
Without prompt delivery, the pro is 
subject to a loss of business. 
GOLFDOM: Does the kind of 
buying being done by pros in re-
cent years show a growing trend 
toward year-round operations, 
particularly in more northern 
regions? 
Phillips: The buying by pros shows a 
growing tendency towards an all-
year operation in all regions of the 
country, but particularly in the North. 
Sabayrac: Airlines make travel to golf 
resorts in the warm southern states 
much easier today, and people have 
more leisure time. Further, pros in 
the North are discovering that there 
is a sizable Christmas market they 
can tap by keeping the shop open into 
the winter months and sometifnes 
throughout the year. 
Nannen: When they do, pros general-
ly purchase some part of their stock 
requirement for Christmas and the 
balance for spring. 
Orlick: Yea r - round ope ra t i ons , 
though, depend more on club policy 
than on the pro's desire to stay open. 
Tarlow: I am not going to say that 
pro shops are open year-round, but 
more shops are staying open through 
Christmas, although they close in 
January and February. As far as I am 

concerned, this can be one of the sig-
nificant factors that gives a pro shop 
more business. The pro who stays 
open for Christmas takes in new mer-
chandise and new styles in the fall. 
Lust: More and more pros are de-
veloping pro shops with year-round 
sales, particularly if they build up a 
Christmas sales program based on 
extra personal service. 
GOLFDOM: Many pros buy at 
the PGA show in Florida, which 
is held at the end of January. Is 
this considered a bit late by golf 
manufacturers? 
Sabayrac: Yes. The really successful 
golf pro merchants have long ago or-
dered their lines. Some might find the 
show beneficial in areas where they 
underestimated their early sales po-
tential or were reluctant to commit 
themselves when placing their initial 
order, but not for any sizable order-
ing. The show is helpful for the pro 
who just took over a new shop this 
fall and didn't have a chance to order 
in August. 
Nannen: Waiting until the PGA show 
to purchase is entirely too late. 
MacDonald: We prefer to book our 
business in the fall for the following 
year. In fact we have a special pro-
gram tailored to service the pro for 

Richard Tarlow 

balls, clubs, bags and accessories. 
Tarlow: Over 80 per cent of our ad-
vanced spring orders are received be-
fore December 1st. 
Thatcher: The show is a good time to 
see the lines, new merchandise, com-
pare lines, quality and styles. I would 
urge working the show by spending 
several days looking and comparing. 
I agree, however, it is definitely too 
late. 
Orlick: But the show claims orders 
warrant continuing, and manufactur-
ers seem to satisfy those ordering. 
Fischesser: I would like to see three 
national shows: one for the East, one 

(Continued on page 63) 

You can get rid of fairway Poa-
Annua by stopping seedhead 
development and foliar growth 
with PO-SANi™'. Fairways will 
have more open turf! PO-SAN 
leaves no phytotoxic residues in 
soil—allows overseeding immedi-
ately with desirable perennial 
grasses for exceptional germina-
tion and development. One PO-
SAN treatment lasts 30-45 days. 
PO-SAN also eliminates clover, dan-
delions and other broadleaf weeds. 
Stock up on PO-SAN today! See 
your Mallinckrodt distributor. 

M A L L I N C K R O D T C H E M I C A L W O R K S 
ST. LOUIS 

Jersey City • Los Angeles • Montreal 

PO-SAN 

Good-bye 
FAIRWAY 

Pna-Annnal 



Longer 
driving 
starts 
here and here! 

D O N ' T H A N D I C A P Y O U R G O L F 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. 

T H E C L E A N Q U I E T G O FOR Y O U R G O L F C A R S . . . 

G O E L E C T R I C A L L Y . . . G O T R O J A N 

TROJAN "MILEAGE MASTER" GOLF CAR BATTERIES 

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



Ten good reasons you should 
^ ^ ^ ^ ^ ^ ^ ^ H^fc^fe ^ f c l (Tl 11 h a s , h e liveliest center of 

UJ any golf ball made. Outre-
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Golden Ram! The Golden Ram has maxi-
mum high-tension windings. 

®lt features a Du Pont Surlyn 
"A" cover that simply will 

®lts windings adhere to the 
cover so the Golden Ram 

can never lose compression . . . 

Q Or go out of round. 

®lts outstanding construction 
provides a crisp "click" and 

distance equal to, or better than 
any ball made. 

®The Golden Ram must pass 
more tests (Air-cannon, ini-

tial velocity, compression, re-
bound, extreme temperature, etc.) 
than any other ball. 

(T^l The Golden Ram is field 
[ 1 U J tested and played in tourna-
ments by many of the leading 
touring and home Professionals. 

GOLDEN RAM ZU 
SOLD THRU GOLF COURSE PROFESSIONALS ONLY 

RAM GOLF CORP.. 2020 INDIAN BOUNDARY DRIVE. MELROSE PARK. ILL. 60160 

have asked me if any suppliers 
are permitting pros to order on 
consignment. Have you heard of 
any such move by suppliers? 
Phillips: The only consignment deals 
I have heard about have been specific-
accounts spotted around the country 
and generally for some specific rea-
son. There is a tendency to consign 
goods in resort .areas and extremely 
short season areas. But it must be 
classified as a poor business practice. 
Thatcher: This is a poor way for 
companies to act. By not being re-
sponsible for merchandise in the shop, 
the shop can stock heavily with a 
larger variety at no risk. Certainly 
this can be afforded by the larger vol-
ume shops, leaving the rest out on a 
limb. I am against consignment. 
Rickey: Although we've heard rumors 
of every kind of deal under the sun be-
ing offered, we are not aware of any 
major company offering consignment 
to golf professionals. The profit po-
tential of our business would not al-
low this kind of luxury. 
Orlick: We hear about some manu-
facturers permitting consignment buy-
ing, and over the years some manu-
facturers have made special arrange-
ments for their favorites either be-
cause of playing ability or larger vol-

Thanks to its unique cover 
material, the Golden Ram 

plays well in extreme hot or cold 
weather. 

@lt has a sparkling white fin-
ish that will remain white 

and new looking for the life of 
the ball. 

Pro shop 
continued from page 61 

Bob Thatcher 

for the West and one for Florida. 
Timing would be important. These 
would be an advantage both to sup-
plier and pro. 
Cassell: Its primary asset is one of 
good will and promotion. At this 
schedule, it is really not enough lead 
time to help a manufacturer do an ef-
fective planning job. A manufacturer 
that is fully committed to pro shop 
operations must have an adequate 
sales staff fully covering the pro shops 
during the fall. 
GOLF DOM: At least two pros 

ume buying or whatever. 
MacDonald: We do not sell on con-
signment. You could consider that the 
long terms of our dating program of-
fered for equipment purchases would 
actually have the same advantage that 
would be offered to a pro on consign-
ment. However, we don't consider 
these terms to constitute a consign-
ment in any way. 
Kay: Some suppliers are permitting 
pros to order on consignment. Un-
fortunately, my dealings are with oth-
er suppliers. 
Cassell: We do not enter into any 
consignment program in any area of 
the country. It is a dangerous prac-
tice and reduces the effectiveness of a 
successful pro shop. • 

Warren Orlick 
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versatile, high-quality vehicle 
Jor efficient 
giôunds maintenance 

Slide-away-ramp for loading mowers is an 
accessory. Stows beneath bed. Optional 
fold-away rear seat allows the Big Box 
to carry three passengers in addition to 
mowers or other equipment. 

The Cushman Turf-Truckster is a hefty vehicle designed 
especially for turf applications. Available with three or four 
wheels and in your choice of standard Pickup Body or Big Box. 

An air-cooled, 18-hp, 4-cycle engine enables the Turf-
Truckster to take the steepest hills in stride. And tow three-gang 
mowers with ease. It has a top speed of 22 mph, and a payload 
capacity of 1,000 pounds. Equipped with big traction tread 
8.50 x 8, 4-ply rating Terra Tires, the Turf-Truckster can go 
anywhere on a golf course or park without damaging the turf. 
Even in damp weather. 

Two different box sizes are available; the Pickup Body is 
46" x 34%", and the Big Box measures 57" x 53". 



Cushmqn Turf-Triickster becomes a self-propelled sprayer. 

eus H MAIM MOTORS 
1018 N. 21st Street. Lincoln, Nebraska 68501 
A Division of Outboard Marine Corporation 

See your Cushman Dealer today for a demonstration. 
Mail the coupon below for full information 

on the Cushman Turf-Truckster. 

Handgun is standard equipment with Fairway Sprayer. 
Optional equipment with Greens Sprayer. Can be adjusted 
for direct stream reaching 45 feet high. Ideal for spraying 
ornamental trees and inaccessible areas. Excellent for 
mosquito control. 

CUSHMAN MOTORS 

1018 N. 21st Street, Lincoln, Nebraska 68501 

Yes , I'd like to know more about the Cushman Turf-Truckster. 

N a m e . _ _ _ 

Title 

Company 

Address 

City State Zip 

You can mow in extremely tight 
situations around trees and 
shrubs with the 
Turf-Truckster. 

Fairway Sprayer on the Pickup Model Turf-Truckster 
sprays a 30-foot wide swath. Boomless nozzle, handgun 
assembly and 50 feet of hose are standard. 

Complete Greens Sprayer shown mounted on Big Box 
model. Six-speed dual-range transmission and variable 
speed fast-acting governor assure uniform ground speed 
over varying terrain. 

Big Box Model dumps 
manually. Meters out 
the material at correct 
flow. Swinging tailgate 
is operable from driver's 
seat. f t 



GREAT LAST YEAR 
EVEN BETTER THIS YEAR 

Indestructible 
RANGE 
BALLS 

CEACH 
Revolutionary new solid-state 
range ball construction. Almost 
impossible to cut, crack, break, 
chip, peel, smash, nick or smile. 
Triple coated with velvet-white 
polyurethane enamel. Wash them, 
scrub them, the more you wash the 
brighter they get. Red Striped. 
Range acceptance to our 
indestructible ball has been so 
overwhelming this season that 
demand far exceeded our 
manufacturing capabilities. Avoid 
disappointment — order early for 
spring delivery. We will guarantee 
a delivery date. Your range name 
imprinted at no extra charge on 
early orders. 72 dozen per case. 
Shipped F.O.B. Warehouse, 
New York. For complete 
information write or phone 

K A B R I K O 

51 Madison Ave., N. Y. 10010 • 685-5998 
World's Largest Overseas 
Manufacturer of Range Balls 



WHERE 
GOLFERS 

BUY by Vincent J. Pastena 

Although in 1970pro shops have made greater gains in the 
equipment categories, GOLFDOM's survey 
shows that department stores still receive the major 
portion of the soft goods business 

G O L F D O M once again has asked golfers, " W h e r e do 
you usually purchase golf equipment and appa re l ?" and 
the answers, unfortunately in some cases, echoed those of 
t h e 1969 s t u d y . In a su rvey of G O L F M a g a z i n e 
subscribers, it was found that golf professionals still are 
get t ing an i n a d e q u a t e share of the soft goods busi -
ness—about 17.4 per cent versus 15 per cent in 1969. De-
par tment stores continue to get the lion's share of the re-
maining business. 

P ro s h o p s r e m a i n the l e a d e r s in the e q u i p m e n t 
categories and in golf shoes and golf gloves—two categories 
that lie between equipment and appare l . In fact, the 1970 
figures indicated that pro shops had made even greater 
gains in the equipment market. Some 75.5 per cent of the 
golfer-respondents in 1970 indicated that they purchased 
woods at pro shops; 74.5 per cent purchased irons at pro 
shops and 73.8 per cent purchased put ters at pro shops. In 
each case, the figure was more than 5 per cent greater than 
the respective figures in 1969. 

For the 1970 study, G O L F D O M also did a breakdown 
of each merchandise category by type of golfer—private 
club, semi-private club and public course. Predictably in 
every merchandise category, the percentage of private 
club members who make purchases at pro shops was 
significantly greater than the percentage for the other two 
golfer types. 

Expanding the survey, G O L F D O M also asked the 
golfer how often he purchased a complete set of clubs, a set 
of woods, a set of irons, a putter and utility clubs. On the 
first three categories, "every three years" and "every five 

years" received the largest percentage of response. O n 
putters "every year" and "every two years" received high 
r e s p o n s e , w h e r e a s r e s p o n s e s on u t i l i t y c l u b s w e r e 
distributed well in the time periods from "every yea r" 
through "every five years ." 

Golfers also were asked how many dozens of golf balls 
they purchased in an average year. Highest percentage of 
the over-all response came in the " two to four dozens" 
range. " O n e to two dozens" was next, followed by " fou r to 
six dozens ." T h e buying pat terns of private club, semi-
private club and public course golfers were relatively 
similar. 

Looking into the potential for pro shops in the gift 
market , some 69.2 per cent of the golfer-respondents said 
that they purchased golf merchandise as gifts. T h e run-
away leader among gift items was golf balls, voted by 94.6 
per cent of the respondents. Golf shirts, golf sweaters and 
golf gloves, respectively, were the next three gift items 
most f requent ly indicated. 

G O L F D O M still feels that the professional has a long 
way to go to build up his soft goods business. Last year, in 
our report of the 1969 survey, " P r o s Losing O u t on Soft 
Goods" (February , 1970, p. 54a), we offered some advice 
on improving the apparel side of the pro shop business. At 
the core of these suggestions was the need for evaluation 
and improvement by many professionals in these basic 
m e r c h a n d i s i n g practices: buying, bookkeeping, reorder-
ing, displaying and promoting. Only when this need is 
met, are we likely to see a reversal in the golfer 's buying 
pattern of soft goods. 

Professionals' Tables 
Where golfers buy equipment and golfwear 

1969 68 

1970 69 

Frequency of golf club purchases 68 

Dozens of golf balls purchased 70 

Gift-buying 70 

When golfers buy 70 
(Continued) 
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Where Golfers Buy Golf Equipment and Golfwear 

1969 

Item Pro shop % 
Sporting goods 

store % 
Department 

store % 
Other retail 

store % 

Woods 70.1 17.7 8.5 3.7 

Irons 69.4 18.2 8.5 3.9 

Putters 68.0 18.5 9.5 4.0 

Golf bags 53.3 24.8 16.1 5.8 

Golf shoes 41.9 15.0 25.3 17.8 

Golf slacks 11.9 6.5 62.7 18.9 

Golf shirts 15.9 7.0 60.5 16.6 

Golf sweaters 17.6 7.0 57.8 17.6 

Golf gloves 77.4 10.9 8.7 3.0 

Frequency of Golf Club Purchases* 

Frequency 
of Purchases 

Complete 
Set of 
Clubs 

Set of 
Woods 

Set of 
Irons Putter 

Utility 
Clubs 

Every year 2.8 3.5 2.3 17.9 16.5 

Every 2 years 6.6 9.6 8.1 22.2 15.1 

Every 3 years 25.9 26.1 21.5 14.1 21.6 

Every 4 years 13.1 11.8 13.4 8.4 9.6 

Every 5 years 25.4 25.6 27.2 15.2 19.3 

Every 6 years 6.9 6.1 8.1 3.0 3.7 

Every 7 years 2.9 3.5 3.7 1.6 2.3 

Every 8 years 2.2 3.2 4.3 1.1 1.8 

Every 9 years .2 0 0 0 0 

Every 10 years 
or more 14.0 10.6 11.4 16.5 10.1 

* Figures indicate percentage of respondents 



Where Golfers Buy Golf Equipment and Golfwear 

1970 

Item Pro shop % 
Sporting Depart-

goods ment 
store % store % 

Other 
retail 

store % 

Woods 

Private 85.7 9.8 2.8 1.7 

Semi-private 65.6 22.1 9.3 3.0 

Public 67.1 16.9 9.1 6.9 

Over-all Response 75.5 14.7 6.2 3.6 

Irons 

Private 84.8 10.8 2.7 1.7 

Semi-private 64.9 23.0 8.6 3.5 

Public 65.7 17.7 9.2 7.4 

Over-all Response 74.5 15.6 6.1 3.8 

Putters 

Private 83.6 11.0 3.1 2.3 

Semi-private 63.6 21.0 8.6 6.8 

Public 65.3 19.5 8.5 6.7 

Over-all Response 73.8 15.7 5.9 4.6 

Golf balls 

Private 84.3 7.1 3.6 5.0 

Semi-private 58.1 16.1 15.5 10.3 

Public 59.4 13.4 17.0 10.2 

Over-all Response 70.8 11.1 10.3 7.8 

Golf bags 

Private 73.6 13.9 6.8 5.7 

Semi-private 38.9 27.5 20.4 13.2 

Public 48.3 20.6 20.1 11.0 

Over-all Response 57.9 19.1 14.0 9.0 

Golf shoes 

Private 55.1 8.2 16.1 20.6 

Semi-private 32.9 15.0 35.9 16.2 

Public 36.1 17.6 27.9 18.4 

Over-all Response 44.0 12.8 24.4 18.8 

Golf slacks 

Item Pro shop % 
Sporting 

goods 
store a/o 

Depart-
ment 

store •/• 

Other 
retail 

store °/o 

Golf skirts 

Private 25.6 4.5 49.4 20.5 

Semi-private 6.9 5.2 69.0 18.9 

Public 10.2 4.5 69.3 16.0 

Over-all Response 17.5 4.6 59.1 18.8 

Golf shirts 

Private 24.5 3.1 51.7 20.7 

Semi-private 7.9 6.4 73.6 12.1 

Public 8.6 5.7 76.6 9.1 

Over-all Response 15.6 4.7 64.8 14.9 

Golf blouses 

Private 26.4 2.9 52.8 17.9 

Semi-private 11.5 3.8 71.1 13.6 

Public 9.6 4.1 74.0 12.3 

Over-all Response 18.9 3.4 62.2 15.5 

Golf sweaters 

Private 25.7 2.8 50.6 20.9 

Semi-private 6.2 6.2 72.1 15.5 

Public 10.6 5.0 72.9 11.5 

Over-all Response 16.6 4.4 62.2 16.8 

Golf jackets 

Private 39.2 4.2 40.8 15.8 

Semi-private 14.7 5.1 66.2 14.0 

Public 13.7 6.4 68.1 11.8 

Over-all Response 26.1 5.2 54.7 14.0 

Golf gloves 

Private 88.8 6.3 2.3 2.6 

Semi-private 76.3 11.5 7.7 4.5 

Public 66.0 11.7 14.3 8.0 

Over-all Response 79.3 9.0 7.1 4.6 

Private 15.3 5.9 56.1 22.7 

Semi-private 3.3 5.3 76.3 15.1 

Public 6.5 5.1 77.2 11.2 

Over-all Response 9.8 5.6 67.2 17.4 

Continued 



Dozens of Golf Balls Purchased by Golfers 
in Average Year* 

No. of Over-all 
Dozens Private Semi-private Public Response 

Up to 1 7.4 10.0 13.5 9.9 

1-2 14.8 26.7 32.0 23.2 

2-4 28.2 33.3 30.0 29.5 

4-6 23.9 15.6 12.0 18.3 

6-8 8.6 7.2 6.7 7.7 

8-10 6.4 3.3 3.1 4.7 

10-12 3.3 1.1 1.2 2.0 

Over 12 7.4 2.8 1.5 4.7 

•Figures indicate percentage of respondents for each category 

Do you purchase golf merchan-
dise as gifts? 

Yes—69.2% No—30.8% 

What items do you purchase as 
gifts?* 

Golf clubs 13.9% 
Golf bags 15.2% 
Golf slacks 13.9% 
Golf shirts 42.5% 
Golf sweaters 33.6% 
Golf balls 94.6% 
Golf shoes 10.2% 
Golf skirts 7.5% 
Golf blouses 7.9% 
Golf jackets 19.8% 
Golf gloves 29.3% 

Figures indicate percentage of respon-
dents for each category 

When Golfers Buy* 

Item Spring Summer Fall Winter 

Golf clubs 45.9% 19.4% 19.8% 14.9% 

Golf balls 34.1% 30.6% 21.2% 14.1% 

Golf bags 45.2% 21.5% 17.1% 16.2% 

Golf shoes 49.9% 22.3% 16.1% 11.7% 

Golf slacks 44.8% 28.9% 17.1% 9.2% 

Golf skirts 43.5% 33.3% 14.0% 9.2% 

Golf shirts 41.8% 31.7% 16.6% 9.9% 

Golf blouses 45.1% 33.0% 14.1% 7.8% 

Golf sweaters 29.2% 12.0% 40.5% 18.3% 

Golf jackets 34.5% 10.1% 40.2% 15.2% 

Golf gloves 37.8% 30.9% 19.1% 12.2% 

* In some cases golfer respondents have answered more than one season 




