AnselmeBourassa, golf course =
owner in Canada, talks about |

bar(;,)’h Kentucky Bluegrass . ..

U.S. Plant Patent #3186 Dwarf Variety

"We used baron on all our tees and fairways when we
built our front nine holes. And baroh performed so
well that we're using it for the back nine too!”

“With our cold climate and

“Baron comes up fast. We seeded the

“And Baron stays green until the first

“We usually cut to 1% inches

h
short playing season, it's im- course in late August 1973. The fair- snowfall. Last winter was bad. . .lots and Baron stays g'll_'lccn and very e
portant to select a grass that'll  ways were ready for play by May of rain and thick ice. But as soon as nice. We found this to be true
come up fast. We planted a 1974. We could have opened the the ice and snow were gone, Baron even when we cut to % inch. ¥
Baron Kentucky Bluegrass mix-  course then except the greens weren't came up green and beautiful. We We didn’t have any problems
ture on all our tees and fairways  ready until mid-June.’ didn’t have any winter kill. I told my  with diseases,not a Single one.” o=
and only one month after seed- neléhborg they should have over- |
ing, 1 saw green everywhere.” seeded with Baron this fall.” p

And here’s what Jean Pierre Masse land- 1
scape contractor and turf consultant for .
the golf course has to say about baroh...

“There’s no question that Baron can adapt itself to inferior

growing conditions. All this land was woods before we came 4
through with a bulldozer. See this sand? That’s what's under the
top layer of soil in the fairways. This soil is extremely sandy, < %
very acidic and obviously very porous. But regardless, Baron
did a fine job.” 2A.
There’s not much more we can add except that Lofts o
Pedigreed Seed Company or any authorized distributor i
is nearby wherever you grow quality turf.

L

Lofts
Pedigreed Seed, Inc.

Bound Brook, N.J. 08805/(201) 356-8700 v

Anselme Bourassa is the owner of Les Vieilles Forges Club
de Golf, Trois-Rivieres, Quebec, Canada.

Jean Pierre Masse isa turf consultant and landscape contractor
with Masse & Fils Co., Cap de la Madeleine, Quebec, Canada.

LOFTS

Great Western Seed Co. <

P.O. Box 387
Albany, Oregon 97321
Call collect (503) 926-2636

Chanderlin Seed Co.

20 Beck Road Div. of Lofts Pedigreed Seed, Inc.
Arlington, Mass. 02174 Bound Brook, N. J. 08805

Call collect (617) 648-7550 Call collect (201) 356-8702

Lofts/New England Loft Kellogg Seed Co.
322 E. Florida St.
Milwaukee, Wis. 53201

Call collect (414) 276-0373

Oseco Limited

P.O. Box 219, Brampton, .
Ontario, Canada X
Call collect (416) 457-5080 -

Also available from Lofts: Manhattan Perennial Ryegrass ®Yorktown* Turf-Type Perennial Ryegrass #Jamestown Chewings Fescue ® Kin

Velvet Bentgrass ® Exeter Colonial Bentgrass ®Majestic Kentucky Bluegrass ‘(P_84s)e To be marketed soon: Ram 1 Kentucky B?uegrass OGeorg;:gxz
Kentucky Bluegrass In addition, all of the following well-known varieties of certified turf seeds are available from Lofts: Fylking Kentucky
Bluegrass ® Pennfine Perennial Ryegrass ®Merion Kentucky BIuegrassONu?(get Kentucky Bluegrass ®Penncross Bentgrass ®Pennstar Kentucky
Bluegrass ®Highlight Chewings Fescue ®# Koket Chewings Fescue ®Sydsport Kentucky Bluegrass

*Protection applied for under the U.S. Plant Variety Protection Act
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ON THE COVER

Situated on the quiet south side
of Akron, Ohio, Firestone Coun-
try Club has stood since 1929 as
a symbol and showcase of the
corporate side of golf business.
This August, the club will be the
first course ever in tour history to
host the PGA Championship for
the third time. Firestone has
strived to continually better and
improve its layout over the years.
Noted architect Robert Trent
Jones redesigned the rugged
South Course in 1960, pushing
the total yardage to 7,180 from
6,585 and clipping two strokes
off the old par of 72. While Jones
redesigned the course for the
1960 PGA tourney, the original
clubhouse burnt to the ground,
necessitating a complete recon-
struction of the structure, which
is seen on the cover. The oc-
curence of the PGA Champion-
ship this summer will directly co-
incide with the Firestone Com-
pany’'s 75th Anniversary in
business.
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THE COMPANY COURSE Over 150 of America’s courses are owned and operated by
corporations. Probably the most well-known of this type of operation is the Firestone Country
Club in Akron. Viewed as an extension of the public relations arm of the company, the club
is a financial asset with a high return on investment. GOLFDOM editors interviewed Firestone
officials to grasp the company course idea. A complete list of the nation's corporate operations
is included 10

WHITEWALLS, WHEELCOVERS & WOODS This winter rebates were one answer to a
tight economy. Caught up in the auto industry atmosphere, a Detroit club manufacturer took a
cue from the Big Four and started a rebate plan of his own 17

THE CHANGING OF THE GUARD Today's superintendent is better qualified, more talented,
more articulate, more efficient and produces better results than ever before. But Midwest super-
intendent Robert M. Williams says clubs can not afford to pay today's superintendent what
he's worth 18

NEW DEAL IN ORLANDO Crammed with action, crowded with pros, the 1975 PGA
Merchandise Show was a memorable one for both buyers and sellers. GOLFDOM'S staff was
there in force to cover the largest event ever and bring back the flavor of the Florida show. A
complete six-page picture story is included

SUPERINTENDENTS TALK BUSINESS Although total attendance was down from last
year, the number of superintendents that attended this year's GCSAA turf show in New Orleans
was up. Education sessions were well attended and the equipment display was one of the most
complete ever. GOLFDOM's show report includes a full picture review of the show from
beginning to end 32

ROUND ONE TO GOLF CITY After four months of trial, the Golf City “Pro-only" suit
has been decided in a New Orleans Federal Court. In an exclusive interview with GOLFDOM,
the principals in the case tell their stories and analysis the effect the case and its future will
have on the pro, the industry and the consumer
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SWINGING AROUND GOLF

PGA Show gives preview of 1975 pro
golf: Ideas nibbled while strolling
through the PGA Merchandise
Show with Mickey Mouse, Disney
World pro:

Pro shop business forecasts bas-
ed on signs at the show indicate 1975
will be good for the pro who shakes
himself into golf’s new day . . . club,
bag and apparel’s larger manufac-
turers wrote orders that were larger
in dollar volume than most of them
got at the 1974 show . . . smaller ex-
hibitors complained they were lost
in the hash that the PGA was lucky
to get following the convenience and
cohesion of its tent shows that had
adequate hotel space handy for
PGA members and their wives and
for exhibitors.

Numerous small exhibitors
cooped away from the traffic flow in
Disney main exhibition hall had
pretty young dolls in hallways by ex-
hibitors’ rooms shilling, and an at-
tractive damsel at any convention
exhibit is like a cheese factory to
Mickey Mouse. ... She’s bound to
get attention even from the wives of
the gentlemen at the trade show.

It again was demonstrated at the
show that women often are better
businessmen than men . . . it was the
wives of pros who put pro shops in
the apparel and accessory business

an instance of golf business-
woman’s imaginative shopping was
the discovery by pros’ wives and
women’s committee heads of the
value of golf prints and historic me-
mentoes on the golf prize list ...
Morton W. Olman, owner of the
Old Golf Shop, Inc., in Cincinnati is
a collector who made his hobby of
golf books, prints, etc., a business

. then Mrs. Olman got talking
with *‘some of the girls”” and a new
and welcome category was added to
the golfers’ prizes.

Not among the wonders of Dis-
ney World are facilities satisfac-
torily suited to a show of a size and
character of the PGA Merchandise

Show with its 226 exhibitors and the
bright part is that the PGA officials
and staff managed to do as well as
they did for exhibitors and PGA
members, hence to the golfing
public.

Probably some of club manu-
facturing companies that were at the
PGA show this year won’t survive to
be at the 1976 show . . . a bunch of
them were born during the Japanese
golf boom ... more than 100 ac-
cording to the golf club grip and
shaft makers . . . when the Japanese
boom puckered up one beautiful
thing about the collapse was that the
Japanese paid their bills . . . that was
not the unanimous performance of
American pros and stores who
bought from the new manufac-
turers . .. there were many varying
guesses about amount of money
pros have in inventories of clubs
bought and delivered in 1974 . ..
and whether it is their money or the
manufacturers.

Often the comment was heard
from pro salesman that pros ought to
follow the smart lead of automobile
dealers and manufacturers and cut
prices to move the models of last
year or older ... the pros learned
how to do that on apparel without
getting stuck by style and price
changes but do not seem to have
learned how to do it with golf clubs,
according to pro salesman . . . so
that, salesmen say, is why woods
and irons in pro shop bag storage
now are averaging two years older
than the ages of irons and woods in
bag racks ten years ago . .. that is
what smart and snoopy veteran pro
salesmen say, regardless of what the
manufacturers’ association figures
might indicate ... what the abso-
lute fact is nobody knows because
golf business, involved in a game
that keeps the score closely does not
star at knowing what the business
score is . . . that is why so many of
the conglomerates who got into golf
as the Golden Garden of the recre-



custom des1ned

In use by leading facilities around the country.
Golf Score Cards by Pro Scorecards, Inc., are
designed exactly to your specifications.
It’s only a ‘shade’ more to go first class.

PRO
SCORECARDS
ING

501 Santa Rosa Road
Richmond, Virginia 23229
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Buckner Programmers and Controllers~

Used at Firestone Country Club, .

Site of the 57th PGA Champlonshlp
-
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with a complete J-M turj irrigation system

No turfirrigation system is complete without the right

people to make sure itreally does spend water like
money. J-M and its nationwide distributor network

e .
o

- —

! can bring together all the very finest components into Mail to: é°o';”55}“gg_’k’}“e

‘K ,¢ awelldesigned system thatis absolutely rightfor Denver, Colorado 80217
‘*i,, the job. : I'd like to know how to spend water like money with
n People are an important partof the J-M system. aJ-M turf system.

| 1 Theyknow the turf business better than anyone else Y

\s; in the business. And they have the ad vantage of Name

f . quality Buckner® sprinklers, Febco® backflow Representing

" preventors, Buckner and Binar® controls and Addiress

/. Johns-Manville pipe. Only Johns-Manville people

1 can put this plus their reputation forexperience,

[“9* technical assistance and service behind you.

o

Of course, the most important person in your new -
J-Msystem is you. You're the one who can fill out the save }wzer" Ig:: : i on ml
coupon at the rightand mail itte Johns-Manville, ~ ’ money
Box 5705-AT, Denver, Colorado 80217, Setitallin

;:3:2;:532?}! be _there to help you spend water JO h ns . Ma nvi | le .Jul ‘ "



“Iwas there...

at the 1975 PGA Merchandise Show!

Tournament merchandise
available only through golf professionals

MILLER GOLF

Pond Street, Randolph, Mass. 02368
Telephone 617 963-6392

PGA Professionals attending the 1975
PGA Merchandise Show received our
handsome PGA gold-finished Jewel

Crest Key Chain. It was a natural for us
to give at the show and it's a natural for
you to give as a first class tee prize. Use
the PGA Crest or let us custom crest it ~

with your club crest. ‘ gt
¢ :




GRAFF'S continued

ation area suddenly learned that the
Easter Bunny does not bring babies
and that Santa Claus can throw
curves.

The National Golf Foundation
is to be commended for making a
wide and energetic attempt to learn
basic figures on the golf market . . .
the Foundation’s executive director
Don Rossi is conducting the most
important research on the golf mar-
ket ... the Athletic Goods Manu-
facturers Assn. and the golf club and
ball manufacturer groups have the
production and sales statistics which
are to a degree indicative of the pro
shop and other retailing sales.

Among matters laughingly dis-
cussed at the show was the impend-
ing court ruling against pro-only by
a lawyer-only set-up ... quickly it
has been again demonstrated that
the cut-price sports stores cannot
sell quality golf merchandise . . . the
cheap crapola is the cut-price store
field ... a legal document extend-
ing the lawyer-only campaign

against pro-only disclosed a care-
less error that showed the reason for
such extensive contempt of the law
regardless of how courts have scored
honest businessmen.

Definitely, the investment-cast
club heads have sold themselves into
the market well despite their price
increase over forged-iron heads . ..
they will not be a false alarm like the
aluminum shafts . . . opinion of vet-
erans who were skilled players as
well as expert clubmakers is that the
feel of the cast material at impact
and during that exceedingly brief
moment when the ball is on the
clubface before resiliency helps
speed it on its way does not mean as
much to most players as the way
that the investment-cast leading
edge and the sole can get under the
ball and get it decisively airborne.

The expert golfers who want to
keep a ball down in flight they can
control seem to like the feel, design
and weight distribution of the forg-
ed heads . . . but these experts whose
names so often are used in advertis-
ing clubs *‘played by the winners”
do not spend much cash on clubs.

News of the demand of the
Tournament Players Division for a
much heavier split of the Crosby
Pro-Am television revenue and the
TPD complaint about the time
taken out of the U.S. schedule by
the British Open was in the papers
during the show ... with unem-
ployment figures in front pages of
the papers the opinion of golf busi-
nessmen was that the public was not
going to have deep sympathy for the
players who want more money out
of the tournament which has raised
$3 million for charity and estab-
lished the pattern that made the pro
golf circuit big business ... the
British Open tournament conflict
with the American events is not on
account of the British Open, but is
on account of other British adver-
tising tournaments getting Ameri-
an players on the string of
American players on the string of an
American agent involved in promot-
ing British tournaments . .. golf is
not the only professional sport that
seems to be trying hard to get off the
sports pages and into the business
news.

This is your year to replace more grips

Order a complete supply of

Golf Pride grips

Grip replacement business can add considerable
to the profits of your shop. Stress the

importance of proper grips in good condition.
Emphasize how much the grips affect

power and control.

Stock up now with a selection
of sizes and models, ready

to give your players
the Golf Pride® grip
of their choice.

For More Details Circle (125) on Reply Card
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You can find customers

for new putter grips. Stock all four of

the Golf Pride putter grip models.

Order your supply of grips now from

your Golf Pride jobber. Eaton Corporation,
Molded Products Operations, Box 4310,
Akron, Ohio 44310.

E.T

Molded
Products
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Firestone’s ‘Plant No. 3’
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American industry misses few busi-
ness opportunities. And the golf
business is no exception.

Like so many assembled initials,
corporations like IBM, NCR and
TRW own or influence over 150 of
the country’s golf facilities. Fire-
stone Country Club must rank as
the most identifiable and presti-
gious of this type course.

Operated as an investment in-
stead of a write-off, Firestone Tire
& Rubber Co.’s golf complex in
Akron, Ohio is fondly dubbed
“Plant No. 3" by some of its
employes. A staff of more than 140
works diligently to keep Firestone a




