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Take the pressure 
off your turf 

• I I • • • • 

withlerraTire 
low pressure/ 

tires 

A fully loaded golf car with these flotation 
tires exerts only about eight pounds of pressure per 
square inch. Walking pressure under the heel of 
a shoe can be as much as 24 pounds per square inch. 

That's why you can cut down turf damage 
when you equip your golf cars with Goodyear's big, 
easy-rolling Terra Tire low pressure tires. 
They provide sure-footed traction, too, for stability 
on slopes and around traps. 

Get all the facts on what Terra Tire low 
pressure tires can do for your course. Write Terra 
Tire Dept., The Goodyear Tire & Rubber Company, 
Akron, Ohio 44316. 

GOODfYEAR 
TERRA TIRE —T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 



Famous For 
Championship 
Performance 

.ytUIiiud 

Power-Bilt 
G o l f C l u b s 

Exclusively at your Pro Shop 

H I L L E R I C H & B R A D S B Y C O . 
P . O . B o s BOB. L o u i . T l l U , K a n t u o k y 4 0 2 0 1 

Makers of Famous CHKjSD Athletic Products 
For more information circle number 235 on card 

GIVE YOUR GROUNDS 
A BETTER CHANCE 

w i t h 3 U l 1 1 1 SHREDDER w i m a V V - V Y GRINDER 

Choose the capacity you need to 
handle all your soil preparation, top 
dressings, mulches and build compost 
piles. Shred, grind, mix, screen with 
easily interchangeable shredding roll-
ers and gr inding screen. Handle 
osmunda, peat moss, even phosphate 
rock with big capacity to cover large 
areas- fast ! 

W-W MODEL 4 with optional Detach-
able Elevator / Process up to 20 cu. 
yds. per hour with standard 35" x 36" 
hopper and 9-hp. engine. Indepen-
dently powered elevator can be used 
separately when desired. Options 
include oversize 36" x 52" hopper for 
tractor loading and 12-hp. engine for 
increased capacity. 

Interchangeable sh redd ing bars and gr ind ing 
screen are standard o n W-W Shredder-Gr inders 
Replaceable hammer tips are reversible for double 
life. Solid cast- i ron main frames are guaranteed 
for a l ifetime against cor ros ion. Write for l i tera-
ture and prices. 

2-70 

W - W GRINDER C O R P . 
2957-S No. Market Wichita, Kansas 67219 

For more information circle number 205 on card 
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by Herb Graffis 

SWINGING 
AROUND GOLF 

Keeping the fiscal score 

G O L F D O M ' s annual survey of golf 
business has information that profes-
sionals and manufacturers ought to 
know but don't and won't. At the Pro-
fessional G o l f e r s ' Assn. M e r -
chandise Show word got around that 
the survey shows almost $46 million 
in pro shop golf ball sales revenue for 
1970 and sales of men's and women's 
apparel add up to about $43 million. 
Consider the turnover of the pro 's 
inves tment in golf bal ls and the 
money made. 

A smart and securely solvent pro-
fessional told me at the show that he 
had figured he was getting only about 
half of his members' ball business. 
So he began d i sp lay ing c h e a p e r 
balls. What happened? His sale of 
quality balls slumped and over-all ball 
sales revenue dropped sadly. 

It all depends on the pro and his 
place of business. Another pro at a 
public course in an active industrial 
area did a q u a r t e r of a mil l ion 
dollars in sales last year. His account 
with one manufacturer for 1970 was 
over $65,000. He is an expert buyer 
and the stock gets extensive word-of-
mouth as well as p r i n t ed adver -
tising. What a merchandiser he is! 
His shop isn't the world's prettiest al-
though he's got fast-moving colorful 
stocks of clothing, bags and hats. But 
there aren't many shops that sell 
more. 

G O L F D O M ' s survey, which is 
confirmed in several sectors by re-
ports of the ball and club manu-
facturers' sales, indicates an income 
of home p ro fess iona l s in 1970 of 

about $300 million plus salaries and 
something from golf car operations. 
In about 74 per cent of the cash flow at 
those private and pay-play courses 
that have car fleets, pros get some per-
centage of car revenue. But pro shop 
operat ional expenses in 1970 were 
murderous. Only 26 per cent of pro-
fessionals at all types of establish-
ments were indicated as ne t t ing 
more than $15,000 a year. 

From club officials ' and profes-
sionals' talk you'd think very few pro-
fessionals made less than $25,000 a 
year. What a dream! But what can 
you expect when so few in golf busi-
ness really know the fiscal score. 

So G O L F D O M ' s thanks are due to 
the professionals, superintendents 
and managers who collaborated in 
the survey. How tough it is to get 
people in the business end of a game 
based on keeping an accurate score 
to keep accurate scores in the busi-
ness end of the game. 

Some highlights of annual pro de-
par tment revenue as indicated for 
1970 were balls, about $46 million; 
irons, about $33 million; women's 
a p p a r e l , about $22 mil l ion , and 
men's apparel, a little over $21 mil-
lion. A surprise is that gloves took in 
about $11 million (except I think I 
have left a million dollar's worth of 
them in locker rooms myself). Same 
thing goes for hats and caps which 
figured in a $10 million class includ-
ing accessories. 

Shoes b rought in a subs tan t i a l 
$13.3 million. Lessons accounted 
for abou t $12 .4 mi l l ion , and the 
ranges collected over $19 million. 
Ball loss, which is another way of 
saying " s t ea l ing , " had many pros 
amazed when they got in the black on 
range operation. 

Cleaning and storage of clubs ac-
counted for $12.6 million of home 
pros' income (most of it at private 
clubs, of course). A little item that 
shows how big golf is was the 1970 
figure on pro shop sales of head-
covers. It was $2.3 million. Bag sales 
were around $10 million. 

It all added up to show that any 
ou t f i t t ha t wan t s to make money 
selling to the golf market had better 
sell p ro fess iona l s f i r s t . They ab-
solu te ly cont ro l the p rof i t ab le 
quality market. That was shown dur-
ing the PGA Civil War when club 
p ro fes s iona l s chil led on push ing 
sales of famed tournament pros. 

At the PGA show club m a n u -
facturers were talking about the im-

(Continued on page 15) 



Burqett... 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. 

Fot more information circle number 166 on card 
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The amazing new battery for golf cars from Exide and Willard. 
Delivers 41% more running time and a two-year guarantee. 

No golf car battery made 
can compare with this revo-
lutionary new power source 
made only by Exide and Wil-
lard. It's rated at 106 minutes 
of continuous running power, 
or 41% more than standard* 
golf car batteries. 

That's enough power to let 
your golf cars run from sunup 
to sundown for two full years. 
We guarantee it. In writing. 

What's more, the .new one 
piece cover and quarter-turn 
vent caps save battery main-

tenance and inspection time. 
Any way you look a t it, 

Exide's and Willard's exclu-
sive, new polypropylene EV-
106 battery could mean more 
money and less aggravation 
for your course beginning this 
year. 

Call your nearest Exide or 
Willard distributor (or Jim 
Williams in our Cleveland of-
fice at 216-861-7100, collect) 
before you buy batteries this 
season. He'll be glad to give 
you all the specifications on 

Exide 's and Wil lard 's new 
line of polypropylene batteries 
for golf cars, including the 
new EV-88. 

ESB Brands, Inc. 
A Subsidiary of ESB Incorporated 
Box 6949, Cleveland, Ohio 44101 
Please send'me your free "Battery 
Maintenance" pocket manual and 
wall chart. 
Name 
Golf Course 
Address 
City 
State Zip 

*The standard golf car battery is rated at 75 minutes continuous running power 
by the American Golf Car Association and Battery Council International. 

Introducing t h e 
P a w n t o Dusk Battery. 



Graffis 
continued from page 12 

provement in buying volume. "The 
jump this year shows pros must be 
very confident of a big 1971 after a 
couple of years that were disappoint-
ing," said the sales manager of a 
major company. "This show is too 
late for basic buying for an ex-
perienced pro at a solid, first-class 
club who knows his market. This is 
insurance buying." 

Pros at pay-play courses said at the 
PGA show that they hadn't* noticed 
enough store clubs at their courses last 
year to indicate that the store com-
petition had enjoyed a banner year. 
Manufacturers commented that the 
profit margin in getting the 
forgings, shafts and grips for store 
clubs, slapping them together and 
giving them a shine was being forced 
so low by sharp chain store buyers, 
that the volume of the order only 
meant that the supplier would go 
broke quicker. 

Consensus of pros and a few manu-
facturers at the PGA show was that 
high pressure mismanagement is 
backfiring so badly that when a 
younger champion's name appears 
on a golf club, so much royalty pay-

ment is involved that the club 
couldn't be of good value. 

The case was cited of one star pro's 
name going on a line of clubs at an 
annual payment higher than that of 
the buying company's president. In 
a few years the organization parted 
company with its president and the 
pro headliner parted with his 
manager. 

There's no substitute for the high 
quality of a name. Ben Hogan knows 
that. The company he started lost 
money for some years making clubs 
as good as Ben insisted they be made. 
But then it began scoring in black 
figures real pretty. 

Walter Hagen had people in his 
own company—first in Florida, then 
in Michigan—and the Wilson peo-
ple going almost balmy making 
clubs like Walter wanted them made. 
But those; millions Hogan and Hagen 
spent for quality came back through 
pro shops. The Haig and Ben never 
could imagine there'd be a-substi-
tute for quality at any price. 

Robert White, first president of the 
PGA, advised his contemporaries to 
learn all they could about the job of a 
superintendent so they could do bet-
ter by themselves and their clubs. 
From the number of professional-

superintendents who now own golf 
clubs fully or in part, it appears that 
White's counsel continues to be 
heeded. 

Paul Erath, veteran pro-superin-
tendent is building another course. 
With this one his partner is Stanley 
Kemp, formerly Maple Leaf defense 
man, and after leaving hockey, head 
of a construction company. T h e 
new course, near Venango, Pa., will 
be called the Canadian-American 
GC and will be opened July 1st. Erath 
is also working on a new course with 
Don Kruse which is now being built 
at Fairview, Pa. 

Larry Shute, who's been at West-
ern Hills CC, Cincinnati, Ohio, as 
pro, in par tnersh ip with J e r r y 
Hall, buys the 18-hole Walnut Hills 
GC at Bluffton in Northwest Ohio. 
The name has changed to Bluffton 
GC. Larry is Denny Shute's step-
brother . Gene Samborsky suc-
ceeds Shute at Western Hills. 

Lou Sharkoff is pro at the new 
Fort Carson (Colo.) GC. He came 
from the pro staff at the Air Force 
Academy Eisenhower course at Col-
orado Springs . . .Gene D e e d s 
changed from pro at Farwell (Tex.) 
CC to become super in tendent at 
Lubbock (Tex.) CC. • 

TURFTOP from LARCHMONT 
THE NEW INNOVATION IN SPRINKLERS 
BLENDS WITH AND BECOMES PART OF THE TURF 
ELIMINATES THE HARDTOP 

SYSTEMS ARE DESIGNED BY TURFMEN 

mmii min im ustcitm 

AUTOMATIC SYSTEMS - M A N U A L SYSTEMS -

SPRINKLERS - VALVES - COUPLINGS - PUMPS 

AGRICULTURE ENGINEERS 
LEXINGTON, MASSACHUSETTS 02173 
(617) 862 2550 

Gol f Courses - Cemeter ies 
Munic ipa l Parks - Large Industr ial Grounds 

W R I T E T O D A Y F O R L I T E R A T U R E . . . T H E R E ' S L O T S M O R E T O T E U 

U S PAT « 2 9 8 9 2 4 7 

J o h n « - M a n y I I I * 

we use T R A N S I T E 
Asbestos-Cement 

IRRIGATION PIPE 



Longer 
driving 
starts 
here and here! 

DON'T HANDICAP YOUR GOLF CARS. 

Use Trojan Golf Car Batteries with years of proven quality — 

standard of the industry is the Trojan J-170. 

For extra rounds of golf plus extra months of service use the 

Trojan J-190 — or for the finest of all, the Trojan J-217. 

THE CLEAN QUIET GO FOR YOUR GOLF CARS... 

GO ELECTRICALLY... GO TROJAN 

TROJAN "MILEAGE MASTER" GOLF CAR BATTERIES 

TROJAN BATTERY COMPANY-9440 ANN STREET-SANTA FE SPRINGS, CALIFORNIA 90670 



new glove 
for 
golf 
with 

adjustable 
tightness 
The new "Executive" golf glove by 
Champion allows the golfer to adjust 
the tightness to exactly fit his individual 
feel. The contrast leather strap 
across the back has a "Velcro" facing. 
Adjusts quickly and easily. Made 
from the finest Italian Capeskin leather, 
the new Executive comes in a variety 
of combination colors. Sizes to fit all 
men. Write or call. 

For more information circle number 208 on card 

2200 E. O V I D , DES M O I N E S , I O W A 
G L O V E M F G . C O . 





Some of our better known showrooms. 
The best place to see a Pargo Golf Car is in its 

natural environment: on many of the best golf 
courses in America. Because then you can see a lot 
more than you could in a regular showroom. 

You can see how Pargo works. You can listen 
for a motor you can't hear. You can test our power 
going up the steepest hills. And our disc brakes 
coming down. 

And you can test our nding comfort, 
too. Things like individual vinyl 
seats that' l l remind you of your 
favonte chair back home. And enough leg room for 
all of your legs. And a suspension system that 
won't make you feel like a shock absorber. 

What's more, you can talk to the golfers who en-
dorse Pargo: the pros who use us every day. We 
think they'll tell you about the same thing we would. 
That our light weight enables us to travel from 
dawn to dusk on a single charge. That our 
dependability enables their 
club to get tneir invest-
ment back quicker. And 
turn a profit faster. 

And, conversely, there are a few things they 
probably won't tell you. They may not know, for 
example, that we have distnct distnbution centers 
in Charlotte, Dallas, Chicago, Los Angeles, Jack-
sonville and Miami serving a nationwide network 
of dealers. Or that our repair and replacement parts 
are less expensive than most others. 

Or that we have cars on courses all over the 
country. And a sales manager 

who'll help you find 
them. 

Call Ron Meade at 704/ 
596-6550 or wnte him at our 
home office, P.O. Box 5544 , 
Charlotte, N.C. 28205 . He'll 

not only tell you the most 
convenient place to see 

our cars. He'll send you a 
brochure with all our models 
and specifications. And settle, 

once and for all, one of 
the age old problems 

of golf: how to im-
prove your drive. 

Pargo, Inc. 
F o r m o r e i n f o r m a t i o n c i r c l e n u m b e r 1 6 5 o n c a r d 



Sto n d orti ?..ìbu Bet! 
What's so great about being "standard"? 
True, our name isn't really cute or even catchy. 
But it is descriptive. 
For, Standard is indeed the standard of the golf equipment industry. Because we 
care about a product's good looks just as much as its good performance. 
For example, our redesigned Fiberglass Tee Bench. 
It's sturdy, attractive, comfortable and very portable. And it's just one part of our 
color-coordinated tee ensemble. 
Choose your colors — yellow and white, red and white or olive green. 
Our Fiberglass bench won't ever chip, splinter, rust or dent. And it's molded-in color 
will never need painting. 
Need any more reasons to try Standard? Just write us for a complete catalog and 
any other additional information you'd like. 

Standard Manufacturing Company 
220 East Fourth Street, Cedar Falls, Iowa 50613 Phone 319/266-2638 

Fiberglass 
Tee Benches 

New design 
Low-maintenance 

3 c e ! combinations 


