
A beautiful 
way to make money. 

Let's face it. Most golf cars are 
bought for one basic reason. To 
make money for a golf course. 
So, if you're looking for the car 
that'll give your course the best 
margin of profit, look our way. 
At Cushman, we've been 
manufacturing golf cars and 
other small vehicles for a 
quarter of a century. And all that 
experience has taught us how to 
build a better golf car. Which, in 
turn, can build better profits for 
you. Here's how. 
First, our little differences. Little 
differences that save you money. 
An enclosed foot switch, for 
example. Some others are left 
open to dirt and moisture, and 

wear out faster. Or our strong, 
steel bumpers. They're bolted to 
the frame to help prevent body 
damage. But, if something does 
happen, our lead-coated, 
rust-resistant body panels are 
replaceable. Another difference: 
our golf cars use one dependable 
solenoid, not seven. And that 
lowers your repair and 
replacement costs. 

Cushman. 
Proven 
performance. 

Second, our extras. Extras that 
are standard, costing you no 
more. Like an automatic seat 
brake, premium suspension and 
automotive-type steering, to 
name a few. 
Third, our warranty. A warranty 
that covers both parts and labor 
for one full year. 
And fourth, Cushman. A name 
synonymous with dependability 
and performance. The kind of 
performance that keeps your 
cars on the course, and out of 
the shop. 
If you want golf cars that make 
you money, consider Cushman. 
They do a beautiful job. 

C U S H M A N For your free color copy of 

the Cushman golf car catalog, write OMC-Lincoln. 1440 Cushman Drive. P O Box 82409. Lincoln. NB 68501 
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TITLE-

CLUB_ 

ADDRESS 

CITY 

A.C TEL.. 

-STATE. .ZIP-

EXT.. 

If you are not at present a subscriber to 
GOLFDOM, do you wish a subscript ion sent 
to you f ree of charge? 

• YES • NO 
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I. IS YOUR GOLF COURSE 
A . n Private G. • Company Owned 
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1 . D 9 holes 
2. • 18 holes 
3. • 27 holes 
4. • 36 holes 

III. ACREAGE OF GOLF COURSE 
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E. • 501 + over 

IV. Has your course opened in the last 
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No • 2 

V. Is your course due to open in the next 
six months? Yes • A 

No • B 

GL4-6 

101 137 173 209 245 
102 138 174 210 246 
103 139 175 211 247 
104 140 176 212 248 
105 141 177 213 249 
106 142 178 214 250 
107 143 179 215 251 
108 144 180 216 252 
109 145 181 217 253 
n o 146 182 218 254 
111 147 183 219 255 
112 148 184 220 256 
113 149 185 221 257 
114 150 186 222 258 
115 151 187 223 259 
116 152 188 224 260 
117 153 189 225 261 
118 154 190 226 262 
119 155 191 227 263 
120 156 192 228 264 
121 157 193 229 265 
122 158 194 230 266 
123 159 195 231 267 
124 160 196 232 268 
125 161 197 233 269 
126 162 198 234 270 
127 163 199 235 271 
128 164 2 0 0 236 272 
129 165 2 0 1 237 273 
130 166 2 0 2 238 274 
131 167 2 0 3 239 275 
132 168 204 240 276 
133 169 2 0 5 241 277 
134 170 206 242 278 
135 171 2 0 7 243 2 7 9 
136 172 2 0 8 244 2 8 0 
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10 members of our 10-veur club 

Proof that Philadelphia custom 
spikeproof carpet is a real pro 

Ten is only the beginning. This is the largest 
club of its kind. More N-282 woven Wilton is 
installed than any other country club carpet. 
In almost every case, 10 years and more of 

JOIN OUR 1984 10-YR. CLUB. SEND 
COUPON FOR FREE CARPET SAMPLE. 

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

Please send free spikeproof carpet samples and 
brochure listing clubs using it. 

Name-

Tit le— 

Address-

City, State, Zip-

spikes, mud and beverage spills have not 
appreciably lessened the carpet's freshness 
and luxury. Fully customized, with your 
emblem, initials or special design woven in. 
Or select from our extensive library of club 
designs. All in colors of your choice. No price 
premium on medium size orders. 

Division of Shaw Industries, Inc. 
Weaving Division: Allegheny Av. & C St., Philadelphia, PA 19134 
(215-425-5830) • Main Offices: Cartersville, GA 30120 
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THIS IS WHAT MAKES 
OUR NEW SUPER SOX SUPER. 

It's our great fat fluffy pom poms that are going to 
give your sales a big fat'boost. 

Wait till your customers see that Super Sox are 
made of 100% Creslan® acrylic fiber.* So they can 
wash them all they want without worrying about shrink-
ing, stretching or fading those bright bouncy colors. 
And theyare available in 17 
di f ferent color combina-
tions. Super Sox. They 
make sense. And sales. 

^exclusive of ornamentation 

Suggested retail (shown—Style #5030) $6.00 each. Other knit club sox styles to retail from 
$2.00 each. Write for catalog showing complete line of golf accessories. 
Creslan acrylic fiber is a product of American Cyanamid Company, Wayne, N.J . 

Complete set of four 
nos. 1, X, 3, and 4 
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Acushnet. 
They're making the best 

even better. 
When you start off with the best, 

it's hard to get better. But that's what 
happened for '74. Take these features 
for example: six-section, full length 
dividers; fiberboard cylinder 
construction; rugged ring top; tear 
resistant Acushtex material and more 

IAnd new YKK zippers of Delrin*. 
1 Durable, smooth running, bright 
f and beautiful. 

All in all, a complete line of 
quality golf bags with matching 

headcovers and carryall. But don't 
take our word for it. Talk to Acushnet. 
Just ask for the best. 
•DuPont Reg. TM 

The world's largest zipper company 
/ . P D P ! 1U S A 1 I n e 1 2 5 1 V a l l e » B r o o k A v e n u e . L y n d h u r s t , N o w J o r s e y 0 7 0 7 1 ( 2 0 1 ) 9 3 5 4 2 0 0 o f ( 2 1 2 ) 564 5 9 1 0 A t l a n t a ( 4 0 4 ) 6 9 1 - 4 0 6 0 B o s t o n ( 6 1 7 ) 4 8 1 - 7 5 0 0 C h i c a g o ( 3 1 2 ) 4 9 8 - 9 7 3 0 D a l l a s 

3 5 0 4151 O e n v r r ( 3 0 1) 5 7 ; / 9 H 9 G r e e n s b o r o ( 9 1 9 ) 2 7 4 - 1 6 2 1 M a w a t r ( 8 0 8 ) 5 3 6 - 3 7 0 7 L o s A n g e l e s ( 2 1 3 ) 7 7 4 - 1 1 2 1 M i a m i ( 3 0 5 ) 8 3 6 - 2 9 6 6 M o n t r e a l ( 5 1 4 ) 3 3 2 - 3 3 5 0 P h i l a d e l p h i a : ( 2 1 5 ) 
0 3 0 P u e r t o R i c o (H09) 7 6 1 - 6 2 5 5 S a n F r . i n c i s c o ( 4 1 5 ) 4 6 8 - 4 7 7 0 S e a t t l e ( 2 0 6 ) 323 9 3 0 3 . St L o u i s ( 3 1 4 ) 6 4 5 - 4 3 3 4 T o r o n t o : ( 4 1 6 ) 6 6 1 - 3 1 8 1 V a n c o u v e r ( 6 0 4 ) 6 8 3 - 1 7 1 7 W i n n i p e g ( 2 0 4 ) 7 8 6 - 5 6 3 4 
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GOLF NEVER SPENT 
$62,000 BETTER 

This year the Uni ted States Golf 
Assn.'s budget will show a $62,000 
deficit in the operation of its Green 
Section. 

No other sum spent by any other 
sports body comes close to the public 
service value of this red ink the USGA 
wisely allows. With all the concern 
and confusion about environment, pol-
lution and ecology, the Green Section, 
more than any other sports organiza-
tion, can help allay these problems for 
the good of the country. 

You might be reminded that the first 
big boost to a beautiful urban America 
came when the good citizen vowed, " I 
want my lawn to be like a golf green." 

The Green Section has lifted golf 
play to a more pleasant level at a time 
when the unlimited laying of concrete 
has become a national pastime. 

The Green Section almost has to beg 
to sell its consulting service. In view 
of the high cost of maintenance and the 
small amount of insurance and help 
available, the cost of this service is 
low. The problem of selling the Green 
Section's usefulness may indicate a 
lack of sound golf course manage-
ment. 

The Green Section has been a tre-
mendously powerful element in the 
progress of the golf course superin-
tendent—from a mowing, watering 
and fertilizing man to an executive sci-
entifically managing an immense busi-
ness. The old-timers know that. They 
saw the pioneer work of the Green 
Section: turf management schools es-
tablished at Amhers t , Penn State, 
Michigan State, Purdue University, 
Iowa, Kansas, California and Georgia. 

In recent years the Golf Course Su-
perintendents Assn. of America has to 
some extent lost the intimate associa-
tion they once had with the Green Sec-
tion, but that's one of those generation 
gap things that eventually is corrected 

by experience. 
The coordination of turf research 

nationally by the Green Section is one 
of its most important business opera-
tions. If you don't know about that co-
ordination, you'd better find out. It's 
one of the most impressive jobs of 
meshing the gears of science and prac-
tical application going on today. 

The Green Section is the stepchild 
genius of sports. Having been around 
the golf game and business of sports 
for about 50 years, I have seen the 
close relationship that exists between 
the condition of a golf course and the 
amount of goods sold in the pro shop 
and the amount of restaurant and bar 
business done in the clubhouse. 

So, in a business of maybe a billion 
dollars a year, the Green Section costs 
$62,000. Waiter, keep the change. 

HOME PROS RICH IN SPORTS 
COLOR: COX 

Sports writers are lamenting the small 
and rapidly declining roster of colorful 
characters as subjects for sports sec-
tion prose. Veteran sports reporters 
declare they would be hard-pressed to 
name 10 figures in major sports today 
who have the same sparkling personal-
ities, class and story material that 
abounded in the sports heroes prior to 
World War II. 

In these d i f fe rent t imes of big 
money and little color, the sports jour-
nalists say the ones who seem to be 
having the most fun in professional 
sports are the managers, the lawyers 
and the tax counselors of the highly-
paid muscle tradesmen who glumly 
perform their chores. 

Mark Cox, the Professional Golfers' 
Assn. executive director, thinks writ-
ers may not be looking in the right 
places for colorful sports characters. 
Cox was a sports writer and a good one 
before he got into the advertising and 
merchandising of sports equipment. 

He says, "There is a wealth of color 

to write about in the personalities of 
the golf professionals at private clubs 
and some public courses. They have to 
have bright personalities generally, or 
they couldn't hold their jobs. Many of 
these home pros left promising careers 
in competitive playing because tour-
nament play didn't allow them the lati-
tude they desired as individuals not 
conforming to the routine of the tour-
nament careers . They preferred a 
phase of golf as a game and a business, 
which gives them close, entertaining 
and rewarding associations with other 
free souls in sports." 

Cox added, "In these changing days 
of sports news coverage, the newspa-
per sports writers, who know how to 
look, can find the colorful home pros 
sources of much copy to distinguish 
the newspaper sports story handling 
from the herd treatment of television." 

FORGOTTEN FAMED ONES 
John Derr, ex-writer now telecasting at 
some tournaments, and Don Collett, 
golf director of the Pinehurst courses, 
are doing commendably in reviving in-
terest in the World Golf Hall of Fame 
at Pinehurst. 

This Hall of Fame is to be housed in 
a building now under construction at 
Pinehurst. The American Golf Hall of 
Fame at Foxburg, Pa . , also has a 
building expected to be completed 
soon. The Ladies' PGA Hall of Fame 
is located in the clubhouse of the 
Augusta, Ga. , CC. The PGA Hall of 
Fame and the Otto Probst golf library, 
which the PGA is buying, are to be 
housed in the headquarters the PGA 
plans to acquire in a couple of years or 
less. 

That should be enough halls of fame 
for golf in the United States, especially 
with the addition of the historic collec-
tions and libraries of the USGA and 
the James River museum. 

In renewing interest and action in 
the World Golf Hall of Fame, Derr and 



GRAFFIS continued 
Collett suggested that among the de-
ceased entitled to enduring fame were 
Dr. William Lowell , the New Jersey 
dentist who invented the Reddy wood-
en tee, and Fred W . Knight, the Gen-
eral Electric engineer who was among 
the early inventors of a steel golf shaft. 
Knight a l so invented the c e n t e r -
shafted mallet-headed putter, called 
the Schenectady. That was the putter 
Walter Travis used in winning the 
1 9 0 4 Br i t i sh A m a t e u r . W a l t e r J . 
Travis stirred the Royal and Ancient to 
declare that type of putter illegal. This 
was the silliest decision ever made on 
a club by a golf ruling body and was 
soon rescinded. 

Knight was by no means the inven-
tor of the first steel shaft. The British 
beat him by years. Neither the earlier 
British nor the Knight type of steel 
shaft construction figured in the even-
tual adoption of the steel shaft; hence, 
the i n g e n i o u s and a f f a b l e F r e d 
Knight ' s occupancy of space in a 
World Golf Hall o f Fame must be 
validated by more authoritative exami-
nation than that of Messrs. Derr and 
Collett. 

Derr and Collett in developing re-
spect for the World Golf Hall of Fame 
among those who know golf history 
have brought attention to the debt 
owed golf as a business by golf as a 
game. 

The old Scottish wood and iron club 
and ball makers gave a tremendous 
boost to the game by supplying satis-
fying equipment that encouraged the 
development o f s k i l l . T h e y were 
famous long before the great players. 

Who in the American business of 
golf has made such significant contri-
butions to the game that deserves rec-
ognition in any Golf Hall of Fame? 

Certainly, the first one is Coburn 
Haskell, inventor o f the cored ball 
wound with rubber thread and encased 
in a rubber cover. He revolutionized the 
game. He probably had more effect on 
world golf than any other American. 

Two others of whom you may never 
have heard had an immense effect on 
golf play. They were Sam Clapper and 
C. C. Worthington. Clapper had more 
mowing machinery patents than any-
one else for years. He was a founder of 
The Toro Company and got into the 
j o b from the farm tractor business. His 
adaptation of the heavy farm tractor to 
course maintenance revolutionized 
go l f course management. 

Also changing course management 

was C. C . Worthington, a distin-
guished engineer, head of a big pump 
and machinery manufacturing com-
pany and owner of Buckwood Inn and 
the vast es ta te surrounding it at 
Shawnee-on-Delaware Water Gap. 
W o r t h i n g t o n was an avid g o l f e r . 

He designed a golf course tractor 
using the Model T engine as the power 
unit and gang mowers to be hauled by 
the tractor. He also was a pioneer in 
designing and building power-driven 
greens mowers. 

J o e R o s e m a n , a p r o f e s s i o n a l -
greenkeeper, who came from Philadel-
phia to the Chicago district where he 
designed, built and owned several 
courses, devised push-type mower-
tractor combination. This makes him a 
name to be considered for a niche in a 
golf hall of fame. 

Few now have heard of E . J . Mar-
shall, a Toledo attorney and golfer. He 
came up with the idea that probably 
brought to the nation its most valuable 
contribution, economically and aes-
thetically. 

He had been chairman of the United 
States Golf Assn. National Open at In-
verness Club, Toledo, in 1920, and 
from that experience urged the U S G A 
to establish its Green Section. He got 
the brothers Hugh and Alan Wilson of 
Philadelphia, executive committeemen 
of the U S G A , to put across the propos-
al, which has meant immeasurably 
improved playing conditions and has 
contributed so strongly to the beau-
tification of the nation. 

C . V . Piper and R. A. Oakley of the 
United States Department of Agricul-
ture were the first to combine the 
science of agronomy with the green 
thumb work of the early greenkeepers. 
They should be golf hall of fame can-
didates for establishing the golf course 
as the standard of all fine turf. 

Fanny Fern Davis also merits con-
sideration. She was the inventor o f 2 , 
4-D, the weed control chemical that 
changed the pattern of golf course and 
lawn maintenance . 

Thinking about who really qualifies 
to become immortal in golf is a re-
sponsibility not to be taken lightly. 

I have been on three golf hall of 
fame selection committees. But until 
the Derr and Collett effort to salvage 
the World Gol f Hall of Fame and make 
it interesting and significant to golf 
history, I never was jolted into consid-
ering what truly makes one great in 
golf and to golf and golfers. • 

N A T I O N A L GOLF DAY ROUND OF 
CHAMPIONS, Tanglewood CC, Cle-
mens, N . C . , June 3 . Amateur play 
from May 25 to June 16. 

RHODE ISLAND TURFGRASS FIELD DAY, 
University of Rhode Island, Kingston, 
R . I . , August 21. 

TURF AND LANDSCAPE DAY , O h i o A g -
ricultural Research and Development 
Center, Wooster, Ohio, September 10. 

FLORIDA TURFGRASS ASSN. CONFER-
ENCE AND SHOW, Riverside Hilton, 
Curt is Hixon Convent ion Center , 
Tampa, F la . , September 16-19. 

SOUTHERN ILLINOIS TURFGRASS FIELD 
DAY, Southern Illinois University Ag-
ricultural Research Station, Belleville, 
111., September 24. 

NORTHWEST TURFGRASS CONFERENCE, 
Sun River Lodge, Sun River, Ore. , 
September 24-27. 

MIDWEST TURF FIELD DAY, P u r d u e 
University Agronomy Farm, West La-
fayette, Ind., September 30. 

SOUTHWEST TURFGRASS CONFERENCE, 
New M e x i c o State University, Las 
Cruces, N . M . , October 10-11. 

CENTRAL PLAINS TURFGRASS CONFER-
ENCE, K - S t a t e Union , Manhattan, 
Kan. , October 23-25. 

WISCONSIN GOLF TURF SEMINAR, Pf i -
ster Hotel, Milwaukee, Wis . , October 
30-31. 

F I F T H A N N U A L G E O R G I A G C S A / -
UNIVERSITY OF GEORGIA TURF-GRASS 
SHORT COURSE, C e n t e r f o r C o n t i n u i n g 
Education, University of Georgia, Ath-
ens, Ga . , November 3-5. 

TEXAS TURFGRASS CONFERENCE, T e x a s 
A & M University, College Station, 
Tex . , December 1-4. 

OHIO TURFGRASS CONFERENCE AND 
SHOW, Ohio State University, Colum-
bus, Ohio, December 3-5. 
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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 C A R S . 

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 F O R 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 

T R O J A N " M I L E A G E M A S T E R " G O L F C A R B A T T E R I E S 

TROJAN BATTERY COMPANY - 9 4 4 0 ANN STREET - SANTA FE SPRINGS, CALIFORNIA 90670 



welcome aboard, Bob Rickey 
GOLFDOM is pleased to welcome 
Robert D. (Bob) Rickey to its staff as 
Director of Industry Relations and 
author of a new monthly column, 
"Inside the Industry." 

"Inside the Industry" is exactly 
where Rickey has been since 1944 
when he joined MacGregor as 
advertising and public relations 
manager. In 1948, he was given 
additional responsibility for pro golf 
sales, which led to his promotion in 
1955 to vice president in charge of the 
pro golf operation. He held this 
position until 1966, when MacGregor's 
new parent firm, Brunswick Corp., 
named him vice president of marketing 
for all products. 

Until his early retirement from 
MacGregor on June 1, Rickey served 
for four years as vice president-
customer and industry relations. This 
position included responsibility for all 
sports promotions, which in turn 
meant direct responsibility for 
MacGregor's staff, which includes 

such luminaries as Jack Nicklaus, Tom 
Weiskopf, Johnny Miller, Hank 
Aaron, Pete Rose, Rod Carew, Don 
Schula and Bear Bryant. 

During the 30 years of his business 
career, Rickey has given unselfishly of 
his time and efforts to many industry 
organizations and has gained a 
reputation as a true friend of golf. He 
has served as a board member of the 
National Golf Foundation for the past 
25 years and as its president for the 
past eight. Since his retirement from 
MacGregor, he has continued his work 
with the foundation as a special 
consultant. In addition, Rickey has 
been an officer of both the Golf Club 
and Golf Ball Manufacturers 
associations, serving as president of 
the former four times. 
He has also been chairman for both the 
Professional Golfers' Assn. of 
America Relations Committee and the 
United States Golf Assn. Relations 
Committee. At this year's PGA 
Merchandise Show, Rickey concluded 

four terms as president of the Golf 
Manufacturers and Distributors Assn., 
which represents the exhibitors at 
shows for golf professionals. 
Indicative of his fine work with this 
organization, he was unanimously 
voted honorary president for life. 

Rickey points out that he is the third 
generation in sports. His father, 
Clarence, was president of the original 
MacGregor Golf Company, and his 
grandfather, Flint, was a first cousin of 
Branch Rickey and managed for him 
in the St. Louis Cardinal's chain. 

Rickey's father is still remembered 
in the industry for, among other 
things, creating, along with Tommy 
Armour in 1934, the first line of golf 
equipment sold exclusively through 
golf professionals. He is also 
remembered for having signed three 
unknown Texans in one six-month 
period—Ben Hogan, Byron Nelson 
and Jimmy Demaret. It is apparent to 
us that the son inherited his father's 
eye for spotting golf talent. 

continued on page 54 

play 
the club the pros 
pay to play 
•Official PGA statistics compiled at five of the major 
tournaments during the 1974 season show Confidence 
the overwhelming choice of the pros among 
investment cast clubs being played on the tour. 
"And remember, Confidence is the club the pros 
pay to play". 

There must be a reason! 

1974 TOURNAMENTS 
G L E N CAMPBELL LOS ANGELES OPEN 0 0 0 1 

PHOENIX OPEN 0 0 0 1 J 
ANDY W I L L I A M S SAN DIEGO OPEN 0 1 0 1 

HAWAIIAN OPEN 0 1 2 1 

B I N G CROSBY NATIONAL PRO-AM 0 1 0 1 
Figures available upon request. All statistics were compi led by the Darrel l Golf Survey, the only 
recognized agency of the Professional Golfers Associat ion 
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