
ClUDpfoS 
They're your hard-working, dependable VERTAGREEN turf ferti-
lizers and herbicides from USS Agri-Chemicals... favored by course 
superintendents everywhere. To find out how they can make the 
big difference in the appearance of your course, give your local 
VERTAGREEN Turf Specialist a call. He's the man who'll tour your 
course and provide you with a Professional Turf Program specif-

ically suited to the needs of your course. He'll offer you a full line 
of dependable turf fertilizers like the "club pros" and effective 
VERTAGARD turf protection chemicals. 

To bring out a lush, green appearance in your greens, tees, 
aprons and fairways, depend on VERTAGREEN Professional Turf 
fertilizers—the "club pros" from USS Agri-Chemicals. 

Tee-Green 
Tech. Turf Food 
(50% U.F.) 
Formulated 
specifically for 
proper fertilization 
of golf course 
greens, tees, and 
aprons in a 4-1-2 
ratio, with half of 
the available 
nitrogen derived 
from Urea-
Formaldehyde. 
Also contains 
guaranteed 
amounts of 
calcium, 
magnesium, 
sulfur, copper, 
iron, and zinc. 

Vertanite 38-0-0 
A long-feeding, 
slow-acting 
nitrogen fertilizer 
derived from 
Urea-Formaldehyde 
Specifically 
prepared granules 
for use on greens, 
tees, and fairways. 

Weed & Feed 
for 
Professional 
Turf 
Designed for Poa-
Annua and 
Crabgrass control 
plus gives you 
a full fertilizer 
feeding. Contains 
Balan,® the 
selective 
pre-emergence 
herbicide. 

Tournament 
Designed and 
formulated 
specifically for 
fairway turf, 
granulated and 
sized for use 
through rotary 
or drop 
spreader. 

Tournament 
plus 
(25% U.F.) 
A long-feeding 
slow-acting 
granulated fairway 
fertilizer in a 
3-1-2 ratio. 25% of 
nitrogen content 
is derived from 
Urea-Formaldehyde. 
Also contains 
guaranteed 
formulated 
amounts of 
calcium, 
magnesium, sulfur, 
copper, iron, and 
zinc. 

Score in the 70's with the (ÙsS) Vertagreen Professional turf program. 
S USS. VERTAGREEN, and VERTAGARD are registered trademarks. 

B A L A N ® is the registered trademark for Benefin, Elanco Products Company, a Division of Eli Lilly and Company. 



Put a Fashion Show 
in Your 1972 Plans 
A fashion show is one of the best ways to promote 
new stock and attract potential customers into 
the pro shop. Here is a step-by-step guide to 
conducting a successful fashion show 

By Jean Conlon 

David Crystal's publicity director Michele Abruzzo narrates a well-rounded 
fashion show featuring childrenswear. 

So you're going to give a pro shop 
fashion show . . . and you don't real-
ly know where to begin. J u s t the 
thought of all the preparatory work 
seems overwelming, so chances are 
you'll shelve the whole idea and put it 
off for another year. But did you ever 
consider that the pro shop fashion 
show you're so easily, thoughtlessly 
giving up could mean a difference in 
this year's final sales figures? Well, 
G O L F D O M did and therefore de-
cided to pass along to you some con-
crete suggestions on how to give a pro 
shop fashion show, step-by-step. 
They're easy to follow and hopefully 

will eliminate some of the pre-show 
panic which often admittedly sets in 
any time a professional embarks on 
such a venture. The following results 
have been carefully researched through 
interviews with top golfwear manu-
facturers, distributors and several pro-
fessionals who have already given 
successful pro shop fashion shows. 

Where to begin: From the beginning, 
get assistance. Many professionals 
are unaware that manufacturer sales-
men like to help their favorite profes-
sionals put together a fashion show. 
Take advantage of personal and pro-

fessional friendships with salesmen 
and ask them to help. Or, quite often 
the pro shop distributors are more 
than happy to be of some assistance. 
Ernie Sabayrac, for example, invites 
professionals to ask him, or one of his 
32 salesmen, for help, according to a 
recent article which appeared in the 
August issue of " C a r r i a g e T r a d e 
News": " W e do feel that we have a 
vast amount of 'stored' up knowledge 
which might help you to come up with 
a solution to your problem," fashion 
shows included. Although distribu-
tors do not normally get involved with 
the actual fashion show itself, they 
are willing, as Sabayrac is, " to direct 
the pro to the right people and manu-
facturers who will make sure the mer-
chandise needed gets to the pro on 
time." 

When to begin: Don't think "fashion 
show, that's a good idea" and then ex-
pect it to miraculously materialize the 
very next day or even the next week. 
No, fashion shows take a lot more 
time than you ini t ia l ly think. It is 
agreed among the sophisticated pro 
shop merchandisers that planning a 
fashion show, although not difficult, 
is timely. For example, golf profes-
sional Fred Fhilipps of the Riverton 
CC in Riverton, N. J . , started work-
ing on his fashion show in January 
and set the date for early spr ing, 
around April. He thereby eliminated 
the possibility of uncomfortably tight 
merchandise deliveries of the necessary 
garments he had to have on hand for 
the show and extra stock for after-
show sales, plus he gave himself the 
distinct advantage of doing a great 
deal of pre-show publicity. Likewise, 
generously grant yourself plenty of 
weeks to prepare the show and allow 
for any unanticipated snags. 

When is a good time: Pros and manu-
facturers alike feel that a good time for 
a fashion show is in conjunction with 
the Ladies Opening Luncheon. Jack 
Lust, vice president of DiFini Orig-
inals, claims, " F o r spring styles ex-
perience has proven the first Ladies' 
Day Opening Luncheon is ideal. T h e 
best time to start the show is right af-
ter lunch has been served so as to avoid 
the noise of rattling dishes." Another 
helpful hint from Lust: See that the in-
vitation for the fashion show goes out 
with the invitation to the luncheon. 
Best yet, ask the club manager or la-
dies' committee that plans the lunch 



Professional Fred Philipps and model-members of Riverton CC schedule fashion 
shows to coincide with club luncheons. 

on the other hand, does model selec-
tion herself. " I take a dozen or so girls 
from the club membership and ask 
them to participate in the show. They 
are always the ones with nice figures, 
who wear anywhere from a size eight 
to a size 1 2 . " Michele Abruzzo 
claims, " W o m e n golfers are often 
slim so why not use the members?" 
However, members alone should not 
be the only models. Miss Abruzzo 
warns, "Do not do an all-amateur 
show, but be sure to use some profes-
sional models." Jack Lust agrees. "I t 
is advisable," he concurs, " to have one 
professional model or ex-professional 
model to help carry the show. The 
candid models who are club members 
will create greater audience interest 
and participation." That way, a nice 
balance of model presentation will be 
obtained. 

to send one invitation only announc-
ing both events. That way the show 
will be guaranteed a bigger turnout 
than if scheduled as a separate event. 

How to prepare merchandise: So of-
ten a professional will not have 
enough of the latest styles in stock for 
a really special fashion show. Howev-
er, if a show is readied well enough in 
advance, as previously suggested, 
there should be enough time to place 
special orders with the manufacturers 
whose merchandise will be modeled in 
the show. So advises Lust, "Ask your 
salesman to write up a separate fash-
ion show order which will be expe-
dited with high priority to arrive ear-
ly in the season." 

"But even before ordering," sug-
gests Michele Abruzzo, director of 
advertising and publicity, David Crys-
tal, Inc., "decide what kind of show 
it will be and what kind of audience 
will be attending. If there is a possi-
bility of some men being there with 
their wives, show menswear; if the 
audience is filled with grandmothers, 
be sure to show some ch i ld ren ' s 
styles. Grandmothers always love 
shopping for their grandchildren, so 
childrenswear in your show will au-
tomatically win the audience over!" 
If the p ro shop does not normal ly 
stock the little extras needed to spark 
up a fashion show, Michele advises, 
"Have local shops (non-competing 

ones, of course) participate by lending 
their furs, childrenswear, accessories, 
etc., to further enhance your show. As 
a way of reciprocating, the local shop 
and its location in town can be an-
nounced to the audience before or dur-
ing the show. They'll welcome the ad-
ditional publicity." 

Once the ordered outfi ts a r r ive , 
start immediately on model fittings. 
Trudi Montgomery, wife of profes-
sional Ray Montgomery, Mill River 
CC in Upper Brookville, N.Y., tries 
"to pick the garments to be used ac-
cording to how well they look on the 
person modeling them." It will not 
help to sell the merchandise, if the out-
fits worn do not look "abso lu te ly 
right" once out on the runway. But 
the biggest problem to avoid, fitting-
wise, according to professional Phil-
ipps, "is not having the correct sizes 
for your models. It is so very impor-
tant to make sure plenty of time is set 
aside for fittings and making proper 
sizes available." 

How to select models: T h e r e ' s a va-
riety of opinions on model selection 
among manufacturers and profession-
als. On the one hand, Jack Lust feels 
the pro should "enlist the support of 
your ladies' golf committee and let the 
chairman select the models—three or 
four girls modeling three outfits or six 
girls modeling two outfits each will 
prove adequate." Trudi Montgomery, 

What props to use: A r u n w a y is a 
must. If the models walk among the 
audience, the show will bog down, 
because the models are often stopped 
by someone curious enough to touch 
the fabric of the garment modeled or 
another who might just want to talk 
to their model friend. Either have your 
show on the club's auditorium stage 
or build a runway at least 18 inches 

An elevated runway sets the stage 
for DiFim fashions. 

high. As Michele Abruzzo points out, 
"That way everyone can easily see all 
the fashion details. Be sure to have 
cloth, sheet or carpeting tacked down 
on the runway surface to avoid un-
pleasant accidents such as tripping or 
slipping." 

Music is another must. By using 
(Continued on page 45) 



«Fini Boiler 
On-the-

DiFini invented comfort apparel for golfers. So what else is new? 
The DiFini® Golfer On-The-Mark Shirt. New? It's the new Status 

Trevira® Shirt with detachable bal l marker! New? Its got new soft-
ness, featherweight luxury—from the raglan sleeves to the collar that 
stays neat a lways! New? Its new, conversation-piece zipper tab holds 

the marker. Snaps out...snaps on . . . snaps up the game. Machine wash-
able, of e legant ly masculine 1 0 0 % Trevira® Polyester, it's everything 
you—and your customers want in a gol f shirt. Get On-The-Mark. Now. 

Colors: Yel low, Navy, Lime, Blue, Red, Brown, Helio, Sherbet, White. 
About $14. 

nt DM Goner 

TREVIRA 
STAR 
the unique peritalo 
filament of 
THE TREVIRA ERA 

For more information circle number 219 on card 

On-the-
lílARKER 



Fashion show 
cont inued f rom page 43 

accompanying music, you will get the 
audience in the right f r a m e of mind. 
After all, a fashion show should be re-
membered as " fun and en te r ta in ing ," 
according to Jack Lust , and therefore 
music helps to create jus t tha t right at-
m o s p h e r e . P lu s , m u s i c " k e e p s t h e 
models moving and the show nice and 
lively," according to Miss Abruzzo. 

Sometimes a microphone is neces-
sary if the room in which the show is 
held is exceptionally large or your au-
d i e n c e is sea ted f a r a w a y f r o m t h e 
commenta tor . Have the microphone 
checked immediately before the com-
menta tor goes on stage so that there 
wi l l be no a w k w a r d d e l a y s over a 
" d e a d " mike. 

Narration . . . the who's and how's: 
Some professionals like to do their 
own nar ra t ion , others prefer bringing 
in an outside M C . M r s . Montgomery 
modestly admits, " I myself am not 
very good at it, so I usual ly have an 
o u t s i d e r do the p r e s e n t a t i o n . " T o 
have a visiting commenta tor , especial-
ly someone connected wi th the golf 
and fashion industries, often enhances 
the show's p rogram. Professional 
Phil ipps invited the fashion editor of 
G O L F Magaz ine to do the narra t ion 
which was well received by his audi-
ence. " B u t be cer ta in , " explains M i -
chele Abruzzo, " t ha t the outside com-
menta tor knows the clothes and is ac-
quainted with the audience before-
h a n d . " T h e r e is nothing worse than a 
commenta tor talking to the audience 
while t rying to fumble a round for des-
criptions of the clothes. 

T h e p ro should have all the infor-
mation about the ga rmen t s modeled 
writ ten down on individual three by 
five cards before hand , and should be 
given to each model just immediately 
before she goes out on the runway . 
Th i s method will help avoid panic and 
confusion, which often occurs when a 
model shows up out of tu rn and only 
information line-up sheets are being 
used. Remember , the audience must 
be talked to continually, knowledge-
ably and informatively. 

Tel l the audience about the garment 
in detail; never presume every pocket, 
z ipper , button and underski r t culottes 
can be seen. Ta lk fabric, colors avail-
able, sizes, prices, even suggest how 
and where the style should be worn. 
Any fashion information fed the au-

dience will help to sell the merchan-
dise. Then tie it all together with some 
enter ta ining anecdote done in a candid 
manner . 

How long the show: Keep the t ime of 
the show down to a min imum. A fash-
ion show should not be overly long 
and therefore possibly boring. T h e 
Mil l River fashion shows usually run 
one half hour f rom beginning to end; 
Riverton 's are about the same; M i -
chele Abruzzo, who puts together very 
high fashion shows for David Crystal , 
such as the one done recently at the 
Hotel Pierre in N e w York, clocks her 
shows to run 45 minutes . She allows 
approximate ly 45 seconds to a gar-
ment , in an average 60 piece show. 

The extras: W h y not give a door 
pr ize or a table gift to the guests? Af-
ter all, presents add new dimensions 
to the already expected fashion show 
format . Fred Phi l ipps gave a golf tow-
el wi th the club ensigna and ball mark -
er to each of the ladies at tending his 
last year 's show. T h e cost to the pro-
fessional? Approximate ly $1.50 per 
gift. T h e DiFin is like to hold an au-
d i e n c e p a r t i c i p a t i o n c o m p e t i t i o n : 
guess the price of a special DiFini out-
fit and if r ight, it 's yours! Another 
idea pointed out by J a c k Lust is that 
many per fume manufac tu re r s are will-
ing to send professionals sample gifts 
of their products to be given out, with 
their compliments , to the guests. O r , 
t reat the audience to a glass of cham-
pagne with the luncheon. T h e extras 
a re always well apprecia ted. 

The results: Pro shop fashion shows 
mean pro shop business. Al though 
the fashion show may not produce 
immediate sales, it will help to at-
tract the curious browsers , the poten-
tial customer. " R i g h t after the show 
is n o t t h e b u y i n g p e r i o d , " T r u d i 
Mon tgomery has found, "bu t more 
and more people will come into the 
shop as a result and become famil iar 
with other merchandise available. In 
the long run , the show pays . . . " 
And, goodwill (possibly the best by-
product of giving a fashion show) is 
a u t o m a t i c a l l y c r e a t e d . As so we l l 
summed up by M i s s Abruzzo: " T h e 
pro ' s members will admire h im for 
giving the show and will most likely 
trust his fu ture judgement that much 
more in his selection of fashions for 
his p ro shop . " It 's all about projecting 
the desirable image of a sophisticated 
pro shop merchandiser . • 

GOLF 
AWARDS 

384-14 2 4 " $67.05 

397-3 14 " $48 90 

Electric Clock in Walnut 
Case 

WRITE FOR OUR NEW 
FULL COLOR C A T A L O G 

FEATURING FAST SERVICE 
FOR OVER 30 YEARS 

Let us carry the inventory • You 
make the sale • We ship on open 
account to rated professionals. 

SPORTS AWARDS CO. 
4351 Milwaukee Ave • Chicago. 111. 60641 

Phone 282 -8060 • Area Code 312 



, SAVE 60,000.00 
in four years 

(On Batteries Alone) 

The CAROCHE 4-wheel electric is much lighter than any 
competitive electric golf car on the market, including 3-
wheelers. Period. 

How many dollars are added to the initial price of a heavier 
golf car for purchase of replacement batteries? By using an 
ammeter and voltmeter, we can prove CAROCHE can turn an 
88-minute battery into a 1 76-minute battery, a n d t h a t heav ier 

golf cars draw so much electric 
current they can reduce an 88-
minute battery to a 44-minute 
battery. 

Batteries in some heavier golf 
cars will have first failures after 
five months' service, with aver-
age failures after eight months. 
CAROCHE experiences first fail-
ures after fifteen months' ser-
vice, with average failures after 
24 months. 

Your average investment in 
batteries for one golf car is 
$ 150 0 0 — o r $15 ,000 00 for a 
fleet of 100 cars After use of 

the original batteries in heavier cars, you will buy five replace-
ment sets through 4 8 months. The CAROCHE should get 24 
months' service f rom the first set, wi th only one replacement 
set needed through 4 8 months. 

Five replacement sets in the heavier cars will cost you 
$75 ,000 .00 , compared with the one replacement set for 
CAROCHE at $15 ,000 .00 . This $ 6 0 , 0 0 0 . 0 0 savings on 100 

golf cars (or $600 .00 per car) 
over a four-year period can make 
the initial price tag on the heavier 
golf car look very expensive and 
make considerable difference in 
your net profit price. 

Add this $60 ,000 .00 savings 
on batteries alone to the safety 
and stability of CAROCHE, plus 
the new ride and steering af-
forded by the "1971-A's" modi-
fied A-frame suspension system, 
and you'll understand why it is 
known as the "prof i t machine". 
Call or write us for a demonstra-
tion. 

We'd like a CAROCHE Demonstration 

NAME 

CLUB 

ADDRESS 

CITY. COUNTY 

STATE ZIP. 

203 NORTON ST. - P.O. BOX 897 
AUGUSTA, CA. 30903 • (404) 798-8687 

Limited Number of Dealerships Available 
Write for Details. 

What a golf car should be. 



By Pat Wi l l i ams 

Professionals should th ink in terms 
of the total profit picture to get 

an honest appraisal of how much 
it costs to run a shop 

We are now getting into that cycle of 
the year when the majority of golf 
professionals are starting to give a 
lot of thought to next year's lines. The 
new merchandising lines and the 
new equipment lines are now being 
shown and are available for sale. The 
old "wheels" are grinding away try-
ing to figure out what is going to be 
"good" next year. The astute profes-
sional realizes that the fall and win-
ter months are the most important 
months of the year. Why? Quite sim-
ple. Things ease off a bit and he real-
izes that he now has some time to 
think and reflect on his business op-
era t ion. As a professional you 
have to take advantage of this op-
portunity and put it to the best pos-
sible use. 

The present cycle you are in and 
how well you plan are going to dic-
tate what next year will be like: Pro-
fitable, unprofitable or maybe just a 
"sort o f ' type of year. You are get-
ting ready to gamble your invest-
ment money on future returns. It is 
vir tual ly impossible to do this 
planning, budgeting or buying un-

less you have an honest appraisal of 
what it costs to run your business. 

Let 's pose a simple quest ion. 
Before you buy do you actually 
think about how much merchandise 
you have to sell just to recoup your 
personal investment? Very few peo-
ple do. There is a general tendency 
to think only about the gross margin 
per unit rather than the net profit for 
that particular line of merchandise. 
By thinking in terms of specific 
units you may be blowing the total 
profit p ic ture . The following 
basically outlines just how easy it is 
to think in terms of the total picture 
for better profits. 

When anybody is involved with 
running a business on a day-to-day 
basis, there is a tendency to think 
about the separate little parts of the 
business rather than about the whole 
business. Ih is thought process is 
natural. We tend to think about facts 
such as, those slacks cost me $14.80 a 
pair ; my assistant is paid $375 a 
month; my phone bill last month was 
$63, and so on. How many of us can 
say, "It costs me $120 a day every day 

I open the front door of the shop." 
Profit and loss, whether involving 
specific item or the whole business 
operat ion, must be based on a 
break-even analysis of that particu-
lar item you sell in the shop. 

Basically, break-even analysis is 
concerned with developing those 
cost figures which you need to deter-
mine what sales and/or income fig-
ure you must obtain to make a profit. 
As was mentioned, it is applied to 
a specific items or to the entire oper-
ation. Preferably break-even anal-
ysis should be applied to major de-
partmental categories. In the golf 
shop operation this would include 
such areas as golf cars, men's ap-
parel, women's apparel, shoes, balls 
and clubs.* 

In any business operation you have 
(Continued) 

*The author is aware that this explanation oj 

break-even analysis will be out of context with 

true economic theory. However, small busi-

ness operations do not normally conform to 

formal theory, but rather to a more practical 

and usable approach. 



Finances 
cont inued 

fixed costs and variable costs. All this 
means is that some costs remain con-
stant over a long period of time and 
some costs fluctuate depending on 
the activities of the business. In big 
business an item such as rent would 
be considered a fixed expense; an 
item such as wages would be con-
sidered a variable expense. This is 
not true of the small operation. For 
the most part all expenses in small 
business are really fixed. In the golf 
shop, most merchandise is bought 
before the season starts; the number 
of employees will probably not 
change dur ing the calendar year, 
and ut i l i t ies are general ly the 
same. If there are variations in the 
operating costs of the shop through-
out the year they are usually mini-
mal variations. 

Let's look at a simplied example 
of break-even analysis as it applies to 
one specific item. Assume that you 
have purchased 24 pairs of slacks 
from a supplier. The retail price is 
$30; your cost was $18 per pair or a 
total investment of $432. (If we 
were fooling around with variable 
costs, we would also consider alter-
ations on the slacks and f re igh t , 
which would make total cost slightly 
higher.) 

Now the real question comes up. 
When you bought those slacks you 
knew they cost $18 a pair and that you 
had invested $432 of your hard 
earned money in them. Did you ever 
stop to think when you were buying 
them how many pairs you must sell 
just to break-even? Chances are you 
didn't. 

It is really a simple process to de-
termine how many. All you have to do 
is divide $432 by $30 and you get 
14.4 pairs you must sell to break even. 
To make this article academic, let's 
throw in an academic looking graph 
which proves the point of 14.4 pairs of 
slacks. 

You don't actually make a profit on 
the first, second or even third pair of 
those slacks you sell. You only start 
making a profit when you have sold 
more than 14 pairs. It's obvious that 
you will make a profit of $288 if you 
sell 24 pairs. Twenty-four pairs bring 
in $720. Subtract the $432 cost and 
you have a profit of $288. The graph 
also reflects this profit area. 

The whole purpose of this example 
is to prove one point. You must equate 
costs wi th potent ia l sales jus t to 
break even. You cannot, repeat can-
not, think of profit on a per item basis. 
Profit can be thought of when all costs 
are paid. 

Let's take a brief look at this prin-
ciple when it is applied to the entire 
business operation of a golf shop. 
We have included only the major 
items for the sake of simplicity. 

Assume that we have the follow-
ing expenses for one year: 

Salaries and wages $ 15,000 
Merchandise inventory $25,000 
Overhead $• 5,000 
Miscellaneous $ 5,000 

Total fixed expenses $50,000 
This obviously means that some-

how we are going to have to generate 
$50,000 in sales and income before we 
can even start to th ink about how 
much profit we are making. Take a 
look at the following graph: 

You may be sitting there thinking, 
"Well this really doesn't fit my situa-
tion." However, there is a lot of in-
formation in that one little graph. 

First, No profit is made on any-
thing until your income and sales 
reach $50,000. 

Second, It shows you how much it 
costs you to sell a cer ta in dol lar 
amount of goods. In a real case the in-
come line would be curved indicating 
that your costs are not proportion-
ate to sales. In other words, salaries 
are going to cost you the same 
whether you sell $5,000 worth or 
$50,000. 

Third, It shows you the profit po-

tential based on cost and projected 
sales and income. Likewise, the loss 
you might incur if sales are off. 

Fourth, It shows you what it costs 
to run your business. Let's say you 
have a nine-month operation at your 
shop and you are open six days a week 
and your expenses are $50,000 a 
year. Did you ever stop to think that 
you have to average $214 a day just 
to break even? So, it costs you some 
"dough" to turn that key in the door 
each morning. 

In conclusion we are not advocat-
ing that every golf professional sit 
down and draw charts and graphs and 
all that fancy stuff. We are simply 
advocating that you should think 
break-even analysis. There are no 
disadvantages with this kind of 
thinking—only advantages. Put it 
to work and see. 

If you take in $500 one day and you 
know that you have not reached that 
break-even point for the year, you are 
going to need part of it tomorrow to 
help you turn the key in the door. 

When you are buying merchan-
dise you don't think about the profit 
made on selling one of the items, but 
how many of these things you've got to 
sell before you get your money back 
and start making a profit. 

When you are thinking about new 
things which are going to increase 
your operating costs, think about 
how many dollars you have to come 
up with before the idea is profitable 
to you. 

Finally a point to consider. A ma-
jor difference between big business 
and small business is that big busi-
ness can afford to make more mis-
takes and still survive. You cannot 
make many mistakes and survive. 
So, the more sound business manage-
ment techniques you implement in 
your operation, the risks you take are 
proportionately reduced. 

Think about it. Take this year's fi-
nancial statement and see what it 
costs you to open your door everyday. 
Then, plan accordingly. d 

Pat Williams served for four years as 
director of education and special 
projects for the Professional Golf-
ers' Assn. and has had experience in 
urban land planning and financial 
capacity programming techniques. 
He recently formed a golf course 
architects and operations consul t-
ing firm with golf course architect 
Don Sechrest. 
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A handsome head, 
a backbone of steel, 
sensitivity, style and a 
hell of a lot of drive. 

That's what makes 
a great Executive. 

The most advanced design concepts 
in registered clubs belong to Spalding's 
1972 Executives'" Richly crafted wood 
heads, exclusive heel and toe weighted 
irons, all on responsive new lightweight 
steel shafts. 

See your Spalding salesman now 
and meet the new Executives. 

SPALDÌNG 
For more information circle number 260 on card 

A D I V I S I O N OF 

C U E S T O R Executive Clubs are sold only through golf professional shops. 



SIGN IN: For a day of golf wearing 
Renauld's insignia sunglasses ($10 
with carrying case), shown here, any-
body can play like a pro. The sporty 
frames with status golf stick insignia 
come in gold or gunmetal with po-
larized lenses in gray or bronze. 
They're a great way to reduce all that 
reflected sunny glare. 

EITHER OR: Both solids and her-
ringbone are the favorites in golf 
sweaters, slacks, jackets and sport 
coats by Bernhard Altmann for Spald-
ing. Why not take the entire col-
lection in Spalding's exclusive nine 
color selection? And, while you're at 
it, mix 'em up and match 'em up for 
with-it pro shop merchandising. 

* * * 

ARNIE'S AGE: Once again, Arnold 
Palmer comes out the winner, this 
time 'round in a new line of Arnold 
Palmer Slacks by Shelby (a division 
of Robert Bruce), shown here. It's a 
total knit look with the Dacron poly-
ester doubleknit slacks designed to 
coordinate with the sweaters and golf 
shirts. Best of the lot: solids ($25) in 
12 smashing colors, checks ($25) in 
blue, navy, brown, red, plus more, 
and the golf jean ($22.50) with white 
top stitching. All cut in stylish taste 
with a gentleman's flare. 

pros par 
By JEAN CONLON 

IN PRINT: Headlining the wom-
en 's go l fwear news these days is 
CoberKnit's 100 per cent nylon golf 
jacket ($19), shown here. And just to 
give the pro's buying life a bit of va-
riety, CoberKnit does this water re-
pellent, wash and drip dry jacket in 
75 different assorted prints. So Mr. 
Pro . . . select away! 

IT'S BEGINNING T O LOOK A 
L O T LIKE C H R I S T M A S : And 
what could be a better p ro shop 
fashion item than Puritan s sweater 
and shirt ensemble? They're all pack-
aged up nice 'n Christmas-y for nice 
'n easy pro shop merchandis ing . 
Shown here, Dacron and cotton long 
pointed collar shirt of no-iron fabric 
with color blending U-neck sweater 
($20, the set). 

B O T T O M S UP-TOP: Right at the 
waist is where the action is at Thom-
son Trousers, where their newest golf 
slack ($30), shown here, has "cum-
ber top" Ban-Rol extension waist-
band. Thomson's VP, Herb Cohen, 
is predicting that the white double-
knit trousers of 100 per cent Fortrel 
polyester with cont ras t ing waist-
band in choice of red or blue will be 
the pros' top selling number this 
year. 

DID YOU HEAR??? That David H. 
Smith, Inc., has appointed Leonard 
F. Wirtz director of their pro shop 
division, heading all aspects of sales 
to pro shops . . . that Leon Levin has 
an exciting group of 18-inch length 
skirts in Trevira polyester knits and 
Klopman polyester prints, plus they, 
like many of their 7th Ave. cohorts, 
are going the way of good (imported, 
in Levin's case) Dacron and cotton 
seersuckers . . . that an "exclusive 
golf shop in an exclusive community 
in Florida" is looking for a manager 
(exclusive, too, we presume), accord-
ing to a recent Women's Wear Daily 
ad . . . that the status of status lug-
gage makers Vuitton has a golf bag for 
a mere $375, and not-to-be outdone 
Gucci has a golf club carrier at $110 
(is that a bargain?) plus four club 
covers at $35, for the set—natch! . . . 
and tha t , speaking of s tatus, 7th 
Ave.'s multi-award winning designer, 
Anne Klein, has a new line of golf, 
boating, skiing and tennis wear, all 
created under her new label—Super 
Sports (editor's note: loved everything 
we saw, Anne, and wish you much 
luck with your latest fashion venture) 
. . . and, and, and . . . • 


