If 95% of all major
olf tournaments,and

the PGA, selected us

to make their official
crests, maybe they

know something
youshould. A -,

Gold Crest is the world's first name in
crested products. Handmade, 3-dimensional gold
and/or silver bullion crests. New PermaStamp
bag tags. Blazers and sweaters. Tournament
awards, prizes, and great golf gifts.

Send for our free catalog.

Gold Crest L1,

12307 Ventura Blvd., Studio City, Calif. 91604
(213) 877-2665 Cable: CRESTOGOLD

For more wformation circle number 185 on card
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ON THE COVER

Typifying today’'s positive ap-
proach to golf business, Loch-
moor Country Club in North Fort
Myers, Fla., is a study in proven
business attitudes with the ac-
cent on a family operation. In the
foreground, from left, Loch-
moor founder Les Bishop, golf
director and club manager
Charles Wipperman and owner
Dale Bishop, son of Les. Im-
mediately behind and to the right
of Les Bishop is his grandson,
Jim, the club’s superintendent.
The 7,000-yard course is cur-
rently in its third year of ex-
fstence under the Bishop team
with a membership of 200 on the
18-hole layout. Lochmoor is one
of three courses owned by the
Bishops. Adjacent to Lochmoor
is El Rio, an executive opera-
tion, while Les Bishop has
owned another course in Can-
ton, Ohio for more than 25 years.
Lochmoor’s staff of over 30 re-
cently hosted the Bill Branch
LPGA Classic last fall. —Cover
photo by Arthur Hill.
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SWINGING AROUND GOLF

Wasteful too often; smart too late;
usual story: I have a hunch private
golf clubs are going to adjust to the
recession and inflation quicker than
they realized. Clubs have conquered
these troubles in previous periods of
worry. The clubs are comparing
notes on a realistic basis and making
corrections. They are heeding the
warning signals.

At a Chicago District Golf Assn.
meeting last fall, L. B. Calamaras of
the Ridgemoor Country Club,
reporting for the membership com-
mittee said of the 49 clubs sub-
mitting data, 1,568 members below
the authorized quota were recorded.
This meant a shortage of about 32
members per club and the deficit in
expected revenue at these clubs for a
year was over $5'% million.

Naturally there was discussion.
There were 250 persons at the
meeting. They talked frankly. It was
admitted the tendency of private
golf clubs was to over-extend them-
selves with unnecessary spending
and needless improvements. Isn’t
that often the case? David McNish,
a southern banker and experienced
as director of several golf clubs, not
long ago noted in GOLFDOM that
the sort of accurate and helpful
market survey a business would
regard as highly valuable could be
made easily at a golf club, but it
appeared difficult to get club of-
ficials to heed the obvious business
directives of such a survey. The
situation with alot of golf clubs is
that they are so plainly over-
extended that tightening without
eliminating constructive expense
should not be too difficult.

Sales good for pros who made
themselves Santa Claus: Reports in-
dicate that pro shop Christmas sales
were better than expected. The ex-
planation is simple — the pros and
their assistants worked harder on
golf Christmas gift selling.

Sales of clubs apparently in-

volved much more trade-ins than
customary for years. Several pros
said high school and college boys
provide a quick market for the
trade-ins and were traders them-
selves. The profit per set of woods or
irons was cut but overall the revenue
was satisfactory.

Green Section welcomes girls:
The USGA'’s Green Section possibly
1s sport’s most important public ser-
vice body. Its research in extending
the use of grass for ornamental and
utilitarian purposes as well as for all
outdoor sport has been and con-
tinues to be a major factor in the
beautification of the United States.
Through its Mid-Atlantic, Mid-
Continent, Western Southern and
Eastern offices, its nationwide con-
tacts with turfgrass experts at state
agricultural colleges and experi-
ment stations and because of its
visiting service to golf clubs, the
Green Section certaily knows golf
and golfers.

So when Elbert S. Jemison, Jr.,
chairman fo the USGA Green Sec-
tion, announced the annual award
for distinguished service to golf
through work with turfgrass was be-
ing given to Fanny Fern Davis there
was significance in the action. The
award meant the Green Section
recognizes the high importance of
women in the modern management
of golf courses. Gone are the days
when the womens’ tees can be tossed
in any spot ahead of mens’ tees,
when the superintendent has his
whole force working on the course
and testing sprinklers on Ladies’
Days. Past also is the time when the
divots on ladies’ tees and their ap-
proach areas are about the last
places to get attention from the
course staff.

In giving Mrs. Davis the recogni-
tion long due her, the Green Section
signals that women will soon begin
to get a voice in the management of
golf clubs. Fanny Fern Davis, the



Double your money on
Super-Grip...
the glove with the
-back guarantee

Merchandiser dis-

plays 4 dozen gloves

Doubles your money. Men's and
women's sizes in assorted colors

As the cost of leather gloves continues to shoot upward, you
can expect more of your golfers to look for less expensive gloves.
The answer is the Edmont Super-Grip with the vinyl palm. They're

made in the U.S. ... you can get them when you need

them . . . they're advertised in SPORTS ILLUSTRATED,

GOLF DIGEST and GOLF ... and they pay a profit which
doubles your money. Your golfers get a grip that won't

slip — dry or wet, latest styling . . . and they're money back

from Edmont-Wilson if the glove falls to satisfy. Two styles:
$5.00 (9 colors) and $4.00 (6 colors) retail value. Order a 4-dozen
merchandiser from your wholesaler or write Edmont-Wilson.

It's a sure way to double your money fast.

Convenient

e Compact
| Merchandiser Edmont-Wilson
displays and sells 6 Stick Bags. ECTONE
Needs only 18" floor space. DIVISION OF BECTON, DICKINSON AND COMPANY [BD)
Pays $28.80 profit 1205 Walnut Street, Coshocton, Ohio 43812
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Out of the woods come two
of the greatest irons in golf.

If we asked you to list the top woods in golf, distinctive feel of the forging and the control

we’'d have to give strokes that Power-Bilt® it helps achieve.

would be right up there. Both Citation and Thoroughbred irons are
It's been that way for years. designed with such famous Power-Bilt features
And we've got two kinds of irons that are as the rounded, contour bevel sole and

every bit as great. full-width, power-weighted flange. The result 4
The Power-Bilt Citation“forged iron. And is a clubhead that consistently gets into the fl

the investment cast Power-Bilt Thoroughbred. ball-even in tight lies. And gets the ball up '
The same passion for craftsmanship that quickly, because the center of gravity is

guides us in shaping our woods is the down low.

uncompromising taskmaster that sets the So when you're showing a set of clubs,

standards for our irons. remember how Power-Bilt can help you

Some golfers prefer the hands-ahead
hosel design of the investment cast
Thoroughbred and the way the
sweetspot has been moved
more toward the toe of the
club to make the most out of
not-quite-so-perfect hits.
Others prefer the truly

recommend precisely the iron that's
right for your member'’s style of play.

PowerBill
experience
HILLERICH & BRADSBY CO.

Louisville, Kentucky




little lost sister of golf course busi-
ness who came to glory at the
USGA annual meeting in New
York, was the bright young scientist
who came to the Green Section from
the U.S. Dept. of Agriculture when
‘John Monteith, Jr., Fred Grau and
other Green Section men went into
‘military service. There they brought
the Green Section know-how to
quickly getting grass on airfields and
keeping down dust which was caus-
ing deadly accidents and seriously
reducing engine life. The Green Sec-
tion men had many other answers
the armed forces urgently needed.
Mrs. Davis kept the Green Sec-
tion operating, serving golf courses
and military installations. Her
research figured in the development
of chemical weed controls that
drastically altered golf course
maintenance methods and immense-
ly improved the appearance and
ying quality of golf courses.
?ﬂ Taylor and team tell of year’s
tourneys: Congratulations and
_ thanks to Dick Taylor for an enter-
taining and informative collection of
golf tournaments articles. Dick
‘assembled the lively prose and ex-
cellent color photos of the year's
major tournament performances un-
der the title “The World of Golf
1974 taking the material that had
?«‘%zpcurcd in Golf World, which he
edits. It is a great book for the golf
tournament fan. The price is $9.75.
The publisher is Golf World, Box
2000, Southern Pines, N.C. 28387.
What’s replacing the caddie
eplacements: Now that golf has
become the largest games business
in the United States, do not ever
forget that it was the caddies who
e lly made golf the country’s
.national game. All the master
merchandising minds we have in
golf business, the billion of dollars
in golf properties and annual
revenue and expenses, would not be

here without caddies.

~ Pioneer Scottish pros in the
‘United States were the most inspired
“business geniuses sport has ever had.
There had been many a cow pasture
If courses over here — play-
ounds of Scottish immigrants like
e Apple Tree Gang — but golf
ally never got established in the
nited States until the early clubs
ported their professionals. Those
ioneer American pros sniffed more
oney than they thought was in the
hole world. Then they became

acutely aware they had to make
their clubs successful or the pros
would go broke. And never shall it
be said that a Scot will go broke
without putting up one hell of a
smart battle.

They made a strong play on the
caddie angle. They put across golf to
the kids as a game that paid them
for learning. What other game could
do that? So, by 1940, a high percen-
tage of the brightest lads in the
United States were caddies. These
were the kids who became members
of the best clubs and officials of alot
of the clubs and high men in
American business, professions and
politics.

One time | was overseas and an
important businessman asked me if
I happended to know a fellow who
lived around Chicago. I always had
been cagey about those quesions, so
I replied, “Yes, I've heard of the
man. What about him? My British
friend said, “This fellow has one of
the most brilliant, soundest minds in
business.” The man mentioned 1
had seen in a locker room a few
months before. My friend, the inter-
nationally prominent businessman,
after a couple of pleasant snorts,
asked “Do you remember where we
first met?"” and I replied, **No, I am
so old I can’t remember where I met
Columbus, Lincoln and Washing-
ton.” This man, whose name alot of
you would know, laughed and said,
“I thought so. I caddied for you
along time ago at Sunset Ridge.”

When I think of maybe 50 cad-
dies I have known who have become
highly successful businessmen and
the hundreds of men prominent in
every area of American business and
professions after getting through
college on caddie scholarships, I ab-
solutey shudder at the prospect of
caddies being phased out of
American golf. With the caddies
vanishing, golf had better replace
them ... or else.

The golf car is vital to the
economic health of many golf clubs
and fee course operations today. At
many courses there no longer are
caddies available. There are ap-
proximately 300,000 golf cars in use.
This does not mean that 300,000
lads who might become golfers and
golf club members are being dis-
placed. At the majority of
metropolian district private clubs
members are requried to hire a cad-
die, when available, for each car

For More Details On Preceding Page Circle (126) On Reply Card

with its two passengers. The lad is
supposed to save time in locating
balls and carrying clubs to players.
The enforced system works pretty
well according to our observation
although we have noticed there
could be considerable improvement
effected by caddie masters studying
modernization of this sector of cad-
die employment.

Certainly the golf car has greatly
increased golf play at times when the
kids are in school and play by older
or ailing men and women who need
a car to go 18 holes. But do not
forget that possibly the majority of
golfers prefer to walk around golf
courses. There has been virtually no
slump in applications for the caddie
scholarships financed by the
Western Golf Assn. and 25 other
amateur bodies. The Western Golf
Assn, granted almost 100 Chick
Evans caddie scholarships to begin
1975. These lads are carefully
screened. They are boys who would
not be able to make the colleges
without the aid of golf associations.
In most cases the caddie scholar-
ships of the golf association have
been the foremost group in scholar-
ships rating and leadership at the
colleges and universities they have
attended.

When you examine the growth
of golf from a hard cash look you
find it was the club pros who made
the market for the tournament pros
and it still is very much that way.
Tournament golf interests kids who
want to make big money having fun.
Why should they care about belong-
ing to golf clubs?

Probably the most important
committee of the PGA right now is
the Junior Golf Committee. The
committee has to get about 300,000
boys and girls — the same number
as there are golf cars — active on
golf this year. The National Golf
Foundation seminars for golf in-
structors at universities, colleges and
high schools are the most fore-
sighted valuable work being done as
golf market insurance and promo-
tion. Club effort in this area is spot-
ty. That is too bad because in these
times when families are questioning
the cost and usefulness of club
membership, children’s eager in-
terest in golf would supply much of
the right now, with caddie replace-
ments uncertain, junior promotion
is an essential job in golf. O
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