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A 
MEMO 

TO 
ADVERTISERS 

WHERE DID ALL THE GREEN GRASS GO? 

This may very well be the sad title of future ballads by 
ecology-conscious rock groups. Unfortunately, some of 
the largest expanses of America's green grass, now in the 
form of urban golf courses, will soon disappear. In fact, 
since 1968, over 100 urban courses have been wiped out 
by man's ever-expanding concrete structures -by hous-
ing, industry, and shopping centers - and, even more 
insidiously, by excessive and narrow-minded taxation. 
More explicitly, in New York, Cleveland, Los Angeles 
and Chicago alone, over 11,000 acres of golf course land 
have been destroyed in the last decade. 

GOLFDOM's sister publication, GOLF Magazine, in its 
October issue, presents the sad state of affairs in a major 
article titled "GOLF: America's Vanishing Green Belt." 
And GOLFDOM, in this issue, discusses the problem in 
"The Vanishing Urban Course." 

As publishers of the leading consumer and industry 
publications in the world of golf, we would be less than 
responsible if we did not bring the fact of this alarming 
situation to the attention of the principals involved. We 
are doing this now to both consumer and industry and 
we have gone even further, by recommending a strong 
five-point plan as a solution. 

However, the industry must now, with the backing of a 
concerned public, pick up the ball. Golfers will be 
incensed by the grim situation exposed in GOLF's 
exclusive article; but club administrators, pros, managers, 
and other officials and organizations must lead the way 
in effecting a solution - in cooperation with enlightened 
city, state and national government officials. 

We know you will be shocked and aroused both as a 
member of the industry and as a private citizen by these 
articles; however, unless these emotions are channeled 
toward solid action, little will be accomplished. 

Let's do something about it. Now! 

Cordially, 

Warren Heeg, Jr. 
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Again this Christmas, you C l l l f t t t l d t printed with your customer's 

can offer your customers n a m e ( o r h i s company 
the gift that goes farther: y v w o 1 C I I U l v l name) at no extra charge, 
the long-distance Titleist golf ball, num- Like all Acushnet products, Titleist is 
ber one ball on the pro tour for 22 years in sold through golf course pro shops only, 
a row, and number one in pro shop sales. NotjustatChristmastime, butallyeariong. 

This year we've put a dozen in a hand- r \ 
r, . . M. . iL i ^ ACUSHNET SALES COMPANY some am d o x , ana we 11 nave inem im- soidth ru golf course pro shops only 
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SEVENTY TWO 
IN 8 HOURS 

K. 

Non-stop. Day in and day out. like a golf fanatic; it doesn't know batteries, you're charging rent. 
f If your customers could squeeze when to quit. Isn't that what golf cars are all about? 

seventy-two holes into one day's Which means whenever you've got Call or write Columbia Car Corpo-
golfing, they can squeeze it out of a customer for a car, you've got a ration, Post Office Box 5544, Char-
one golf car. car for a customer. lotte, North Carolina / O 
Yours. If it's ours, that is. Pargo is Which means, instead of charging 28205,704/596-6550 ( j t t f l G C For more information circle number 280 on card 



Who's kidding who? Spikeproof 
carpet 100% 

customized, for 
a single club? 

Nobody 's kidding, with 

Philadelphia's 
custom weaving. 
Initials. Emblem. Special design. You name it. 

Anything you or your designers specify, 
in any colors of your or their choice. 

Or in designs from our collection (the 
industry's largest), also in custom colors. No 

price premium, even on moderate size orders. 
So why settle for "me too" carpet for 

your locker room, grill, lounge or pro shop? 

Quality? Installations still going great in 
busy locations now over 17 years 

old. Can't be chewed by 
spikes. Or "ugl ied" by 

mud and spills. Easy to 
maintain . . . yet soft, warm 

and luxurious. Lessens noise, 
protects against slips and falls. 

PHILADELPHIA 
Carpet Company 

Since 1846, the quality of elegance underfoot 

J Weaving Division: Allegheny Ave. & C St., Philadelphia, Pa. 19134 

SEND COUPON FOR FREE CARPET 
SAMPLE AND LIST OF CLUBS USING IT 

Philadelphia Carpet Co. 
Allegheny Ave. & C St. 
Philadelphia, Pa. 19134 

Please send free sample of spikeproof carpet and 
brochure listing clubs where it is installed. 

Name 

Club 

Address 

City State Zip 
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A R N O L D E. A B R A M S O N — P u b l i s h e r 

ROBERT J. A B R A M S O N - A s s o c i a t e P u b l i s h e r 

JOE G R A F F I S , S R . — A s s o c i a t e P u b l i s h e r 

J O H N F R Y - E d i t o r i a l D i r e c t o r 

V I N C E N T J. P A S T E N A - E d i t o r 

HERB G R A F F I S — S e n i o r E d i t o r 

P A U L I N E C R A M M E R - M a n a g i n g E d i t o r 

J E A N C O N L O N - F a s h i o n E d i t o r 

K A T H E R I N E L A N X N E R — E d i t o r i a l A s s i s t a n t 

E d i t o r i a l C o n s u l t a n t s 

H A R R Y O B I T Z a n d DICK F A R L E Y - M e r c h a n d i s i n g 

DR. M A R V I N F E R G U S O N - A g r o n o m y 

F R A N C R O G G E R l — E x e c u t i v e A r t D i r e c t o r 

M A R T I N T R O S S M A N - A r t D i r e c t o r 

PETER J. A B R A M S O N 
V i c e P r e s i d e n t a n d G e n e r a l M a n a g e r 

M O R T I M E R B E R K O W I T Z , JR. 
V i c e P r e s i d e n t , C o r p o r a t e P r o j e c t D e v e l o p m e n t 

D O R O T H Y M . S H E E H A N 
A s s i s t a n t to t h e P u b l i s h e r 

J A Y T U N I C K 
C i r c u l a t i o n D i r e c t o r 

L A W R E N C E M U R P H Y 
C i r c u l a t i o n M a n a g e r 
A d m i n i s t r a t i o n a n d P r o m o t i o n 

S O L N U S S B A U M - P r o d u c t i o n M a n a g e r 

R A Y M O N D T A Y L O R — P r o d u c t i o n A s s i s t a n t 

F R A N K B R E N N A N - A d v e r t i s i n g S e r v i c e M a n a g e r 

W e s t e r n O f f i c e 
A R T H U R H . M O R S E I I 
V i c e P r e s i d e n t , W e s t e r n O p e r a t i o n s 

W I L L I A M RUDE 
680 B e a c h S t . , S a n F r a n c i s c o , C a l i f . 94109 
( 4 1 5 ) 885-0570 

L o s A n g e l e s O f f i c e 
R O G E R LEEN 
3440 W i l s h i r e B l v d . , L o s A n g e l e s , C a l i f . 90005 
( 2 1 3 ) 381-7731 , 32 

W A R R E N J. HEEG, JR. 
A d v e r t i s i n g S a l e s M a n a g e r 

E a s t e r n A d v e r t i s i n g O f f i c e 
A R T H U R M A Y 
V I N C E N T A T H E R T O N 
B R A D F O R D E N G L I S H 
235 E . F o r t y - f i f t h S t . , N e w Y o r k , N . Y . 10017 
( 2 1 2 ) 683-3000 

J O H N P. A L T E M U S 
M a n a g e r , S y n e r g y S t a t u s S p o r t s G r o u p 

M i d w e s t e r n A d v e r t i s i n g O f f i c e 
ROBERT R. G L E N N 
M a n a g e r , M i d w e s t e r n O p e r a t i o n s 
R O N A L D D. RIEMER 
D A V I D B O L G E R 
T O U R I S S E GREENFIELD 
400 W e s t M a d i s o n S t . , C h i c a g o , 111.60606 
( 3 1 2 ) 346-0906 

A d v e r t i s i n g R e p r e s e n t a t i v e s 
M E T R O P O L I T A N PUBLISHERS 
REPRESENTATIVES, I N C . 
D e t r o i t , M i c h i g a n 
ROBERT W . M O R I N 
10535 N a d i n e A v e . 
H u n t i n g t o n W o o d s , M i c h . 48070 
( 3 1 3 ) 544-0268 
F l o r i d a & C a r i b b e a n 
924 L i n c o l n R o a d , S u i t e 203 
M i a m i B e a c h , F l a . 33139 
( 3 0 5 ) 538-0436 
331 P i n e y R i d g e R o a d 
C a s s e l b e r r y , F l a . 32707 
( 3 0 5 ) 831-0334 
G e o r g i a 
2045 P e a c h t r e e R d N . E . , S u i t e 315 
A t l a n t a , G a . 30309 
( 4 0 4 ) 233-5077 
C a n a d a 
1255 U n i v e r s i t y S t . , S u i t e 343 
M o n t r e a l 2, Q u e . , C a n a d a 
( 5 1 4 ) 866-2551 



When Billy Casper says they're good, 
you believe him. 
So do several million 
other golfers. 

Masters Champion Billy Casper has switched 
to a British golf shoe for his personal 

use . . . a shoe that will carry his name and 
his personal endorsement. 

STYLO MATCHMAKERS 

Made in Britain a very special way, for American 
golfers. On American lasts, in American sizes, 

with American styling. 

And with that not-to-be-equalled British 
craftsmanship. And those superbly soft 

British-tanned leathers. 

Billy Casper's choice. They should be in 
your shop. Write for full details. 

S T Y L O M A T C H M A K E R S I N T E R N A T I O N A L , INC. 
55 Woodrock Road Weymouth Industrial Park 

East Weymouth, Massachusetts 02189 
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ICUSTOMI 
IMADE I 
I WOODS I 

GOLF CO., INC. 
2665 BROAD AVENUE 

MEMPHIS, TENNESSEE 38112 
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by Ken Emerson 

ACCENT ON 
MANAGEMENT 

Alliance draws up 
high power program 
W h e n t r o u b l e s m u l t i p l y un t i l it 
seems that nothing more can pos-
sibly happen, the example of sin-
cere men working together to turn 
problems into opportunities is in-
spiration to the rest of us. 

Such an event occurred—again 
—at the third meeting of the Al-
lied Assn., renamed the Alliance of 
Club and Golf Organizations. 

Much more than a new name 
came out of the meeting at Riviera 
Beach, Fla. , on July 20th. Attend-
ed by representatives of the USGA, 
PGA, Golf Course Superintendents 
of America, C lub Managers Assn., 
American Society of Golf Course 
Architects, National Golf Founda-
tion and Nat ional Club Assn., the 
Alliance renewed some old rela-
tionships and laid groundwork for 
a pioneer, industry-wide venture 
into the legal, legislative and public 
relations fields. 

The Alliance broke new ground 
in undertaking the development of 
a legal and legislative program. At 
its p r e v i o u s m e e t i n g last M a y 
members of the Alliance had re-
quested the National Club Assn. to 
draw up such a program. 

T h e plan presented at the meet-
ing would permit the Alliance to 
coordinate its efforts in diverse 
areas such as national and state 
legislation on income, excise and 
real estate taxes, the Fair Labor 
Standards Act, civil rights of pri-
vate association and the ecological 

and financial burdens of maintain-
ing open spaces and recreational 
property. 

Of particular concern to those 
present is a growing tendency on 
the part of many states to tax golf 
course property on the basis of its 
potentially highest and best use. 
Faced with the prospect of having 
their 120 to 140 acres taxed as if it 
were a high rise or a supermarket , 
many small private clubs and daily 
fee courses are considering aban-
doning their land and selling out to 
other interests. The resulting loss 
of golf courses and green areas (see 
" T h e Vanishing Urban Course ," 
p. 36) can only have a detrimental 
effect on golf and ecology; and the 
Alliance, through a combination of 
education, publicity and favorable 
legislation, hopes to reverse this 
trend. 

Other aspects of the Alliance 
program include action on the T a x 
Reform Act of 1969 and future tax 
legislation and a study of the new 
amendments to the Fair Labor 
Standards Act. Both the tax and 
the labor legislations will certainly 
markedly increase the cost of doing 
bus iness foF the smal l p r i v a t e 
membership club and on the inves-
tor-owned daily fee golf and swim-
ming club. 

Fur ther , serious concern was ex-
pressed that recent legislation, 
which now taxes a portion of the 
income that a non-profit club can 
have, is both unrealistic and short 
sighted. M a n y fear that further 
legislation in this vein will only put 
additional, perhaps fatal, financial 
pressure on an already overbur-
dened industry. 

Other action planned by the Al-
liance program would institute a 
long range public relations effort 
and begin statistical studies that 
would include a club and golf cen-
sus and an economic survey. 

A l t h o u g h no final action was 
taken—the associations will sub-
mit the program to their directors 
and executive committees and re-
port back to the Alliance at their 
next meeting later this year—the 
clearly expressed desire of the par-
ticipants to work together and the 
time and effort put into the meet-
ing becomes one of the most heart-
ening events in a year tha t—so far, 
at least—has brought little but bad 
news to clubs. • 



<* Harley-Davidson electric cars 
- can give you twice the distance. 

Because a Harley-Davidson 
' K electric golf car releases only 

as much power as necessary 
h to get from tee to green, you 
s • can drive our cars as much 

as f i f ty per cent farther 
between charges. This means, 
batteries last up to twice 

as long. It also means our cars 
cost far less to operate. 
Because charging costs are 
reduced. And did you know? 
One of the strongest parts of 
our electric car is made out 
of paper. It's our exclusive 
two-year warranty on all major 
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electrical components including 
batteries. Harley-Davidson 
electric golf cars. They give 
you all the power you need. 
And some you don't. 
Harley-Davidson Motor Co. Inc., 
Milwaukee, Wisconsin. 

Harley-Davidson 
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We look at a bag 
from your 
customer's 
angle. 




