maximum comfort 
and machine washable. 

At better Pro Shops and leading Resort Shops everywhere 

ORIGINALS and KNITWEAR 
NEW YORK, N.Y. 10454 

You don't have to play golf to wear DiFini 
but it will help your game to look DiFini 

For more information circle number 232 on card 
4 6 • G O L F D 0 M / 1 9 7 0 M A R C H 

RESORT 
Continued from page 40 

bright high shades being retailed 
so well by the big downtown 
stores. Keep in mind that these 
stores are large operators with 
tremendous research facilities, 
professional buyers and long ex-
perience in the business. They 
don't make many mistakes, they 
can't afford to. 

• Close outs. Almost every man-
ufacturer has at some time during 
the year close out merchandise 
available. This usually represents 
goods left over at the end of their 
selling season, which they are 
willing to sell below their regular 
price. The big question is always, 
does this merchandise fit your 
operation? Can you use it when 
it becomes available? 

• Shipping of merchandise. It is 
important to program your buy-
ing so that merchandise will ar-
rive . at the right time: Not too 
early so that it sits on the shelf 
for a long time before you have 
the customers there to buy it, and 
not too late so that it arrives well 
after the vacat ioner has gone 
home. 

• Credit. If your credit rating 
is good, you may be eligible for 
some consideration from the man-
ufacturer in respect to extended 
datings on your purchases. In 
some cases, an extra 30 or 60 
days might be given to a very 
good customer. 

• A last quickie tip. Buy one 
very expensive item for display. 
This could be, for example, a 

S200 to S250 golf bag. The reason 
for having this expensive bag is to 
dress up your shop, and it will 
make your average priced golf 
bags look like real bargains by 
comparison. There is always the 
chance that someone will be 
tempted to purchase this high 
priced item, in which case you 
simply order another to take its 
place. If it's still there at the end 
of the season, you can always raf-
fle it off or sell it at a discount to 
get back your investment. • 

r action people! 
A n y t i m e , a n y w h e r e — D i F i n i is a natural for act ion go l fe rs a n d 
their kind of ac t ion . E x c l u s i v e color c o o r d i n a t e s , m i x - a n d - m a t c h 
e n s e m b l e s , all styled in t h a t c o m f o r t fit design so u n i q u e l y 
DiFini . A s k your pro a b o u t t h e s e latest high flying f a s h i o n s — 
all ac t ion , all new, all you! 

(Left) She's lining up the action in a coordinated double kni t duo of 
stretch kni t Dacron® polyester. Her "Act ion D" slip-on skirt is a DiFini 
original, worn with a full fashion "kni t de kn i t " top. 

(Center) She scores in shorter length Nassau walking shorts topped 
by a semi-scoop neck boucle shell in Dacron® polyester. 

(Right) He's going "Cont inental" in white-on-white silky Trevira poly-
ester doublekni t slacks, color-coordinated with his action fitted shirt of 
extra fine gauge Trevira polyester. 



Only a totally new find in artificial grass has made it 
possible for Teleos Industries to create the Fairway-Swinger, 
the finest indoor-outdoor golf practice mat to come upon the 
golfing scene. A mat so durable and well designed, it carries 
an unconditional money-back guarantee. Made principally of 
Poly-Vinyl-Dene-Chloride (PVDC) this tough, rugged grass 
mat is engineered to absorb the fiber-punishing blows of your 
most powerful iron shots, and still 
maintain its shape, resiliance and 
near perfect grass-like 
texture. These are a few 
reasons why the Fair-
way-Swinger is fast be-
coming a top selling item 
in golf. Packaged in a col-
orful display.box it sells it-
self and is a thoughtful 
and practical gift to golf-
ers. Golf Pros and In 
s t r u c t o r s indica te 
their students using 
Fairway-Swinger are 
among their best grass 
mat customers. Golfers, especially beginners, are encouraged 
to practice their swing, stance, and form with the Fairway-
Swinger. At home or the office there is a golf course handy 
with "the GOLF COURSE IN A BOX" . Enthusiasm among 
students stimulates new interest among non-playing friends 
and family and results in more lessons, additional Pro-Shop 
sales and higher profits. Indoor Golf Schools report the Fair-
way-Swinger has become an indispensible part of teaching 
programs and home practice. Driving Ranges have climbed 
aboard the Fairway-Swinger bandwagon and say it wears 
slowly, evenly, develops no pockets and is highly resistant to 
the corrosive effects of mildew and dampness. Whether used 
with or without combination range or college set mats, the 
Fairway-Swinger is a money saver and profit maker. Referred 
to as the "Marriage Saver" the Fairway-Swinger has proven 

to be the cure for The Screaming Wife Syndrome. It's an easy 
and inexpensive solution to the problems of damaged living 
room carpets, scratched floors and divots in the lawn. If you 
are a Golf Pro, Instructor or Range Owner, now is the time 
to become a part of the growing family of Fairway-Swinger 
dealers across the country who know the meaning of quality. 
Watch for another soon-to-be-announced golfing break-

through from Teleos Industries-the 
Galaxy T-10,the golf cage "that re-

turns the ball". A 
unique and revolu-
tionary concept in the 
c o m p a c t golf cage 
market the Galaxy 

T-10 stands alone in 
styling, function and 

dependabi l i ty . Galaxy 
makes all other cages 
obsolete, with its excit-
ing new features like 

the ball return, Weath-
er-Rite Netting, ener-
gy absorbing baffle, 

all weather durability and "safety first" styling. Designed for 
comfort, long wear and convenience, Galaxy T-10 is leading 
the way into the golfing 70's. And when combined with 
Fairway-Swinger, it gives every Golf Pro, Range Owner, In-
structor and Athletic Director an unbeatable golf package. 

UNCONDITIONAL MONEY BACK GUARANTEE 
Teleos Industries is so confident the Fairway-Swinger is the 
finest grass mat ever developed, we will refund your purchase 
price if you are not completely satisfied. All returns must be 
made within 10 days of receipt of merchandise and in its 
original display box. 

F A I R W A Y S W I N G E R S : S I Z E C O S T 

F S B 5 2 0 0 5 " x 2 0 " $ 8 . 9 5 

F S B 6 4 0 0 6 " x 2 4 " $ 1 0 . 9 5 

F S B 1 0 2 4 1 0 " x 2 4 " $ 1 5 . 9 5 

For more information on the amazing 
new Fairway-Swinger write or phone 

(516) 368-6680 

TELEOS INDUSTRIES CORP. 
35 Doyle Court 1 1 1 
East Northport, New York 11731 



Wherever golf is played ... 
P a r Aide matched furniture makes the big dif-
ference in appearance and comfort. E n d frames 
are cast of high grade non-corrosive aluminum 
alloy. Back and seat slats are grade " A " treated 
redwood. Wide choice of end frame colors. High 
impact plastic covering on boards is optional. 

FOR COMPLETE LINE O F PAR AIDE G R E E N S 

AND TEES EQUIPMENT—WRITE FOR C A T A L O G 

P A R A I D E P R O D U C T S C O M P A N Y 
296 NORTH PASCAL STREET • ST. PAUL, MINNESOTA 55104 



Burgett... finest quality Golf Gloves! 
That's because only the finest leathers 
are used, and expertly tailored to 
Burgett\s exclusive, modern, time-tested 
design. Preferred by the professional, 
requested by the amateur. 



The Greens Committee reviews the pipe specifications 
for the new irrigation system. 

Harry Turner, with the cigar, is sales manager of 
Wilson Textiles. Sam Donovan, on his left, runs a 
printing business. Herb Marks owns a dress store 
and Jack Byrnes, on the far side, has a big car 
dealership. 

What they know about water pipe consists en-
tirely of this: 

They've got to get water, once and for all, to 
those scorched fairways and brown greens. 

The swimming pool loan isn't paid off yet, and 
the membership is watching them like hawks. 

They don' t want to have to do this more than 
once a century. 

So when they finally agreed to buy a perma-
nent irrigation system, they did what smart, prudent 
men always do—they started asking around. A 
builder, some contractors, a couple of engineers, an 
architect, two other clubs. 

They found a surprising degree of consistency: 
Be sure of your contractor. 
Get good pipe—from somebody big enough 

to know all the new technology. And with a quality 
reputation. 

Use a combination system.- asbestos/cement for 
the big diameters, PVC (polyvinylchloride) for the 
smaller lines. More economical to install and better 
service over the long haul. 

Choose white PVC—it lays easier and works 
better. And it hooks up better—either with special 
deep-socket joints or a unique gasketed coupling. 

Get the whole system from one maker. Then 
everything arrives and works together. 

Whi le the Committee was finding all this out, 
one name kept coming up.- Certain-teed. Big. Tech-
nically advanced. Quality. Complete A / C and PVC 
capacity. White PVC—with the special sockets and 
gaskets. Fast delivery, good service. 

The bids were pretty close on price. One con-
tractor specified a complete Certain-teed piping sys-
tem. That did it. 

The Committee, of course, continues to keep an 
eye on the piping. Unless they're 
rained out. Cheers, gentlemen. 

Certain-teed Products Corpora-
tion, Pipe Division, 540 Pennsylvania 
Ave., Fort Washington, Pa. 19034. CERTAINTEED 


