
r For the fun and good ^ 
health of walking golf 

MAYNARD 
THE ELECTRONIC GOLF CADDY 

At last! You can once again play golf the 
way it was meant to be played . . . by walking. 
And while you walk enjoying the great out-of-
doors, and the just plain good feeling you get 
from healthful exercise, M A Y N A R D follows 
obediently behind, carrying your clubs and 
bag. Just turn on a small transmitter carried 
in your pocket or clipped to your belt and he 

will follow you whatever your pace or direc-
tion, up hill or down, and do it all automati-
cally. 

MAYNARD'S guidance system incorporates 
two analog computers and completely inte-
grated circuitry . . . truly a product of space-
age technology. 

M A Y N A R D puts you a step ahead. 

MANUFACTURED BY 

MAYNARD SALES INTERNATIONAL INC. 
MAYNARD CITATION MFG. CO INC 
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Billy Casper's Playback 
contained in a smart, billfold-
size carrying case. It includes s ^ ^ S ^ E 
instructions...a pad of adhe- ¡ • j ^ B f l ^ ^ M ^ ^ ^ ^ ^ ^ ^ B 
sive recorder strips that are 1 
applied to the clubface...and ^ ^ ^ H ^ & S i • v / 
a slide-chart Analyzer that tells ^ P ^ ^ ^ ^ r ^ 
(he golfer, after each swing, ^ ^ ^ 
what he's doing wrong and T 
how to correct it. Suggested ' 
retail price is $5.00 — with a 

healthy profit for you. Refill pads of 24 recorder strips sell for $1.25. 
Write today for special introductory offer to: 

GOLD CREST LTD. 12307 Ventura Boulevard, Studio City, California 91604 (213)8 77 2 66S COPYRIGHT 1972 EDUCATIONAL GOLF INC. 

BILLY CASPER INTRODUCES A « 
REVOLUTIONARY TEACHING AID THAT M 
HELPS GOLFERS IMPROVE THEIR GAME.. . and gives • 
you profitable, continuing sales in your pro shop! 

Here's the simplest, most effective teaching aid ever developed for H 

golfers! Billy Casper's Playback actually lets them see where the 

clubface is contacting the ball. Then it tells them — in brief, simple, • 

down-to-earth language — how to adjust their stance and swing so • 

they're making contact on the "sweet spot" of their clubs. In addition M 

to helping your students and simplifying your teaching chores, it's also 

a profitable — and continuing — source of income for you. 

To help you sell Billy Casper's Playback, we're offering you the hand-

some Merchandising Display shown above. It holds a supply of Play-

back kits (described at right), refill pads of recorder strips, and free 

descriptive literature. With this merchandiser — and a ful l program of 

advertising, directed to the golfing public — Playback wi l l sell i tsel f . . . 

and continue giving you profitable repeat sales .on the refill pads. 



18 years and millions of 
spikes later...at East 

akeC.C., Atlanta. 
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N282 . 
spikeproof 
Wilton carpet 
...still fresh-
looking, 
unscarred. 

This unretouched photo, taken 
18 years after installation, is 

the most convincing salesman 
possible. N282's specif icat ions 

are the same today! This famous 
carpet is performing just as per-

in busy spike shoe areas all 
over. Jacquard Wilton custom woven 

in your colors with club emblem, initials 
or special patterns. Or select from our 

extensive library of country club designs, also 
in your colors. Maintenance is simple . . . the 

t ight weave keeps dirt and caked mud on top. 
Available even in limited yardage orders. 

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

Please send free sample of N282 spikeproof carpet 
and brochure listing clubs where it is installed. 

Name-

Club. 

Address. 

.State. 

PHIL DELPHIA 
' ' CS 

Division of Shaw Industries, Inc. 

Since 1846, the quality of elegance underfoot 

Weaving Division: Allegheny Ave. & C St., Philadelphia, Pa. 19134 
For more information circi« number 139 on card 

C i t y -
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The best golf car when you buy it 
is the best golf car when you sell it. 

When you buy a Cushman; you're It spends its t ime work ing. You don' t 
get t ing the best built gol f car in the wor ld . spend your t ime work ing on it. 

It has standard features competi tors Your Cushman pays of f when you own 
of fer only as options, if at a l l . (Automotive it. And it pays off when you sell it. 
steering, automatic seat brake, and upr ight Because Cushman used go l f cars have 
bag racks to mention a few.) a consistent history of the highest resale 

This year al l Cushman models come values in the industry. Compare a Cushman 
wi th all-steel bumpers that wi l l prevent to any other car of the same vintage and 
gol f car body damage f rom a head-on cond i t ion . . .you ' l l f ind the same story: the 
collision with a f la t stat ionary object used Cushman is worth significantly more, 
a t 5 mph. And since we're the only manufacturer 

And the new Gran Cushman has with an established nat ionwide network 
interchangeable seat covers that a l low of gol f distr ibutors, we're really the only 
you to equal ize wear between driver and manufacturer who can even assure you a 
passenger sides. Cut your seat repair market for your used cars, 
and replacement costs. At Cushman, our business is gol f cars. 

Today the Cushman body is built of We've been at it longer. We're in it to stay, 
separate panels of heavy-gauge steel, We' l l put our product up against anyone's, 
coated with lead then epoxy pr imed and Wr i t e for free model by model analysis 
painted with our special paint . This ext ra sheets: Cushman Motors Division, O u t b o a r d 
protect ion results in a body that real ly Marine Corpora t ion , 1005 Nor th 21st Street, 
resists damage and corrosion. Lincoln, Nebraska 68501. 

The Cushman power p lant , ^ . 
gas or electric, is the most rel iable around. wUStllTICXVl 
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GOLR)Om SKMS OUT 
...Oh PRO CO-OPS 

W h e n G O L F D O M a p p r o a c h e d 
Charles Byrket with the idea of do-
ing an article based on his experi-
ences with the Indiana golf coop-
erat ive, it was apparen t f rom the 
o u t s e t t h a t he r e p r e s e n t e d one 
point of view and we another. After 
reading the article ("Golf Co-ops: 
A Case Study," May, p. 28), no 
one can deny that Byrket meri ts 
p r a i s e fo r his e f f o r t s , pe rsever -
ance and personal sacrifice in at-
tempting to turn theory into suc-
cessful reali ty. It also should be 
clearly noted, that despite the ob-
stacles and f rus t ra t ions he expe-
rienced, Byrket still believes, given 
a c e r t a i n set of c i r c u m s t a n c e s , 
that the golf shop co-op can work. 

A m o n g the r e q u i r e m e n t s he 
s t r e s ses are : p r o p e r f inanc ia l 
b a c k i n g , c o n t i n u a l legal advice , 
qual i f ied ful l- t ime person or per-
sons to opera te the co-op offices 
and warehouse , and full cooper-
ation of the participants. 

GOLFDOM believes that, even with 
all of these requirements, the con-
cept c a n n o t succeed in the golf 
marke t because of one seemingly 
simple, but vital r eason—the dif-
ferences in clientele f rom pro shop 
to pro shop. What is great for one 
pro shop is anathema for another. 
The golf p r o f e s s i o n a l , t oo , has 
long been an individualist. Would 
he be wil l ing to b e c o m e ju s t a 
stockholder and let someone else, 

even though that person may be 
more knowledgeable, order for his 
shop? The m e r c h a n d i s i n g con -
cepts and theories that must be ap-
plied by a golf profess ional at a 
public course differ f rom those at a 
private course. Can a co-op have the 
genius to discover the common de-
nominator that will unite all golf 
p r o f e s s i o n a l s and give them the 
ability to make purchases to suit 
their varied clienteles? 

Look at the increasing numbers 
of golf equipment and accessory 
m a n u f a c t u r e r s and the g rowing 
n u m b e r s of golf a p p a r e l l ines . 
M a n u f a c t u r e r s a r e ge t t ing in to 
this limited and highly compet i -
tive market because they know that 
one c o m p a n y c a n n o t supply the 
demands of the many types of their 
customers. 

C o m p a n i e s a r e a iming t h e i r 
t h r u s t s to p a r t i c u l a r e c o n o m i c 
levels, age groups, life styles and 
tas tes . Many profess ionals favor 
one m a n u f a c t u r e r ' s line over 
another, and any savings in costs 
are not going to budge them. For a 
c o o p e r a t i v e to supp ly the golf 
professional with in-depth inven-
tories in all categories would re-
quire a staggering capi ta l invest-
ment, which professionals to date 
have not indicated a willingness, 
or an economic capacity, to make. 

— R O B E R T 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 

INCREASE EARNINGS, SERVICE & SPACE 
Remodel your present storage space, update with 

N E W Stafford V E R T I C A L B A G R A C K S 
• Damp bags dry faster — 

no mildew 
• Wear and tear of golf bags 

is completely e l iminated 
• Faster, easier storage • Provides a neat appearance 
• Easy to install and add more as needed 
Your members wi l l l ike the extra convenience and care. Your pro 
shop profits f rom 4 0 % more space these racks make avai lable. 
Double unit shown holds 16 bags, size 2' x 4 ' x 6 ' -6" high, gives 
12" x 12" space for bags. Single unit holds 8, size 1' x 4 ' x 6 ' -6" 
high. Sturdy steel. Bags set solid on tapered shelves. Send us 
your floor measurements , we wil l plan a layout and quote you — 
no obl igat ion. U.S. and Canadian patents. Send for folder. 

_ i m s i A « i m » » # m > v a 2000 Al len Ave., S. E. The A.G.STAFFORD Co. f 7 2 7 1 v c , n t o n ' 0 4 4 7 1 1 
For mor« information circle number 168 on card 

Phone 2 1 6 / 4 5 3 - 8 4 3 1 

6 /72 G O L F D O M M A G A Z I N E 7 



Why is it a 4-Wheeler? 
A leading insurance authority predicts an end to the 

3-wheel golf car by 1975. The 4-wheel CAROCHE out-
performs a 3-wheeler, with greater safety and stability 

Lighter than all 3-wheelers, it costs about 
the same. And its sturdy aluminum 

frame and fiberglass body wil l never 
rust, corrode or need painting. 

Why is it electric? 
Congress has set 1975 as the deadline for el iminating 

harmful exhaust from cars. The electric CAROCHE will go 
36^54 holes on hilly courses, without the pollution, smoke, 

noise, odor or fire hazard of gas cars. In addit ion, 
independent studies have proven electric 

I vehicles cost considerably less to operate 
/ and maintain than those powered 
— by gasoline engines. 

Why is CAROCHE ahead of its time? 
When CAROCHE was introduced in 1970, it caught the golf 

car industry by surprise. For instance, it was the first golf car 
to employ both automotive type hydraulic wheel brakes 
and a mechanical braking system on both rear wheels. It 

was the only golf car available wi th supplementary bag 
racks —easily attached or detached at rental p o i n t -

enabling it to carry either three or four 
bags. Its combinat ion of light 

weight, compact size and easy 
serviceability made it an instant winner 

wi th fleet owners. And how do you 
make the best even better? 

That's the story for CAROCHE in 1972 

N C O R P O R A T E D 
P.O. Box 897 Augusta, Ca. 30903 (404) 798-8687 

We'd like a CAROCHE demonstration. 
NAME 
CLUB 
ADDRESS 
CITY COUNTY 
STATE ZIP 
Limited Number of Dealerships Available. . Write for Details 

The 
Golf Car 

of 1975 
NOW! 

The Best DRIVE You'll Ever Make 

Why don't you at least ask for a demonstration? 
Many golf cars wil l have obsoleted themselves 

by 1975. CAROCHE may be as 
much as a decade ahead of its 
time. Write or call today for a 
free demonstration of the golf 
car of the future -CAROCHE. 

What a golf car should be. The Best MAKE You'll Ever Drive 



his creative genius as a famed 

American portrait sculptor with 

his love of golf. Mr. Krac/kowski 

is commissioned by Miller G o l f 

to create these handcrafted 

solid pewter statues. They are 

the first o f a series o f distin 

uished golf collector's items. 

These reproductions are perfect 

as awards or gifts for partnership 

tournaments. Sculptures will 

be sold exclusively through G o l f 

Professional Shops. 

Consult your golf professional 

for more informat ion. If you 

desire to order direct, please send 

check and please list your golf 

professional's name, club and 

club address. 

G O F O R IT 

Sol id pewter , size: 7 " \ 5 " \ 4 " . 

#6023 $65. 

BIG R E A D I N G 

Solid pewter, size: 6" \ 3" x 6". 

#6022 $65. 

Authentic Italian Black Marble Hase with 

pewter engraving plate (as shown with 

statue #6023) available for both statues 

7/8" thick. M.irMo base permanently 

attached to statue, 

#5165 $10. 

I ngraving: 10pe i letter on e n g r a v i ^ 
plate only Plate a |achcd to m w r m d c 
ol statue when put* based wi thout base. 
I . 0 . » Randolph. Mass or add $2.00 tot 
ship pi mi and local taxes it applicable. 

617 963-6392 

A 
MOST UNIQUE 

UNION 

A GREAT NEW GIFT FOR YOUR MEMBER GUEST . 

Philip Kraczkowski has ctnVtbinetj ' . 

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 2 4 8 o n c a r d 

Plexiglas stands 

not included 

RVRTNERS 



[Con tac t your ^ 

Buckner 
i professional 
I for a showing J 

TIMES MIRROR AGREES TO 
BUY GOLF MAGAZINE, 

G0LFD0M.THREE OTHERS 
NEW YORK—Times Mir ror Com-
pany, one of the largest diversi-
fied publishing firms in the United 
States, will make its entry into the 
golf field with the purchase of GOLF 

M A G A Z I N E and its sister publica-
t ion , G O L F D O M , f r o m Universa l 
Pub l i sh ing & Di s t r i bu t ing Cor -
poration. 

The proposed sale, to be made 
t h r o u g h Times M i r r o r ' s P o p u l a r 
Sc ience Publ i sh ing C o m p a n y 
subsidiary, also will include Uni-
versal^ SKI Magazine and its two 
re l a t ed t r a d e pub l i ca t ions , SKI 
B U S I N E S S a n d SKI AREA M A N A G E -

M E N T . 

Times Mirror's purchase of GOLF 

M A G A Z I N E and GOLFDOM will bring 
to the golf industry the active in-
t e re s t of a g iant c o m p a n y , with 
vast resources, ma jo r propert ies 
in media and revenues in 1971 of 
more than one-half billion dollars. 

Key to the acquisition has been 
Times Mir ror ' s keen interest and 
conf idence in the golf field as an 
area of great potential growth and 
d e v e l o p m e n t . In seeking out 
G O L F MAGAZINE a n d GOLFDOM a s i t s 

base, Times Mirror considered the 
regard held by the golf industry for 
both magazines, and this was a sig-
nificant factor in the transaction. 

" W e will now have the muscle and 
whe rewi tha l to do m a n y of the 
t h i n g s the indus t ry has badly 
needed," stated Robert J. Abram-
son, Associate Publisher of G O L F 

M A G A Z I N E and G O L F D O M , " m o r e 
m a r k e t research, more t rade and 
c o n s u m e r surveys , an intensi -
fied program to gather and put this 
i n f o r m a t i o n to work for every-
o n e ' s b e n e f i t — o u r s , the rec rea -
t i o n a l go l f e r s and the m a n a g e -
m e n t s of golf fac i l i t i e s every-
where. We look forward to playing 
an important role in the continu-
ing growth of this great game." 

T imes Mirror is comprised of 
four major newspapers; nine book 

publ i sh ing c o m p a n i e s ; eight fo r -
est p roduc t o p e r a t i o n s ; e ight 
companies in the field of char ts , 
maps and ins t ruments , and other 
opera t ions in the fields of maga-
zine publishing, television broad-
cas t ing , cab le c o m m u n i c a t i o n s 
and c o m m e r c i a l p r in t ing . I t s 
newspapers include the Los An-
geles Times, Newsday, The Dallas 
T i m e s H e r a l d and Daily P i lo t . 
A m o n g the company ' s magazine 
in te res t s are P o p u l a r Sc ience 
Magazine and Ou tdoor Life. Its 
paperback book division is New 
A m e r i c a n L i b r a r y , which pub-
lishes Signet and Mentor Books. 

Announcement of the agreement 
was made jointly by Dr. Franklin 
D. Murphy, Chai rman of the Board 
of Times Mir ror , and Arnold E. 
Abramson , President of Univer-
sal Publishing. The transaction is 
subject to the approval of Univer-
sal s h a r e h o l d e r s . T e r m s of the 
agreement will be announced first 
to U P D shareholders in a proxy 
statement prior to the special meet-
ing of shareholders, which will be 
scheduled for their approval of the 
acquisition. 

The magazines, when acquired, 
will be under the direction of Eu-
gene S. Duf f i e ld , Pres ident of 
Popular Science Publishing. Ar-
nold E. Abramson will function as 
Pub l i sh ing D i r e c t o r of all the 
magazines involved in the t rans-
action under a services agreement 
between the purchaser and Uni-
versal. Robert J. Abramson will 
become Publisher of GOLF MAGAZINE 

a n d G O L F D O M . 

" T h e a c q u i s i t i o n of G O L F 

MAGAZINE and SKI will mark a ma-
jor move by Times Mirror in the 
magazine publishing f ield," said 
Duf f i e ld . " P a r t i c u l a r l y impor -
tant to us in the acquisition is the 
r e t en t i on of p resen t m a n a g e -
m e n t , ed i to r i a l and adver t i s ing 
personnel." • 

ARIZONA 
Turf Irrlntlon I Water Works 
Supply Co. 
Phoenix 
(602) 276-2451 
Hanson's Water Worts Supply 
Company 
Tucson 
(602) 624-4416 
ARKANSAS 
Capital Equipment, Inc. 
Little Rock 
(501) 372-7115 
CALIFORNIA 
Oranco Supply Co. 
Anaheim 
(714) 635-3400 
Kern Turf Supply, Inc. 
Bakerstield 
(805) 327-4048 
Oranco Supply Co. 
Canoga Park 
(213) 883-0075 
Controlled Irrigation 
Fresno 
(209) 222-4843 
Ewing Irrigation Products 
Sacramento 
(916) 922-5618 
Oranco Supply Co. 
San Bernardino 
(714) 796-0266 
Contractor Supply 
San 3iego 
(714) 262-9911 
Ewing Irrigation Products 
San Leandro 
(415) 357-9530 
COLORADO 
The Warnor Company 
Denver 
(303) 355-7371 
DELAWARE 
Lewis W. Barton Co. 
Cherry Hill, New Jersey 
(609) 429-6500 
FLORIDA 
National Irrigation 
Ft. Lauderdale 
(305) 581-1583 
Russall Daniel Irrigation Co. 
Havana 
(904) 539-6136 
GEORGIA 
Russell Daniel Irrigation Co. 
Athens 
(404) 543-0168 
IDAHO 
Conely Company 
Salt Lake City, Utah 
(801) 484-5208 
ILLINOIS 
Sprinkler Irrigation Supply Co. 
Addison 
(312) 629-7730 
INDIANA 
Irrigation Supply Company 
Louisville. Kentucky 
(502) 585-4305 
KANSAS 
Kuhn-Neuschefer, Inc. 
Seiina 
(913) 825-0578 
KENTUCKY Irrigation Supply Company 
Louisville 
(502) 585-4305 
LOUISIANA 
Beach Cycla I Supply Co., Inc. 
Gulfport, Mississippi 
(601) 863-2377 
MARYLAND 
Lewis W. Barton Co. 
Simpsonviile 
(301) 531-5051 
MICHIGAN 
Sprinkler Irrigation Supply Co. 
Royal Oak 
(313) 548-7272 
MINNESOTA 
Milsco Engineering, Inc. 
Minneapolis 
(612) 724-3655 
MISS I SS IPP I 
Beach Cycla I Supply Co., Inc. 
Gulfport 
(601) 863-2377 
MISSOURI 
Kuhn-Neuschafer, Inc. 
Saline, Kansas 
(913) 825-0578 
NEVADA 
Las Vegas Fertiliier Co., Inc 
North Las Vegas 
(702) 649-1551 

NEW ENGLAND STATES 
Irrigation I Equipment Supply Co. 
Milford, Connecticut 
(203) 874-1096 
Irrigation I Equipment Supply Co. 
Walpole, Massachusetts 
(617) 668-7814 

NEW JERSEY 
Lewis W. Barton Co. 
Cherry Hill 
(609) 429-6500 
Andrew Wilson, Inc. 
Union 
(201) 686-2000 
NEW MEXICO 
Albuquerquo Chemical Co., Inc. 
Albuquerque 
(505) 247-2321 
El Paso Turf Supply 
El Paso, Taxes 
(915) 755-5663 

NEW YORK 
Andrew Wilson, Inc. 
Union, New Jersey 
(201) 686-2000 
S. V. Moffett Company, Inc. 
West Henrietta 
(716) 334-0100 

NORTH CAROLINA 
Pump I Lighting Company, Inc. 
Charlotte 
(704) 377-1583 

NORTH DAKOTA 
Milsco Engineering, Inc. 
Minneapolis, Minnesota 
(612) 724-3655 

OHIO 
Sprinkler Irrigation Supply Co. 
Royal Oak, Michigan 
(313) 548-7272 

OKLAHOMA 
Southwest Irrigation Company 
Tulsa 
(918) 627-7272 

OREGON 
United Pip* & Supply Co., Inc. 
Eugene 
(503) 688-6511 
United Pip* & Supply Co., Inc. 
Medford 
(503) 779-6721 
United Pip« A Supply Co., Inc. 
Portland 
(503) 281-0058 

PENNSYLVANIA 
Lewis W. Bartorf Co. 
Cherry Hill, Nedi Jersey 
(609) 429-6500 

TENNESSEE 
Irrigation Supply Company 
Louisville, Kentucky 
(502) 585-4305 

TEXAS 
El Paso Turf Supply 
El Paso 
(915) 755-5663 
Watson Distributing Co. 
Houston 
(713) 771-5771 
Watson Distributing Co. 
San Antonio 
(512) 824-7447 
UTAH 
Conely Company 
Salt Lake City 
(801) 484 5208 
VIRGINIA 
Lewis W. Barton Co. 
Richmond 
(703) 644-1747 
WASHINGTON 
Poison Company 
Seattle 
(206) 622-2891 
Poison Company 
Spokane 

(509) 327-9571 

WISCONSIN 
Milsco Engineering, Inc. 
Minneepolis. Minnesota 
(612) 724-3655 
WYOMING 
Conely Company 
Salt Lake City. Utah 
(801) 484-5208 

CANADA 
Bucknor Sprinkler Co. 
(Canada) Ltd. 
Edmonton, Alberta 
(403) 465-3636 


