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Duval survives Players test, k]
overtakes Woods for No. 1 :

Nick Faldo ..
Greg Norman ...

Note: Duval replaces Tiger Woods, who
spent the past 41 weeks as No. 1
Co by Sal John

David Duvaleaned the world's No. 1 ranking with his TPC victory.
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BY JEFF BABINEAU
Ponte Vedra Beach, Fla.
avid Duval glared stoically
across the rippling water to
the fiendish, signature
island green at the 17th hole at
TPC at Sawgrass. He was holding
onto a one-stroke lead, a pitching
wedge and enough forti- |
tude to make a team of BOX
Green Berets proud.

Fifty-nine balls that
at one time belonged to some of
the best players in golf had been
swallowed up over the span of
four grueling days, and Duval
stubbornly refused to round off
that number to 60. He took one
mighty, decisive, confident swing
— similar to one he once watched
champion Nick Price make on
the same tee — and the ball gently
sailed into the aftemoon sky, fly-
ing over the water, past a deep
bunker and onto the brownish
green before eventually curling to
within 6 feet of the flagstick.

In a matter of minutes, or the
time it takes a golf ball to travel
142 yards and a birdie putt to
roll 6 feet, the golf world

European Tour, p36

belonged to him.

That quickly. Blink, and one
risked missing the coronation.

The prestigious Players
Championship, golf’s highly
acclaimed fifth major, was Duval’s
— fulfilling a boyhood dream in
his own back yard in a tourna-

ment he watched many

SGORE| ;... .5 youth —and

page 30

accompanying the triumph
was the long overdue aster-
isk that Duval, a young man once
saddled with a troubling reputa-
tion that he couldn’t close, had
overtaken Tiger Woods for the
No. 1 spot in the Official World
Golf Ranking.

Adding to an already unforget-
table afternoon was the fact
Duval had been beaten to the
winner's circle two hours earlier
by another member of the family:
Bob Duval, David's father, who
secured his first Senior PGA Tour
title by winning the Emerald
Coast Classic across the state.

A Duval Double. A day to
remember.

“It will never stray out of the
see Duval, page 23

APMICHAEL CAULFIELD

Dottle Pepper celebrates her 2nd major victory.

Major dive
for Dottie

BY LISA ANTONUCCI
Rancho Mirage, Callf.
he yearly journey to Palm Springs con-
jures fond memories for Dottie Pepper.
“An incredible place,” she says. “It has
lots of great memories.”
Except one. Though
Pepper won the Nabisco
Dinah Shore in 1992, her
experience does not
include the traditional “dive at Dinah” — the
champion’s dip into the lake off the 18th
green at Mission Hills Country Club —
because her win came after a sudden-death
playoff against Juli Inkster on the 10th hole.
see Pepper, page 22
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It’® Official! &
The Orlimar

TrilMetal is the #1
Wood in America! .

The Orlimar TriMetal is the #1 Selling Fairway Wood | As Reported by Gol
Datatech, the Orlimar

and Driver Model in America! | JriMetal Drivers and
Fairway Woods
les July-December 1998 | combined are the #1

According to Golf Datatech, an

5 independent retail golf market i .
‘ research company, the Orlimar |JH1] Model Rank .sneil"::'ge '!:.V‘::d Model
R . . . i ca!
[tiMetal Drivers and Fairway Orlimar T"Metal |

Woods combined were the most

“Total Wood Sales - leading model. Derived from Golf Datatech As Reported by the
July 1 - December 31, 1998 sales figures. Darrell sl"vvey

retail for the last six months of 1998. ‘ o Company, the TriMetal

TriMetal Fairway Woods are #1 on the PGA & Senior PGA is the #1 Played
5 : - Fairway Wood Model
For the past year, we've been explaining that

: .1 on the PGA & Senior
TriMetal Technology is our secret to golf PGA & SrPGA Tour Falrway Wood Model Count PGA Tours!
club accuracy, distance, and performance.

 That it isn't size thar mateers, but i [:0 han odel PGA StPGA
; ‘ how you distribute weighe | Orlimar TriMetal 37 50

popular selling wood model at

Eanavayaopis

around a clubhead. Nowhere in | (Callaway® Steelhead® 34 36
the world can this be better Adams® Tight Lies® 5
proven than on the toughest

. . ® ®
testing ground in golf, the PGA Callaway HawkEye 2

Tour. Dot take it from us. Take it from | Taylor Made® FireSole™ 2 1
the pros that are switching to TriMetal “Selected current fairway wood models. Club count is a weekly

Technology because of its superior design average derived from Darrell Survey Co. 1/7/99 through 3/11/99.

and performance.

Go Beyond Titanium™ with the Leader in Multi-Material Techhoidéf!

The TriMetal’s Alpha-Maraging™ face made exclusively by Carpenter® Specialty Alloys is 85%
harder and twice as strong as pure titanium, allowing us to redistribute weight to other parts
of the clubhead. Our Vacuum Brazing process from Performax then fuses this technology to
our 17-4 stainless steel shell. We then add Copper-Tungsten weights where you need it the
most, in the soleplate or low in the cavity, to lower the center of gravity and make it easier
for you to get the ball airborne for longer and straighter shots. The result is a golf club that
looks better, feels better, and performs better than any other. Period.

Drivers

‘ Introducing the New TrilMetal Irons!

The TriMetal Irons are designed to be the easiest irons you've ever hit. Golfers are
saying the TriMetal is so good that their 5-iron is flying as long as their current
4-iron and as high as their 6-iron. Off-center hits fly straighter and longer, and the
feel is incredibly solid and pure. Experience the benefits that TriMetal Technology
| brings to the rest of your game. You won't believe the results! Order your set today!

Go Beyond Titanium with the best technology in golf? Tour tested. Tour proven. TriMetal
Technology. Call today and you'll receive a FREE 1-Year Subscription to Grear Golf
25 4

Magazine and a FREE Video on how the TriMetal line of golf clubs will change your :
ek v game. Take Your Game Beyond Titanium with TriMetal Technology from Orlimar. }/ A
ger A A

' Call Toll Free (800) 640-0286 ORUMAR

Graphite Shafts by Rapport + Steel Shafts by Royal Precision + Copper-Tungsten Inlays Licensed from Carbite Golf www.orlimar.com
“Callaway”, “Great Big Bertha”, “Steelhead”, and “HawkEye" are registered trademarks of the Callaway Golf Company. “Taylor Made", “Ti Bubble 2", and "FireSole” are E .
reaistered trademarks of the Taylor Made Golf Company. “Adams” and “Tight Lies" are registered trademarks of the Adams Golf Company. ©1999 Orlimar Golf Company.
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ORLIMAR TRIMETAL
ADDS THE PLUS*OPTIONS

WE’VE TURBOCHARGED THE ENGINE...

The shaft is the engine of a golf club. True Temper’s new EI-70+ shaft, designed
specifically for Orlimar, has been reengineered and made lighter for increased clubhead
speed and superior performance for those who demand the very best in a premium
graphite shaft. Using True Temper's state of the art Integrated Performance System, the
El-70+ is designed to optimize and enhance the TriMetal’s performance. The El-70+ is
available in the entire TriMetal wood line.
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AND ADDED NEW LOFTS AND MORE DEPTH...

The TriMetal Plus* was designed by Orlimar’s Master Club Designer, Jesse Ortiz, to
offer more choices to golfers. Many players love the look, sound, feel and performance of
the TriMetal Fairway Wood, but might prefer more loft and a slightly deeper face. Jesse
accomplished this by adding 1° of loft and a slightly deeper face to create the Plus options
for greater confidence in a low profile wood.

TRIMETAL PLUS™

CARPENTER

Alpha Maraging ' face, made exclusively by Carpenter Specialty Alloys, is significantly harder
and stronger than titanium improving distance and accuracy. Available in 9, 11°, 12%, 132
14°+, 15° 16%, 17°, 18%, 19°, 20+, 210 22°, 23° and 27° Fairway Wood Lofts.

C‘\@?GI‘(}QP Golf

+"2 CALLTOLL FREE

ﬂ‘tﬁgn (@17

Get the TriMetal option that fits your game. |sn't it time you Go Beyond Titanium with the best technology in golf?
Tour tested. Tour proven. TriMetal Technology. Call today for Special Pricing and you'll receive a FREE 1-Year Subscription to
Great Golf Magazine and a FREE Video on the TriMetal line of golf clubs. Take Your Game Beyond Titanium with TriMetal
Technology from Orlimar. Or Visit Your Favorite Golf Retailer For A Demonstration. Graphite Shafts by True Temper and
Rapport. Steel Shafts by Royal Precision. “Orlimar” and “TriMetal” are registered trademarks of the Orlimar Golf Company.
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GO BEYOND TITANIUM?

WITH TRIMETAL TECHNOLOGY FROM ORLIMAR

TOUR TESTED...

e The pros love options and the
results speak for themselves:

Avg. # of TriMetal Fairway
Wood Lofts Per Week on
1999 PGA & Sr. PGA Tours!

Model PGA Sr. PGA

12°+ 15 11
13°

14°+

15°

16°+

17’

18°+

19°
Add. Lofts

Total 46

NANOOIWN©

3]
~N

TOUR PROVEN!

o TriMetal Fairway Woods were carried by 9
winners and 135 top ten finishers on the 1999

PGA & Senior PGA Tours combined. : ; " Look For Our

Exclusive TriMetal

#1 Fairway Wood Model On i , Hologram which
o5 Guarantees Genuine

The PGA & Sr. PGA Tours! ' Oiinias Crattsmanship

Company Model PGA Sr. PGA J 4 and oua’,—ty'
Orlimar™ TriMetal 46 57
Callaway" Steelhead” 34 41
Adams"” Tight Lies" 6 4
Taylor Made“ FireSole™ 3 2
Callaway" HawkEye" 2 7

Weekly Average of selected models derived from Darrell Survey for PGA and
Sr PGA tournaments played from 1/7/99 through 7/11/1999.

s«m.,/ 1. 800_211- 3014 L%\‘

Or Available At Your Favorite Golf Shop. ORUIMAR

“Callaway”, “Steelhead”, and “HawkEye” are registered trademarks of the Callaway Golf Company. “Taylor Made” and
“FireSole” are registered trademarks of the Taylor Made Golf Company. uAdams” and “Tight Lies” are registered trademarks
of the Adams Golf Company. Copper Tungsten Inlays Licensed from Carbite Golf - U.S. patent number 5669825. ©1999
Orlimar Golf Equipment Company LLC. | www.orlimar.com
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Peter’s Landing, Suite 211

16400 Pacific Coast Highway
Huntington Beach, California 92649
Telephone (562) 592-4581

Facsimile (562) 592-3867




ford bubala & associa. |

Peter’s Landing, Suite 211

16400 Pacific Coast Highway
Huntington Beach, California 92649
Telephone (562) 592-4581

Facsimile (562) 592-3867

October 14, 1999

TO: Susan A. Weaver, Esdg.
Intellectual Property Records Coordinator
Callaway Golf Company
2285 Rutherford Road
carlsbad, California 92008

FROM: Dr. Gerald L. Ford
Ford Bubala & Associates

RE: Steelhead Survey

Enclosed, herein, please find the results of a survey
conducted among a random sample of individuals who subscribe
to the publication Golf Digest and have played one or more
rounds of golf during the past year. The survey conducted
in this matter focused on the understanding of the principal
significance, with respect to golf, of the word "Steelhead."

Provided in the following report is a description of
the survey research methodology, the survey screener/
questionnaire, and the response frequencies for the survey
questions. The Appendices of this report contain copies of
the Supervisor and Interviewer Instructions, which detail
the protocols for the survey, and other survey related
materials.



STEELHEAD SURVEY

Ford Bubala & Associates
October, 1999
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SURVEY SYNOPSIS

SURVEY BACKGROUND

The report contained, herein, provides the results of a
survey conducted among a random sample of individuals who
subscribe to the publication Golf Digest and have played one
or more rounds of golf during the past year. The survey
conducted in this matter focused on the understanding of the
principal significance, with respect to golf, of the word
"Steelhead."

SURVEY SAMPLE

The sampling frame for the survey was the total list of
subscribers to the publication Golf Digest. The survey
sample was based upon a random selection of approximately
five thousand (5,000) subscribers from this list. As such,
the survey results are projectable to the approximate one
and one half million (1,500,000) subscribers to Golf Digest.

This survey consisted of three hundred twenty-six
intervievs.

RESPONDENT QUALIFICATIONS

Generally, respondents qualified for inclusion in the
survey were individuals on the Golf Digest subscription list
who indicated that:

1. within the past twelve months, they had played one
or more rounds of golf;

2. they were able to evidence their ability to
distinguish between a common name and a brand nane;

3. neither they, nor anyone else in their home, worked
for an advertising agency or marketing research
firm; a retail store or company that makes, sells,
or distributes any golf related products; or a
company or organization whose business is related to
golf, for example golf course managmeent, a golf
magazine, etc.; and

4. during the preceding three months had not been
interviewed on the subject of golf or golf products.



SURVEY METHODOLOGICAL PROCEDURES

The survey sample selection, questionnaire design, and
interviewing procedures were conducted in accordance with
standard accepted practices of objective procedures in the
field of surveys. The interviewing was conducted by
professionally trained interviewers, and no parties,
including the independent interviewing organization, survey
supervisors, interviewers, or respondents, were told or
informed of either the sponsor or the purpose of the survey.

The sample size for the survey, combined with the
sampling methodology and interviewing procedures, provides
results at a 95% level of confidence with a precision
variance of +/-5.43 percent. See Technical Note, Appendix

E.

The Appendices of this report contain the Supervisor
and Interviewer Instructions detailing the survey
procedures, and other survey related materials.

SURVEY RESEARCH DESIGN/TABULATION/ANALYSIS

Ford Bubala & Associates

16400 Pacific Coast Highway

Suite 211
Huntington Beach, California 92649

Dr. Gerald L. Ford

PROFESSIONAL INTERVIEWING SERVICE
Communications Center Inc.
715 E. Sprague, Suite 104
Spokane, Washington 99202
INTERVIEWING DATES

October 1 - 13, 1999.






SURVEY SCREENER/QUESTIONNAIRE



FB&A
9/99

SCREENER

RESPONDENT'S NAME:

RESPONDENT'S TELEPHONE:__ ( )

INTRODUCTION

Hello. May I please speak to INSERT NAME _?
IF SPEAKING, GO TO =--> INTRODUCTION.

IF TRANSFERRED, ASK: Is this _ INSERT NAME ?
IF NAMED INDIVIDUAL, GO TO ~~> INTRODUCTION.

IF NOT AVAILABLE, ASK: When would be a good time to call back
to speak with __INSERT NAME ?

INITIAL CALL/CALLBACK/RESULT

INITIAL
CALL: /

Day Date Respondent time/Your time
CALLBACK:

Day Date Respondent time/Your time
CALLBACK: /

Day Date Respondent time/Your time
CALLBACK:

Day Date Respondent time/Your time

RESULT OF CALL/CALLBACK

Date Tine Int. Result

Result Codes:

TM Terminate CM Complete BZ Busy
RF Refused CB cCallback AM/VM/CT Answer machine/
DS Disconnected NA No Answer Voice mail/Comp. tone
NT Not Available DL Language BG Business/Government
in time frame Problem
INTRODUCTION:
Hello. My name is with CCI, an independent research

company. We are conducting a very brief survey today among
golfers and would like to include your opinions. This is not a
sales or telemarketing call.



Wwithin the past twelve months, have you played one or more

rounds of golf?
RECORD RESPONSE WITH AN 'X.'

1. Yyes CONTINUE.

2. no
} TERMINATE.
3. don'‘t recall

Do you, or does anyone else in your home, work for or are in

any way involved with...
READ LIST. RECORD RESPONSES WITH AN 'X.?

Yes

- an advertising agency or marketing
research firm? . . . . « « « ¢ « « « & o 1.

- a retail store or company that makes,
sells, or distributes any golf related
Products?. « « + + ¢ e o e s e e e v e e 1.

- a company or organization whose business
is related to golf; for example, golf
course management, a golf magazine,
@EC? v v v 4 e e e e e e e e e e e e e 1.

No/DK

2.

IF *YES! TO ANY, TERMINATE?
OTHERWISE, CONTINUE.

During the past three months, has anyone interviewed you on

the subject of golf or golf products?
RECORD RESPONSE WITH AN 'X.!

1. yes TERMINATE.

2. no CONTINUE.



QUESTIONNAIRE

The research we are conducting today is on common names and
brand names.

Most products or services have both common names and brand
names. Common names tell what type of product it is; for
example, beer, automobile, or instant coffee. Brand names tell
what brand it is; for example, Budweiser, Chevrolet, or Maxwell
House.

3.0 Now, if I were to ask you "Do you understand the name
washing machine to be a common name or a brand name?," what
would you say?

RECORD RESPONSE WITH AN ‘X.°

1. common name CONTINUE.

2. brand name TERMINATE. THANK RESPONDENT.

3. other TERMINATE. THANK RESPONDENT.

Now, I am going to read you some names and ask you to tell
me whether you understand each name to be a common name, that is,
the name that tells what type of product it is, or a brand name,
that is, the name that tells what brand it is.

For any of the names, if you don't have an opinion or don't
know, that is an acceptable answer.

4.0 Now, for each of the following ten nanes, would you please
tell me whether you understand the name to be a common name
or a brand name? Let's start with...

RANDOMIZED LIST/START.
READ LIST.
RECORD RESPONSE FOR EACH WITH AN 'X.!'

common Brand Don't

_Name Name Know Both
- S8TP . . « « « « & 1. 2. 3. 4.
- Windsurfer. . . . 1. 2. 3. 4.
- Margarine . . . . 1. 2. 3. 4.
- Teflon. . . + .+ « 1. 2. 3. 4.
- Jello . . « « « « 1. 2. 3. 4.
- Refrigerator. . . 1. 2. 3. 4.
- Aspirin . . . . . 1. 2. 3. 4.
- Coke. .« + ¢ ¢ o . 1. 2. 3. 4.
- American Airlines 1. 2. 3. 4.
- Gas Station . . . 1. 2. 3. 4.

CONTINUE.



Questionnaire, Je 2

5.0 Now, with respect to golf, for each of the following names,
would you please tell me whether you understand the name to
be a common name or a brand name? Let's start with...
RANDOMIZED LIST/START.

READ LIST.
RECORD RESPONSE FOR EACH WITH AN *'X.!

Common Brand Don't
_Name Name Know Both
- Steelhead . . . . 1. 2. 3. 4.
- Footjoy . . . .« 1. 2. 3. 4.
- Graphite. . . . . 1. 2. 3. 4.
CONTINUE.

6.0 For classification purposes only, into which of the
following categories does your age fall?
RECORD RESPONSE WITH AN 'X.?
1. under 18
2. 18 to 29

3. 30 to 39

4., 40 to 49
5. 50 or above

6. refused DO NOT READ,

6.1 RECORD GENDER: i. male 2. female

VERIFICATION:
Finally, my Supervisor may contact you to verify a portion

of my work. If you are contacted, it will only be to confirm
that I conducted this interview and for no other reason.

RESPONDENT'S NAME (verify):

TELEPHONE NUMBER (verify):_ ( )

Interviewer Certification:

I hereby certify that the information contained on this
Screener/Questionnaire is a true and accurate record of this
respondent's comments as they were given to me.

Interviewer's signature Date

Supervisor Validation (Telephone Monitoring validation)

I hereby certify that I personally monitored, by
telephone, the guestion and response to guestion 1.0.

Supervisor's signature




Questionnaire, P._= 3

Supervisor Validation (Telephone Callback Validation)

I hereby certify that I validated this interview by
recontacting the named respondent and by confirming the
respondent's participation in the survey and the respondent's
answer to question 1.0.

Supervisor's signature







TABLE 1A

4.0 Now, for each of the following ten names, would you please
tell me whether you understand the name to be a common name

or a brand name?

Let's start with...

STP. &« o « s o » o
Windsurfer . . . .
Margarine. . . . .
Teflon . . . . . .
Jello. . .« « « « &
Refrigerator . . .
Aspirin. . . . . .
Coke . « « o o « &
American Airlines.

Gas Station. . . .

Response Distribution - Number

Common

Name
.« . 9
.- . 211
. o 317
o . 170
« . 87
; . 322
.« 292
o« . 29
. . 7
. . 322

Brand
Name

302
65
7
145

231

29
292

318

Both

4

Don't
Know

15

46

Total
326
326
326
326
326
326
326
326
326

326



TABLE 1B

4.0 Now, for each of the following ten names, would you please
tell me whether you understand the name to be a common name

or a brand name?

Let's start with...

STP. ¢ ¢ o o o o =«
Windsurfer . . . .
Margarine. . . . .
Teflon . . . . . &
Jello. . . . . . .
Refrigerator . . .
Aspirin. . . . . .
Coke . « « « o .« .
American Airlines.

Gas Station. . . .

Response Distribution - Percent

common
Name

« . 2.76
. . 64.72
. . 97.24

. . 52.15

Brand
Name

92.64

19.94

Both

Don't
Know

Total
100.00
100.00
100.00
100.00
100.00
100.00
100.00
100.00
100.00

100.00

Note: Total percentages on this page, and all subsequent pages, may not be exactly 100.00, due to rounding.

- 10 -~



TABLE 2A

5.0 Now, with respect to golf, for each of the following names,
would you please tell me whether you understand the name to

be a common name or a brand name?

Let's start with...

Steelhead. .
Footjoy. . .

Graphite . .

Response Distribution - Number

Common

Name

141
5

315

Brand Don't
Nanme Both Know Total
157 2 26 326
316 - 5 326
10 - 1 326

- 11 -



TABLE 2B

5.0 Now, with respect to golf, for each of the following names,

would you please tell me whether you understand the name to

be a common name or a brand name?

Let's start with...

Steelhead. . . .« .

Footjoy. . . .« .

. . . .

Graphite .

Response Distribution - Percent

Common Brand Don't
Name Name Both Know Total
43.25 48.16 0.61 7.98 100.00
1.53 96.93 - 1.53 100.00
96.63 3.07 - 0.31 100.00

- 12 -



TABLE 3

AGE DISTRIBUTION OF RESPONDENTS

Response Distribution

Response Categories Number Percent
1. Under 18 5 1.53
2. 18 to 29 18 5.52
3. 30 to 39 50 15.34
4., 40 to 49 79 24.23
5. 50 or above 174 53.37

Total 326 100.00

- 13 -~



TABLE 4

GENDER DISTRIBUTION OF RESPONDENTS

Response Distribution

Response Categories Number Percent
1. Male 307 94.17
2. Female 19 5.83

Total 326 100.00

- 14 -



TABLE 5

SECURITY QUESTION

2.0 Do you, or does anyone else in your home, work for or are in

any way involved with...

- an advertising agency or marketing research firm?

- a retail store or company that makes, sells, or
distributes any golf related products?

- a company or organization whose business is related to
golf; for example, golf course management, a golf
magazine, etc.?

Advertising Agency/
Marketing Research Firm

Response Distribution

Response Categories Number Percent
1. Yes - -
2. No 326 100.00

Total 326 100.00

Retail Store/Company
Makes/Sells/Distributes
Golf Related Products

Response Distribution

Response Categories Number Percent
1. Yes - -
2. No 326 100.00

Total 326 100.00

Company/Organization
Related to Golf
Response Distribution

Response Categories Number Percent
1. Yes - -
2. No 326 100.00

Total 326 100.00



TABLE 6

SECURITY QUESTION

2.1 During the past three months, has anyone interviewed you on
the subject of golf or golf products?

Response Distribution

Response Categories Number Percent
1. Yes - -
2. No 326 100.00

Total 326 100.00
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SUPERVISOR INSTRUCTIONS



Ford Bubala & Assoc®-tes Fr&a
16400 Pacific Coas’ y., #211 )
Huntington Beach, C..i:fornia 92649

Telephone: 562/592-4581

Facsimile: 562/592-3867

SUPERVISOR INSTRUCTIONS
ST O TE

- Screeners/Questionnaires

Sample Diskette

-~ Interviewer Instructions

- Supervisor Validation Sheets (Telephone Callback
Validation)

- Supervisor Validation Sheets (Telephone Monitoring
Validation)

- 1Interviewer Certification Sheets

If any materials are missing, or any instructions are
unclear, please notify Dr. Gerald Ford immediately.

STUDY OVERVIEW

This is a study among individuals who meet the survey
screening criteria.

The protocol for this research study is a telephone
interview.

QUOTA

The total quota for this research study is 400 completed
interviews.

SAMPLE

The sample for this study is comprised of individuals who
are interested ‘in golf.

INTERVIEWI DATES/TIMES

Interviewing is to begin as scheduled and continue until the
quota is complete.

Initial attempts to contact/screen prospective respondents
are to be conducted during afternoon and evening hours on
weekdays and during daytime hours on weekends, in the time zones
of prospective respondents. Callbacks are to be attempted at any
time during the day/evening when it is suggested that the
prospective respondent will be available.

SAMPLE SELECTION/REPLICATE USE

The Sample has been sorted into replicate groups.
Generally, Interviewers are to make an initial call and three
callbacks, when necessary, to each identified telephone number in
the first replicate group before proceeding to the next replicate
group.

INTERVIEWER STAFFING

No one interviewer should complete more than 10% (i.e., 40)
of the total interviews in this study.
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E TIO| RIEEING

Specific details involving the execution of the Screener/
Questionnaire are outlined in the Interviewer Instructions and on
the Screener/Questionnaire. Please read and review the
Interviewer Instructions and the Screener/Questionnaire prior to
the distribution of materials and the briefing of the
Intervievers.

Although the Screener/Questionnaire employed in this study
is short, it is important that the Screener/Questionnaire is
handled properly and that the questions are read verbatim. It is
also important to stress that the responses be recorded
accurately and in a manner in which they can be read.

All Interviewers participating in this study are to be
briefed. During the briefing, go over the question-by-question
instructions with the Interviewers. Stress the need for reading
the questions exactly as they are printed on the Screener/
Questionnaire, and recording clearly and accurately the responses
of the interviewees.

During the briefing, please hold a practice interview. The
practice interview gives the Interviewers practice in the
mechanics of the Screener/Questionnaire. Please do additional
practice, as necessary, until you are confident the Interviewers
know how to properly conduct the interviews and thoroughly
understand the mechanics of the study.

VALIDATION

Please validate 25% of each Interviewer's completed
interviews by either telephone monitoring validation or telephone
callback validation. Validation includes either monitoring or
confirming the response to question 1.0. Identify validated
interviews by entering the Respondent ID, Supervisor Signature,
and Date, where appropriate, on the Supervisor Validation Sheet
(Telephone Monitoring Validation) or on the Supervisor Validation
Sheet (Telephone Callback Validation).

SHIPMENT OF COMPLETED INTERVIEWS
Daily Shipments

You are to ship daily all completed Screeners/Questionnaires
for each Interviewer. (NOTE: All Screeners/Questionnaires must
be edited prior to shipment.)

In your first daily shipment, include the signature page for
all signed Supervisor and Interviewer Instructions. 1In
subsequent daily shipments, include the signature page for any
additional signed Supervisor and Interviewer Instructions, for
Supervisors or Interviewers who began work on this project after
the initial survey briefing.

Final Shipment of Materials

At the conclusion of this study, you are to return all
survey materials.

Consistent with the Marketing Research Association
Guidelines, you may not keep any copies or photocopies of any
materials related to this study. All materials related to this
study must be returned.
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Shipping costs for the return of any materials not shipped
in the final UPS shipment, and/or charges for .any materials that
need to be returned to you for signature, etc., will be at your

expense.

SHIPPING INFORMATION

Please use UPS for your daily deliveries to us. If you DO
NOT HAVE UPS Pickup service:

When
#0676, in

Ship

Call (800) 742-5877 for pick-up that same day.
Use the enclosed UPS Next Day Air Saver forms.
Use our UPS Account Number #75W369.

Use the enclosed UPS Next Day Air Letter envelopes for
your daily shipments.

Federal Express #1108-3076-9 (Standard)
(use only if UPS On Call not available in your area)

filling out the Air Bill, please put our study number,
the space marked "Reference Number."

materials to:

Dr. Gerald Ford

Ford Bubala & Associates

16400 Pacific Coast Highway, Suite 211
Huntington Beach, California 92649



SUPERVISOR INSTRUCTIONS
SIGNATURE PAGE -

Study #0676

Note: After reading and reviewing these instructions and

procedures, along with the Interviewer Instructions,
and the Screener/Questionnaire, please print your name
and then sign this set of instructions.

Name (Please Print)

Signature



APPENDIX B

INTERVIEWER INSTRUCTIONS



Ford Bubala & Assoc 28 FBi
16400 Pacific Coast nwy., #211 9/9%
Huntington Beach, California 92649

Telephone: 562/592-4581

Facsimile: 562/592~3867

INTERVIEWER INSTRUCTIONS

STUDY OVERVIEW

This is a study among individuals who meet the survey
screening criteria.

The protocol for this research study is a telephone
interview.

QUOTA

The total gquota for this research study is 400 completed
interviews.

SAMPLE

The sample for this study is comprised of individuals who
are interested in golf.

N, C. us

The Sample has been sorted into replicate groups.
Generally, Interviewers are to make an initial call and three
callbacks, when necessary, to each identified telephone number in
the first replicate group before proceeding to the next replicate
group.

I RVIEWER AFFIN

No one interviewer should complete more than 10% (i.e., 40)
of the total interviews in this study.

SCREENER/QUESTIONNATRE PROCEDURES

All instructions for execution of the Screener/
Questionnaire are on the Screener/Questionnaire. The
instructions for execution of the Screener/Questionnaire are in
all BOLD CAPITAL LETTERS.

In addition, please note the following:

- The Screener/Questionnaire utilized in this study is
short; however, it is important that the questions are
read yerbatim, that procedures are followed, and that
the responses are accurately recorded.

- Administer each Screener/Questionnaire in a completely
uniform manner, reading each question exactly as it is
written and allowing the respondent as much time as
he/she needs to answer before proceeding to the next
question. Do not change the wording of any question,
and ask only the questions included on the Screener/
Questionnaire. If a respondent indicates he/she does
not understand a question or asks you to explain a
question, simply repeat it exactly as worded on the
Screener/Questionnaire. If necessary, repeat a
question twice. If the respondent still does not
understand or asks that the gquestion be explained, note
(TM) at the question and terminate the interview.
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Do not allow a respondent to consult another person
before responding to a question. If this situation
occurs, the interview is to be terminated. Note (TM)
at the guestion and terminate the interview.

Additionally, if a respondent refuses to continue or
terminates during the execution of the Questionnaire,
note (TM) at the question and terminate the interview.

On screening questions and category response guestions,
record the response with an _'X' on the appropriate
line.

At the completion of each interview, please certify the
information on the Screener/Questionnaire by entering
Respondent ID, Interviewer Signature, and Date, where
appropriate, on the Interviewer Certification Sheet.

A minimum of 25% of your interviews are to be validated
by a Supervisor, either by telephone monitoring
validation or by telephone callback validation.

In addition to your Supervisor, our firm will also
conduct additional telephone validations of your
completed interviews. Therefore, you are to attempt to
obtain each respondent's nanme.

SCREENER/QUESTIONNAIRE PROCEDURES

Initial attempts to contact/screen prospective
respondents are to be conducted during afternoon and
evening hours on weekdays and during daytime hours on
weekends, in the time zones of prospective respondents.

Callbacks are to be attempted at any time during the
day/evening when it is suggested that the prospective
respondent will be available.

In addition to the initial call, three additional
callbacks should be attempted, if necessary, to
complete a prospective respondent interview.

Incomplete Contacts
Terminated Contacts -~ No Callback

After dialing a telephone number, the attempt to

prescreen/interview will be terminated and no callback
attempted:

(a)

(b)

(c)

(d)

(e)
(f)

if it is determined that the number has been
disconnected or is non-working (D8) (Note: do not call
a number provided by a telephone company recording); or

if a prospective respondent refuses to participate/
continue (RF): or

if the prospective respondent with whom you need to
speak will not be available during the time frame of
the study (NT); or

if there is a hearing or language problem (DL); or

if no qualified respondent is at that location (NQ); or

if the telephone number is for a business or government
agency (BG).
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Incomplete Contacts - Ca ck

For attempts to screen which result in a 'no answer,' a

'busy signal,' an 'answering machine/voice mail,' or for
other procedurally incomplete contact reasons, proceed as
follows:

(a)

(b)

(c)

(d)

No_Answer (NA) (after four rings)

Where callbacks are necessary, they are to be attempted
during a different time frame and/or on a subsequent
day.

Ansvwering Machine/Voice Mail/Computer Tone (AM/VM/CT)

Connection with an answering machine, voice mail, or
computer tone should be treated the same as a ‘no
answer' (see above).

Busy Signal (B2)

Write a 'BZ,' and put a hash mark next to the 'BZ' for
every subsequent attempt in which the line was again
busy. Do not count the subsequent calls, which result
in a 'BZ,' as the second or third attempts.

Scheduled Callback (CB)

A callback occurs when a prospective respondent is not
available at the time of your call, and/or another
person suggests a likely time to reach the prospective
respondent.



INTERVIEWER INSTRUCTIONS
SIGNATURE PAGE

Study #0676

Note: After reading and reviewing these instructions and
procedures, please print your name and then sign this
set of instructions and return it to your Supervisor.

Name (Please Print)

Signature
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COMPUTERIZED QUESTIONNAIRE LAYOUT



Questionnaire name: FBA6460

*%* RESPONDENT # COLS 1

< Interview Date >
-- COLS. 7 - 12
< Phone Number >

-- COLS. 13 - 22

*%** QUESTION # 1 **x

09/30/99 - 4:47 PM

6 *x*k

khkkhdkhkhhkhkhkhkhkhkhkhkkhkhkkhkhkhkkhkhhkkhkhkhhkhkhkhkhkhkhkhkhkhkhkhkrhhhkhkhhkhkhx

:6460
:FBA

* CCI JOB #

CLIENT

CLIENT JOB #
PROJECT DIRECTOR
PROGRAMMER

* PROGRAMMING BEGUN

* ¥ * *

* DUMMY FOR CLEAR
GO TO Q. # 2 ====>
GO TO Q. # 2 ====

*%* QUESTION # 2 **%*

-
.

:Heather Fowler
:Matthew Jones

:September 21, 1999
khkhkhkhkhkkhhkhkhkhkhkhkhkkhkhkhkhhhhhhkhkhkkhkrhkhkhhkhkhhhhhkhhkhkkhkhhhkhkdkhrkx

<
<

1 > CLEAR
2 > #OPAQUE

* DUMMY FOR SAMPLE FILE NAME

GO TO Q. # 3 ====>
-- MULTI-PUNCH --
-- ANSWER REQUIRED --

**% QUESTION # 3 ***
* DUMMY FOR SPACE
GO TO Q. # 4 ====
GO TO Q. # 4 ====>

*%* QUESTION # 4 ***
* DUMMY FOR SPACE
GO TO Q. # 5 ====>
GO TO Q. # 5 ====

**% QUESTION # 5 **x
* DUMMY FOR SPACE

GO TO Q. # 6 ====>
*%% QUESTION # 6 ***
* DUMMY FOR SPACE

GO TO Q. # 7 ====>

GO TO Q. # 7 ====>

*x*% QUESTION # 7 ***
* DUMMY FOR SPACE
GO TO Q. # 8 ====>

<

1 > [D]##

1 > BLANK
2 > BLANK

1 > BLANK
2 > BLANK

1 > BLANK
2 > BLANK

1 > BLANK

1 > MALE AND FEMALE QUOTAS OPEN

c-1

Page:

1



Questionnaire name: FBA6460

*** QUESTION #

[Q7] ##

"

>
>

o
i n
i n
I

8 *k*x

<
<
<

2

>

09/30/99 - 4:47 PM Page:

MALE QUOTAS ONLY OPEN

3 > FEMALE QUOTAS ONLY OPEN
4 > QUOTAS CLOSED

Hello. May I please speak to [??]##?

Hello. My name is [I]##

with CCI, an independent research company. We are conducting a very
brief survey today among golfers and would like to include your
opinions. This is not a sales or telemarketing call.

GO TO Q. # 38 ====> <« 1 > RESPONDENT ON PHONE -- CONTINUE
DISP CODE # 1 ====> < 2 > No Answer
DISP CODE # 11 ====> < 3 > Answering Machine
DISP CODE # 2 ====> < 4 > Phone Busy
DISP CODE # 3 ====> < 5 > Disconnected Phone
DISP CODE # 4 ====> < 6 > Business/Government Phone
DISP CODE # 5 ====> < 7 > Respondent Not Available
DISP CODE # 6 ====> < 8 > Initial Refusal
DISP CODE # 7 ====> < 9 > Computer Tone
DISP CODE # 8 ====> < 10 > Language Problems
DISP CODE # 12 ====> < 11 > Blocked Call

*** QUESTION #

9 *k%

1. Within the past twelve months, have you played one or more

rounds of golf?
GO TO Q. # 11 ====> < 1 > Yes
GO TO Q. # 10 ====> < 2 > No
GO TO Q. # 10 ====> <« 3 > (Don’t recall)
-- COL. 23 --

*%* QUESTION # 10 ***
Those are all the questions I have. Thank you for your time.
. {112} (PRESS 'ENTER’ TWICE TO RECORD A TQ-1) {15}
DISP CODE # 17 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --
**% QUESTION $# 11 ***

2A.

Do you, or does anyone else in your home, work for or are in
any way involved with an advertising agency or marketing research
firm?
GO TO Q. # 12 ====> < 1 > Yes
GO TO Q. # 13 ====> < 2 > No
GO TO Q. # 13 ====> < 3 > (Don’t Know)
-~ COL. 24 -~

x#%%* QUESTION # 12 ***
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Those are all the questions I have. Thank you for your time.

. {112} (PRESS ’ENTER’ TWICE TO RECORD A TQ-2a) {15}
DISP CODE # 18 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --

*x% QUESTION # 13 *#**

2B. (Do you, or does anyone else in your home, work for or are in
any way involved with) a retail store or company that makes, sells,
or distributes any golf related products?
GO TO Q. # 14 ====> < 1 > Yes
GO TO Q. # 15 ====> < 2 > No
GO TO Q. # 15 ====> < 3 > (Don’t Know)
-- COL. 25 --

*%+ QUESTION # 14 ***
Those are all the questions I have. Thank you for your time.

. {112} (PRESS 'ENTER’ TWICE TO RECORD A TQ-2b) {15}
DISP CODE # 19 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --

*** QUESTION # 15 *%%

2C. (Do you, or does anyone else in your home, work for or are in
any way involved with) a company or organization whose business is
related to golf; for example, golf course management, a golf
magazine, etc?
GO TO Q. # 16 ==
GO TO Q. # 17 ==
GO TO Q. # 17 ==
-- COL. 26 --

=> < 1 > Yes
=> < 2 > No
=> < 3 > (Don’t Know)

*%*% QUESTION # 16 **+*
Those are all the questions I have. Thank you for your time.

. {112} (PRESS 'ENTER’ TWICE TO RECORD A TQ-2c) {15}
DISP CODE # 20 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --

**% QUESTION # 17 **%

2.1 During the past three months, has anyone interviewed you on the
subject of golf or golf products?
GO TO Q. # 18 ====> < 1 > Yes
GO TO Q. # 19 ====> < 2 > No
-- COL. 27 --

*** QUESTION # 18 **x*
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Those are all the questions I have. Thank you for your time.
{112} (PRESS 'ENTER’ TWICE TO RECORD A TQ-2.1) {15}

DISP CODE # 21 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --

*** QUESTION # 19 ***

The research we are conducting today is on common names and brand
. names.

. Most products or services have BOTH COMMON NAMES and BRAND NAMES.
. COMMON NAMES tell what type of product it is; for example, beer,

. automobile, or instant coffee. BRAND NAMES tell what brand it is; for

example, Budweiser, Chevrolet, or Maxwell House.

{112} (PRESS ‘ENTER’ TWICE TO CONTINUE) {15}
GO TO Q. # 20 ====> < 1 > TEXT SCREEN
-~ TEXT SCREEN --

*%%* QUESTION # 20 ***

3. Now, if I were to ask you "Do you understand the name washing
machine to be a common name or a brand name?," what would you say?
GO TO Q. # 22 > < 1 > common name
GO TO Q. # 21 > < 2 > brand name
GO TO Q. # 21 => < 3 > other

-~ COL. 28 --

[

*x*x QUESTION # 21 ***
Those are all the questions I have. Thank you for your time.

. {112} (PRESS 'ENTER’ TWICE TO RECORD A TQ-3) {15}
DISP CODE # 22 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --

*%% QUESTION # 22 *%%

Now, I am going to read you some names and ask you to tell me
whether you understand each name to be a COMMON NAME, that is, the
name that tells what type of product it is, or a BRAND NAME, that is,
the name that tells what brand it is.

For any of the names, if you don’t have an opinion or don’t know,
that is an acceptable answer.

4.0 Now, for each of the following ten names, would you please tell
me whether you understand the name to be a COMMON NAME or a BRAND
NAME? Let’s start with...

{112} (PRESS 'ENTER’ TWICE TO CONTINUE) {15}
GO TO Q. # 23 ====> < 1 > TEXT SQREEN,

4
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-- TEXT SCREEN --
*%x% QUESTION # 23 ***

(please tell me whether you understand the name to be a common name
or a brand name)

4a. STP
GO TO Q. # 24
GO TO Q. §# 24
GO TO Q. # 24 (Don’t Know)
GO TO Q. # 24 > (Both)
-- SPECIAL FEATURE * SHUFFLING QUESTIONS (3) --
BEGINNING WITH QUESTION 23 AND
ENDING WITH QUESTION 32 --
-- COL. 29 --

> Common Name
> Brand Name
>

nunn
v

[}
o

00 on
vV VYV

AANAA
W N e

*%% QUESTION # 24 %%

(please tell me whether you understand the name to be a common name
or a brand name)

4b. Windsurfer

GO TO Q. # 25 ====> < 1 > Common Name
GO TO Q. # 25 ====> <« 2 > Brand Name
GO TO Q. # 25 ====> < 3 > (Don’'t Know)
GO TO Q. # 25 ====> < 4 > (Both)

-- COL. 30 --
*%x% QUESTION # 25 ***

(please tell me whether you understand the name to be a common name
or a brand name)

4c. Margarine
GO TO Q. # 26
GO TO Q. # 26
GO TO Q. # 26
GO TO Q. # 26

-- COL. 31 -~

Common Name
Brand Name
(Don’t Know)
(Both)

vV VvV

i n il
i nn

I TR | I 1
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*x*% QUESTION §# 26 ***

(please tell me whether you understand the name to be a common name
or a brand name)

4d. Teflon

GO TO Q. # 27 ====> < 1 > Common Name
GO TO Q. # 27 ====> < 2 > Brand Name
GO TO Q. # 27 ====> < 3 > (Don’t Know)
GO TO Q. # 27 ====> < 4 > (Both)
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-- COL. 32 --
**% QUESTION # 27 *%*

(please tell me whether you understand the name to be a common name
or a brand name)

4e. Jello

GO TO Q. # 28 ====> <« 1 > Common Name
GO TO Q. # 28 ====> < 2 > Brand Name
GO TO Q. # 28 ====> < 3 > (Don’t Know)
GO TO Q. # 28 ====> < 4 > (Both)

-- COL. 33 --
*%% QUESTION # 28 **%

(please tell me whether you understand the name to be a common name
or a brand name)

4f. Refrigerator

GO TO Q. # 29 ====> <« 1 > Common Name
GO TO Q. # 29 ====> <« 2 > Brand Name
GO TO Q. # 29 ====> < 3 > (Don’t Know)
GO TO Q. # 29 ====> < 4 > (Both)

-- COL. 34 -~
*%% QUESTION # 29 **%

(please tell me whether you understand the name to be a common name
. or a brand name)

4g. Aspirin

GO TO Q. # 30 ====> <« 1 > Common Name
GO TO Q. # 30 ====> < 2 > Brand Name
GO TO Q. # 30 ====> < 3 > (Don’t Know)
GO TO Q. # 30 ====> < 4 > (Both)

-- COL. 35 --

***x QUESTION # 30 *%x*

(please tell me whether you understand the name to be a common name
or a brand name)

4h. Coke
GO TO Q. # 31
GO TO Q. # 31
GO TO Q. # 31
GO TO Q. # 31
-- COL. 36 --

> Common Name
> Brand Name
> (Don’t Know)
> (Both)

\
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*x%* QUESTION # 31 *%**
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(please tell me whether you understand the name to be a common name
or a brand name)

4i. American Airlines

GO TO Q. # 32 ====> < 1 > Common Name
GO TO Q. # 32 ====> <« 2 > Brand Name
GO TO Q. # 32 ====> < 3 > (Don’'t Know)
GO TO Q. # 32 ====> < 4 > (Both)

-- COL. 37 --

*%% QUESTION # 32 ***

(please tell me whether you understand the name to be a common name
or a brand name)

-

4j. Gas Station

GO TO Q. # 33 ====> < 1 > Common Name
GO TO Q. # 33 ====> < 2 > Brand Name
GO TO Q. # 33 ====> < 3 > (Don’t Know)
GO TO Q. # 33 ====> < 4 > (Both)

-- COL. 38 -~

**x% QUESTION {f 33 ***

5. Now, WITH RESPECT TO GOLF, for each of the following names, would
you please tell me whether you understand the name to be a common
name or a brand name? Let’s start with...

. {112} (PRESS ’ENTER’ TWICE TO CONTINUE) {15}

GO TO Q. # 34 ====> < 1 > TEXT SCREEN
-~ TEXT SCREEN --
*%* QUESTION # 34 ***

{(please tell me whether you understand the name to be a common name
or a brand name)

éa. Steelhead

GO TO Q. # 35 ====> <« 1 > Common Name
GO TO Q. # 35 ====> < 2 > Brand Name
GO TO Q. # 35 ====> < 3 > (Don’'t Know)
GO TO Q. # 35 ====> < 4 > (Both)

-- SPECIAL FEATURE * SHUFFLING QUESTIONS (3) --
BEGINNING WITH QUESTION 34 AND
ENDING WITH QUESTION 36 --

-- COL. 39 --

*%x% QUESTION # 35 ***

(please tell me whether you understand the name to be a common name
or a brand name)
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Joy
GO TO Q. # 36 ====> < 1 > Common Name
GO TO Q. # 36 ====> < 2 > Brand Name
GO TO Q. # 36 ====> < 3 > (Don’t Know)
GO TO Q. # 36 ====> <« 4 > (Both)
-- COL. 40 --

*%% QUESTION # 36 **+*

. {please tell me whether you understand the name to be a common name
. or a brand name)

5c. Graphite.

GO TO Q. # 37 ====> < 1 > Common Name
GO TO Q. # 37 ====> < 2 > Brand Name
GO TO Q. # 37 ====> <« 3 > (Don’t Know)
GO TO Q. # 37 ====> < 4 > (Both)

-- COL. 41 --

*%%* QUESTION # 37 ***

6. For classification purposes only, into which of the following
. categories does your age fall?

GO TO Q. # 39 ====> <« 1 > under 18

GO TO Q. # 39 ====> <« 2 > 18 to 29

GO TO Q. # 39 ====> < 3 > 30 to 39

GO TO Q. # 39 ====> < 4 > 40 to 49

GO TO Q. # 39 ====> < 5 > 50 or above

GO TO Q. # 39 ====> <« 6 > (refused)
-- COL. 42 --

**% QUESTION # 38 *#*%*
. 6.1 RECORD GE
GO TO Q. # 9 ====> < 1 > Male
GO TO Q. # 9 ====> < 2 > Female

-- COL. 43 -
*%% QUESTION # 39 %%

Finally, my Supervisor may contact you to verify a portion of my work.
If you are contacted, it will only be to confirm that I conducted
this interview and for no other reason.

. May I verify that Your name is
{pullin] ##
GO TO Q. # 41 ===
GO TO Q. # 40 ===

*** QUESTION §# 40 ***
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. Could I please get your name?

GO TO Q. # 41 ====> < 1 > Open End
-~ MULTI-PUNCH --
~- ANSWER REQUIRED --

*%% QUESTION # 41 **x

. And to just verify is your Phone number

. [Pullin] ##
GO TO Q. # 43 ====> <« 1 > Yes
GO TO Q. # 42 ====

%% OQUESTION # 42 ***

. Could I please get your phone number?
GO TO Q. # 43 ====> < 1 > Open end

-- MULTI-PUNCH --

-~ ANSWER REQUIRED --

*%* QUESTION # 43 **+%

. Those are all the questions-I have. Thank you for your time.

. {112} (PRESS ‘ENTER’ TWICE TO RECORD A COMPLETED INTERVIEW) {15}

GO TO Q. # 45 ====> < 1 > TEXT SCREEN
-- TEXT SCREEN --- :

**x* QUESTION # 44 **x*

. Those are all the questions I have. Thank you for your time.
. {1SB}OVER QUOTA! {15}

. {112} (PRESS ‘ENTER’ TWICE TO RECORD AN OVER QUOTA INTERVIEW) {15}

DISP CODE # 16 ====> < 1 > TEXT SCREEN
-~ TEXT SCREEN --

**% QUESTION # 45 **x*

* DUMMY TO BEGIN SAMPLE PULLINS
GO TO Q. # 46 ====> < 1 > BLANK
GO TO Q. # 46 ====> < 2 > #BLANK

09/30/99 - 4:47 PM

Page:
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SAMPLE DISPOSITION TABLE

Number

Sample in Progress:
No Answer/busy/callback 1,465
Answering Machine 916

Terminated Sample:
Initial refusal 162
Not available in time frame 892
Disconnected number 253
Business/Government 32
Language difficulty 9
Terminate Q1.0 — Q2.1 98
Terminated during interview 15
Completed interviews 326
Total 4,168
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TECHNICAL NOTE

Calculation of the interval range, at a 95% confidence
level, if the research were based upon a census of the population
is as follows:

X = —pa
1.96 n-1
X = the calculated (+/-) interval range
1.96 = the 95% confidence level for estimating the
interval within which to expect the population
proportion
jole] = the measure of sample dispersion
n = total sample size

The calculated response interval range for respondents for
whom the principal significance of Steelhead as a brand name is
48.16% +/-5.43 (i.e., if a census were taken, one would be 95%
confident that the principal significance of Steelhead would be a
brand name by between 42.73% and 53.59% of the population
surveyed) .
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Steelhead Club Sales - USA

WTED STATES |
Year.of |month of Model Sum Qty Sum E
I;n;ltzlce Invoice Date Head Mode Shipped um Extended Net
1998 8|BIG BERTHA STEEL HEAD 66870 $10,463,470
9|BIG BERTHA STEEL HEAD 67300 $10,526,344
10|BIG BERTHA STEEL HEAD 74128 $11,400,875
11|BIG BERTHA STEEL HEAD 76651 $11,887,423
12|BIG BERTHA STEEL HEAD 61427 $9,269,392
1998 total: $53,547,505
IYear_of Month of Model Sum Qty Sum Ext
I;l;ltt:ce Invoice Date Head Mode Shipped um ended Net
1999 1|BIG BERTHA STEEL HEAD 46447 $6,684,909
2|BIG BERTHA STEEL HEAD 42075 $6,073,824
3|BIG BERTHA STEEL HEAD 67634 $9,559,479
4|BIG BERTHA STEEL HEAD 69007 $9,829,448
5|BIG BERTHA STEEL HEAD 56865 $8,113,272
6|BIG BERTHA STEEL HEAD 59273 $8,523,065
7|BIG BERTHA STEEL HEAD 52028 $7,267,322
8|BIG BERTHA STEEL HEAD 53908 $7,361,554
9|BIG BERTHA STEEL HEAD 50564 $6,710,982
10|BIG BERTHA STEEL HEAD 29437 $3,819,118
11|BIG BERTHA STEEL HEAD 30696 $4,275,337
12|BIG BERTHA STEEL HEAD 19688 $2,713,796
1999 total: $80,932,106
[ grand total: 923,998 $134,479,611]
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Summary Charges by Product
IssuelAiringlinvoice Dates 8/1/98 - 10/1/99

06-Aug-99
Product Print Production  Print Insertion Print Total TV Production TV Traffic TV Total Product Total % of Total
Big Bertha frons $0.00 $16,310.00 $16,310.00 $16,310.00 0.18%
Biggest Big Bertha $580.00 $188,103.01 $188,683.01 $311,909.38 $311,909.38 $500,592.40 5.39%
Bobby Jones Putter Series $155.00 $2,188.75 $2,343.75 $0.00 $2,343.75 0.02%
Carlsbad Pulters $520.00 $9,472.00 $9,992.00 $0.00 $9,992.00 0.11%
GBX Irons $2,708.50 $137,157.75 $139,866.25 $13,225.00 $13,225.00 $153,001.25 1.65%
Great Big Bertha Driver $413.50 $1,927.71 $2,341.21 $59,595.00 $69,595.00 $61,936.21 0.67%
Great Big Bertha Fairway Woo $1,790.33 $15,760.52 $17,550.85 $0.00 $17,550.85 0.19%
Hawk Eye Driver $14,631.17 $668,953.73 $673,584.90 $1,881,697.88 $1,881,6§7.88 $2,555,282.78 27.54%
Hawk Eye Fairway Woods $13,797.01 $630,198.50 $843,995.51 $1,563,882.68 $1,563,882.68 $2,407,878.18 25.95%
Las Vegas Golf Center $28,025.51 $28,025.51 $0.00 $28,025.51 0.30%
Litile Bertha lrons $3,595.50 $88,836.94 $92,432.44 $0.00 $92,432.44 1.00%
Littie Bertha Woods $3,595.50 $88,836.94 $92,432.44 $0.00 $92,432.44 1.00%
Odyssey Putters $562,050.60 $52,050.60 $236,096.50 $236,096.50 $288,147.10 311%
Steelhead Driver $12,402.26 $801,056.56 $813,458.82 $605,189.28 $605,189.28 $1,418,648.10 15.29%
Steelhead Fairway Woods $7,049.33 $566,336.37 $573,385.70 $564,406.40 $564,406.40 $1,137,792.10 12.26%
T;tircs Putters $1,706.50 $77.042.70 $78,749.20 $0.00 $78,749.20 0.85%
War Bird Driver/Woods $833.33 $833.33 $64,597 .40 $64,597 .40 $65,430.73 0.71%
1

12418+648-1 +
1213727921 +

TOTL 255563 440-2  * N
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Big Bertha

STEELHEAD
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YOU CAN'T SEE THE
LOWERED CENTER
OF GRAVITY
INSIDE THE NEW
BIG BERTHA
STEELHEAD DRIVER
AND FAIRWAY

WOOoDs...

BUT YOU

WILL FEELIT. P
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Big Bertha

STEELHEAD

Crown Plate
(very lightweight)

Heavy Weight Chip
{variable)

Body
{relatively heavy)

Q. Why did you replace the best-
selling stainless steel metal woods
ever made, Big Bertha War Bird®
Metal Woods?

A. Because we know we have a better product in the Big Ber
Steelhead Metal Woods. They're a significant improvement.
Callaway Golf, we think the Big Bertha trademark stands tc
continuing tradition of making golf more enjoyable for the aver.
golfer. The Big Bertha Steelhead Metal Woods are the m
forgiving stainless steel woods we have ever developed.
them. You will see, feel and hear why.




THA STEELHEAD

RWAY WOODS.

Q. Is this your attempt fo come up
with a shallow-faced metal wood?

A. No. We wanted to increase the average golfer’s chances for a
better shot from a great variety of lies. We don't think shallow-
faced woods do that as well as our new Big Bertha Steelhead
Metal Wood design.

Q. What is new and different
about this Big Bertha Steelhead
Metal Wood design?

A, Each clubhead is a unique design made of three different parts:
1. An extremely lightweight, very thin crown plate. 2. A super-
strong, solid face and lower body with varied thicknesses.
3. A precision-cast, stainless steel variable weight chip that is
individually inserted into the body to create the exact weight and
ensure the right inertial properties.

This unprecedented design concept gives us clubs that are superior
‘0 all other steel metal woods ~ the new Big Bertha Steelhead Drivers
and Fairway Woods.

ry

Larger Effective
o \y Hitting Area
L ~ (53% of the Face) |,
Much Lower = ]
Center of Gravity

Big Bertha Steelhead 3-wood
There is more effective hitting area above the canter of gravity.

Smoller Effective
Hitting Areq

3 (34% of the Face) 1
(L]
[

Center of Gravity

Competitor’s Shallow-Faced 3-wood
Less sffective hitting area above the center of gravity.

Q. Why is a large hitting area
useful to the average golfer?

A. Because most of us really do need the additional forgiveness
provided by a larger hitting area. Besides that, we don’t want to see
golfers hitting pop-ups from the rough, something that often
happens with shallow-faced metal woods, in our experience.

Q. What makes the Big Bertha
Steelhead Metal Woods better than
shallow-faced woods?

A. Three things: First, the design gives you the greatest amount of
weight in the lower portion of the clubhead. Second, the center of
gravity is the lowest on any metal wood design we have tested
thus far. Third, these two features together, combined with the large
effective hitting area above the center of gravity, create the most
forgiving stainless steel metal wood ever. Most golfers will
successfully get the ball airborne with less effort and will enjoy a
better feel and an unusually pleasing sound.

Q. Why does the sole look different
from the War Bird sole?

A. Our new Hawk Eye? sole is the result of what we learned in the
five years since we designed the War Bird sole. You'll notice it is
convex instead of concave, to push the turf down more effectively
through impact. It also has a softer leading edge and more bounce
to slide smoothly through every lie. We called it the “Hawk Eye”
because it looks like a hawk’s head in profile.

(/)
GOLF
The World's Favorite Golf Club”

2285 Ruthesford Rood, Carksbad, (A 92008 # (800) 228-2767
In California, ca: (760) 931-1771 « In Canedo, calf tolkfree; (800) 361-5678
Coll s, We' tell you who cories Callaway Goif Clubs in your oreo.
www callowoygoif.com
Colowoy?, i Benha®, Hor Bid?, Steehend™, Howk Epe® and
The Word's Fovorte Goi (b are rodemaks of Callaway Golf Company.
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NOTHING ABOUT
THE NEW
BIG BERTHA
STEELHEAD
DRIVER AND
FAIRWAY WOODS
IS SHALLOW.




Performance runs deep inside the new

Big Bertha Steethead Metal Woods. From the

Crown Plate

large, effective hitting area to the lower center (very lightweigh)

¢f gravity, the Big Bertha Steelhead design not

only beats our own, best-selling original stainless

steel Big Bertha War Bird® Woods. It also beats shallow-
Heavy Weight Chip

(variable)

faced woods shot after shot—off the tee, out of the rough and
off rhe fairway.

nside each clubhead is Callaway Golf’s stainless steel variable weight

chip that lowers the center of gravity, allowing you to get the ball airborne
Body
with the greatest ease and forgiveness. Test the performance for vourself. (elatively heawy

laty,,.
Toar

The World's Favorite Golf Club”
2985 Ruthertord Road. Carisbad. €.\ 92008 » (800) 228-2767
In California. cail: 7o) 951-177% ¢ la Canada, cail tofl-free: (800 361-3678
Calf us. We'l eil vou who carries Cailaway solf clubs in your area.

www.cailawavzoif.com

Callaway °. Big Bertha?, WarBird " Steeihead™ and e Worid's Favorne Golt Club™ are trademarks of Callaway Golf Company.
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RTHA STEELHEAD
IRWAY WOODS.

Q. Is this your attempt to

come up with a shallow-faced
metal wood? '

A. No. We wanted to increase the average golfer’s chances
for a better shot from a great variety of lies. We don't think
shallow-faced woods do that as well as our new Big Bertha

Sieelhead Metal Wood design.

Q. What is new and different
about this Big Bertha Steelhead
Metal Wood design?

A. Each clubbead ix a umque design made of three ditferent
Partsi 1. An extremely lightweight, very thin crown
plate. 2. A superstrong, solid face and lower body with
varied thicknesses. 5. A precision-cast, stainless steel
variable weight chip that is mdividualiy inserted into
the body to create the exact weight and ensure the right

merhal properties.

This unprecedented design concept gives us clubs that are
superior to all other steel metal woods - the new Big Bertha
Steelhead Drivers and Fainvay Woods.

Lorger Effective

Hitting Area
Much Lower BBy (53% of the Fore)
Center-of Gravity

Big Bertha Steelhead 3-wood

There s move effective hithng areg above the center of grauty

Smatler Effective
Hitting Area

Competitor’s Shallow-Faced 3-wood
ress effectve hitng areq above the center of grovin.

Q. Why is a large hitting area
useful fo the average golfer?

A. Because most of us realiy do need the additiona:
forgiveness provided by a larger hitting area. Besides that,
we don't want to see golfers hitting pop-ups from the
rough, something that often happens with shaliow-faced

metal woods, in our experience

Q. What makes the Big Bertha
Steelhead Metal Woods betier
than shallow-faced woods?

A. Three things: First, the design gives vou the greatest
amount of weight in the jower portion ot the clubhead.
Second, the center of Bravity s tive jowest on anv meta!
wood design we have tested thus far Third, these twe
features together, combined with the large effechive Intting
area above the center of gra ItV create the most forgiving
stainless steel metal wood ever. Most golfers wilj
successfully get the ball arborne with less effort and il

enjoy a better feel and an unusually pleasing sound.

Q. Why does the sole look
different from the War Bird sole?

A. Our new Hawk Eve sole is the result of what we learned
in the five vears since we designed the War Bird sole. You'll

notice it is convex instead of concave, to push the turf
down more effectiveiv through impact. It also has a
softer leading edge and more bounce to slide smoothly:
through every lie. We called it the “Hawk Eve” becouse it

looks like a hawk's head in protile.
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| Introducing

THE NEW BIG B

Big Bertha

STEELHEAD

Crown Piate
very lightweight)

Heavy Weight Chip

\variablej

Body
{relatively heavy)

Q. Why did you replace the
best-selling stainless steel metal
woods ever made, Big Bertha
War Bird® Metal Woods?

A. Because we hnow we have a better product in the
Big Bertha Steelhead Metal Woods. They're a significam

improvement. At Caliaway Gollowe think the Big Berth:

trademark <tands for a contmuing tradition of making gok:
more enovabie for fhe average golfer. The Big Berth
Steelhead Metal Woods are the most forgiving stamles
steel woods we bave ever developed. Try them. You wil.

see, feel amd hear why.
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' YOU CAN'T SEE THE LOWERED CENTER OF GRAVITY
INSIDE THE NEW BIG BERTHA STEELHEAD

DRIVER AND FAIRWAY WOODS...

Big Bertha

STEELHEAD

Crown Plate

—

How did ome of the makers of shallow-faced \1 i

. . . L 1f:

woods get the center of gravity so low in their &a alvd!l b 14
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top off ot the clubhead. 4

ror We tound o better way without giving up 1 The World’s Favorite Golf Club™ H
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Heavy Weight Chip targer. torgiving hitting arew Ve ok weight rom
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You cun’s see the lowered center of gravity
‘nside the new Big Bertha Steelhead Drver and
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| ANYWHERE!

| 1999 Models from
Callaway', Titleist & Adams

| See Puges 2-3

COBRA
New Low Prices!  see Puge 19

NEW FALL APPAREL LINE
Rechok , Bobby Jones', Taylor Made ,
Forrester' and Move...

See Puges 4-13




Dear Fellow
Golfers,

22 retail superstores, and for some fime now

we've been the No.1 golf catalog company. Qur

size gives us an unparalleled level of buying

power with our vendors. Some of the benefits of
that purchasing power are evident on this spread.
These products promise to be hot fopics during the

holiday season and throughout 1999.

Big Bertha Steelheads are true fo the Callaway
tradition, which is to say innovative and different,

and the Little Bertha junior clubs are just what

you'd expect from the biggest name in golf. Tifleist
has added some more refinements to ifs increas-

ingly popular iron and wedgs lines. And the

success story of 1998 - Adams Golf - has added
a Strong 2 to its hugely popular Tight Lies line.

Enjoyl

A

Golfsmith has enjoyed
fremendous growth to

ey

e o g v

- delivery!

199 Titleist
DCl lrons

Titleist launches their new
DCI 981 irons. They
combine the same Direct
Center Impact Technology
found in the popular 962
model plus progressive offset
and lower center of gravity. The
“Strong Lofted” DCI 981SL is also being
infroduced. These new irons benefit players with slower
swing speeds. Order either iron set today for mid September

Titleist DCI 981SL Irons
RH only; select Lite ngaphife in
ex.

Titleist DCI 981 lrons
RH or LH; with Tri-Spec steel in

R or S flex. ladies” and senior
RTI600  Set of 3-PW RTI620 Set of 3-PW
Call for Price Call for Price

RTI60T 1,2, GW, SW, W RTI621 SW

Waly,,.
oo

Men’s

Cﬂ"ﬂWﬂ!iS No. 1 (6%, 7°%, 8%, 9" 107 11", 12
9.

NEW line is Here! 2, 3, Sfrong 3*, 4, Sfrong 4*, 5, 7, :

- 11*. [*RH only} A, R, For S flex.
Big Bertha

RCALL2000 Men's with RCHY9 Graphiiz

$239.95 ea
M‘is_ RCALL2100 Men’s with Memphis 10 St
. . $159.95 ea
Their best stainless steel metal
woods ever! The new design Lodies’

No. 1 {9, 10°, 11°, 127, 2, 3, Sirong
4, Strong 4*, 5,7, 9 or 11*.
[*RH only] A, R, For S flex.

features a lower center of gravity,
custom weight chips for precise
balance, new “Hawk Eye” sole to
slide befter through the turf, and
New RCH99 Graphite shafts.

RCALL2200 ladies’ with Gems99 Grap:
$239.95 ea

1 EAD

'

)
8% '
/ i dort!
"% Sigfurtha | Burtha | Bartha | Bertha | Borthna | Sortha |Bartha |Sortha |07



1999 Models!
from Calloway’,
Titleist’ & Adams’

See Poges 2-3

NEW LOW PRICE!
COBRA' IRONS
Starting of 399"

See Bunker Section

NEW FALL

APPAREL LINE
Reehok’, Bobhy Jones,
Taylor Made , Forrester




Big Bertha Steelheads
Callaway’s NEW Line is Here!
Their friendliest and most or:,wmg stqinless sieel matal wood vell The new‘,' -
dessgn features a lower center of gravity, custom wmght cmps For pr i -
balance, new “Hawk Eve” sole 1o slide smoothiy .

through any lie and a face that is deep enough
to use in the fairwey or off the tee.
Mer's
No. 16, 7%, 8%, 9,10,
127,23,
Strong 3, 4, Strong 4, ‘A
o

57, . (e / 2
s 47 Big Bertha

RCALL2000 z
Men’s with RCH99 Graphite 7% STEELHEA.D

$239.95 ea

RCALL2100
Men's with Memphis [0 Steel

5159.95 ea

i
No. 1 (9% 10" 117,127, 2,
3 Slrong MRS 4 Strong 4°,

5,7 9Qor 1* (“RH onlyl
T T I A, R, For$ flex
= Stylish windshirts o
. fy s r, a breeze, RCALL2200
Faneas doylyiasm st ssestaran fa suged o3 Ladias’ with Gems 79
L e T Graphite
Vlanl o T e ey e 5239.95 ac

R10509 Tour Tach Fancy 544 95
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Biggest Big
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Their best stainless steef metal
waads ever! The new design
features o fawer enter of
gravily, custom weight chips
for precise balance, new
“Hawk Eye” sole to shde beiter
through the turk. and new
RCH9? Graphite shafs.
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New blg perula yreewneaa
Driver and Fairway Woods
with Hawk Eye™ Sole Give
You Deadly Aim, and the Range
Of a Raptor — From Anywhere
On the Course!
The assignment to Dick Helmstetter, Callaway’s brilliant
Chief of New Products, was daunting. All Ely wanted
was (o replace the venerable 8ig Bertha Warbird —
the best-selling, most popular stainless steef wood in the
history of golf — with a new club significantly superior
in performance, feel, and forgiveness (even the sound
had to improve!). A club that would extend and widen
Callaway’s domination of the hotly competitive, standard-
sized, stainfess-steel market. And a club that, from the
first swing, would easily convince millions of Warbird
devotees that yes, at long last, it was time to retire that
trusty old warhorse with honors, and replace it
with Steelhead. Here’s how Dick succeeded.
Deep Face — Using science instead of fashion,
Helmstetter's team determined that a modest 15¢c
increase in volume (to 214dcc from Warbird’s 199¢c)
yieided significant benefits to the average golfer. And
by spending millions in casting R&D, Helmstetter was
able to redefine the limits of casting technology. So
remarkably, Steelhead weighs not one single gram
more than Warbird, yet gives you a larger effective
hitting area, with a deeper, confidence-insuring face.
All in a smoothly contourad clubhead that retains
classic Callaway good looks. But that’s not all. hit more fairwavs and
Low Weight — Steelhead consists of three
ingeniously cast components that give it readily
apparent performance advantages, and a unique
personality. Helmstetter knew if he could create a
clubhead top, or “crown plate”, of unprecedented
thinness and light weight, he could solve once and for
all the weight distribution trade-off that until now nad
confounded every club designer. So Steelhead’s top
surface is incredibly thin, though not in the least
fragile. The weight saved on top enabied Helmistetter to then cast a heavier, unusually strong, one-piece lower body and face — and still have weight
left over to insert heavy weight chips low in the sole! £ach chip is custom taslored from 2 to 20 grams depending on loft. As a resuit, Steelhead's center
of gravity is now the lowest of any metal wood ever designed. Here's why that helps your game.
On the Course — With its cast, heavier bottom and weight chip inserts, Steelhead gives you the largest effective hitting area, above the canter of
gravity, of any stainless metalwood, period. Why does this matter? Because with most of the face positioned well sbove the center of gravity, Steeihead
imparts less spin to the ball for a far better, more accurate trajectory. And Steelhead's exceptionally fow center of gravity makes it just plan easier 10 get
the ball airborne — from any lie, including thin turf and wiry rough. But unlike shallow-faced clubs. Steelhead's deeper face and gerercusiy iarger
effective hitting area makaes it simple to make solid contact — the Callaway forgiveness factor that helps most of us play better, and enjoy the game
more! Steelhead features the new, smoothly contoured Hawk Eye sole that giides effortlessly through the turf, with a softer leading edge that won't aig.
And the tightly integrated cast components create a poweriul, satisfying sourd on impact that reminds me of the sharp report of 3 .32 cai. Waither PPK
in full roar! Please select men's or ladias’: steel or the ney 3CH 99
graphite shart: and regular. firm or Senior’s graphits.
Callaway Big Bertha Steethead Metal Woods:

Steel = $169.0C Graphite - $2438.00

greens with Steethead —

IS

I guarantee i

6° Driver #GS908 #GS906
7° ODriver #GS909 #GS907
8° Driver #GS910 #GS923
9° Driver #GS911 #GS924
10° Driver #G5912 #GS925
11° Driver #GS913 #GS5926 ‘
12° Driver #GS%14 #GS927 i
#2 Wood #GS5S915 #GS5928 I
#3 Wood #GS916 #GS329 I
#3+ Wood #GS917 #G3930 't
#4 Wood #GS918 #G3931
#5 Wood 4#GS919 #GS932
#7 Wood #GS920 #GS933
#9 Wood #GS921 #G5934

#11 Wood #GS922 #GS935 37




THE OFF-COURSE RESOURZE CE

B|/ACE YOURSELF

1999 COULD LEAD TO MORE CHRONIC
PROBLEMS GR THE ROAD TO RECOVERY




TourPure Fairway Woods
988-626-4536

HRESEARCH AND DEVELOPMENT: McHenry Metals director of
research and devel and world-r d club designer,
Mario Cesario, discovered that by precisely locating our patent-pend-
ing Tungsten Power Ring directly behind a huge titanium sweet spot, a
more cfiicient transfer of energy and optimal launch angle are realized.

Big Bertha Steelhead Metal Woods

800-228-2767

A¢RESEARCH AND OEVELOPMENT: Our goal was 1o produce 2 line of sizinless
steel metalwnods with 1 very low center of gravity, without sacrificing the larger 3%
effective hitting area of the clubface. We wanted to increase ltuzvav;e goller
chances for 1 bester shot from 2 grmu.-r variety o{uu. "

#THE ANGLE: TourPure is targeted toward avid golfers looking for the uitimate game
improvement metal woods, TourPure drivers and fairway woods sell in the premium-end of
the market. The metalwood collection has been ent d with the additions of strong three (12

4 THE ANGLE Our target market is any golfer looking for. me mhltung. most for.- degree), four (16 degree), seven (21 degree) and nine (25 degree) woods. 1 ;
giving, best looking stainless sieel metalwoods ever. B R '
gt ; o X THE PITCH: McHenry Metals founder, Gary V. Adams, who also founded Taylor Made and -

THE PITCH: Explain the features and Imeﬂu o( theonepﬁece body, heavy internal weight chip, very ders Club, is generally regarded as the “father of the metalwood.” The TourPure driver and 4
lightweight crown plate, lowest center of gravity, decper face f:lnny woods, new Hawk Eye sole :md fairway woods combine the forgiveness of titanium with the power of tungsten. Our proprietary 5
$2H2 technology which pmvldcthemos fmvvin; and ben[zdln;nzlnlm steel clubg, . Grafalloy LTLF shaft makes the club easier to swing and an ultra-thin Beta-Titanium clubface

o ) produces extraordinary feel. The TourPure driver has soared to No. 2 on the Senior Tour dur-
A6 THE PRESENTATION: Clubs should bc metdundlsed a dlsphy units ulllhing ing its first season.

('ansny s POS. d
our continuous loop video tape, “Take Apm club dhphy plecc ad spedﬂc Big | Bmla Stecihead
X HTHE PRESENTATION: Display in our McHenry Metals Staff Bag or the 24-club PO.P. display.

product lnfumuuun brochure. -

#*THE SUPPUM Continuous loop video tape for retailers and.consumers, print adveruising for hoth ¥ THE SUPPORT: A 30-minute TourPure infomercial, featuring Dick Enberg, Fred Funk, Bobby
outlers and consumers, TV dverusing on all four major networks, radio advertising with Mr. By Clampett and Kathy Whitworth will begin airing across the country this fall. Traditional print and
Caflawny and nuini-product brochures. broadcast campaigns.

#SUGGESTED RETAIL PRICE: $195, lighiweight sieef shalt; $295, graphite SUGRESTED RETA PRICE: $500 each; $399 direct response; $379 minimum advertised price.

Call S '

King Cabra Bailer L2 Fairway Waeds  — ProWrap Grip with EZ Grip Technology l
300-223-3537 [ 800- 104- 7004 o 2N =

#RESEARCH AND OEVELOPMENT: In addition to a sleek, low to the ground profile, shallow club
face and broad, fat sole, the Baffler L.P. Fairway Wood has 2 precisely placed center of gravity for
longer, crisper shots and Cobra’s off-set technology for a straighter ball Dight.

ed, nun-toxic solvent was developed that
allows the application of goif grips without
the use of any @pe, solvents or clamping
thevices, When the gaps are removed
from dicie seafed pouch and installed
on shafts, contset witl e aie shenks |

THE PITCH: The King Cobra Baffler L.P. Fairway Woods deliver the distance of a 2- or 3-iron but are much easier to hit and {he grps 1o their normal, playable sz, |
far more forgiving. And the Baffler L.P. Fairway Wood’s design makes it exceptional from both firm and normal lies.

¢ THE AMBLE: Designed to help goifers hit high, long, soft-landing approach shots, the Baffler L.P. Fairway Wood is per-
fect for all golfers who wish to teplace their hard-to-hit long irons with easy-to-hit {airway woods.

*THE ANGLE: Iy, the product s
# THE PRESENTATION: 24-picce corner PO.P. with lioiders for two Baffler L.P. brochures and satin banners. trmeted towstrdy the re-grip maeket,
Thougl the home regrp market s 45
whaole 18 not laege, mainly hecatse of
the need for exieanenus sauertals
% SUGBESTED RETAIL PRICE: $225/club (warkbench, trs, see, 1oxie solvents,
e, with the advent and sumplicaty of &
17 G Technology, 18 s in-position to
grow this pagt of e regnp citegosy.

“® THE SUPPOAT: Major national print ad campaign

THE PITCH: escarch has shown
gaifers play better with grips th aee
in good comdition, Frequent golfers siiold chagge 2emps oace
wver. e ntore casal plaser should do e same about aery
two 1o ihieee yeses, Both enjoy ivesting time o improse thar
i Technalogy s the pertedt proguct foe

Ti-Gaar Low Prolile Fairway Woeeds
NOU- V55 0dd()

*AESEARCH AND QEVELOPMENT: More thian 27 yestrs of metal woosd dewign wd wehnology, The
et Iy asod prare Gtatam b3 inore cxotie st of <olid forged utanium, The hyheid fomed uttnum s hardee tan Seel or apupmen, £/,
Dsstetreated soed, stch a8 Maragpng secd, The kuy is e overll density which is commonly known to ncaese enersy trinsfer. sich o pigver,

* [1E PRESEHTATION: e PryWeap urips with £2 Tectimotgy are

«THE ANGLE: Yor thuxe wha appeectate technology i really warks. The density in the forged insert prosides s more cops
sovatlabrle i 4 theeepack o 1 ek boxed <

siatens . longer distance as tested on off-center hits,

THE PITCH: Gur rechmalogy is In-tested, nos only i bl y o8 It absa 1 at where the competition « THE SUPPORT: tiyapice vifiers 3 rve prossst of jiechiae cisiay il
& e oeder. e disjriay Redds 34 case of diree dicks i
bovesy g 13 packs (24 Bovens Consinnes pemt gt televion
Mvertsing o scliedulid 1 Den duaimg e Hobidsy

Iy present, Players e oue clibs casier, sirnigdter snd longer, They recognizs the difference,

€ THE PRESENTATION: Ginlfticar fiumress twos oo dlinpieys sn well sn extenive prosduct litersiure and wel-sie sioenaion.

« [E SUPPORT: Gokitiusae Iteemaminnal lism Deen e ain infomeeciad and 00oecomd spots o the Gelf e s * SUGGESTED AETAIL PRICE: S 10098/ $-pnachs, $ 40 9% 1 i

ESIS i HOX,

*SUGRESTED RETAIL PRICE: $219.495, lighiwetght grapinte; § 19999, steed

Fot: adtoRER 1498
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GREAT
MOMENTS

WGOLF

A golden era

in golf history
arrived with the
debut of a stocky
amateur named
Jack Nicklaus,
shown here

at Augusta

in 1959.

Hitorec polf

print from

the Ron W,
Collecting are
avintable on
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CALLAWAY

GOLE

Ladies’

A. Great Big Bertha®
TungstensTitanium™ Irons

The most accurate-hitting irons

ever designed at Callaway Golf

* The lowest and deepest sweet spot

of any iron

The unique tungsten inset—

representing 15% of the clubhead

volume but 40% of the weight—keeps

the ciubhead the ideal size and the

center of gravity in the ideal iocation

| iron ~ pitching wedge, approach, sand & lob

wedge in men’s, ladies’ & seniors’ right & left
hand with lightweight steei or graphite shafts.

M-10 Special ~ RCH Series
Lt Wt. Steel 96 Graphite

3-Pliching

Weage 51299.99  51400.00
2-Pitching

Weage 1459.90 1679.99
1, 2 Iron,

Approach, Sand

or Lob Wedge 139.99 219.29

Custom Fit
Options Available

Steethead™
3 Wood

B. NEW Big Bertha®
Steelhead™ Metal Woods

Catlaway’s ‘riendliest and most

Jorgiving stainiess stee! metai wood vet

* Lower center of gravity makes it easier
to get the ball airborne
Clubheads are precisely balanced wizh
stainless steel variadle weight chips
* Ultra-lightweight crown plate allows
for more weight in the body and sote
Featurss "he new Hawk Eye® soie and
" cciusive SZH2® design
with Tru-Bore zechnology
Avaiiable with Memphis 10 stee! shaft
or the new RCH Series 90 graphite shaft
0%, 7°, 87, 9% 10° 11” & 12° driver, 2, 3 Strong
3,4,8trong 4,5, 7,9 & | | wood in men's &
ladies’ right hand. 0°, 10°, 11° & 12° driver, 2,
3.4,5,7 &9 wood in men's & ladies’ left hand.
Memphis
.10 Steel

§:159.99

.

.

Each Wooa

D. NEW Big Bertha® X-12" [rons

The best stainiess steel irons ever

* New unigue ok

* Low center of gravity helps get the ball
airborne. Narrower sole reduces tuf drag

* Patented SZH2~ (Short Suraight

Hollow Hoseli technology transfers

weight 10 the hirting area

Varied 3007 undercut channe! creates

a thinner profile and optimal weighting

it-ayer design increases

an off-center hits

* bore” !
improved stability, feel

| iron - pitehing wedge, approach, sand .

& iob wedge in men's & ladies’ right & left

hand with steel of graphite shafts. Flat,

standard & upright lies available.

M-10  Dynamic Gold  SensiCore  RCH Series
U [kt W Steet  orRifle Steel Steel  Graphite
3...7»355,“,15» Wedze 5599.99 $849.49  $399.99 $ 800,90
2-Pirching Wadge 789.90 249.99  1009.99 1009.90
1, 2 [ron, Approach
Sand or Lok Wedge 99.99 119.99 129.99 129.99
Nothing drives

Gold

New _ower

Prices!
like a

C. Biggest Big Bertha'"
Titanium Drivers
The most forgiving, most effective, most
efforiless driver 1o hit for

* 15% bigger than the Great

Big Bertha® Titanium Driver
* Ulrralight graphite shalt
* Gives golfers more confidence: 213

the ball airborne with more forgiveness
* Drives the ball straighter with ease
6°,7°,8%9° 10° 11° & 12° driver in men’s right
hand. 10°, 11*& 12° driver in ladies’ & seniors’ right
hand. 7°, 9%, 10%, 11° & 12° driver in men’s left hand.
Wirth Ultralight
Craphite Shaft Zall For Price
With RCH Pro Series
Graphite Shaft

Cail For Price

RCH Pro
Series
Graphite
Shafe Ladies’ Goms
10" Driver

i,

[SE IR e

48 pitching, 52+ approach, 56" sand & 60 lob
in men’s righi hand with steel of graphite shaft,
Stainless model with graphiite shaft in men’s
left hand.

M-10  RCH Series
i.i. Wi Steel 9o Graphite

33620 3196.36

12808
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Callaway Steelhead Drivers and
Fairway Woods
¢ Unigue clubhead design
consisting of thrae key
components:
Extremely lightweight, thin
crown
Superstrong, solid face and
lower body
Precision cast, stainless steel
variable weight chip inserted into body
provides an extremely low center of gravity. creating
Callaway's easiest to hit woods ever!
* Large effective hicting area increases

playability from all types of lies
* Hawk Eye sole slides smoothly through

every lie
Available in 6°7°,8°.9°.10°,11°.12° driver; 2,3+,3.4+,
4.5.7.9.11 Woods in Men's RH. Also avaifable in Men's LH and
Ladies’ RH&LH. Memphis 1098 steel or RCH 99 graphite.
Call for Uinta Golf’s price.

Callaway Ultra-Lite Stand

Bags

- 8" stand bag designed by Sun Mountain

- Features a dual-strap system, making it more comfortable
and easier to carry

- Includes graphite shaft protection and zippered rain hood

Uinta Golf’s price was $119.95 Now $92.95

.

Sir Isaac Bags
Two new colors:
French blue. and
black and charcoal
Call for Uinta
Golf’s price.

Medallion Stand Bag
Lightweight and durable, this
bag is perfect for those who
love to walk the course.

Call for Uinta Golf’s price

Ladies’” Gems Bags
Availabie in British Khaki.
and Storm Blue

Call for Uinta

Golf’s price

Callaway
Golf Towel
$10.95

Callaway Little Bertha
lubs

¢ These sets are specially designed for jumor

golfers using the same breaxthrough technolcg,

as Big Bertha products.

+ Clubs are made of the same quality macsrials z
adulc 8ig Bertha products

« Made in two sizes: Medium for kids 40" tc 47
and Tall for kids 4'8" to 52" call

Set includes a Little Bertha Steelhead driver plus
thtee Litde Bertha X-12 :rons {6-iron. 8-iron,

. and wedge) a Little Bertha Putter. and a Little
Bertha logo stand bag.

Call for Uinta Golf’s price.

$16.98

Callaway Hats and Visors

Qv

No one offers a larger inventory at a better vdlue!
Call (801) 487-8233 Toll-free 1-800-444-4880 fax (801) 36645713






DOCKET NO. TM30..~ TRADEMARK

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

Law Office 106 Examiner: Jeffery C. Coward
Applicant: CALLAWAY GOLF COMPANY
Trademark: STEELHEAD
Serial No: 75/389,003
Filed: 11/12/97

DECLARATION

I, Scott Peters, hereby declare as follows:
I am a dealer who sells golf clubs having heads bearing the subject

trademark.

My business address is 290 Plainfield Road

West Lebanon, NH 03784

As a retailer of golf clubs and golf accessories and having been in contact
with 'r‘nany purchasers of golf clubs, state that a substantial number of these purchasers
would recognize the subject mark for a metal wood golf club head, as originating with
Callaway Golf Company, the above-named applicant.

I hereby declare that all statements made herein of my own knowledge are
true and that all statements made on information and belief are believed to be true; and
further that these statements were made with the knowledge that willful false statements
and the like so made are punishable by fine or imprisonment, or both, under Section 1001

of Title 18 of the United States Code and that such willful false statements may

jeopardize the validity of the application or any patent issued th ﬁ
Dated: / %/ 1% 7? By: E;/Q'E 7](
?f% Jaf
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DOCKET NO. TM36.~ _ TRADEMARK

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

Law Office 106 Examiner: Jeffery C. Coward
Applicant: CALLAWAY GOLF COMPANY
Trademark: STEELHEAD
Serial No: 75/389,003
Filed: 11/12/97

DECLARATION

I, Carl Rose, hereby declare as follows:
I am a dealer who sells golf clubs having heads bearing the subject
trademark.

My business address is 1976 South Telegraph Road

Bloomfield Hills, MI 48302

As a retailer of golf clubs and golf accessories and having been in contact
with many purchasers of golf clubs, state that a substantial number of these purchasers
would recognize the subject mark for a metal wood golf club head, as originating with
Callaway Golf Company, the above-named applicant.

I hereby declare that all statements made herein of my own knowledge are
true and that all statements made on information and belief are believed to be true; and
further that these statements were made with the knowledge that willful false statements
and the like so made are punishable by fine or imprisonment, or both, under Section 1001

of Title 18 of the United States Code and that such willful false statements may

jeopardize th% any patent issued thereon.
Dated: C ~ By: /S2-r } ’95
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Steelhead - Worldwide

Year of
Invoice
Date

Sum Qty
Shipped

Sum USD
Extended Net

1998

521888 $79,088,455

1998

521,888 $79,088,455

Year of
Invoice
Date

Sum Qty
Shipped

Sum USD
Extended Net

1999

851954 $124,622,458

1999

851,954 $124,622,458

1,373,842' $203,710,913 |




metals batﬂe

By DOUG FERGUSON
Associated Press Writer

As far as Ely Callaway is con-
cerned, bigger ic Letter

The company that created Big
Bertha, Great Big Bertha and the
Biggest Big Bertha didn’t come up
with something really colossal this
time. But it didn’t exactly downsize,
either.

In a fairway metals market where
shallow-faced ciubs of Orlimar Golf
and Adams Golf have rocketed in
popularity, Callaway stuck to its be-
lief that a larger clubface produces
better results.

Its newest metal wood is the Big
Bertha Steelhead, which replaces the
original War Bird with technology
that Callaway says it has been devel-
oping over the past three years.

The one constant is the clubface,
one-third larger than TriMetals from
Oriimar and Tight Lies from Adams.

“If it is designed properly, then big-
ness is one important factor, particu-
larly when you're talking about ef-
fective size,” said Callaway, the
founder and chairman. “To the de-
gree our clubface is deeper by 30 per-
cent, that is a plus to all golfers.”

The Steelhead features a light-
weight crown plate, which enabled
the head to be slightly larger than
the original War Bird without be-
coming heavier. A weight chip is in-
serted in the sole plate for a low cen-
ter of gravity, which helps get the
ball in the air more consistently.

“A low center of gravity does not
have to mean a shallow face,” said
Richard Helmstetter, Callaway’s
chief of new products. “We swetched
the stainless steel technology some.

Ely Callaway, founder of Callaway
Golf, looks at the new fairway woods
the company introduced recentfy y

We went through a lot of cornpute
work getting the center of grav1ty 4

where we really wanted it.” e
The result? o
“This is the best we've ever made,
Helmstetter said.

The initial feedback could prove to 3
be a much-needed shot in the arm for ;
Callaway, which saw its net income !
plunge 35 percent in the second
quarter

Donald Dve. president and chlef
executive officer, attributed the loss
to the Asian economic crisis, a de-
crease in U.S. consumer demand andi

s of marker share to competitors.

Dxe also sald this was the ﬁrst
vear since 1960 that Callaway did not
have a metal wood ready for the Jan- !

1
uary merchandise show in Orlando i

South Bend, IN

Tribune
Stuth Bend
Mat Ares

Thursday "B 77,082

AUG 27, 1888
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Fla.

“We weren't ready to introduce
this in January We're ready to do it
now,” Dye said at the PGA Champi-
onship, where Callaway first un-
veiled the Steelhead to the public.

“This may not immediately attract
the attention of the public, but it will
be a watershed point in the retail
part of our pusiness.”

So fzi, so good.

According to the Darrell Survey of
clubs used last week on the Senior
Tour, 50 of the 63 Big Bertha fairway
woods in play were the new Steel-
head.

And at the Sprint International on
the PGA Tour, Big Bertha had 63 fair-
way metals, 24 of them the Steel-
head. Orlimar had 32, while Taylor
Made had 18.

“I'm confident that will only
grow,” Callaway said. “It will be
more valid in four or five weeks, be-
cause we’ll have the facts from those
weeks. But the facts on this weekend
are there. It’s been a very dramatic,
very quick acceptance — quicker
than we expected.”

It also gives consumers three very
different options on the market.

Tight Lies is made of stainless
steel and features an inverted club-
head with a tri-level sole plate.

TriMetals also has a shallow face,
but Orlimar touts its multi-material
metals as the real difference — alpha
maraging metal, which is harder
than pure titanium, on the face;
three copper tungsten weights on the
sole plate for a low center of gravity,
and stainless steel for the shell.

Graphite-shafted Steelhead dri-
vers will sell for a suggested retail
price of $275, even lower at some out-
lets. Steel-shafted clubs will retail for

about $195. Steelhead drivers willnot .
be available until October, althotigh |
John Daly got his hands on onafor.‘ '
the PGA Championship. i

“These will be affordable to far :
more people,” Dye said.

Callaway is careful to note that,the
Steelhead replaces the ongmal War ;
Bird, not the titanium in the Ggeat
Big Bertha and Biggest Big Bertha!
Daly caused a stir in Seattle when he
said he was hitting the S-degree
Steethead an additional 20 yards: °

“Goodbye Ti, hello Steel ” Daly
said.

But Callaway said tltamum stﬂl
has its place, particularly with those
players who need the hghtwmght
metal to help them get through the
ball faster.

“If de51gned properly, tlta.mum 1s
very rewarding,”. Callaway saxd.
“The metal itself has real advan-
tages. We've been very successful
and we expect to have a great fumre
But for the stronger players, [ expec*t
the Steelhead will eat mto our tltam
um to a certain extent.”

Of greater concern is how well
Steelhead eats into fairway metals '
market where Orlimar and Adams
have thrived this year. LE

David Braham of World of Go]f
New York said the Steelhead was an
“immediate success.” . i ‘1

“People are very interested im’jt,”!
he said. “Callaway is making signifi-,
cant inroads where they had losf
market shares. That said, it's new. In-|
terest goes to the newest thing on the’
block. i Sh

“The real test w1ll be six months
down the road, when it’s not just a:
novelty but is standing entirely on i 1ts

,1:

merits.”

Ty
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Callaway offers

u Big Bertha Steelheads offer -
average goiter more for less

$t, Paul, MN

Pionaer Prass
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JEFF BABINEAU 0RLANDO SENTINEL

The golf market has been a little stagnant recently, and it

is times such as these that Ely Callaway and Callaway Golf .

usually are scheming to do something. to liven 1t up: o
A hot topic at the recent International PGA Show in Las
Vegas was Callaway's introduction of a line of Big Bertha

stainless steel drivers and fairway metal woods. The line is . -

called Big Bertha Steelhead.

The Steelhead has been designed to repiace the Big Bertha °

Warbird metal-wood line and will be sold alongside the

company’s Great Big Bertha titanjum woods and the Biggest

Big Bertha titanium driver, the latter retailing for about
$400. )

Elv Callaway said golfers will find similar high-
performance characteristics in the new line to the existing. °
Big Bertha line of drivers and fairway woods.

Mainly, the product is a more-forgiving club with a large N
hitting area that allows the average golfer to get a little -

more enjoyment out of his game.

What, then, would be-the big advantage of the Steelhead?

Simple.. Price.
Graphite-shafted Steelhead drivers, already being carried

in goif shops, will carry a suggested retail price of $275, and

some outlets will offer them for less. Steel-shafted Steelhead
clubs wiil retail for about $195.

“Yes, price is the biggest advantage in this product, but
it’s not only about price,” said Bruce Parker. the company’s
president. This is the best product we've ever developed. And

I think it’s important to have a new product right now while '

the market is flat.”

Callaway has targeted two main competitors to wage
battle against in looking to gain a larger piece of the pie in
the metal-wood market: Adams Golf and Orlimar Galf. Both
are smaller companies that have made a significant impact
by introducing shallow-faced fairway metal woods.

Callaway’s philosophy is that woods that are too shallow-
faced and too small are harder to hit, and that’s why the

£t &

Yhie it

R
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SPECIAL TO THE PIONEER PRESS

The Callaway Big Bertha Steelhead line will replace the Big
Bertha Warbird this fail with prices starting at $195. '



Steelhead features a deeper face than its competitors,
providing a larger hitting area.

“We’ve been asked, are you going to make a "hallow-faced
(ciub)? And we say, ‘Ne, we're net,’ ” Callaway
think the shallow face is a design flaw. That’s our opinion.

We have a product w# *hink has none of the negatives of &
- -+ 7 the bag,” Montgomerie said at the PGA Champmnsmp

shallow-faced club, and many new positives.”

The design of the Steelhead also features a lightweight
crown plate that allows for more weight to be distributed at
the bottom of the club. A weight chip is inserted atop the
sole plate, keeping the center of gravity low, which allows a
player to get his shots up into the air.

The weight can be positioned closer to the heel of the club
head on drivers 10 enable a player to better draw the ball
from right to left. And because the club tends to launch the
bail a little higher with less spin, some players are going to
find they can hit it farther.

Dick Helmstetter, the man bekind development of
innovative products at Callaway, said there

said. “We. . :

.Iune and refused to hand 1t back, puttmg ‘e metal w@d - .~

right into his bag. .
“If clubs go further and straghter then I'i put them mj:u

“That’s what I did.”
Because Montgomene is paid to represent Callaway, you - i
would expect tc hear such glowing words. .
“Tm%xs my job, not an amateur career,” Montgomerie
said. “I've got .
mortgages to pay and’
mouths to feed. I'm -
going to use the best !
product available.” ""5*'
Callaway’s )
- Steelhead drivers wﬂl t
range from 6 to 12 - :
degrees of !oft, come *

is a good relationship between the goif
industry and the consumer, with the
industry trying to get a better grasp of

Weight chip to keep the
center of gravity low

in a standard 44-inch -
length, and will be
shipped to pro shops

what today’s player desires.

“For years,” Helmstetter said. “we've
worked on intuition, and not science. Sometimes, going from
difficult to simple is the hard part.”

Colin Montgomerie, who has led the European PGA Tour’s
Order of Merit in each of the past five years, was asked to
try the Steelhead on the practice tee at the U.S. Open in

in early October.
The line of
Steelhead fairway ..
woods ranges from a
2-wood to an w
11-wood.

E—1




4s Show, the International

Was Merely a Short Drive

By MIKE STACHURA

LAS VEGAS, Nev. — [t seems al-
most a city ordinance here that all
things, regardless of their substance
or worth, must be grotesquely large.
Whether it’s hotel casinos, neon signs
or breakfast buffets, nothing can get
away with being low profile.

Stiil, despite having the largest
number of exhibitors in show history,
low profile is precisely what this
year’s PGA International Golf Show
here last week turned out to be.
Whether you were talking about the
popular new style of fairway woods
or the sentiment that kept some m2-
jor manufacturers from exhibiting
at this show at all, almost everything
about golf’s trip to the Strip this year
was decidedly low profile.

Equipment giants like Titleist,
FootJoy, Cobra, Spalding and Etonic
opted out of exhibiting at the indus-
try’s semiannual show-and-tell expo,

.-d was low profile,
rare as a royal flush
in Las Vegas.

as did several mid-range companies
like Ben Hogan Golf, Bridgestone
and PowerBilt. Some had new prod-
ucts they introduced this summer
anyway, like Titleist’s new irons and
PowerBilt’s affordably priced line of
fairway woods, but most did not.
Their decision may have been the
-ight one, as many manufacturers
who did attend were disappointed in
‘he low traffic at this show. There
vas even the sense among some ob-
ervers that the number of major
10lf shows should be limited to one or
1t least that a date change should be
nade for future Las Vegas shows.
Still, the show, which occupied
ome 775,000 square feet (or about 13
sotball fieids) inside the Las Vegas
‘onvention Center once again pro-
ided no shortage of curiosities. The
quipment buzz ran the gamut from
multimetal” clubhead materials
' rhose in the new Liquidmetal
© to the ‘“‘biomagnetic’’ inner-
yes in Florsheim’'s new Magne-
rce spikeless golf shoes.
Ely Callaway, the patriarchical
izard behind Callaway Golf, once
rain could sniile—at the frenzied

Mike Stachura is an associate edi-
w vt TAlf Nivncr

activity around his company’s mam-
moth booth in the center of the show
floor. It was undoubtedly welcome
news after the company’s stock took
a nosedive in midsummer in re-
sponse to gloomy profit forecasts.

The Callaway excitement centered
on its new Steelhead metal wood line,
designed with a lower center of grav-
ity to help players launch their shots
on the proper trajectory. The line
replaces the company’s wildly popu-
lar War Birdline of stainless steel
woods, as well as combats the recent
success that many smaller compa-
nies have had with low-profile fair-
way woods.

Mr. Callaway was happy his com-
pany was nere, almost as happy as
he was that some of his competitors
were not. “We like for our competi-
tors to make mistakes in judgment,’”
he said. “Of course, any well-devei-
oped product can exist without a
show, but [ feel a new product does
better with one than without.”

Some of the compertiticn surely
agreed in their own !ow-profile ways.
The booth at Orlimar, a small North-
ern California-based ciub maker that
struck gold this summer with its
infomercial sensation Tri-Metal line
of fairway woods, was busy as the
company unveiled a new similarly
constructed driver, as well as new
low-slung Tri-Metal irons. And Nike
reintroduced its modified Air Zoom
TW (Tiger Woods) shoe, dropping
the retail price from last year’s $225
to $160.

Most new iron introductions re-
flected a return to simpler looks with
a high-tech twist. Maxfli offered two
blade-like irons, including the sharp-
looking ‘‘tour cavity’’ Revolution
iron, which has been seen in Fred
Couples’s bag of late. Mizuno, the
leading iron company among PGA
Tour piayers, also introduced the
Comp EZ, an'oversized forged iron
that is an extension of its popular T-
Zoid line.

Still, much of the taik centered on
what wasn’t unveiled here. Adams
Golf, whose success story has in-
spired many imitators, extended its
fairway wood line, but there were
rumors that a new driver is in the
works for January’s PGA Merchan-
dise Show in Orlando, Fla. Callaway
Golf, which has spent $130 million in
developing a ball product line, could
be ready for a debut in January, too.
Also lurking in the ball game for an
Orlando rollout is Nike, which has
been showing off its prototypes to
selected parties for the past year.

Keeping a curiously low profile in
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Ely Callaway with his compa.ny’s"l
Steeihead metal woods dxsplayed ¥
3t the laternational show. “sd
ik
had the good fortune tc have its!.
products in the bags of the winners of 1
three of the four majors this year,’
and as a result is selling the most
drivers in stores this summer, ac-+
cording to some surveys. Still, Taylor*
Made had no significant product in-
troductions, aithough it too hz3 been‘
linked with Callaway and Nike aS"
new entrants in the ball game. ""'
Taylor Made’s president, George
Montgomery, suggested titanium’s
popularity may be coming to a close.
“By my count, there have been
about six million titanium drivers @
sold and that's very close to the
number of avid core goifers out;
there,” he said. p

“So there are two,,
avenues you can take. Either lower.,
some of your price points to reat:tx,/1
other golfers — aind you can‘t do
much more with that because titani-
um is such an expensive product toi
work with, or make an effort to dxs-g
cover the next level of innovation.’’g;

The folks at the startup compa.ny
Liquidmetal Golf, think they have;
just that product. Their line of dnvm
ers. irons and putters is constructed
of a special muitimaterial metal al-g
loy that is touted as being twice as#
strong as titanium. Liquidmetal’s
waterfall booth was anything but low:
profile, and so are its economics. Theg
putters will retail for $400, the driv-¢
ers for 3595 and the set of eight xrons
will cost at least $2,000.

But the company president, J’ohn
Hoefflich, doesn’t see anything out of |
touch about the price. “We don’ts
sense any resistance to this price:l
because this is a unique product,” he ;
said. “I think what’s happening 15'1
golifers have decided not to buy any-q
thmg until something better comes :
along. Maybe what they ve been
wairing for is our oroduct.” =l




club
Innovation
is pure
and simple

By Jerry Potter
USA TODAY

Sometimes the simple ideas
reap the most henefits yet take
the longest time to become
reality.

Take the new fairway woods
that have come on the market
in the last year: the Adams
Tight Lies, the Orlimar TriMe-
tal and the Callaway Big Ber-
tha Steeljead,

rough one means or an-
other, they all lower the center
of gravity of the club, in theory
making them easier to hit for
amateur or pro goifers. .

It's basic physics, but why
did it take so long for these
clubs to be developed?

“Why did it take so long to
invent the wheel?” answers
Ely Callaway, founder of
Callaway Golf.

He has a point. The idea of
the wheel is pretty simple.

Yet when the buyers arrive
at the PGA of America’s Inter-
national Goif Show this week-
end in Las Vegas, they might
be ordering these clubs as if
they're the first wheels.

Dick Helmstetter, Cal-
laway’s executive vice presi-

‘dent for new products, has a
little more complicated expia-
nation for the change.

Helmstetter says new mate- -
rials and machines enable
companies to produce better
clubs after research tells them
what makes a ball fly. '

“I's a very complicated
thing,” Helmstetter says. “The
optimum transfer of energy is |
when the center of gravity of
the golf club and the center of

vity of the golf bail are ina
straight line. The pros reach }
that state a lot, but the restof us .,
don't have as much luck.” *

Theodore Jorgensen, a re-
tired physics professor at the
University of Nebraska, says
iv's all marketing.

“The average golfer can im-
prove his game quicker by
improving his swing, rather
than by trying tc find equip-
ment that works better,” says
Jorgensen, author of The Phys-
ics of Golf. )

Apparently, the average
golfer doesn’t agree. The sales
of these fairway woods have
made Adams Goif a public . ;
company, and Oriimar isin the .
process of going pubiic. oy

Callaway has led the indus-
ry in sales, but it's going
through a downturn that its
executives hope will be re-
versed by the sales of the new
Steelhead woods. o

Orlimar is enjoying an explo-
sion in sales that leads 10 this

4

weekend's introduction of _
irons and drivers to go with its -
fairway woods. .

In '97, Orlimar did $1.5 mil- . !
lion in sales. In the first quarter 4
I

of this vear, it did $4.5 million. -

USA Today
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Physics of clubmaking: Callaway
chip at the bottom to lower he Big

The growth was triggered by
an infomercial that has be-
come the Trojan horse that g0t
Orlimar into the market.

“The interesting thing about
our popularity is that we're
winning the Tour wars.” says
Nathaniel Crosby, who neads
Ortimar’s sales force. “We've
doubled the number of piayers
we have using our woods on
the PGA Tour.”

The company was started in

reviseq its design and put a metal

Serna ciud's center of gravity.

1960 by Lou Ortiz, who pro-
duced handmade persimmon
woods that were sold mostly on
the West Coast but were used
by ouring pros.

Eiv Callaway bought one in
:he !ate '60s in Palm Springs.
Calif.. about 20 vears before he
founded his golf company.

“My dad and I are dino-
saurs”” says Orlimar President
Jesse Ortiz. 45."“He used to
make clubs in our garage.”

Trimetais: Orlimar uses stain-
less steel. copper and wngsten.

Lou Ortiz is 73. and his com-
pany outgrew his garage long
ago. The new engine of growth
is the line of fairway woods
made of stainiess steel and
copper tungsten, which. along
with a shallow face. adds
weight to the bottom of the
club.

“The shallow face.” Ortiz
says, “is 10% of the story. The
rest is the way we move the
weight around.”

Adams uses one metal. but it
is a shatlow-faced club with
similar properties.

The Callaway Steelhead,
which was introduced last
week during the PGA Champi-
onship near Seatle, is Ely's
answer to Qrlimar’s contention
that oversized clubs are not
good for fairway woods.

Callaway staff players Colin
Montgomerie and John Daly
used them in the PGA Champi-
onship. Neither won the tour-
nament. but both liked them.

“I'll use any club that heips
me hit the ball farther and
straighter.” says Montgomerie,

who took one from Callaway’s
headquarters in Carisbad,
Calif.

Callaway reversed the de- .
sign of past metal woods, which
were made by welding a sole !
plate to the club’s head.

Callaway made the club-
head open at the top and weid- '
ed a crown plate to it, after
adding a weight chip in the
bottom to lower the center of
gravity while keeping the over-
sized design.

There’'s a lively debate
among evecutives of the com-
panies as (0 which club is best. -

“We've been working on this
club for three years,” Helm-
stetter says, “but we didm't
think of it, and Jesse Ortiz
didn't either. Every club i
Japan is made this way.’

“They designed a  good
club. says Jesse Ortiz, who
tested the Steelhead on Tues-
day. “But there’s no way a
single-metal club can outper-
form a TriMetal because of the
weight propertes of steel.”

They agree that shallow-
faced clubs are better, al-
though they are not as effective
in Auffy lies because the club
goes under the ball. :

Ely Callaway says, “You
can't hit air”

At a suggested retail price of
berween 3200 and $300 a stick,
the question is whether these
clubs. whether Olimar,
Callaway or Adams. are better
than past generations of fair-
way woods.

“absolutely” says Helmstet-
ter, sounding as sure as the guy’
who invented the wheel. -

—_—



Seeking more distance: Calin Montgomerie.

nis cag

o

g PGA Chamoicnship. ‘Il use any

N

By Jant Havnes. Agence = Ince-rrasse

watching a tee shot during a practice round last week, put a Callaway Big Bertha Steehead in

cwo that helos me nit the ball farther and straighter,” says Montgomerie.



attract
golfers.

By Jeff Babineau

OF THE SENTINEL STAFF

stagnant recently, and it is times |
) such as these that. Ely Callaway.
“'and Callaway Goif usually are schem- .
ing to do something to liven it up. .. ,
, A likely hot topic.this week at, the .
y Intemanonal PGA Show in Las Vegas
— the West Coast’s version of the .
merchandise megashow that visits ., ;,
~ Orlando each January — will be Call-
away’s introduction of a line of
Big Bertha stainless
steel drivers and
" fairway metal- —
woods.
The

The golf market has been a. httle )

Metaihead.
Callaway's 8Big

Bertha Steelnead

line, priced to sell
at less than $300
a club. provices a
larger hitting area
because it fea-
tures a ceeper

face than comcet-

itcrs’ crucs.

Orfando, FL
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Y
line is called Big Bertha Steelhead.

.- The Steeihead has been designed
to replace the Big Bertha Warbird
metalwood line and will be sold
‘alongside the company’s Great Big
Bertha titanium woods and the Big-
gest Big Bertha titanium driver, the
latter retailing in the $400-plus range.

Ely Callaway said golfers will find
similar high-performance character-
istics in the new line to the existing

Big Bertha line of drivers and fair-
way woods.

Mainly, the product is a more for-
giving club with a large hitting area
that allows the average Joe to
get a little more enjoyment
out of his game.
What. then, would be
the big advantage of
the Steelhead?
Simpie. Price.
- Graphite-shafted
Steeihead drivers, al-
ready being carried in
goif shops. will carry a
suggested retail price
of 3273, and some out-
lets will orfer them for
less. Steel-sharted Steel-
head clubs will retail for
about 3195.
“Yes. price is the big-
gest advantage in this
product. but it’s not only
about price.” said Bruce
Parker. the company’s presi-.
dent. This is the best product
we've ever developed. And I
think it’s important to have a
new product right now while the
market is flat.”

- Callaway has targeted two main
competitors o wage battle against in
looking to gain a larger piece of the-
pie-in the metalwood market: Adams
Golf and Qriimar Golf. Both are
smaller companies that have made a
significant impact by introducing
.shallow-faced fairway metalwoods.

Callaway’s own philosophy is that
woods that are tco shallow-faced
and too small are harder to hit, and

that's why the Steelhead teatures a
deeper face than its competitors,
providing a larger hitting area.
“We've been asked. are you
going o make a shallow-faced .
{club]? And we say, 'No we're

not,’ Ca.llaway said. “We think the 1~
shallow face is a design flaw. We have
a product we think has none of the }*
negatives of a shallow-faced club, and

many new positives.” ;

The design of the Steelhead also
features a lightweight crown plate
that allows for more weight to be d.ls
tributed at the bottom of the club. A
weight chip is inserted atop the sole,
plate, keeping the center of gravity
low, which allows a player to get his
shots up into the air.

The weight can be positioned clog: -
er to the heel of the club head on.
drivers to enable a player to better
draw the ball from right to left. And .-
because the club tends to launch the
ball a little higher with less spin,
some players are going to find they
can hit it farther.

Dick Helmstetter, the man behmd

development of innovative products
at Callaway, said the relationship be-
tween the golf industry and the con-;,
sumer is alwavs ongoing, with the in-
dustry forever trving to get a better :
grasp of what today’s player desires. :

“For vears.” Helmstetter said,
“we’ve worked on intuition, and not :
science. Sometimes, going from diffi-
cult to simple is the hard part.”

Colin Montgomerie, who has led ;
the European Tour’s Order of Merit .
in each of the past five years. was
asked to try the Steelhead on the
practice tee at the U.S. Open in June
and refused to hand it back. putting
the metalwood right into his bag.  :

“If clubs go further and straighter;
then I'll put them into the bag,”
Montgomene said at last week’s PGA
Championship. “That’s what I did.”

Because Montgomerie is paid to
represent Callaway, you'd expect to %
hear such glowing words. '

“This is my job, not an amateur
career.” Montgomerie said. “I've got %
mortgages to pay and mouths o feed:*:
I'm domg to use the best product \
available.” ;

Callaway’s Steelhead drivers will , d
be made ranging from 6 to 12 de- g
grees of lort. come in standard +4-
inch length and will be shipped to
pro shops in early October.

The line of Steelhead fairway N
woods ranges {rom a 2-wood t0 an 11~
wood.
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.. By Bruce V. Bigelow ) -
B OSTAFPWRITER- 1 w
. |} nashot from the financial rough, Calla-
’ way Golf has unveiled a new line of stain-
B less steel'woods — the first full line of
. metal woods the Carlsbad company has in- -
.froduced since 1995. - AR
"~ Chairman Ely Callaway displayed the new
. Big Bertha.“Sceelhead"met‘aL woods yester-
... day at the Sahal€e Country Club near Seat- -
.. tle, where players have gathered for today’s -
" start of the PGA’ Championship. Callaway’s
announcement also precedes next week’s -~ -
‘ opening’of the'1998 PGA International Golf
> gOhow inLas Vegas: 3o i

LAY D

also bore financial significamce; 5355 &

“It was needed — the stock isat‘$12a :
share,” said Pauf Saunders, president'of™
ParVaiu, a Carlsbad-based newsletter that
follows the golf industry. Callaway shares
have tumbled two-thirds from apeakof "
$38.50 in June 1997, =" =i AT gmin

The company has suffered‘frefméconomic
turmoil in Asia, which acéourits for roughlya.
quarter of Callaway sales, and increasing
competition from U.S. competitors. ::

While Callaway’s announcement was, wel-
comed by analysts, it failed‘to Lift the compa-
ny’s stock price yesterday, which climbked
only 6.25 cents to close at $12 a share in be-
low-average trading of 756,000 shares on
the New York Stock Exchange.
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257 People dgn{tfifn?w.wﬁethezthe clubs are
at %lo sell or not,” Saunders.explained,
Béth BirfiSor; an analyst with Chicago-
£ bas'ﬁABNAMRO Inc:;said yesterday’ S an=
Jynounieement was “a positive step. .. buti
Z5teerns of gaimiing overall growth in metal
“?'wﬁ?fé. I'think their Titanium clibs need a
HETR to DS NOS
““3Callaway said the Steelhead lirie would




The current golf
war is taking place .
on the fairways
across America.
Manufacturers
want you to use
their fairway
woods. And they’re
.trying different
styles to get your
attentzon

By PAUL GIORDANO
Courier-Post Staff

Quietly, like a greaf wedge
shot. slicing through the grass
and .lofting, the ball toward the

flag, there’s.a marketplace tug of .

war going on among fairway

metal wood golf club manufac-
turers. .

For. example qﬂgway saw’ n:s
net income plunge 55 percent
during the second quarter of
1998, due a great deal to fairway
metal wood success of shallow-
faced clubs such as Tight Lies
from Adams and TriMetals from
Orlimar.

“Callaway doesn’t like market-
place tug of wars.

So, to meet the competition
and fight back to regain . its
| share/control of the marketplace
" Callaway has come out with its
line of Big Bertha
Metal Woods.
through-11-wood, replaces its
.original War Bird. The one
constant is the clubface, one-
third larger than TriMetals from
Orlimar and Tight Lies from
.Adams. LR
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The Steelhead features a
lightweight crown plate, which
enabled the head to be slightly
larger than the original War Bird
without becoming heavier. A
weight chip is inserted in the
sole piate for a low center of.
gravity, which helps get the ball
in the air more consistently.

There’s also a “Hawk Eye”w‘

sole, with a convex design to
push the turf down thmugh
impact. -

less steel and features an inver-

ted clubhead w1th, a: tn—level sole P

plate. Fade i, ‘
TriMetals also has a shalIow

face, but Orlimar touts its multi- -

material metals as the real
difference . alpha. maraging

metal, whxch is harder than pure

titanium, -on  the face; three
copper tungstem weights on the
sole plate for a low center of
gravity, and stainless steel for

the shell. :
“They (Callaway) actually
moved the center of gravity

lower, with a larger hitting area,”

Chris O’Brien, general manager

of Golfsmith Golf Center in’
Moorestown said, pointing to the
face of a Steelhead -5-wood.

“Callaway wants to get more:~

of the face on the golf ball, which

N Y -

~Tight Lies is- made of stam-
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. _ - By Dave Martin, Associated Press ,
New addmons: Ely Cailaway shows off his company’'s new steelhead fairway woods, which
replace nis War Bird brand. They get more clup surface on the dall in the fairway. .



_helps eliminate pop-ups that are
‘common with shallow-faced met-
al woods. That’s the basic differ-

ence between the Steelhead and -

the clubs by Adams and Orlimar.
“We'll be getting the driver in
sometime in October. It works on
the same principle. What they
are doing is making it easier for
tl_le' golfer to-get the ball into the
air

Golfsmith has the Steelhead
woodS (graphite shaft) priced at
$239. Tight Lies go for $199.95
and Orlimar at $269.95. .
.. Thus, the tug of war for the
golfer’s equipment “dollar turns
another chapter. - -

- For the recreational golfer, tug
of war is good. Tug of war can
and will transiate into some
pretty good buys very soon.

Although many weekend rec-
reational golfers . have already
laid the clubs down for the

season and picked up the remote

control and a six pack or two for -

those other weekend pastimes,

there’s. some pretty good buys .
out there right now for next :

season, and/or for some early
Christmas shopping if said goifer
wants to shop around.

“Clothing is real good now,”
O’Brien said. “Shirts, outer wear,
long sleeve golf shirts. And with
companies coming out with new
lines of clubs, there’s some pretty
good buys on drivers, wedges and
some putters.”

Golfsmith has the Wilson '

Inzex graphite driver selling for
$79. It has been priced at over

$100: A Wilson graphite wedge is. :
" irons:" Their -graphite irons are

going for $29.95, down from
$59.99 and a Zebra putter can be
stroked for $59.95, down fro
$79.95. ’

It is also a good point in time
to have your clubs repaired and

regripped. .. : : )
And at Somerton Springs on
Haddonfield Rd., a couple more
pocket birdies were found. :
~“Now could be a pretty good
time- to ‘buy,” Somerton Springs

" salesperson. Dave Cinalli said.

“Some ‘manufacturers have . had

down years ... . and it’s the end of

season. Combined, that does

make for some good savings.”
ike?

“Callaway’s War Birds (driv-
ers) are $169,”. Cinalli said.
“Last year they were around
$200.. Iron-wise? Probably right
now Lynx. Graphite, $562 for a’

* set of irons that were $750. Top

Flite is another one with their

$699, down from $899; steel $499,
down from 3$699.

“Now’s a good time to think
ahead to next spring and get’
some good buys.” .
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
AMENDMENT TO ALLEGE USE UNDER 37 CFR 2.76

(With Declaration) A A
Name of Applicant: CALLAWAY GOLF COMPANY 08-16-1999
Serial Number: 75/389,003 U.S. Patent & TMOfc/TM Mail Ropt Dt. #54
‘Trademark: STEELHEAD

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS

Applicant requests registration of the above-identified trademark in the United States Patent and Trademark
Office on the Principal Register established by the Act of July 5, 1946 (15 U.S.C. 1051 et. seq., as
amended). Three specimens per class showing the mark as used in commerce are submitted with this

amendment.

0 Check here if a Request to Divide under 37 CFR 2.87 is being submitted with this amendment.

(Note: Goods listed above may not be broader than the goods identified in this application currently)
Date of first use of the mark in commerce which the U.S. Congress may regulate:. NO LATER THAN 8-12-98

Specify type of commerce:

™ interstate commerce. O commerce with the United States.
(1 territorial commerce. 0 commerce between the United States and
1 foreign commerce. a

Date of first use anywhere (the same as or before use in commerce date): NO LATER THAN 8-12-98

TIO4/REVO4
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The trademark is used by applying the mark:

To the goods

To containers for the goods

To literature accompanying the goods
To displays associated with the goods

To tags or labels affixed to the goods

00000 X

DECLARATION
I, the undersigned authorized signatory of Applicant, being hereby warned that willful false statements and
the like so made are punishable by fine or imprisonment, or both, under Section 1001 of Title 18 of the United
States Code, and that such willful false statements may jeopardize the validity of the application or any
resulting registration, declare that | am properly authorized to execute this Amendment to Allege Use on behalf
of the Applicant; | believe the Applicant to be the owner of the trademark sought to be registered; the
trademark is now in use in commerce; and all statements made of my own knowledge are true and all

statements made on information and belief are believed to be true.

Address all future correspondence to:

JOSEPH H. LEE

CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD

CARLSBAD, CALIFORNJA 92008-8815

Dated: DECEMBER 16,1998 By: W &M '

%{EVE}N C. MCCRACKEN
EXECUTIVE VICE PRESIDENT,
CHIEF LEGAL OFFICER
AND SECRETARY
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| certify that this document and fee is being deposited
on #1798 /5 7 ~9f with the U.S. Postal Service
"Express Mail Post Office to Addressee" service under 37
CFR. 1.10 and is addressed to the Assistant
Commission for Trademarks 2900 Crystal Drive,

Signature of Persan Matlmg Correspondence

SUSAN A. ESTRADA

Typed or Printed Name of Person Mailing Correspondence

EL042170235US

"Express Mail" Mailing Label Number




IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
POWER OF ATTORNEY (and REVOCATION OF PREVIOUS POWER OF ATTORNEY)
Docket No.
TM3029

Name of Applicant: CALLAWAY GOLF COMPANY
Address of Applicant: 2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815

Trademark: STEELHEAD

Serial No., if Any: 75/389,003

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS

The Assistant Commissioner for Trademarks
2900 Crystal Drive
Arlington, Virginia 22202-3513

Honorable Sir:
| hereby appoint:

MICHAEL A. CATANIA

REG. NO. 36,474

CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD

CARLSBAD, CALIFORNIA 92008-8815
TELEPHONE: (760) 930-8493

FACSIMILE: (760) 930-5019

E-MAIL: MIKECA@CALLAWAYGOLF.COM

as principal attorneys to prosecute this application, to transact all business in the Patent and Trademark
Office connected therewith and to receive the Registration Certificate if one should issue. Applicant hereby

revokes all previous powers of attorney associated with this application.

Please direct all future correspondence to: By: //%" - ,\__5_,./&/

MICHAEL A. CATANIA STEVEN C. MCCRACKEN
CALLAWAY GOLF COMPANY EXECUTIVE VICE PRESIDENT, CHIEF
2285 RUTHERFORD ROAD LEGAL OFFICER AND SECRETARY

CARLSBAD, CALIFORNIA 92008-8815
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Chief of New Products Richard Helmstetter’s
Vision: To create truly new and different Big
Bertha stainless steel metal woods with a lower

center of gravity to deliver a better trajectory and

more forgiveness.

The Shaft. One of the striking aspects
of the Big Bertha Steelhead Metal
Woods are the RCH Series 99
shafts. Available in Light, Regular,
Firm and Strong Flexes, and

Ladies’ Gems.

Big Bertha

STEELHEAD

The Big Bertha Steelhead

Driver is available in lofts

starting at 6 degrees.
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The Shaft. One of the striking aspects
of the Big Bertha Steelhead Metal
Woods are the RCH Series 99
shafts. Available in Light, Regular,
Firm and Strong Flexes, and :
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Vision: To create truly new and different Big
Bertha stainless steel metal woods with a lower
center of gravity to deliver a better trajectory and

more forgiveness.
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Exhibit B

Domestic Sales of Steelhead™ Clubs



Steelhead - USA

IUNITED STATES |
8/4/98 BIG BERTHA STEE " $64,514
8/5/98 BIG BERTHA STEEL HEAD 201 $23,055
876798 BIG BERTHA STEEL HEAD 236 $24,708
877198 BIG BERTHA STEEL HEAD 3109 $492.600
8/10/98 _ |BIG BERTHA STEEL HEAD 1613 $257,030
8/11/98 __|BIG BERTHA STEEL HEAD 2925 $464,632
8/12/98 _ |BIG BERTHA STEEL HEAD 1867 $304 887
8/13/98 _|BIG BERTHA STEEL HEAD 2653 $736.137
8/14/98  |BIG BERTHA STEEL HEAD 1969 $321.861
8/15/98 _|BIG BERTHA STEEL HEAD 2885 $452,615
8/16/98 __|BIG BERTHA STEEL HEAD 2248 $364,928
8/17/98  |BIG BERTHA STEEL HEAD 2870 $811.272
8/18/98 _ |BIG BERTHA STEEL HEAD 753 $121,004
8/19/98 _|BIG BERTHA STEEL HEAD 3262 $521,439
8/20/08 _|BIG BERTHA STEEL HEAD 2407 $394,035
82198 |BIG BERTHA STEEL HEAD 3744 $614,663
8/22/98 __ |BIG BERTHA STEEL HEAD 3657 $564,122
8/23/98 _ |BIG BERTHA STEEL HEAD 263 $40,237
8/24/98 _|BIG BERTHA STEEL HEAD 2874 $450,586
8/25/98  |BIG BERTHA STEEL HEAD 3686 $593,407
826198 |BIG BERTHA STEEL HEAD 2870 $471,501
8/27/98  |BIG BERTHA STEEL HEAD 3345 $540,639
8/28/08 _|BIG BERTHA STEEL HEAD 2746 $437,657
8/29/98 |BIG BERTHA STEEL HEAD 3191 $503,929




8/30/98

BIG BERTHA STEEL HEAD 77 $12,275
8/31/98 BIG BERTHA STEEL HEAD 5543 $885,273
9/1/98 BIG BERTHA STEEL HEAD 2915 $465,506
9/2/98 BIG BERTHA STEEL HEAD 3566 $571,014
9/3/98 BIG BERTHA STEEL HEAD 2407 $390,576
9/4/98 BIG BERTHA STEEL HEAD 1991 $322,606
9/8/98 BIG BERTHA STEEL HEAD 1825 $291,878
9/9/98 BIG BERTHA STEEL HEAD 2300 $370,796
9/10/98 BIG BERTHA STEEL HEAD 1929 $302,684
9/11/98 BIG BERTHA STEEL HEAD 4065 $636,488
9/14/98 BIG BERTHA STEEL HEAD 3643 $581,465
9/15/98 BIG BERTHA STEEL HEAD 4244 $677,834
9/16/98 BIG BERTHA STEEL HEAD 2886 $458,357
9/17/98 BIG BERTHA STEEL HEAD 3235 $517,586
9/18/98 BIG BERTHA STEEL HEAD 1828 $291,012
9/19/98 BIG BERTHA STEEL HEAD 134 $21,903
9/21/98 BIG BERTHA STEEL HEAD 3515 $558,479
9/22/98 BIG BERTHA STEEL HEAD 3561 $553,131
9/23/98 BIG BERTHA STEEL HEAD 1644 $258,642
9/24/98 BIG BERTHA STEEL HEAD 2887 $456,950
9/25/98 BIG BERTHA STEEL HEAD 4843 $761,921
9/26/98 BIG BERTHA STEEL HEAD 2 $210
9/28/98 BIG BERTHA STEEL HEAD 3054 $482,627
9/29/98 BIG BERTHA STEEL HEAD 5866 $936,034
9/30/98 BIG BERTHA STEEL HEAD 5976 $951,345
10/1/98 BIG BERTHA STEEL HEAD 3048 $483,757
10/2/98 BIG BERTHA STEEL HEAD 4140 $645,975
10/5/98 BIG BERTHA STEEL HEAD 4020 $645,662
10/6/98 BIG BERTHA STEEL HEAD 2022 $320,311] -
10/7/98 BIG BERTHA STEEL HEAD 2058 $324,913
10/8/98 BIG BERTHA STEEL HEAD 2494 $385,196
10/9/98 BIG BERTHA STEEL HEAD 2993 $469,023
10/11/98 BIG BERTHA STEEL HEAD 16 $2,428




10/12/98 BIG BERTHA STEEL HEAD 2121 $341,506
10/13/98 BIG BERTHA STEEL HEAD 2030 $324,111
10/14/98 BIG BERTHA STEEL HEAD 2334 $364,575
10/156/98 BIG BERTHA STEEL HEAD 2770 $447,809
10/16/98 BIG BERTHA STEEL HEAD 3206 $493,949
10/19/98 BIG BERTHA STEEL HEAD 4410 $683,620
10/20/98 BIG BERTHA STEEL HEAD 2902 $467,390
10/21/98 BIG BERTHA STEEL HEAD 3311 $536,670
10/22/98 BIG BERTHA STEEL HEAD 3281 $515,959
10/23/98 BIG BERTHA STEEL HEAD 4083 $630,921
10/25/98 BIG BERTHA STEEL HEAD 2 $196
10/26/98 BIG BERTHA STEEL HEAD 2705 $427,727
10/27/98 BIG BERTHA STEEL HEAD 4256 $683,654
10/28/98 BIG BERTHA STEEL HEAD 5399 $852,471
10/29/98 BIG BERTHA STEEL HEAD 5124 $782,854
10/30/98 BIG BERTHA STEEL HEAD 3919 $601,711
10/31/98 BIG BERTHA STEEL HEAD 1347 $206,315
11/2/98 BIG BERTHA STEEL HEAD 3587 $569,486
11/3/98 BIG BERTHA STEEL HEAD 5654 $873,743
11/4/98 BIG BERTHA STEEL HEAD 7995 $1,274,658
11/5/98 BIG BERTHA STEEL HEAD 4932 $777,712
11/6/98 BIG BERTHA STEEL HEAD 5490 $876,580
11/9/98 BIG BERTHA STEEL HEAD 4947 $779,409
11/10/98 BIG BERTHA STEEL HEAD 4556 $721,460
11/11/98 BIG BERTHA STEEL HEAD 4540 $740,620
11/12/98 BIG BERTHA STEEL HEAD 5151 $804,823
11/13/98 BIG BERTHA STEEL HEAD 3856 $609,656
11/15/98 BIG BERTHA STEEL HEAD 26 $4,427
11/16/98 BIG BERTHA STEEL HEAD 1512 $230,306
11/17/98 BIG BERTHA STEEL HEAD 2936 $465,084
11/18/98 BIG BERTHA STEEL HEAD 2659 $416,799
11/19/98 BIG BERTHA STEEL HEAD 3231 $511,646
11/20/98 BIG BERTHA STEEL HEAD 5132 $809,961




11/21/98 BIG BERTHA STEEL HEAD 258 $39,563
11/23/98 BIG BERTHA STEEL HEAD 2209 $347,106
11/24/98 BIG BERTHA STEEL HEAD 2268 $360,838
11/25/98 BIG BERTHA STEEL HEAD 2968 $463,658
11/30/98 BIG BERTHA STEEL HEAD 3113 $479,811
12/1/98 BIG BERTHA STEEL HEAD 2786 $441,878
12/2/98 BIG BERTHA STEEL HEAD 5042 $795,029
12/3/98 BIG BERTHA STEEL HEAD 3860 $598,538
12/4/98 BIG BERTHA STEEL HEAD 4250 $676,492
12/7/98 BIG BERTHA STEEL HEAD 3765 $600,435
12/8/98 BIG BERTHA STEEL HEAD 3810 $589,902
12/9/98 BIG BERTHA STEEL HEAD 2662 $419,273
12/10/98 BIG BERTHA STEEL HEAD 2400 $354,086
12/11/98 BIG BERTHA STEEL HEAD 2258 $335,549
12/14/98 BIG BERTHA STEEL HEAD 803 $122,146

total:| 316,436 $50,077,518







Exhibit C

Print and Advertising Expenses for Steelhead™ Clubs



Summary Charges by Product
Issue/Airing/invoice Dates 1/1/98 - 3/1/99

16-Dec-98
Product Print Production  Print insertion Print Total TV Production TV Traffic TV Total Product Total % of Total

Big Bertha Fairway Woods $0.00 $0.00

Big Bertha irons $305.00 $305.00 $239,354.05 $239,354.05 $239,659.05 1.89%

Big Bertha Metal Wood-Origin $0.00 $0.00

Biggest Big Bertha $51,942.92 $1,607,373.68 $1,659,316.59 $4,421,272.94 $4,421,272.94 $6,080,589.54 47.85%

Bobby Jones Putter Series $4,245.00 $40,808.34 $45,053.34 $0.00 $45,053.34 0.35%

Divine Nine $0.00 $0.00

GBX Irons $13,058.58 $136,061.89 $149,120.47 $333,219.85 $333,219.85 $482,340.32 3.80%

Great Big Bertha Driver $14,937.42 $348,905.03 $363,842.45 $1,716,100.71 $1,716,100.71 $2,079,943.16 16.37%

Great Big Bertha Fairway Woo $0.00 $0.00 $0.00 $0.00 0.00%

Heavenwood $0.00 $0.00

Las Vegas Golf Center $59,318.94 $59,318.94 $0.00 $59,318.94 0.47%

Little Bertha Irons $3,518.00 $88,836.94 $92,354.94 $0.00 $92,354.94 0.73%

Little Bertha Woods $3,518.00 $88,836.94 $92,354.94 $0.00 $92,354.94 0.73%

S2H2 Metal Woods $0.00 $0.00

Steelhead Driver $17,307.33 $742,231.66 $759,538.99 $49,385.78 $49,385.78 $808,924.78 8.37%

Steelhead Fairway Woods $14,522.33 $540,599.41 $555,121.74 $237,185.40 $237,185.40 $792,307.14 6.24%

Tour Series Wedges $160.83 $5,336.98 $5,497.81 $0.00 $5,497.81 0.04%
808:924.74 4 .

+

792,307 14
02

1°60152371.95
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YOU CAN'T SEE THE
LOWERED CENTER
OF GRAVITY
INSIDE THE NEW
BIG BERTHA
STEELHEAD DRIVER
AND FAIRWAY
WOODS...

BUT YOU
WILL FEEL IT. _

RICHARD C. HELMSTETTER,

Senior Executive Vice President and Chief of New Golf Club Products
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Little effective hitting area above the center of grovity
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Big Bertha

STEELHEAD

How did some of the makers of shallow-faced woods get the center of gravity so a\‘aw
low in their golf clubs? Real simple. They just chopped the top off of the clubhead. GOLF

We found a better way without giving up a 30% larger, and much more forgiving The World’s Favorite Golf C|ubm

5 Rutherford Road, Carlsbad, CA 92008 # (800) 228-2767
[n California, call: (760) 931-1771 ¢ [n Canada, call toll-free: (800) 361-5678
Call us. We'll tell you who carries Callaway golf clubs in your area.

hitting area. We took weight from the top of the club and moved it to the bottom.

You can't see the lowered center of gravity inside the new Big Bertha Steelhead www.callawaygolf.com

Driver and Fairway Woods, but you will feel it. away
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Introducing

b

Big Bertha

STEELHEAD

Crown Plate
(very lightweight)

Heavy Weight Chip
(variable)

Body
(relatively heavy)

Q. Why did you replace the best-

ever made, Big Bertha War Bird®
Metal Woods?

golfer. The Big Bertha Steelhead Metal Woods are the

them. You will sce, feel and hear why.

BOTTOM

TOP

selling stainless steel metal woods

A. Because we know we have a better product in the Big Berth:
Steelhead Metal Woods. They're a significant improvement. A
Callaway Golf, we think the Big Bertha trademark stands for :
continuing tradition of making golf more enjoyable for the averag

mos

forgiving stainless steel woods we have ever developed. Try




Q. Is this your attempt fo come up
with a shallow-faced metal wood?

A. No. We wanted to increase the average golfer’s chances for a
better shot from a great variety of lies. We don't think shallow-
faced woods do that as well as our new Big Bertha Steelhead
Metal Wood design.

Q. What is new and different
about this Big Bertha Steelhead
Metal Wood design?

A. Each clubhead is a unique design made of three different parts:
1. An extremely lightweight, very thin crown plate. 2. A super-
strong, solid face and lower body with varied thicknesses.
3. A precision-cast, stainless steel variable weight chip that is
individually inserted into the body to create the exact weight and
ensure the right inertial properties.

This unprecedented design concept gives us clubs that are superior
0 all other steel metal woods - the new Big Bertha Steelhead Drivers

ind Fairway Woods.

Larger Effective T
Hl"lng Area
1) (3% of the Foce)

Much Lower
Center of Gravity ‘

Big Bertha Steelhead 3-wood
There is more effective hitting area above the center of gravity.

SN
’1<’ '“’M\;?‘}‘ Smaller Effective
4 'Mff f{‘kﬁ(. \ Hitting Area

N‘Q (34% of he Face)

Center of Gravity

Competitor’s Shallow-Faced 3-wood
Less effective hitting area above the center of gravity.

tTHA STEELHEAD
RWAY WOODS.

Q. Why is a large hitting area
useful to the average golfer?

A. Because most of us really do need the additional forgiveness
J o
provided by a larger hitting area. Besides that, we don’t want to see
golfers hitting pop-ups from the rough, something that often
happens with shallow-faced metal woods, in our experience.
P

Q. What makes the Big Bertha
Steelhead Metal Woods befter than
shallow-faced woods?

A. Three things: First, the design gives you the greatest amount of
weight in the lower portion of the clubhead. Second, the center of
gravity is the lowest on any metal wood design we have tested
thus far. Third, these two features together, combined with the large
effective hitting area above the center of gravity, create the most
forgiving stainless steel metal wood ever. Most golfers will
successfully get the ball airborne with less effort and will enjoy a
better feel and an unusually pleasing sound.

Q. Why does the sole look different
from the War Bird sole?

A. Our new Hawk Eye” sole is the result of what we learned in the
five years since we designed the War Bird sole. You'll notice it is
convex instead of concave, to push the turf down more effectively
through impact. It also has a softer leading edge and more bounce
to slide smoothly through every lie. We called it the “Hawk Eye”
because it looks like a hawk’s head in profile.

\lalu
&%OLF

The World's Favorite Golf Club”

2285 Rutherford Rood, Corlsbad, CA 92008 # (800) 2282767
In California, call: (760) 931-1771 » In Canad, coll tollfree: (800) 361-5678
Coll us. We'll tell you who corries Calloway Golf Clubs in your oreo.

winw callowaygolf.com

Collowoy®, Big Bertho®, War Bird®, Steelhead", Hawk Eye® ond
The Waorld's Favorite Golf Club™ ore trodemarks of Callaway Golf Company.
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NOTHING ABOUT
THE NEW
BIG BERTHA

STEELHEAD

DRIVER AND

FAIRWAY WOODS
IS SHALLOW.




Performance runs deep inside the new

Big Bertha Steelhead Metal Woods. From the

Crown Plate

large, effective hitting area to the lower center (very lightweigh)

of gravity, the Big Bertha Steelhead design not

only beats our own, best-selling original stainless

steel Big Bertha War Bird® Woods. It also beats shallow-
Heavy Weight Chip

(variable)

faced woods shot after shot—off the tee, out of the rough and
off the fairway.
inside each clubhead is Callaway Golf's stainless steel variable weight

chip that lowers the center of gravity, allowing you to get the ball airborne

Body

(relatively heavy)

with the greatest ease and forgiveness. Test the performance for yourself il i,

Waty,, .
Coolr?

The World's Favorite Golf Club”

2985 Rutherford Road, Carlsbad, CA 92008 + (800) 228-2767
In California, call: (760) 931-1771 # In Canada, call toll-ree: (800) 361-3678
Call us. We'll tell you who carries Callaway go|ilc|ul)s in your area.

www.callawaygolf.com

Callaway®, Big Bertha®. WarBird® Steclhead™ and The World’s Favorite Golt Club™ are trademarks of Callaway Golf Company.
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Introducing

HE NEW BIG B

Big Bertha

STEELHEAD

Crown Plate N
(very lightweight) variable
the body
inertial py

Heavy Weight Chip

{variable) This unp

Body
(relatively heavy)

Q. Why did you replace the
best-selling stainless steel metal
woods ever made, Big Bertha
War Bird® Metal Woods?

A. Because we know we have a better product in the
Big Bertha Steelhead Metal Woods. They're a significant
improvement. At Callaway Golf, we think the Big Bertha
trademark stands for a continuing tradition of making golf
more enjovable for the average golfer. The Big Bertha
Steelhead Metal Woods are the most forgiving stainless
steel woods we have ever developed. Try them. You will
see, feel and hear why.




IRWAY WOODS.

Q. Is this your attempt to
come up with a shallow-faced
metal wood? :

A. No. We wanted to increase the average golfer’s chances
for a better shot from a great variety of lies. We don’t think
shallow-faced woods do that as well as our new Big Bertha
Steelhead Metal Wood design.

Q. What is new and different
about this Big Bertha Steelhead
Metal Wood design?

A. Each clubhead is a unique design made of three different
parts: 1. An extremely lightweight, very thin crown
plate. 2. A superstrong, solid face and lower body with
varied thicknesses. 3. A precision-cast, stainless steel
variable weight chip that is individually inserted into
the body to create the exact weight and ensure the right
inertial properties.

This unprecedented design concept gives us clubs that are
superior to all other steel metal woods — the new Big Bertha
Steelhead Drivers and Fairway Woods.

Larger Effective
Hitting Area
(53% of the Face)

Much Lower
Center of Gravity

Big Bertha Steelhead 3-wood
There is more effective hitfing area above the center of gravity.

Smaller Effective
Hitting Area

m (34% ofth Fore)

Center of Gravity 4 .

Competitor’s Shallow-Faced 3-wood
Less effective hitting area above the cenfer of gravity.

Q. Why is a large hitting area
useful to the average golfer?

A. Because most of us really do need the additional
forgiveness provided by a larger hitting area. Besides that,
we don’t want to see golfers hitting pop-ups from the
rough, something that often happens with shallow-faced
metal woods, in our experience.

Q. What makes the Big Bertha
Steelhead Metal Woods better
than shallow-faced woods?

A. Three things: First, the design gives you the greatest
amount of weight in the lower portion of the clubhead.
Second, the center of gravity is the lowest on any metal
wood design we have tested thus far. Third, these two
features together, combined with the large effective hitting
area above the center of gravity, create the most forgiving
stainless steel metal wood ever. Most golfers will
successfully get the ball airborne with less effort and will
enjoy a better feel and an unusually pleasing sound.

Q. Why does the sole look
different from the War Bird sole?

A. Our new Hawk Eye® sole is the result of what we learned
in the five years since we designed the War Bird sole. You’ll
notice it is convex instead of concave, to push the turf
down more effectively through impact. It also has a
softer leading edge and more bounce to slide smoothly
through every lie. We called it the “Hawk Eye” because it
looks like a hawk’s head in profile.

The World's Favorite Golf Club

2285 Rutherford Rood, Carlsbad, CA 92008  (800) 2282767
In Californio, coll (760) 931-1771 e In Canade, coll tolfree: (800) 36)-5678
v collowaygolf.com
Collowoy®, Big Bertha®, War Bird®, Steehhead”, Howk Eye® ond
The World's Fovorite Golf Club™ ore trademarks of (ollaway Golf Compony.







YOU CAN'T SEE THE LOWERED CENTER OF GRAVITY
INSIDE THE NEW BIG BERTHA STEELHEAD
DRIVER AND FAIRWAY WOODS...

Big Bertha

STEELHEAD

Crown Plate How did some of the makers of shallow-faced

igh

= woods get the center of gravity so low in their

golf clubs? Real simple. They just chopped the

top off of the clubhead.

We found a better way without giving up a The World's Favorite Golf Club”

larger, forgiving hitting area. We took weight from 285

4, CA 92008  (800)

call toll-free: (800) 361

ifornia, call: (7

the top of the club and moved it to the bottom. Cillus We
all us. Well

Golf Clubs in vour area
You can't see the lowered center of gravity
inside the new Big Bertha Steelhead Driver and

Fairway Woods, but you will feel it. o oA Al Ao
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Big Bertha

| STEELHEAD

Take a look at this diagram
showing the inside of our
new Big Bertha Steelhead
Metal Woods. Each clubhead
is a unique design made of
three parts: a lightweight,
very thin crown plate; a
superstrong face and lower
body; and a precision-cast,
stainless steel variable

weight chip. These features

give the Big Bertha
Steclhead Metal Woods
an extremely low center of \lau’
Crown Plate 4 &a (Zb ®
that is one-third larger GOLF

gravity and a hitting arca (very lightweight)
i than shallow-faced metal Heavy Weight Chip The World’s Favorite GOIf c’ub"

{variable)

woods. They are the most . TN
Y g 2 2285 Rutherford Road, Carlsbad, CA 92008 + (300) 228
In Califorrua, ca 931-1771 + In Canada, call toll-free: (800) 3
Call us. We'll tell vou who carnes Callaway Golf Clubs in vour area.
woods we have ever 7 ) :
wiww.callawaygolf.com

I Sforgiving stainless steel

developed. You've jiist ) I
P ] Body H Callawav’, Big Bertha-, Steethead " and The Worid's Favonte
got to try them. lrsfotrialy heeot : Golf Club e tragemarks of Callaway Galf Company.




Examining golf’s most important minor tour
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Crown Plate
(very lightweight)

Heavy Weight Chip

(variable)

Body

(relatively heavy)
BOTTOM

YOU CAN’'T SEE THE LOWERED CENTER OF GRAVITY
INSIDE THE NEW BIG BERTHA STEELHEAD DRIVER
AND FAIRWAY WOODS. BUT YOU WILL FEEL IT.

\ Take a look inside our new Big Bertha Steelhead Metal Woods.
Big BT Ima \

STESLHEAD Each clubhead has a unique, three-part design: a Iighiwei_ght,

very thin crown plate; a superstrong face and lower body; and
a precision-cast, stainless-stel weight chip that gives Big Bertha .
Steelhead Metal Woods an extremely low center of gravity, making
these the most forgiving stainless steel woods we have ever

developed. You’ve just got to fry them.

RICHARD C. HELMSTETTER,
Senior Executive Vice President and Chief of New Products ™ *

Ceor ¥
The World’s Favorite Golf Club™

9285 Rutherford Road, Carlsbad, CA 92008 ¢ (800) 228-2767
In California, call: (760) 931-1771 ® In Canada, call toll-free: (800) 361-5678

Call us. We'll tell you who carries Callaway golf clubs in your atea.

W\\’\\'.caua\\’a.‘gulf.com

Callaway®, Big Bertha®.Steelhead™ and The World’s Favorite Golf Club™
are trademarks of Callaway Golf Company.



Crown Plate
(very lightweight)

Heavy Weight Chip

(variable)

o
(relatively heavy)

YOU CAN'T SEE THE LOWERED CENTER OF GRAVITY
INSIDE THE NEW BIG BERTHA STEELHEAD
DRIVER AND FAIRWAY WOODS...

' Big Bertha

STEELHEAD

How did some of the makers of shallow-faced
woods get the center of gravity so low in their
golf clubs? Real simple. They just chopped the
top off of the clubhead.

We found a better way without giving up

a 30% larger, and much more forgiving hitting

area. We took weight from the top of the club
and moved it to the bottom. You can’t see the
lowered center of gravity inside the new Big
Bertha Steelhead Driver and Fairway Woods,
but you will feel it.

BOTTOM

Waty,, .
Coor?

The World’s Favorite Golf Club”

2285 Rutherford Road, Carlsbad, CA 92008 + (800) 228-2767
In California, call: (760) 931-1771 « In Canada, call toll-free: (800) 361-5678
Call us. We'll tell you who carries Callaway golf clubs in your area.
www.callawaygolf.com

Callaway®, Big Bertha®, Steelnead™ and The World's Favorite
Golf Club™ are trademarks of Callaway Golf Company.
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Introducing

THE NEW BIG BE

Big Bertha

STEELHEAD

Crown Plate
(very lightweight)

Heavy Weight Chip
(variable)

Body
(relatively heavy)

Q. Why did you replace the besi-
selling stainless steel metal woods
ever made, Big Bertha War Bird®
Metal Woods?

A. Because we know we have a better product in the Big Bertha
Steelhead Metal Woods. They're a significant improvement. At
Callaway Golf, we think the Big Bertha trademark stands for a
continuing tradition of making golf more enjoyable for the
average golfer. The Big Bertha Steelhead Metal Woods are the
most forgiving stainless steel woods we have ever developed.
Try them. You will see, feel and hear why.




HA STEELHEAD
IRWAY WOODS.

Q. Is this your aitempt fo come up
with a shallow-faced metal wood?
A. No. We wanted to increase the average golfer’s chances for
a better shot from a great variety of lies. We don’t think

shallow-faced woods do that as well as our new Big Bertha
Steelhead Metal Wood design.

Q. What is new and different
about this Big Bertha Steelhead
Metal Wood design?

A. Each clubhead is a unique design made of three different
parts: 1. An extremely lightweight, very thin crown

plate. 2. A superstrong, solid face and lower body with varied
thicknesses. 3. A precision-cast, stainless steel variable weight
chip that is individually inserted into the body to create the
exact weight and ensure the right inertial properties.

This unprecedented design concept gives us clubs that are
superior to all other steel metal woods — the new Big Bertha
Steelhead Drivers and Fairway Woods.

Larger Effective
Hitting Area

Much Lower 53% of the Face)
Center of Gravity

Big Bertha Steelhead 3-wood
There is more effective hitting area above the center of gravity.

Smaller Effective
Hitting Area

(34% of the Face)

Center of Gravity “

Competitor’s Shallow-Faced 3-wood
Less effective hitting area above the center of gravity.

Q. Why is a large hitting area
useful to the average golfer?

A. Because most of us really do need the additional
forgiveness provided by a larger hitting area. Besides that,
we don’t want to see golfers hitting pop-ups from the
rough, something that often happens with shallow-
faced metal woods, in our experience.

Q. What makes the Big Bertha
Steelhead Metal Woods befter
than shallow-faced woods?

A. Three things: First, the design gives you the greatest amount
of weight in the lower portion of the clubhead. Second, the
center of gravity is the lowest on any metal wood design we
have tested thus far. Third, these two features together, combined
with the large effective hitting area above the center of gravity,
create the most forgiving stainless steel metal wood ever. Most
golfers will successfully get the ball airborne with less effort and
will enjoy a better feel and an unusually pleasing sound.

Q. Why does the sole look
different from the War Bird sole?

A. Our new Hawk Eye"” sole is the result of what we learned in
the five years since we designed the War Bird sole. You'll
notice it is convex instead of concave, to push the turf down
more effectively through impact. It also has a softer leading edge
and more bounce to slide smoothly through every lie. We
called it the “Hawk Eye” because it looks like a hawk’s

Q’/&“ﬂh]q :
GOLF

The World's Favorite Golf Club”

2285 Rutherford Road, Carlsbad, CA 92008  (800) 2282767
In California, call: (760) 931-1771 » In Canodo, call tollree: (800) 361-5678
Coll us. We'll tell you who carries Calloway Golf Clubs in your area.
www.callowaygolf.com
Calloway®, Big Bertha®, War Bird®, Steelhead", Hawk Eye® ond
The World's Fovorite Golf Club™ ore frademarks of Calloway Golf Company.
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Big Bertha

How did some of the makers of shallow-faced woods get the center of gravity so
low in their golf clubs? Real simple. They just chopped the top off of the clubhead.

We found a better way without giving up a 30% larger, and much more forgiving
hitting area. We took weight from the top of the club and moved it to the bottom.
You can’t see the lowered center of gravity inside the new Big Bertha Steelhead

Driver and Fairway Woods, but you will feel it.

=3 STEELHEAD
2
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The World’s Favorite Golf Club”

2285 Rutherford Road, Carlsbad, CA 92008 * (800) 228-2767
In California, call: (760) 931-1771 » In Canada, call toll-free: (800) 361-5678
Call us. We'll tell you who carries Callaway golf clubs in your area.
www.callawaygolf.com

Callaway®, Big Bertha, Steelhead™ and The World's Favorite Golf Club™ are trademarks of Callaway Golf Company




YOU CAN'T SEE THE
LOWERED CENTER
OF GRAVITY

INSIDE THE NEW
BIG BERTHA
STEELHEAD DRIVER
AND FAIRWAY
WOODS...

BUT YOU
WILL FEEL IT. |

RICHARD C. HELMSTETTER,
Senior Executive Vice President and Chief of New Golf Club Products

Larger Effective
itting Area

Much Lower 53% of the Face)
Center

Big Bertha Steelhead 3-Wood

There is a more effective hitting area above the center of gravity.

Smaller Effective
Hitting Area

34% of the Foce) 1
oy

Center of Gravity Mg -

Competitor’s Shallow-Faced 3-Wood

Little effective hitting area above the center of gravity.

AS APPEARIN CIGAR AFICIONADO 11/1/98, DR TURES 11/1/98, FORE MAGAZINH

Crown Plate
(very lightweight)

Heavy Weight Chip

(variable)

Body

(relatively heavy)







Exhibit D

Sample of Art Work for Steelhead™ Display
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Mail Order Catalogs

» Golfsmith Store, September 1998
» Golfsmith Store, October 1998
» Golfsmith Store, Holiday 1998
» Herrington, Christmas Eve 1998
> Uinta Golf, date unknown
> Edwin Watts Golf Shops, Winter 1998

> Brochure



FIRST TIME
ANYWHERE!

1999 Models from
Callaway’, Titleist’ & Adams’
See Pages 2-3

COBRA

New Low Prices!  see Page 19

NEW FALL APPAREL LINE
Reebok’, Bobby Jones®, Taylor Made®,
Forrester’ and More...

See Pages 4-13

Make no payment
il nedtvear. |




Dear Fellow
Golfers,

Golfsmith has enjoyed
tremendous growth to
22 retail supersfores, and for some time now
we've been the No.1 golf catalog company. Our
size gives us an unparalleled level of buying
power with our vendors. Some of the benefits of
that purchasing power are evident on this spread.
These products promise to be hot topics during the
holiday season and throughout 1999.

Big Bertha Steelheads are true to the Callaway
tradition, which is fo say innovative and different,
and the Little Bertha junior clubs are just what
you'd expect from the biggest name in golf. Titleist
has added some more refinements fo its increas-
ingly popular iron and wedge lines. And the
success story of 1998 — Adams Golf ~ has added
a Strong 2 to its hugely popular Tight Lies line.

- delivery!

199 Titleist
DCl Irons

Titleist launches their new
DCI 981 irons. They
combine the same Direct
Center Impact Technology
found in the popular 962 N\
model plus progressive offset
and lower center of gravity. The
“Strong Lofted” DCI 981SL is also being
infroduced. These new irons benefit players with slower
swing speeds. Order either iron set foday for mid September

Titleist DCI 981SL Irons
RH only; select Lite graphite in

Titleist DCI 981 Irons
RH or LH; with Tri-Spec steel in

R or S flex. ladies” and senior flex.
RTI600 Set of 3-PW RTI620 Set of 3-PW
Call for Price Call for Price

RTI601 1,2, GW, SW, LlW RTI621 SW

Call for Price Call for Price

\laty
oy
ULc;oLF v

No. 1 (6°*, 7°%, 8%, 9°,10°, 11°, 12/,
2, 3, Strong 3*, 4, Strong 4%, 5, 7, 9 or
1T*. (*RH only] A, R, F or S flex.

RCALL2000 Men'’s with RCH99 Graphite

Callaway's
NEW Line is Here!

Big Bertha

$239.95 ea
Steelheads RCALL2100 Men's with Memphis 10 Steel
- $159.95 ea

Their best stainless steel metal

woods ever! The new design Ladies’

features a lower center of gravity, No. 125, 107, 117,129, 2, 3, Strong 2%
custom weight chips for precise 4, Strong 4%, 5,7, 9 or 11*.

. balance, new “Hawk Eye” sole to [*RH only) A, R, For S flex.

slide better through the turf, and S )
4 RCAL e
New RCH9 Graphite shafs. 5239%?)&(2’ Ladies’ with Gems99 Graphife



b ocroeer 1998

BUY NOW!

& Make no puymeni 4
until next year,

Limited Time Offer
SEEPAGE 2 i

GET A JUMP
 ON HOLIDAY
» ;_'suomuel

- 1999 Models!
~ from Callaway’,.
Titleist® & Adums

See Pages 2-3

See Bunker Section

APPAREL LINE
Reehok’, Bobhy Jones’,
Taylor Made®, Forrester’
and More...

See Pages 4-13

Now Accepting Orders Online! .go|s'r;1'i|'h._cbm, See Page 2!
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Taylor Made® Burner
Oversize Ilrons

Colfsmith is protd fo offer Taylor
Made's very popular Burner Oversize
Irons to.you at a tremendous savings,
These sets combine fhe progressive
head design with a‘lightweight steel
shaft fo give you'both power and
precision.

RTM990 Burner Oversize Irons
Setiof.3-9; PWow/Stee| Shaffs

in Roor'S flex. RM only.

£399.95 o, 550005
QUANTITIES LIMITED!

- BH/R 102 only; in R or F-flex:

Killer Bee 46"
and 48" Driver
Killer Bee mefal woods: =
make stepping up fo o
longer diiver even easier,
Drivers come with'a
BullWhip™graphife sha
designed fo generate.
unsurpaissed clubhead:
speed —increasing distal
by 2010 40 yardsld 2
RKBT46 Titanium 46" Driver
$149.95 o 52995

e
Stylish windshirts are a breeze.
Features doubledayer mesh construction for added pro-
tection from wind and rain, and sporty accents on the
cuffs and collar. Men's M, L XL 2X, 3X in Nawy, Khaki and Black.
100% High cone coated nylon. " Imported.

R10509 Tour Tech Fancy $44.95

Big Bertha Steelheads
Callaway’s NEW Line is Here!

Their friendliest and most forgiving stainless steel metal wood yetl The new
design fealures @ lower cenfer of gravity, custom weight chips for precise

balance, new “Hawk Eye” sole fo slide smoothly
through any: lie-and a face that is deep enough
fo use in the fairway or off the tee.

Men's
No:12(62% 7% 1851972105 Y.
1105023723,

Strong 3*, 4, Strong 47, ;
5,7, 9or 11* (*RH only) ﬂ
A, R ForsS flex. /0
RCALL2000 £
Men's with RCH99 Graphite (&
$239.95 ea 2
RCALL2100

Men’s with Memphis 10 Steel
$159.95 ea

W,

Big Bertha

STEELHEAD

10°

e

Ladies’

No. 1(9°,10°, 117,127, 2,
3, Strong 3*, 4, Strong 4%,
5,7, 9or 11*. (*RH only)
A, R, ForsS flex.

RCALL2200

Ladies’ with Gems 99
Graphite

$239.95 ea
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PAY LATER!

. Limited

Gifts for
every
golfer

on your
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How Golf Should Feel®

o
Big Bertha
Steelheads . -

Tungsten-
Titanium Irons

(]
Introducing
(] % 7

Big Bertha
Steelheads
Their best stainless sfeel metal
woods ever!The new design
features a lower center of
gravity,. custom weightchips

for precise balance, new
“Hawk Eye”sole 1o slde better

through the turf, and new,
RCHY9 Graphite shafis.

H
X-12 Irons




Still Time to
Order for
Christmas!

Fine Golf,
Motoring,
Travel,
Fitness,
Photography,
Audio, and
Executive
Gifts.




New Big Bertha Steelhead
Driver and Fairway Woods
With Hawk Eye™ Sole Give

You Deadly Aim, and the Range
Of a Raptor — From Anywhere
On the Course!

The assignment to Dick Helmstetter, Callaway’s brilliant
Chief of New Products, was daunting. All Ely wanted
was to replace the venerable Big Bertha Warbird —

the best-selling, most popular stainless steel wood in the
history of golf — with a new club significantly superior
in performance, feel, and forgiveness (even the sound
had to improve!). A club that would extend and widen
Callaway's domination of the hotly competitive, standard-
sized, stainless-steel market. And a club that, from the
first swing, would easily convince millions of Warbird
devotees that yes, at long last, it was time to retire that
trusty old warhorse with honors, and replace it

with Steelhead. Here's how Dick succeeded.

Deep Face — Using science instead of fashion,
Helmstetter's team determined that a modest 15cc
increase in volume (to 214cc from Warbird’s 199¢c)
yielded significant benefits to the average golfer. And
by spending millions in casting R&D, Helmstetter was
able to redefine the limits of casting technology. So
remarkably, Steelhead weighs not one single gram
more than Warbird, yet gives you a larger effective
hitting area, with a deeper, confidence-insuring face.

13 = S
All in‘a smoothly contoured clubhead that retains With less spin, you'll
classic Callaway good looks. But that's not all. hit more fairways and
Low Weight — Steelhead consists of three

ingeniously cast components that give it readily greens with Steelhead —

apparent performance advantages, and a unique I guarantee it”
personality. Helmstetter knew if he could create a
clubhead top, or “crown plate”, of unprecedented
thinness and light weight, he could solve once and for
all the weight distribution trade-off that until now had
confounded every club designer. So Steelhead’s top
surface is incredibly thin, though not in the least :

fragile. The weight saved on top enabled Helmstetter to then cast a heavier, unusually strong, one-piece lower body and face — and still have weight
left over to insert heavy weight chips low in the sole! Each chip is custom tailored from 2 to 20 grams depending on loft. As a result, Steelhead's center
of gravity is now the lowest of any metal wood ever designed. Here's why that helps your game.

On the Course — With its cast, heavier bottom and weight chip inserts, Steelhead gives you the largest effective hitting area, above the center of
gravity, of any stainless metalwood, period. Why does this matter? Because with most of the face positioned well above the center of gravity, Steelhead
imparts less spin to the ball for a far better, more accurate trajectory. And Steelhead's exceptionally low center of gravity makes it just plain easier to get
the ball airborne — from any lie, including thin turf and wiry rough. But unlike shallow-faced clubs, Steelhead's deeper face and generously larger
effective hitting area makes it simple to make solid contact — the Callaway forgiveness factor that helps most of us play better, and enjoy the game
more! Steelhead features the new, smoothly contoured Hawk Eye sole that glides effortlessly through the turf, with a softer leading edge that won't dig.
And the tightly integrated cast components create a powerful, satisfying sound on impact that reminds me of the sharp report of a .32 cal. Walther PPK
in full roar! Please select men’s or ladies’, steel or the new RCH 99
graphite shaft; and regular, firm or Senior’s graphite.
Callaway Big Bertha Steelhead Metal Woods:

Steel — $169.00 Graphite — $249.00

6° Driver #GS908 #GS906
7° Driver #GS909 #GS907
8° Driver #GS910 #GS923
9° Driver #GS911 #GS924
10° Driver #GS912 #GS925
11° Driver #GS913 #GS926
12° Driver #GS914 #GS927
#2 Wood #GS915 #GS928
#3 Wood #GS916 #GS929
#3+ Wood #GS917 #GS930
#4 Wood #GS918 #GS931
#5 Wood #GS919 #GS932
#7 Wood #G5920 #GS933
#9 Wood #GS921 #GS934
#11 Wood #GS922 #GS935 37
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GREAT
MOMENTS

INGOLF

A golden era

in golf history
arrived with the
debut of a stocky
amateur named
Jack Nicklaus,
shown here

at Augusta

in 1959.

Historic golf

prints from
the Ron Watts
Collection are
available on
pages 64-65.

CALLAWAY

G OLF

A. Great Big Bertha®
TungsteneTitanium™ Irons

The most accurate-hitting irons

ever designed at Callaway Golf

* The lowest and deepest sweet spot

of any iron

The unique tungsten inset-

representing 15% of the clubhead

volume but 40% of the weight—keeps

the clubhead the ideal size and the

center of gravity in the ideal location

1 iron - pitching wedge, approach, sand & lob

wedge in men’s, ladies’ & seniors’ right & left
hand with lightweight steel or graphite shafts.

M-10 Special ~ RCH Series
Lt. Wt. Steel 96 Graphite
3-Pitching
Wedge $1299.99  $1499.99
2-Pitching
Wedge 1459.99 1679.99
1, 2 Iron,
Approach, Sand
or Lob Wedge 189.99 219.99

Custom Fit
Options Available

Steelhead™
3 Wood

B. NEW Big Bertha®
Steelhead™ Metal Woods
Callaway'’s friendliest and most
forgiving stainless steel metal wood yet
¢ Lower center of gravity makes it easier
to get the ball airborne
Clubheads are precisely balanced with
stainless steel variable weight chips
Ultra-lightweight crown plate allows
for more weight in the body and sole
Features the new Hawk Eye® sole and
Callaway's exclusive S2H2® design
with Tru-Bore® technology
Available with Memphis 10 steel shaft
or the new RCH Series 99 graphite shaft
6°,7°, 89,99, 10°, 11° & 12° driver, 2, 3 Strong
3,4, Strong 4,5,7,9 & 11 wood in men’s &
ladies’ right hand. 9°, 10°, 11° & 12° driver, 2,
3,4,5,7 &9 wood in men’s & ladies’ left hand.

®

Memphis RCH Series
10 Steel 99 Graphite
Each Wood ... $159.99 $249.99

D. NEW Big Bertha® X-12™ Irons
The best stainless steel irons ever
e New unique look
* Low center of gravity helps get the ball
airborne. Narrower sole reduces turf drag
Patented S2ZH2® (Short Straight
Hollow Hosel) technology transfers
weight to the hitting area
Varied 360° undercut channel creates
a thinner profile and optimal weighting
Unique multi-layer design increases
forgiveness on off-center hits
e Tru-bore® technology for

improved stability, feel
1 iron - pitching wedge, approach, sand
& lob wedge in men’s & ladies’ right & left

hand with steel or graphite shafts. Flat,
standard & upright lies available.

M-10  Dynamic Gold  SensiCore  RCH Series
] Lt. Wt. Steel o Rifle Steel Steel Graphite
3-Pitching Wedge $699.99 $849.49  $899.99 S 899.99
2-Pitching Wedge 789.99 949.99 1009.99 1009.99
1, 2 Iron, Approach
Sand or Lob Wedge 99.99 119.99 129.99 129.99
Nothing drives

C. Biggest Big Bertha™
Titanium Drivers

The most forgiving, most effective, most

effortless driver to hit for all skill levels

¢ 15% bigger than the Great

Big Bertha® Titanium Driver

Ultralight graphite shaft

Gives golfers more confidence; gets

the ball airborne with more forgiveness

e Drives the ball straighter with ease

6° 7°%,8°% 9% 10°% 11° & 12° driver in men’s right

hand. 10°, 11° & 12° driver in ladies’ & seniors’ right

hand. 7°, 9%, 10°, 11° & 12° driver in men’s left hand.

With Ultralight

Graphite Shaft

With RCH Pro Series

Graphite Shaft

Call For Price

RCH Pro
Series
Graphite
Shaft

Ladies’ Gems
10° Driver

E. Big Bertha® Tour Series Wedges

 Designed for mid to low handicap
amateurs as well as tour professionals
¢ Incorporates Big Bertha features
in a traditionally styled “teardrop”
head design
48° pitching, 52° approach, 56° sand & 60° lob
in men’s right hand with steel or graphite shaft.

Stainless model with graphite shaft in men’s
left hand.

M-10 RCH Series

Lt. Wt. Steel 96 Graphite

Stainless $89.99 $109.99
Aluminum

Bronze “Gold” 99.99 129.99

Gold
New Lower Stainless
Prices!

like a Big Bertha
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Callaway Steelhead Drivers and

Fairway Woods

* Unique clubhead design
consisting of three key
components:

* Extremely lightweight, thin
crown

* Superstrong, solid face and |
lower body )

* Precision cast, stainless steel
variable weight chip inserted into body
provides an extremely low center of gravity, creating
Callaway’s easiest to hit woods ever!

* Large effective hitting area increases
playability from all types of lies

+ Hawk Eye sole slides smoothly through
every lie

Available in 6°,7°,8°,9°10° 11°12° driver; 2,3+,3,4+,

4,579, | Woods in Men’s RH. Also available in Men's LH and

Ladies’ RH&LH. Memphis 098 steel or RCH 99 graphite.

Call for Uinta Golf’s price.

Big Bertha |

STEELHEAD

3

Callaway Ultra-Lite Stand

Bags

+ 8" stand bag designed by Sun Mountain

* Features a dual-strap system, making it more comfortable
and easier to carry

¢ Includes graphite shaft protection and zippered rain hood

Uinta Golf’s price was $119.95 Now $92.95

Sir Isaac Bags
Two new colors:
French blue, and
black and charcoal
Call for Uinta
Golf’s price.

Medallion Stand Bag
Lightweight and durable, this
bag is perfect for those who
love to walk the course.

Call for Uinta Golf’s price
Ladies’ Gems Bags
Available in British Khali,

and Storm Blue

Call for Uinta
Golf’s price

Callaway = ; .
Golf Towel ﬁ:‘* 1,;«//8 J Callaway Little Bertha
slos A5 ae’lb Clubs

: "«’u/,q,, (4 ¥ * These sets are specially designed for junior

golfers using the same breakthrough technology

as Big Bertha products.

» Clubs are made of the same quality materials as
adult Big Bertha products

* Made in two sizes: Medium for kids 4'0" to 47"
and Tall for kids 4'8" to 52" tall

Set includes a Little Bertha Steelhead driver plus

three Little Bertha X-12 irons (6-iron, 8-iron,

and wedge) a Little Bertha Putter, and a Little

Callaway Hats and Visors Bertha logo stand bag.

Call for Uinta Golf’s price.

No one offers a larger inventory at a better value!
Call (801) 487-8233 Toll-free 1-800-444-4880 fax (801) 466-5713



THE NEW BIG BERTHA STEELHEAD
METAL WOODS

Our Best Stainless Steel Driv
and Fairway Woods Ever




INTRODUCING

BIG BERTHA STEELHE

Q. Why did you replace the best-selling
stainless steel metal woods ever made,
Big Bertha War Bird” Metal Woods?

A. Because we know we have a better product
in the Big Bertha Steelhead Metal Woods.
They’re a significant improvement. At Callaway
Golf, we think the Big Bertha trademark stands
for a continuing tradition of making golf more
enjoyable for the average golfer. The Big Bertha
Steelhead Metal Woods are the most forgiving
stainless steel woods we have ever developed.
Try them. Then you will see, feel and hear why.

Crown Plate
(very lightweight)
_— Top

Heavy Weight Chip

(variable)

Y
(relatively heavy)
Bottom

Q. What is new and different about this Big
Bertha Steelhead Metal Wood design?

A. Each clubhead is a unique design made
of three different parts:

1. An extremely lightweight, very thin crown
plate.

2. A superstrong, solid face and lower body with
varied thicknesses.

3. A precision-cast, stainless steel variable weight
chip that is individually inserted into the body
to create the exact weight and ensure the right

inertial properties.

This unprecedented design concept gives us
clubs that are superior to all other steel metal
woods - the new Big Bertha Steelhead Drivers

and Fairway Woods.

Hitting Area
53% of the Face)

Much Lower
Center of Gravity ‘l

Big Bertha Steelhead 3-wood

There is more effective hitting area above the center of gravity.

‘;» Smaller Effective

Center of Gravity ‘l

34% of the Face)

Competitor’s Shallow-Faced 3-wood
Less effective hitting area above the center of gravity.

Q. Is this your attempt to come up with a
shallow-faced metal wood?

A. No. We wanted to increase the average
golfer’s chances for a better shot from a greater



AD DRIVERS AND FAIRWAY WOODS

variety of lies. We don’t think shallow-faced
woods do that as well as our new Big Bertha
Steelhead Metal Wood design.

Q. What makes the Big Bertha Steelhead
Metal Woods better than shallow-faced woods?

A. Three things: First, the design gives you the
greatest amount of weight in the lower portion
of the clubhead. Second, the center of gravity
is the lowest on any metal wood design we
have tested thus far. Third, these two features
together, combined with the largest effective
hitting area above the center of gravity, create
our most forgiving stainless steel metal wood
ever. Most golfers should successfully get the
ball airborne with less effort and will enjoy a
better feel and an unusually
pleasing sound.

Q. Why is a large
hitting area useful
to the average
golfer?

A. Because most of

us really do need the
additional forgiveness
provided by a larger /[

hitting area. Besides 1%
OO

that, we don’t want e

7

%
to see golfers hit- =
ting pop-ups from
the rough, something

that often happens with
shallow-faced metal woods, in our

experience.

Big Bertha

STEELHEAD

Q. Could you explain how you designed the
new weighting in the Big Bertha Steelhead
Metal Woods?

A. In the past, the Big Bertha War Bird Driver
was manufactured by attaching a sole plate.
That made it difficult to get the weight down
low. This new design precisely matches three
components: a very light, very thin crown plate;
a heavier, very strong body and face; and a steel
weight chip, from 2 grams to 20 grams. That’s
what gives the Big Bertha Steelhead Metal
Woods their much lower center of gravity.

Q. Why does the

sole look different
from the War
Bird sole?

/ A. Our new
Hawk Eye® sole is

the result of what we

have learned in the five
years since we introduced
the War Bird sole. You'll notice
it is convex instead of concave, to
push the turf down more eftectively
through impact. It also has a softer
leading edge and more bounce to
slide smoothly through every lie.
We called it the “Hawk Eye” because
it looks like a hawk’s head in profile.
And, like all clubs manufactured by
Callaway Golf Company, the Big
Bertha Steelhead Metal Woods
conform with USGA Rules.




Chief of New Products Richard Helmstetter’s
Vision: To create truly new and different Big
Bertha stainless steel metal woods with a lower

center of gravity to deliver a better trajectory and

more forgiveness.

The Shaft. One of the striking aspects
of the Big Bertha Steelhead Metal
Woods are the RCH Series 99
shafts. Available in Light, Regular,
Firm and Strong Flexes, and

Ladies’ Gems.

Big Bertha

STEELHEAD

10°

The Big Bertha Steelhead
Driver is available in lofts
starting at 6 degrees.



The Driver

WHEN IT COMES TO DRIVERS, THE
BIG BERTHA STEELHEAD DRIVER IS BETTER.

Notice the larger hitting area of the Big Bertha Steelhead A HAWK’S HEAD.

Dri ith Big Berth Bird Driver.
river compared with the Big Bertha War Bird Driver. e T T
profile, hence the name “Hawk Eye”

Y N sole. You'll notice the smooth, rounded

design of the toe and heel.

The Big Bertha The Big Bertha
War Bird Driver Steelhead Driver

The face on Big Bertha Steelhead Driver has been enlarged to make it more forgiving.
And the volume has increased from 199cc to 214cc.

o
F

We pushed the limits of stainless steel casting technology to
create a bigger steel clubhead. We lowered the center of gravity

and repositioned it closer to the shaft to make the Big Bertha

@)
g
w
i
o
w
w
(L
%)

Steelhead Driver even more forgiving. Because of our extremely
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lightweight, very thin crown plate, we’ve been able to increase

the size of the clubhead without increasing the weight.

The ball spins less when you use a Big Bertha Steelhead
Driver because we fine-tuned the face. The result is a better
trajectory with more roll. Just what you want from a driver.

And what you'd expect from a Callaway Big Bertha Driver.

These are the finest stainless steel drivers we've ever made.
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STEELHEAD

This section is slightly flatter

fo increase the club’s ability to
slide on top of turf or go after
balls in divots.

i

Big Bertha

STEELHEAD

Big Bertha

STEELHEAD

3+

Big Bertha

STEELHEAD

We increased the bounce

. & to propel the club forward
Big Bertha

STEELHEAD

11

iz
Big Bertha
STEELHEAD

Big Bertha

& STEELHEAD

1109
45"19\\2'3

on fat shots so it won't dig

into the turf. This makes
, fairway shots easier to hit.
A complete line of Big Bertha
Steelhead Fairway Woods is

available in both right and
left-handed in both men’s and

ladies” models, including: 2,
3, Strong 3, 4, Strong 4, 5,
7 (HeavenWood®), 9 (Divine
Nine’) and 11 (Ely Would"®).



Thé Fairway Woods

IN FAIRWAY WOODS, TOO SHALLOW AND
TOO SMALL IS TOO HARD TO HIT.

Other equipment manufacturers have to design a smaller,
shallow-faced clubhead to lower the center of gravity. While
we agree that a lower center of gravity is truly helpful to golfers,
sacrificing an effective hitting area on the face is not. The real
benefit to the golfer occurs when you strike the ball above the
center of gravity, imparting less spin to the ball, and producing
a far better trajectory. That’s why our Big Bertha Steelhead
Fairway Woods have a deeper face — to give you room to hit
the ball above the center of gravity. Our unique, advanced
internal-weighting system allows us to put the center of gravity
even lower than any other fairway wood we've tested, while
still maintaining a friendly and forgiving clubhead. No other
fairway woods are as forgiving as the Big Bertha Steelhead

Fairway Woods.

I Reduced Spin

Increased Spin

Big Bertha Steelhead 3-wood

I Reduced Spin

Increased Spin

Big Bertha War Bird 3-wood

I Reduced Spin

Increased Spin

Shallow-Faced Fairway Wood

Blue is better. The more room you have above the center of gravity,
the better the ball performs.

PUT SOME FAIRWAY

WOODS IN YOUR BAG.
THEY'RE EASIER TO HIT
THAN LONG IRONS.

Take a look at how much you'll gain by
putting Big Bertha Steelhead Fairway

Woods in your bag. They are much

easier to hit than long irons and they
land more softly.




BIG BERTHA
STEELHEAD
METAL WOODS

OUR BEST STAINLESS STEEL DRIVERS
AND FAIRWAY WOODS EVER

® LOWER CENTER OF GRAVITY THAN ANY
METAL WOOD WE'VE EVER MADE



® VARIABLE CUSTOM WEIGHT CHIPS TO
PRECISELY BALANCE EACH CLUB

® NEW ULTRA-LIGHTWEIGHT CROWN PLATE
ALLOWS FOR MORE WEIGHT IN THE
BODY AND SOLE

® IDEAL FAIRWAY WOOD SIZE AND A FACE
THAT’S DEEP ENOUGH TO HELP PREVENT
POP-UPS

® HAWK EYE®° SOLE THAT GLIDES SMOOTHLY
THROUGH THE TURF

® NEW RCH SERIES 99° SHAFT WITH A GREAT
SWING FEEL AND AN IDEAL FLEX POINT






Exhibit F

» Sample articles from national magazines
» Sample articles from local newspapers
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Brass
Ball Markers &
Divot Tools!

Brass Ball Markers
include your logo in up
to three-colors.

Solid Brass Divot
Tools feature a
magnetic
removable ball
marker and are
available in
our standar
model or
money clip
version.

iy

Oak Counter
Display Available

Miller Golf features a complete line

of ball markers, divot tools and kits.
Lets say it's just another reason
why we're a leader in crestin golf
accessories for all your Retail and
Tournament needs.

Call us at... Nh]lérGolf

ROCKLAND, MA
1-800-343-1000

with him to The Olympic Club.

was too good to give it back.”

unveiled this week during the PGA

to improve on the War Bird.”

Callaway’s new weapons /
take a smaller approach /

When Colin Montgomerie paid a visit to
Callaway Golf in Carlsbad, Calif., the week
prior to the U.S. Open, he grew attached to a
prototype strong 3-wood and insisted upon taking it

“The lawyers were freaking out,” said Richard Helm-
stetter, chief of new products for Callaway Golf. “He said it

Callaway officials reluctantly agreed, but only ater let out secret.
receiving Montgomerie’s assurances that he would assidu-
ously guard the club and keep from exposing it. Nevertheless, news of Mont-
gomerie’s secret weapon made the rounds at the Open, and everyone from fel-
low players to rival equipment representatives tried to poke through his bag.

“He didn’t do a very good job,” Ely Callaway said, laughing.

Finally, introductions are in order. Meet the Big Bertha Steelhead woods,
Championship and coming soon to a
golf shop near you. Contrary to rumor, the fairway woods are not shallow-
faced, nor were they introduced in response to the success of Adams’ Tight
Lies and Orlimar’s Trimetal woods, Callaway officials say.

“We began working on these in 1993,” Helmstetter insisted. “This was
definitely not a reaction to Orlimar and Adams. It was a reaction to wanting

The Big Bertha Steelheads have a lower center of gravity than their shal-
low-faced competitors, Helmstetter said, enabling golfers to more easily get
the ball airborne. This was achieved by taking weight from the crown plate,
where it is not needed, and inserting a variable weight chip in the base of
the body. They will be offered in driver (starting at 6 degrees of loft), 2-,
strong 3, 4, strong 4, 5-, 7-, 9 and 11-woods.

COURTESY OF CALLAWAY GOLF COMPANY

Montgomerie

and, accompanied by his daughter,
Randi, drove like a wild man to the next
course on his list.

Thompson, a left-hander, began his
marathon at 6:05 a.m. at Red Hawk GC
in Spanish Springs, Nev., and ended it
at 5:55 p.m. at Washoe Municipal GC. In
between he drove 401 miles, crossed
three mountain passes between Reno
and Lake Tahoe, talked his way out of
one traffic ticket for running a red light
(the policeman had read of Thomp-
son’s quest and recognized him),
endured near-record 102-degree tem-
peratures and was turned away by
three private clubs. Despite being
slowed by TV camera crews who made
him reenact a swing and a long line at a
McDonald’s drive-thru, he still managed
to finish 22 minutes ahead of schedule.

Thompson was already a local leg-
end, having once skied at 15 area
resorts in one day. “The Guinness Book
of World Records turned me down for

Golf World

that one,” he said, “but I'm going to try
again this time.”

We think he belongs—if only
because he had the patience to make
40 starting times.

Taking the opportunity
of a lifetime to heart

Last week at the Nike Tour event in
Omaha, a weary Casey Martin told
reporters he was looking forward to the
day when interest in his physical handi-
cap would disappear, but that “it hadn’t
happened yet.” But even as he was
speaking, his replacement as golf’s No. 1
medical miracle was emerging.

Erik Compton, an 18year-old Miami
golfer headed to the University of Georgia
on a golf scholarship, shot 69-72 at Weston
Hills CC in Fort Lauderdale to qualify for
the US. Amateur later this month. Six
years ago, Compton underwent a heart
transplant after being diagnosed with

AUGUST 14, 1998
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Lelgh Anne Hardin became the 50th winner of the U.S. Glrls’ Junlor Champlonship.
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Hardin toug

Victory in U.S. Girls

* Junior puts Indiana teen

on historic list of national champions at Merion

BY BOB LENTZ
Ardmore, Pa.
eigh Anne Hardin, meet Bobby Jones, Ben

Hogan, Lee Trevino and David Graham.

Hardin joined elite company Aug. 9 by
defeating Brittany Straza, 2-up, in the final of the
50th U.S. Girls’ Junior Championship.

The victory elevated Hardin to a lofty
perch with some of golf’s greatest players
as o U.S. Golf Association title winner at
Merion Golf Club’s fabled East course.

“It’s really neat to be considered part of Merion’s
history,” said Hardin, a scholastic basketball
standout for Martinsville (Ind.) High School who
hopes to play both sports in college. “To be up
there with those names, I really don’t think I'm
worthy of that.”

Hardin is, however, a worthy champion. The
16-year-old, who is No. 2 in Golfweek/Titleist ama-
teur rankings, was dominant in match play, post-
ing a 5-and-4 win in the opening round, a 9-and-7
victory in the second, and back-to-back 6-and-5
wins in the quarterfinals and semis.

Hardin played Merion's quarry hole — the 356-

yard, par-4 16th filled with sand and scrub — just
once prior to the final, when she ended her third
round match against Celeste Troche of Paraguay.

But in Straza, Hardin faced a familiar and con-
fident foe, who finished in the middle of the pack
in stroke play qualifying and needed a four-hole
comeback in the quarterfinals just to stay
alive in match play.

“I was confident until the last putt went
in on 18,” said Straza of Fort Myers, Fla.,
who finished 10 strokes off the winning
pace in medal play and needed to rally from a four-
hole deficit early in match play. “I made some par-
saving putts early in the match, and that’s exactly
what [ wanted today, because that’s what I'd done
all week. But of all my competitors, it didn’t fluster
Leigh Anne at all.”

But ultimately, it was Hardin and her accuracy
that proved unbeatable.

Hardin navigated her way through the first five
rounds of match play in 67 out of a passible 90
holes. But her stiffest challenge came in the final.

Straza, who got the first lead over Hardin all

see Hardin, page 12

By BnlAN HEWITT
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Golfweek, has been promoted to vice

president and publisher, it was
announced Aug. 4.
Nugent will assume his
new duties Sept. 1.

Ken Hanson,
Golfweek’s publisher
since 1992, will relin-
quish that role in order
to focus on his responsi-
bilities as president of
Turnstile Publishing,
Golfweek’s Orlando, Fla.- Jim Nugent
based parent company.

Hanson will continue as president of
Golfweek.

“Jim Nugent has been a valued contribu-

tor to the growth of Golfweek,” said Hanson.

!im Nugent, associate publisher of

“He has been our ‘point man’ in the field
eight years, and has earned the trust and
respect of the golf industry. So it’s only natw
al that Jim take the helm of Golfweek as I
turn my attention to the continued matura-
tion of Turnstile Publishing. Our board of
directors is committed to diversifying the
company, and this transition will help expe-
dite those efforts.”

Nugent, 41, joined Golfweek in 1990 as
national sales manager. He was previously
in sales and sales management with Time
Inc. and Ziff Davis Publishing Co. Nugent
holds a BA degree from Georgetown
University and an MBA from
Northwestern University. He is on the
board of directors of the American Junior
Golf Association. Nugent, a 6-handicap,
became hooked on golf as a pre-teen, when

he began caddying at Sunset Ridge Country
Club in suburban Chicago.

“It’s been extremely gratifying to be part
of the team that has taken Golfweek from a
small regional publication to the national
market leader,” Nugent said. “We’ve come
an awfully long way, but we're far from fin-
ished. 'm looking forward to the competi-
tive challenge of the next millennium —as is
everyone at Golfweek.”

Nugent and his family — wife Vicki;
daughter Blair, 13; and sons Jamie, 11, Jack,
10, and Drew, 5, — will relocate to Orlando
from Glenview, I1l.

Other titles produced by Turnstile
Publishing include Golfweek’s Strictly
Business, a biweekly supplement to Golfweek
for the golf trade, and Golf & Travel, a five-

times-a-year consumer magazine. o)

Callaway to attack with Steelhead line

BY JAMES ACHENBACH
Carlsbad, Calif.
or Callaway Golf, the war starts now.
Ammunition is an affordable new line of
metalwoods called Steelhead. The target
is Orlimar Golf and Adams Golf.

No, these new metalwoods are not shal-
low-faced. Yes, they are designed to avoid the
pop-up phenomenon. Yes, the Steelhead line
contains a full complement of woods — drivers
starting at 6 degrees, fairway woods from a 2-
wood to an 11-wood.

Steelhead is a stainless steel line that will
replace Callaway’s Warbird metalwoods but
will coexist with the company’s Great Big
Bertha titanium woods and Biggest Big
Bertha titanium driver.

So this drama’s storyline is clear: Steelhead
meets Big Bertha; may they live together in
everlasting harmony. The Steelhead line is
the low-cost partner in this relationship —
$295 with a newly designed graphite shaft
and $195 with what could be a revolutionary
lightweight (100 gram) steel shaft. Delivery
will begin in late August and early September.

The Steelhead is the club that Colin
Montgomerie used (and tried to hide from
public scrutiny) in the U.S. Open.

Revelations & Speculations from the man out front

Technicians at the Callaway test
center report that Montgomerie
insisted on using the Steelhead
Strong 3-wood after hitting it 10
yards farther than his old 3-wood.

From a design standpoint, what
is different about these new woods?
For starters, they contain a hunk of
steel (about 30 grams) that is

COURTESY CALLAWAY GOLF

purpose. Ever since Big Bertha
was born in 1991, Callaway has
trumpeted the advantages of
larger clubheads or, in this case,
larger hitting areas.

The Steelhead clubheads are
not huge. The driver is slightly
larger than the original Big
Bertha (about 200 cubic cen-

strategically welded into a slot
inside the sole of the clubhead. On
Steelhead drivers, this weight is
positioned near the heel, enhanc-
ing the ability of any golfer to hita
draw (particularly with the higher-
lofted drivers). On the fairway
woods, the weight is located more toward the
middle of the clubhead.

This weight chip allowed Callaway design-
ers to achieve their biggest objective — lower-
ing the center of gravity. The center of gravity
is now, according to senior executive vice
president Dick Helmstetter, lower than that
of the shallow-faced Orlimar and Adams fair-
way woods.

Callaway’s battle plan includes liberal use
of its franchise design feature. In a word, this
is oversize. In four words, it is oversize with a

Callaway began airing
15-second TV teaser
spots last week and
30-second spots were
scheduled to begin
airing Aug. 13.

timeters in volume). But the
depth of the Steelhead faces is
significantly greater than either
Orlimar or Adams. These
Steelhead faces are even deeper
than the Warbirds.

The Steelhead woods
contain a new sole design, called the Hawk
Eye, and a different construction design,
which is a crown weld. Metalwoods, which
are hollow, must be cast in at least two
pieces. Almost all metalwoods feature a sole
plate that is welded onto the body. Callaway
has chosen to reverse the process, welding
the crown to the body.

The Steelhead drivers length is 44 inches,
an inch shorter than the Great Big Bertha.
The fairway woods are a half-inch shorter
than the GBB models. o

Possible sites are Indianapolis,

where Lilly is headquartered,

and Washington, D.C., the
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Big Bertha Steelhead Metal Woods

800-228-2767

% RESEARCH AND DEVELOPMENT: Our goal was to produce a line of stainless
steel metalwoods with a very low center of gravity, without sacrificing the larger
effective hitting area of the clubface. We wanted to increase the average golfer’s
chances for a better shot rom a greater variety of lies.

#THE ANGLE: Our target market is any golfer looking for the casiest hitting, most for-
giving, best looking stainless steel metalwoods ever.

THE PITCH: Lixplain the features and benefits of the one piece body, heavy internal weight chip, very
lightweight crown plate, lowest center of gravity, deeper face fairway woods, new Hawk Eye sole and
S$2H2 technology which provide the most forgiving and best fecling stainless steel clubs.

HTHE PRESENTATION: Clubs should be merchandised in Callaway Golf's RO.S. displiy units utilizing
our continuous loop video tape, “Take Apart” club display piece and specific Big Bertha Steelhead

product information brochure.
HTHE SUPPORT: Continuous loop video tape for retailers and consumers, print advertising for both
retailers and consumers, TV advertising on all four major networks, radio advertising with Mr. Ely

Callaway and mini-product brochures.

% SUGGESTED RETAIL PRICE: $195, lightweight steel shaft; $295, graphite

King Cobra Baffler L.P. Fairway Woods

300-223-3537

longer, crisper shots and Cobra’s off-set technology for a straighter ball flight.

¥ THE SUPPORT: Major national print ad campaign

¥ SUGGESTED RETAIL PRICE: $225/club

RESEARCH AND DEVELOPMENT: In addition to a sleek, low to the ground profile, shallow club
face and broad, flat sole, the Baffler L.P: Fairway Wood has a precisely placed center of gravity for

¥ THE ANGLE: Designed to help golfers hit high, long, soft-landing approach shots, the Baffler L.P. Fairway Wood is per-
fect for all golfers who wish to replace their hard-to-hit long irons with easy-to-hit fairway woods.

THE PITCH: he King Cobra Baffler L.P. Fairway Woods deliver the distance of a 2- or 3-iron but are much easier to hit and
far more forgiving. And the Baffler L.P. Fairway Wood's design makes it exceptional from both firm and normal lies.

3 THE PRESENTATION: 24-picce corner PO.P. with holders for two Baffler L.P. brochures and satin banners.

888-626-4536

HRESEARCH AND DEVELOPMENT: McHenry Metals director of
research and d and world-r 1 club designer,
Mario Cesario, discovered that by precisely locating our patent-pend- A\
ing Tungsten Power Ring directly behind a huge titanium sweet spot, a
more efficient transfer of energy and optimal launch angle are realized.

THE ANGLE: TourPure is targeted toward avid golfers looking for the ultimate game
improvement metal woods. TourPure drivers and fairway woods sell in the premium-end of
the market. The metalwood collection has been enhanced with the additions of strong three (12
degree), four (16 degree), seven (21 degree) and nine (25 degree) woods.

THE PITCH: McHenry Metals founder, Gary V. Adams, who also founded Taylor Made and
Founders Club, is generally regarded as the “father of the metalwood.” The TourPure driver and
fairway woods combine the forgiveness of titanium with the power of tungsten. Our proprietary
Grafalloy LTLF shaft makes the club easier to swing and an ultra-thin Beta-Titanium clubface
produces extraordinary feel. The TourPure driver has soared to No. 2 on the Senior Tour dur-
ing its first season.

3 THE PRESENTATION: Display in our McHenry Metals Staff Bag or the 24-club P.O.P. display.

THE SUPPORT: A 30-minute TourPure infomercial, featuring Dick Enberg, Fred Funk, Bobby
Clampett and Kathy Whitworth will begin airing across the country this fall. Traditional print and
broadcast campaigns.

K SUGGESTED RETAIL PRICE: $500 each; $399 direct response; $379 minimum advertised price.

ProWrap Grip with EZ Grip Technology

Patiis - 800-304-7004 ‘

RESEARCH AND DEVELOPMENT: A patent- |
ed, non-toxic solvent was developed that |
allows the application of golf grips without
the use of any tape, solvents or clamping
devices. When the grips are removed | -
from their sealed pouch and installed | @ !
on shafts, contact with the air shrinks =
the grips to their normal, playable size.

THE ANGLE: Initially, the product is
targeted towards the re-grip market.
Though the home re-grip market as a
whole is not large, mainly because of
the need for extrancous materials
(workbench, trays, vice, toxic solvents,
elc.), with the advent and simplicity of
EZ Grip Technology, it is in position to |

Ti-Gear Low Profile Fairway Woods
800-955-6440

insert is not pure titanium but a more exatic 1
heat-treated stecl

sistent and longer distance as tested on off-center hits.

% RESEARCH AND DEVELOPMENT: More than 27 years of metal wood design and technology. The
X of solid forged titanium. The hybrid forged titanium is harder than steel or
such as Maraging steel. The key is the overall density which is commonly known to increase energy transfer.

HTHEANGLE: For those who appreciate technology that really works. The density in the forged insert provides a more con-

grow this part of the re-grip category.

THE PITCH: Rescarch has shown
golfers play better with grips that are
in good condition. Frequent golfers should change grips once
ayear. The more casual player should do the same about every
two to three years. Both enjoy investing time to improve their
equipment. EZ Grip Technology is the perfect product for

such a player.

HTHE PRESENTATION: The ProWrap grips with EZ Technology are
available in a three-pack or 13-pack boxed set.

where the ¢

THE PITCH: our technology is hit-tested, not only in laboratory tests but also in an

ESPN and FOX.

% SUGGESTED RETAIL PRICE: $249.95, lightweight graphite; $199.99, steel

is present. Players hit our clubs casier, straighter and longer. They recoguize the difference.
K THE PRESENTATION: GollGear features two floor displays as well as extensive product literature and web-site information.

THE SUPPORT: GolfGear International has been airing an infomercial and 60-second spots on the Golf Channel and

#THE SUPPORT: Griptec offers a free point of purchase display with
a minimum order. The display holds a case of three packs (48
boxes) and 13 packs (24 boxes). Consumer print and television
advertising is scheduled to begin during the holiday season.

A SUGGESTED RETAIL PRICE: $10.95/3-pack; $44.95/13-pack
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.that have become increasingly

the shallow-faced: fairway. woodss -

popular in recent months — the.
Big Bertha Steelhead.
It features a steel chip in the
sole that gives it a low center of - °
gravity and allows it to keep the
large clubface. It is designed:to™ |
replace'the: original Big Bertha ¢
War Bird and will be priced
around $250. s %‘i’i

Anderson, $C
Independant-Mail

Andersan
Mat Area

Thursday D 41,466
AUG 13, 1938
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Patience j

LPGA vic

" ""After making par on the first
playoff hole at the Star Bank LP-
GA Classic at the Country Club o
the North in Beavercreek, Ohio,
-Meg Mallon turned to her caddy to
discuss strategy for the next hole.
""""As a result, she didn’t see Dot-
tie Pepper miss the five-foot putt
that gave Mallon, a Ramona na-

o tive, the victo-

Iy

“I was ask-
ing my caddie
where the
next plavoff
hole was,”

Mallon said
with a laugh.
“I didn’t even
realize I had
won.”

It was the
only time on
the afternoon
Mallon wasa

Rt s ]

ik pas
BEHRENDT

little impatiant.

After starting the final round
with a one-stroke lead, Mallon
was quickly overtaken by Juli
Inkster, who birdied the first four
holes en route to a tournament-
record 29 on the front nine.

To her credit, Mallon never
panicked.

“I just stayed realiy parient,”
Mallon said. “And all of a sud-
den, I was tied for the lead. There
was no explanation whatsoever.”

After shooting even par on
the front nine, Mallon made her
move on the back, finishing with
four birdies to move into a tie
with Pepper.

But Mallon has some practice at
being patient. The win was her first
in two vears and came after nine
top-10 finishes already this vear.

. “I'was starting to wonder if it
was ever going to happen for me
again.” Mallon said.

. “I've staved real patient for a
couple vears now;” Mallon said.
“You know, vou play well, but for
one reason or another, vou don’t
wirL You just have to keep plaving
well enough to put vourself into a
position to win. It’s not going to
be a one-week, one-shot deal.”

nce 1 a
virtue for
Mallon in
tory

Ingalls survives piayoff
After shooting a 77 on
Wednesday to give her a two-
round total of 7-over 151, Fall-
brook’s Shannon Ingalls had
every reason to think she'd ad-
vanced easily to match play at
the U.S. Women’s Amateur
Championship at Barton Hills

. PRO'STIP

Here’s some advice from a

local course pro on how to

improve your game:

Rob Powell

¥ COURSE: Encinitas Ranch

B PHONE: (760) 944-1936

X SUBJECT: Playing in the wind

Here at Encinitas Ranch, we have a
nice cool breeze every aftemoon,
which can make each shot play one to
two ciubs longer or shorter than
normal.

There are three
key elements to

¥ remember when
playing in windy
conditions.

® Good slow pace
on your swing
speed.

u Good balance
during the swing,
® Proper club
selection.

A slow pace of your swing is the most
important factor in windy conditions.
Everyone tries to swing too hard when
piaying in the wind. Keeping your
swing pace stower will increase your
avility to make solid contact with the
ball and give you more control of the
shot. Swinging siower also makes it
easier {o stav in balance.

Finally. wnen hitting into the wind. use
one more club; when downwind, use

one less club.

Country Club in Ann Arbor, Mich.
In the history of the event, the
lowest 36-hole cut score was 157.
“I went and watched a friend
of mine from Las Vegas on the
course,” Ingalls said. “Then I went
back to the hotel and took a nap.”
When she woke, Ingalls
learned she was one of 13 players

Rob Powell

Escondido, CA
NORTH COURTY TIMES

San Dlago
Mst Arsa

Friday 078,131

AUG 14, 1998
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who had tinished ned at 151 and
would have to compete in a play-
off for the final 10 spots in the
64-player match-play field.

“I thought there was the
slightest chance I might have to
play in a playoff,” Ingalls said.
“But truthfully, I thought the cut
would have been at least at 152.”

As it turned out, the playoff
was far from a pressure cooker
for Ingalls, who qualified for
match play with a routine, two-
putt par on the first plavoff hole,

But then, maybe it's just In-
galls was better equipped to deal
with the pressure of the U.S.
Women’s Amareur her second
time around. Last vear. she ad-
vanced to the round of 16 before
losing 1-up to eventual champion
Silvia Cavalleri of Italy.

“Last year, I plaved a couple
tough plavers in match play,” In-
galls said. “Tt taught me that I can
play with people on that level ”

And Ingalls learned the lesson
so well, she went out Thursday
and defeated U.S. Curtis Cup
team member Jo Jo Robertson 5
and 3 in the morning session to
advance to the round of 16 for
the second straight year. -

Thar’s where her luck ran out,
however, as she fell to Shauna
Estes in Thursday’s afternoon
match, 3 and 1.

*“There wasn't much I could
do,” Ingalls said. “I ran up against
a hot plaver.”

Callaway introduces Steelhead

- Not content to wait Tor the
1998 International Golf Show,
which gets underway later this
month in Las Vegas, Callaway
has chosen a far grander venue
to introduce its new line of met-
al woods — the site of the 80th
PGA Championship.

On Wednesday, the Carlsbad-
based company unveiled the
Steelhead metal woods to re-
place the War Bird line, which
sold 1.3 million units in 1997,

The Steelhead has a deeper
face than the newly popular

T



-

Adams Tight Lies, wruch accora--
ing to the club’s designer Richard-
Helmstetter, makes it “the most
forgiving stainless steel metal
wood” Callaway has developed.
John Daly practiced with the
new club Tuesday and planned to
use it in the PGA Championship.

Et cetera

August has been a busy time for local
goifers trying to qualify for national tourna-
ments. Alex Petric of San Marcos led the pack
at sectional qualifying for the 98th U.S. Ama-
teur Championship at Pauma Valley Country
Club on Aug. 3. Petric quaified for the event,
which will be held at Oak Hill Country Club in
Rochester. N.Y., Aug. 24-30 by shooting a tour-
nament-best 3-under 141, Del Mar's Greg
Padilla (144) and Carisbad's Nick Jones (145)
will b2 afternates for the event. ... Severat local
seniors narrowly missed aualifving for the U.S.
Senior Amateur Championship in a tournament
at La Jolla Country Club on Aug. 10. Carisbad's
Riuji Ohnuma shot a S-over 77, when a 76
wouid have earned him a chance at an aiter-
nate’s spot. Del Mar's George Beebe and Es-
condido’s Dennis Carunchio were one stroke
pback of Ohnuma at 6-over 78,

Todd Behrendt is a staff writer for the
North County Times. His column
appears every Friday. He can be
reached at (760) 740-3552.
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By Garry Smits

Times-Union sports writer

REDMOND, Wash. — Calla-
way Golf founder and chairman
Elv Callaway unveiled the com-

y’s first new product line in
a..i0st a year yesterday, and
also ripped competitors Adams
Golf and Qrlimar for recent ad-
vertisements that he said were
inaccurate and misleading.

With Callaway pitch men
John , Daly and . Colin
»_Montgomene front. and center,,
the company formally launched
its Big Bertha Steelhead line of
metal woods, which will replace
the Big Bertha War ‘Bird. The
3-woods and 5-woods are-being

shlpped to retallers now, and\

RIS SN

llaway unveils neW Y

the dnvér ‘will be avmlable in
Octoberﬁ. The retail price will be
between $250 and $275 andiwill
not affect Callaway’s produetion
of the titanium Blggest Bxg‘Ber-
tha.

The Sbeelhead clubs feature a

low center of gravity and a ta.

pered sole plate, designed to get |
the club through the rough,
and airborne off fairways. - .
Callaway took exception w1th
recent Adams and Orlimar ads :
which include slogans such as:
“bigger is not better,” and with
an Orlimar ‘ad’ which claims 41

PRESS CLIPPING

using results of the inde
dent Darrell Survey during th
week of the Senior Tour Home;
Depot Invitational, May 810.7
Callaway furnished Darrell Sur+

vey results which show
Orlimar -and Callway ggag
 neck-and-neck  (30.8 percetit’
{ each) on the Senior Tour in tﬂm

%last six weeks, and Callaway,
" fairway woods leading Orlimng
131 pereent to 26 percent for; :
4 year.’

percent of Senior Tour players |

use the Trimetal, compared to
25 percent ‘who use Callaway
fairway woods.

Orlimar made that claim by
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By Vartan Kupelian ~“I want to reassure everyone gat
The Detroit News - -I'm OK,” he said. “At best, I'm ﬂ§ VR

REDMOND, Wash, — Fred Coy.
Dles Jeft-his hometown of Seattle for-

- professional reasons. It's hard to play
and practice golf when it's alwiys rain-
ing; and, besides, the Pacific North-
west isn't exactly centrally located,
..> The pressure is on him to make 2
good showing this week when he
-returns’ for the 8oth PGA Champi:
onship at Sahalee Country Club, just
- outside’ Seattle. The galleries here call :
out his name like galleries lsewhe

my worst, I feel terrible. It's a thg
I'dnever wish on aniyone. There are'so
- many questions but T cai’t fihd
answers, ...
. .".“The toughest times are when'you
" do a lot of thinking. Pve had'a lotf
- _support. I just have to burst throtigh
© this little bubble in front of me. e
- “Ifeelucky to have known hef and
. for the time we spent together.
“changed my life.” S

Ty,

g.ﬂg_wéy’Golf ofﬁcla]Iy imvei ‘its
new driver, the Big Bertha Steelhead,

v today and Colin merie’ .
re i ; . -have the low-profile metal wopds in
E that TIOT€ pressure on “his bag this week.
us to do well. If I won h re, I.would ‘Those who were observant might-

retire. That would be enough, I would -,
quitandgo'tohe‘m'neqiﬂwiﬂtlje PGA

ST < than here” he said. “Living in Dallas
-isn't really home. You want to (live in)

in Seattle.”. .

It 'might be an éxéggemﬁom but

only slightly. Couples’ activity these
days can best be classified as semi-

- retired. He admits it.

“Idon’t have the motivation to piay

and practice-a whole Year,” Couples -

said. "I was ready t6 play at Augusta,
where I almost won, I'm ready here.”
‘But in-between, there’s mostly a

lull. He won the Memorial Tourna-
ment — his second victory in 1998 —

but, int his words, was “pathetic” at the
British Open-and not much better at
the US. Open, o

“Somebody reminded me I was 3 °

combined 37-over-par in the last two
majors,” Couples said.

But Couples loves Seattle, and this -

is where he will retire: He moved only

_to pursue his career at the University

. b’fHoustona’nd settled in Dallas.

- death, broke down several times. -

-“I don’t know of a prettier spot

Seattle, but you go te the Buick Open
(in. Grand Blanc, Mich,) and it’s six

- hours each way”

Recovery process
Australian Stuart Appleby,

-whose wife Renay died three days

after-the British Open in July inan
automobile accident in- London, is
returning to competition at the PGA

-Championship. He played a practice
-round Tuesday with his best friend,
. Robert Alleniby, an Australian, and

Mark O’Meara and Tiger Woods.

Appleby, like O’'Meara and Woods,
. lives in the Orlando, Fla, residential
_development of Isleworth, :

- Appleby, while discussing Renay’s

: o’c‘lock.f .

«-have gotten a sneak preview at the

Buick Open, where a few Callaway
staff pros had the club. The compa-
ny said the Steelheéad’s constrittion
with -a lightweight crown plate

makes the club easier to hit. It's $up- -

posed to be longer than titaﬂi‘#‘
Berthas, too, - roe
- Jim Schuman, teaching profes-

sional at Treetops Sylvan Résoit in

Gaylord, is in the field. He's among 35
club professibnals who qualified.’ -
“This is huge for me, unbelievabfe
he said: “T have friends who've béeribn
the Tour and never madé a miajogt 7
“ More on Gaylord fror US. Opeh
champion Lee Janzen: “T have'3 bll
when I go up to Gaylord. It's a It of
fun. You can stay out there as lateasm

SR

5

Leave a message for Vartan Kupell
" ey | \ ik [
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*.I'm going to play may game and

lined fairways and_the impor-

‘tance of ‘accuracy, the majority of .
big-name players: are p’lan'm'n%tb
en’

use. their drivers sparingly w|

PGA NOTEBOOK
“

play begihs today at Séhalee CC.
One ‘exception is John Daly,

who plans to hit driver on all the -

ar 4s on the front nine. He says

e won't hit driver on No. 2, a
507-yard par 5, where he'll hit a
3-wood. - :

Daly, oné of the longest hitters
on Tour, thinks he’ll get the accu-

racy ‘he needs from'the'new Big'
Bertha Steelhead woods being in-

troduc y Callaway. The new
clubs won't on sale until October.
. Daly swung the club; with 7 de-
grees -loft, for the first time this
week and likes it so-much he took
his. titaniium- Biggest Bertha out
of his bag, autographed it .and
gave it to a young fan. - o
“With the- Biﬁgest' ~Bertha - I
would hit the ball high and there
was. more room for error,” Daly

-said. “But. when: I hit it lower

[with the steelhead]; there is less

error involved.” - ST
Daly said he learned a lesson, at

the I},.S. Open, where he played

the first two rounds over the tight .

Olympic Club without a driver.
He shot a 69 in the first round,;
but ballooned to a 75-in the- sec-
ond round before-returning to his
driver. He finished tied. for: 53rd
in that tournament. S

..-Recently, Daly missed the cut at:
the. British. Open -and was dis-

. qualified for not:signing his: score-

card after the. third.round. of the

St. Jude.Classic.." .,

-~ “If. P’'m _goin, .tvt.o-‘niiséifhe fair- .

way, ‘I'd much: rather chip from
140 yards than 200 yards,” Daly.

" said. “Everybody has been.telling

me to play.this.way.and that way..
give it a shot.” L
N B '

.'samé PGA Champions

i

READY FREDDIE: Fred Cou-

-ples chips as"he prepares for

today’s _opening.

PGA Championshi

community in Orlando, Fla.

ound..of the
2= AP

'k O’Meara, who won ‘the .
Masters and British Open, lives -

there. So does Lee Janzen,. the
U.S. Open ‘winner. Among other
residents . are "~ Tiger Woods,
Scott. Hoch,. Stuart Appleby
and Payne Stewart. ", ..
Steve Jones, the 1996 U.S.
yen winner, withdrew from: the
A Championship yesterday be-
cause. of the death of a close
friend, Gus Lebsock of Phoenix.
Lebsock, 67, died Tuesday. of a
heart ~attack. He was. a part
owner of the NBA Phoenix Suns.

" Jones and Lebsock had been fish-

ing in Montana last weekend. .
eplacing. Jones in the tourna-
ment field is Billy Andrade.

: : . o )
. Al and ‘Brent. Geiberger will
make’ some- golfing history today.

when they - become the first fa-
ther-son. tandem- to .;;}ay in’ the

¢ shp.. ...
.. “He- can ’still’ hold . his ‘own,”
Brent, 30, said of his 60-year-old

-father, who was the first player in

- PGA Tour history. to shoot a 59.
“He doesn’t. play as much pow, .
mf. he’s. had a lot of suceess on

New York, NY

Post
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1 REDMON D, ,1 Wash.

PGA Championship, which
.begins  today at tree-li
* Sahalee' Country Clup.:

to stay patient enough to hit
irons off the tee all  day
long,” said defending cham-
pion Davis Love III. “For
me, there are probably only
.one ‘or two holes' where' I
can hit a driver off the tee.
~ “Itsshard to be patient
bW . never get’

" shot to the green” .~
. . Love won the, 1997 PG,

Championship;-aj

, 1 D at Wi !
+|- Foot in'Mamaroneck, N.Y,,
- 0N a course that;was long,
had- deeép roiigh; .severe
greens and lots: of bunkers.

Sahalee isn't-long by PGA
Tour standards (6,906
yards), but every hole is
lined by tall trees. ' Also,
there are individual trees at
strategic places. on each
hole that will demand the.
golfers hit the ball straight
at the expense of length.

“This tournament is going
to be much different from
last year at Winged Foot”
Love said. “It's a completely
different course. - Because
it's different, I'm excited
about getting started”

The last player to win the
PGA Championship in con-
secutive years was Denny,
Shute in 1936 and ’37.

In the woods: Ely
Callaway unveiled both his
answer to the shallow-faced
metal woods Wednesday
morning, and the compa-
ny’s deep-faced woods he
calls “The Big Bertha Steel-
head.” - -
mce last winter, shallow- )
faced fairway woods made
by Adams and Orlimar
have become popular in the
marketplace. The shallow
face lowers the center of
gravity, - making the club

fairway: and have, -an’ ‘easy

Patience will be-a valuabié
. asset to.the golfers in .the .

ed .
“It’s going to: be difficult

Just . the world. Earlier this year,

:more effective in lau
. the golf ball,

The Steelhead fai
. 'woods are available t

. he isn't leaving goif.
. .- Lindsay i$ one of the m St
! respected. rules .officials, in

“he worked The Masters-and
« the British Open. e
"I want to'stay in golf,’ he -
id, “and I want to bé’in- _
olved in the rules. Yes; T've -
had ‘some offers’ from 'the -
. pro tours to be a’rules offi- -
. cial, but I'm going to take. -
., some time to decide wiat I .-
~wantto do” = - U
. Lindsay, 55, has been the
pro at Colonial Country Club ;|
in Jackson, Miss, for 29 -
years. In the last decade he
has trained many of the pro
tours’ rules officials, includ-
ing his wife, Janet, who
works for the LPGA.

Awarded: The PGA of
America awarded- scholar-
ships to six college journal-
ism students Wednesday.
They ‘are -Lori Anderson
(Cal State-Fullerton), Beth
Hale (Michigan State), Cha-
lon Rohrer (Temple), An-
drew Smith (Texas), Alta
Denise Spells (Florida

“A&M) and Joey Leninski
(Notre Dame), who is the
first recipient of the Larry
O’Brien Scholarship. ..

- Whistling Straits, a Pete

Dye-designed course in

Kohler, Wis,, and Oak Tree

Golf Club, Edmond, OKla.,

will host the PGA Club Pro

Championship in 1999 and

2000 respectively ... For-

mer US. Open champion

Steve Jones has withdrawn

from the PGA Champion-

- ship and will be replaced by 4
Billy Andrade. 4

e
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Callaway Golf unveils =57
‘Big Bertha Steelhead’ @

Callaway-Golf Co., the prerﬁiyrp
golf club maker whose sales, and
stock price have slumped hhis
year, unveiled a new line of metal
‘woods yesterday that will sell for
.considerably less than its famous
Big Bertha woods, B
' 'With heads made of stainless

Steel rather than much more’ ex-

pensive titanium, the “Big Bertha
. Steethead”. drivers and_fairway -

woods ‘dre” expected to sell™ "fca)¥
about $250 each, compared With
- $450 for its titanium Biggest’Big

Berthadriver, the company said,

. The new clubs.: target consum:
ers who are unable or unwilling to
pay.more than $400 for a golf club,
and are aimed at rival clubs that
feature low profiles, such as:Ad-
ams Golf Inc’s popular “Tight
Lies”clubs. - : (LY



Callaway bnngs new-woods out.of: bag.

REDMOND, Wash.
—"Baying it .was re-
spondmg to 4 “softness
in-the retail golf envi-
ronment,”  Callaway *
Golf Co.  int
new line of Big Bertha
Steelhead metal wéods
yester G
; Company Presxdent
Don Dye blamed’ the

yack of new products to

sell for part of the com-
any’s recent stock

drop but said the new

line,

gvlth a lower center o aw% i b L
regular-sized clubheads and lowe# siig- Ch pmns p gHe earned $6 76
gested retail pnce, was not, readyg;@r gﬁeqr‘r _

chandlse sho
‘Availabl
wvariety of
n«”SlgneA%staﬁness steel driver ‘models
would be in pro shops in October. Sug-

Iy in fairway. woods in’ a

featuring clubs. ¥

gested retail price with graphite shafts is
$275. The'line"is designed to replace the
arbird lige of fairway woods and sup-
plement the"popular Big Bertha, Great
Big Bertha and Biggest Great Blg Bertha

line of titaniuvnsdrivérs.

By George™
Sweda BIG DIFFERENCE — Paul Runyan
) Sahalees firsts pro, was the ™

er theP

P Onﬂy
Nt *1‘ e Vb

,,,,,

“A@‘y '\ué}

troduction at the J. anuary 1998 PGA Mer- Flfty

fts, Dye said the newly. de- ",
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: = ‘second place in this year’s tour-.
. namentis worth $6,800 out of a recordg
‘purse of $3 million. o

. FORMAT CHANGE —. This year’ s
‘PGA Grand Slarn of Golf w1ll have a d1f-
ferent twist. .

- It will be-a match-play event. mstead of
stroke play, involving the winners of the
four "majors.. Since. Mark O’Meara. has.
won_ twice; theé alternate will be the
player with“the best record in the four
events. ~Right - now, that's O’Meara’s
buddy Tiger Woods. :

‘Woods would earn:the No. 1 seed based
the world rankings. O’Meara is cur-.

4 Nd.ai; and. U.S. O Lee:

the oldest player‘ in the ﬁeld at 60 isa na-

- tive of Woodinville, Wash about 10 tmles .
fronitSahalée. " f

* Winner of the PGA in 1966 at Flrestone

- Country- Club in Akron, Geiberger is in

the ev,ent for ‘the first time since 1985.
But:he’s playing on a dare from his son,
Brent,. who now plays the PGA Tour.
Brent, 30, is playing in his first PGA. Two .

'years ago, while playing the course, he
‘challenged his father, who has a lifetime

exemption-into. the tournament, to join
him should hie'thake the field.

Today, they’ll become the first father-
son combination to compete in the event, .
but they.have not been paired together. . -

LOOSE LINKS — Though this is the
first PGA in this area in over S0 years, it .
is.not a: sellout. . . The field, with 85 of .

the top.100 players teemg off today, isthe :

--strongest inPGA hxstory

GEORGE SWEDA
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Players can

for the trees

"~ REDMOND, Wash.
half-century has passed since
a men’s major championship

5

- was played in the Pacific Northwest, and - |

the big question this week at Sahalee
Country Club is: What took so long?
Weather for the PGA Championship,
which begins.today, is expected to be
near-perfect, with temperatures in the
low 80s, a nice breeze, no humidity.

. Fans are in abundance, clamoring for |

such a“tournament. There has been no
official - PGA Tour event in the area.for
three decades, and the Senior PGA Tour
also pulled out. .~ ,
Then there is Sahalee itself, which
* ultimately will determine the success of
the PGA Championship. The course’s
trademark is towering pines that frame
every hole, and player after player has
remarked on the beauty of the course.

" “Early’on, I had it come to my mind
that this would be ‘a wonderful place to
have a major championship,” said Paul
Runyan, a two-time PGA Championship

_ winner who was Sahalee’s first club .pro
in 1969. ‘T formed an early opinion that
this was one of the best golf courses on
Earth because I firmly believe it does not -

_ have a single weak hole.

. “This will be the most aesthetically

- successful PGA Championship. I think

you’re going to'see some of the best of -

all the PGA Championships here.” .

. The 6,906-yard course will play to.par -

70. Two. par-5 holes for members were
converted to par 4s: the 480-yard sixth
and the 475-yard 18th. :

2 Sahalee |

‘pluses.”

" “You've ‘got to walk single file"

8, Pale;sburg, FL

Times
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“through some of these holes,” Pz!yne'

- Stewartsaid. .. v
“It’s very challenging,” U.S. Open ' |

champion Lee Janzen said. “When you
step up on a tee here, with the trees

-being so large and so close to the fair-

way, you immediately see the 6nly shot
you possibly can hit, and that’s straight
down the middle. ... I think the best

way to prepare for this course would |

have been to go to a big city like New
.York and play down Fifth Avenue.”

_ 1t is the first men’s major in the
Pacific Northwest since the 1946 PGA
Championship at Portland Golf Club,

where Ben Hogan defeated Ed Oliver 6

and 4 in match play.

ton stunning Byron Nelson 1-up.

I “Iwo years earlier, Washington had -
. its only'major at Manito Golf and Coun--

try Club-in Spokane. Because of World
War 11, the PGA Championship was the |
only major that year, with Bob Hamil- ;
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Big.Bertha a household name has .

* a new product: the Big Bertha Steelhead -

Metal Woods. The company does 1ot
contend the clubs necessarily will pro- *
duce more distance or accuracy than its

titanium clubs. But they will be cheaper, ;
} retailing in the $250 range. - e
Callaway Golf also is trying to tap

into the success of Orlimar and Tight
Lies and their smaller, shallow-faced fair-
way woods. “We believe that is a design
+flaw,” company founder Ely~Callaway
;said. “We have a product we. think. has

g e

2R S ’l"-& 3
The faifway woodS are available now. >

j The driver will be available.jn October, _

NOT FOR EVERYONE: Although im:

- mensely popular, Callaway’s clubs don’t -

work for everyone. Mark Brooks, the
1996 PGA champion; signed an endorse-
ment deal with the company after. his.. |
victory at Valhalla, then had. just two -
top-10-finishes and missed 25 of 57 cuts.

Brooks recently went back to his old |

clubs. Giving up more than $1-million in

guaranteed income from_Callaway, |

. ..The trees give the course its charac Brooks put his:Hogan traditional blade

ter, and they can cause paranoia off the **
tee by hugging most every fairway. = ° . [

1

n LLAWAY: CLUBS: The .company that - (.
maﬁ <

'none- of the negatives of those shallow: - '
faced fairway woods, and many ney

back in the bag. In his firs€ fouiriafént, |




he tied for 12th, earning $44,000, nearly - -

doubling his earnings for the yéar.
“It's nice when you can endorse a
company and it works out,” Brooks said.

—But-if you'reniot playing well, it's hard-

to be.real happy with what you're doing. |

It’s kind of what I do for #living.”

PAKTO INNISBROOK?: Sotith Korea’s Se |

Ri Pak, who has won four fournaments,

including two major championships in |
her rookie year on the.LPGA Tour, -

apparently'wants to play in the JCPenney
Classic, the mixed-team event Dec. 3-6 at

Westin Innisbrook Resort. There are two *|
stumbling blocks: finding a’partner and

resisting ‘pressure ‘to’ réturnita South
Korea in early: December. Pak has not
been to her homeland since
a U.S. base in'Orlando las

I SRRty

stablishing. |/

.

=
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The 9urrent gOlf | " The . Steelhead features a
war is taking place _ hghgve«‘e;gg crown plate, hich
on the fairw@ys — larger than the original War Bird
‘across America. without - becoming - heavier. A
, Manu fac turers wellghtl ctupf is mlserl:ed in th(}

y ‘sole plate. for ‘a low centér of: ’
' , which helj t ‘the ball
want you to use  EEL ok heps got the bell
their fairway There’s also a..“Hawk. Eye” |

sole, with a convex design to_

woods. And they’re - push the turf
_trying different :
‘styles to get, your i
attentwn o

'|By PAUL GIORDANO S face, but Orlimar touts its malti- -
-Courier-Post Staff material metals as the. real
difference... —... alpha.. maraging *.

Quletly, llke a great wedge metal, which is harder than pure
shot. slicing through the grass | titanium, - on";the  face; :three
and:lofting ‘the ball:toward the | | copper tungstem weights on the -
flag, theres ‘a marketplace tug of | | sole plate for a low center of -
war going on among fairway gravity, and stainless steel for

metal - wood golf lub manufac- the shell.
turers. - { “They (Callaway) actually

For. example g]lgv(gy saw 1ts moved the center - of gravxty
net income plunge .55 percent lower, with a larger hitting area,”
during the second quarter of | Chris O’'Brien, general manager
1998, due a great deal to fairway of Golfsmith Golf "Center "in ™
metal wood success of shallow- Moorestown said, pointing to.the - -
faced clubs such as Tight Lies face of a Steelhead -5-wood.
from Adams and TriMetals from “Callaway wants to get more--
Orlimar. of the face on the golf ball, which

“Callaway doesn’t like market-
place tug of wars.
.Se, to meet the competmon

_ and fight back to regain .its
share/control- of the marketplace
lCallavv,'?thzm gu;xti ouié w1tlh its
ine of Big Bertha FQ head
Metal Woods.  The ine, 3-
through-11-wood, replaces its
- original. War . Blrd The. one’
constant is. the clubface, one-
third larger than TriMetals from
Orlimar _and Tlght Lies . from
.Adams~ Aty wdive.l. s s




lew additions: Ely Callaway ‘shows off his company’s”
replace” his:War Bird ‘brand. . They get more club surfac



,helps eliminate pop-ups that are
‘common with shallow-faced met-
‘al woods. That’s the basic differ-

ence between the Steelhead and -
the clubs:by Adams and Orlimar. -

““We'll be getting the driver in
sometime in:October, It works on

the same principle. What they -

are doing is making it easier for
tl_;e’ golfer to-get the ball into the
".Golfsmith: has the ‘Steelhead
woods: (graphite shaft) priced at

$239. Tight Lies go for $199.95

and Orlimar at $269.95. _ ..
. Thus, the:tug of war for the
_golfer’s: equipment dollar turns
another- chapter..- -~ -

- For the recreational golfer, tug
of .war_is good. Tug of war can
and will translate. into some
pretty good buys very soon.

Although many weekend rec-
reational = golfers . have already
laid the clubs down for the

season and picked up the remote
control and a six pack or two. for
those other weekend ‘pastimes,
‘there’s: some pretty good:-buys

_-And at Somerton Springs .on

Haddonfield Rd., a couple more

: pocket birdies were found. .,
:*Now-could be-a pretty good

out there right now for next :
season, and/or for some early °

Cliristmas shopiping if said golfer °

wants to shop around. .
“Clothing is real good now,”
O’Brien said. “Shirts, outer wear,.

long sleeve golf shirts. And with -
companies coming out with new
“lines of clubs, there’s some pretty .

good buys on drivers, wedges and

© - some putters.” =
" Golfsmith has “‘the: Wilson

 down y

Inzex “graphite driver selling for *

$79. It has been priced at over *
+$100: A Wilson graphite wedge is:

ging for . $29.95, down:.from °

9.99 and a Zebra putter can be
stroked . for
$79.95. : s

-~It is also a good point in time
to have your clubs repaired and

$59.95, down from -

espe;
“Some:

season."Comb

make for some good savings.” -

“Callaway’s War Birds (driv-

‘ers) are $169,” Cinalli said.

“Last year they were around

$200.. Iron-wise? Probably right

now  Lynx..Graphite, $562 for a

set-of irons:that: were $750. Top
Flite is another one with their
irons." Theit“graphite irons “are
$699, down from $899; steel $499,
down from- $699.

“Now’s' a goo&' time to tﬁihk,

ahead to next spring and get’
~ some good buys.”

e

‘time- to buy,”- Somerton Springs
sal .. Dave. .Cinalli -said. .
ufacturers; have.had:

.and.it’s the end of
ined,” that “does



Callaway
thinks small
to get well

BY JOHN LOMBAR
" STAFF WATE

For the Callaway Golf Co., bi;
ger may no longer be better. -,

Callaway, the Carlsbad, - Calif;
based company that revolution:
ized the golf club business with its
hugely successful Big Bertha line
of metal woods, is.introducing:a;
new line of metal clubs it hope:
will reverse its financial slide;#
while satisfying - the US. Golfisf
Association’s growing concerns::
about advances in club technology:

Callaway’s new line-of drivers
and fairway woods.-features:
smaller club head made of stai
less steel. The debut.of the clubs
represents a sharp departure for
the company, which made its rep
tation — and considerable profit.
" .by making big-headed drive
from alloys such as titanium:

But after watching its ne
income for the six months ended
June 30 plummet 55 percent to $3;
million, and net sales fall 3 per
to $410 million, Callaway dec
to replace its War Bird club lini
which predates the Big Bertha
with the new _Steelhead line.

Richard Helmstetter, Callaw:
senior vice president and chief
new products, said the line
aimed at the average golfer.
metal woods are priced at "_$19T5‘
each for steel shafts and $295 for
graphite shafts. )
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"For this golf club, smaller

is bigger ... profits

By Doron Levin
Detroit Free Press

allaway to Adams to Orli-
mar sounds more like the
description of a baseball
. double play than a trio of
club makers desperately pitching:
new technolo%y to an eternally fick-
le golfing public.

Unfortunately for CallmaF Golf
Co., consumer attention lately is
deserting its Big Bertha line of golf

clubs. Starting last year, the Adams
Golf Tight Lies fairway woods cut
the first big nick out of Callaway’s
hide; now Callaway and Adams are
getting clubbed by Orlimar Golf
Co.’s new Tri-Metal woods.

Just last year, Callaway was
strutting like the undisputed king of
prestige golf equipment. But eco-
nomic turmoil in Asia, where Big
Berthas were a familiar status
symbol, and uneasy markets in this
country knocked the fizz out of
sales of the luxury item.

Callaway’s trademark, its defin-
ing philosophy, has been the over-
sized club head: Bigger club head
means bigger sweet spot, suppos--
edly causing fewer mishits.

Competition, however, grew
fierce starting a year ago as Adams

and Orlimar launched expensive
televised infomercial campaigns to
reach golfers who are inclined to
believe technology can straighten
and lengthen a golf shot — in other
words, the majority of golfers.

Adams introduced a flatter club
head design that supposedly pro-
.pelled the ball higher and farther
down the fairway. Orlimar also in-
troduced a shallow-face club,
backed by the slogan “oversized is
overrated,” a not-so-subtle dig at a
macho bias that golfers and non-
golfers long have ridiculed.

Half-hour Adams and Orlimar in-
fomercials on the Golf Channel and
other cable stations proved effec-
tive in drawing customers. Orlimar
spent about $300,000 fo produce its
commercial and another $10 mil-
lion on air time. )

Hurt ih part by this media blitz,
Callaway on Wednesday an-

nounced a 33-percent slide in third- -

g;xarter sales and an 84-percent

op in profits. Last week, Call-
away’s chief executive resigned;
the company was further humiliat-
ed when one of its representatives
was caught stealing an Orlimar Tri-
Metal club from a rival salesperson
at a Senior PGA tournament,

Faltering financials have

Adams and Orlimar
launched expensive
campaigns to reach
golfers who are in-
clined to believe
technology can
straighten and
lengthen a golf shot
. — in other words,
the majority of
golfers.

knocked the stuffing out of Call-
away'’s stock, dropping it from a
high of about $38 a share to about
$10. Adams went public at about

Sunday
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$18 a share; now it's hovering
around $4. Orlimar has postponed a
public offering until next year, likely
because investors are wary after

watching Callaway and Adams.

Callaway, meanwhile, has intro-

duced the Steelhead line of flat-pro- :
file clubs 6 counter the Adams and

Orlimar models. Bob Sage, presi-

dent of the Farmington Hills, Mich.-
based Pro Golf Discount chain, said :

the decision to sell a “dramatically
smaller club has been confusing to
the public,” which still identifies
Callaway with bigger club heads.
Responding to Adams and Orli-

mar, Callaway also has reduced the

wholesale price of its clubs to deal-
ers by 10 percent, Sage said. Thus,
a Great Big Bertha that once re-

tailed at $300 in a pro shop and sold
- for $350 in a discount store may :

now be selling for as little as $315.
An Orlimar spokesman said his
company’s Tri-Metal woods can be
purchased for as little as $280,
while the Adams clubs may sell for
as little as $180.

For many, if not most, golfers,
spending another couple of hun-

dred bucks on the latest technology

can't cause a ball to fly any
straighter — except insofar as a
shiny, handsome club instills the
confidence to swing smoothly.

For longtime owners of Callaway

and Adams stock, confidence in im-
proved performance will prove
more elusive than a perfect swing. . °



+ CALLAWAY STEEL: Callawa.y
Golf introduced its response t0
shallow-faced fairway woods that
have become increasingly popular in
recent months — the Big Bertha
Steelhead.

It Teatures a steel chip in the so[e¥

that gives it a low center of gravity
and allows it to keep the large club-:
face. It is designed to replace thé
original Big Bertha War Bird and"
will be priced around $250. L

Colin Montgomerie first used the:
steel head while practicing at Callawa g
headquarters before the U.S. Open.

“If clubs go further and straighters’
I'll put them in the bag,” Mont—
gomerie said.

Callaway will also have a steeI-

headed driver. That won’t be avail+
able until October unless your famg
happens to be John Daly. - .
Daly asked Callaway to make; hifi
a driver with a 7-degree loft, whic
he plans to use this week at Sahalee
Country Club — and use often. .3y
“I hit driver on every hole.ang
didn’t miss a fairway,” Daly said.. g§
gave my Biggest Big Bertha to som
8-year-old kid. Goodbye, Titaniun’

Carlisls, PA
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Golt
Report

Despite tight Iayout
Daly plans to grip it
and rip it at PGA

‘REDMOND, Wash. — John
Daly doesn’t plan to change any-
thing about his game. That means
he won’t keep his driver in his -
bag — as Tiger Woods plans to -
do — at the PGA Championship
this week.

Despite the Sahalee Country

Club’s narrow, tree-lined fair-", -

ways, Daly will be playing long
ball from the tee when he thmks
he needs to hit bombs.

“I love this course,” he sa1d
“I’'m going to try to make this

wr“

‘course suit my game. I think I've ‘

played well the last couple of
months. I just haven’t been
scoring.”

Daly missed the cut in five of
his past 10 tournaments and was
disqualified from his 11th when
he stormed off the course and
didn’t sign his scorecard. :

“If T hit my driver real well
here, it’s going to be a huge plus.
I'll continue to play aggressive-
ly,” Daly said. “That’s the only
way I know how to play. It’s kind

of like going to the blackjack-. --— -

table.”
Daly relishes challenges. His

go-for-broke style will be tested - )

by the Sahalee Country Club’s
No. 11 “Goal Post” hole, so
named because players will be
trying to hit 250 yards onto the
green between two large trees. .”

“I didn’t bring any footballs .
with me,” he said. “But it’ll be
fun. It’s important to try to spht
the uprights.”

Callaway introduces woods. ’

with a steel chip in sole

Callaway Golf introduced its * ‘

response to the shallow-faced

fairway woods that have become .

increasingly popular in recent .
months — the Big Bertha
Steelhead.

It features a steel chip in the -

sole that gives it a low center of
gravity and allows it to keep the
large clubface. It is designed to
replace the original Big Bertha
War Bird and will be priced
around $250.

Callaway will also have a
steel-headed driver. That won’t
be available until October unless
your name happens to be John :
Daly. i

him a driver with a 7-degree loft. .

Daly asked Callaway to make .

“I hit driver on every hole and'®%
didn’t miss a fairway,” Daly saidZ
“I gave my Biggest Big Bertha t0|
some 8-year-old kid. Goodbye, Ti-I
tanium. Hello, steel.” e

Daly estimated that he’s hit-3 =
ting the ball an extra 15 yards
with the. steel club.

e, \ .

Pebble Beach lnvntatlonal 4
will finally end on Monday

In one of the stranger bits of &
scheduling in PGA Tour history; ¥
the rain-shortened AT&T Pebble :
Beach Invitational will be com- ’3;
pleted Monday, seven months at"“
ter it started and then was mter- 3
rupted by El Nino. e

In case you've forgotten, with *,
18 holes remaining there are a
pair of co-leaders — Tom Watson.!
and Tim Herron at 10-under par.,:
Davis Love III is two shots back.: |

Grand Slam of Golf
switches to match play

The PGA of America an-
nounced on Wednesday it has
changed the format for its Grand-*
Slam of Golf, the annual Novem—s?s
ber event that brings together- the
winners of the year’s four major..z
championships, from stroke play B
to match play. e

Two matches will be played ons
Nov. 17, with the winners meet-
ing on Nov. 18 for the
championship.

Since Mark O’Meara has won:?
two majors this year, the event°'=
will invite as a fourth contestant
the player who has the best overa
all score in the four majors. Afl’er
three majors, the player with t.be
best score, without having won;ﬂ %
one, is Tiger Woods. Sy

L.
"'%

2]

Making history

Al and Brent Geiberger willig
make history today when they Hesg
come the first father-son tandeg:j
to play in the same PGA Esia
Championship. s

“It’s going to be a fun timé,”. ‘1

said Brent, 30. “The last few"
days have been a thrill.” o

Al, 60, who now lives in nea
by Woodinville, was not at Sahé-‘%
lee Wednesday. The 1966 PGA .}
champion was home resting. for s
his first round.

Brent and Al will be in sep :
rate threesomes today. st
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mannouncement IS0 pre
opemn o'f L

-+ have tumbled tw:

E rff}an analyst w1th Chlcégo-
d ABN- AMRO Inc:;said yesterday’ S.

follows the goIf

$38.50 irrJune 1

The company |
turmoil in Asia, w
quarter of Callaway sa
competmon from U.S

comed by analyst
ny’s stock price yesterday, &
only-6.25 cents to close at'$12 a sharé in be-
" low-average: trading'of:756;000:shares on
the New York Stock: Exchange EEaa




i Introductlon. Ely Calla: ay
the Sahalee Country Club néar

| Callaway

“Antnouncement failéd”
to boost stock pnce

‘terday, .Callaway" Presxdent Donald ,
; Dye acknowledged that the compa-
ny's revenues, and subsequently its”

1 “share price; had béen hurt this year -
- because the company ‘had.not intro-

Contmued from C‘ .

The Steelhead clubs were de-"* “We weren’t ‘ready
signed. with a low center of gravity ard the impact’ on. us‘was
but large striking surfaces, which dramatic,” Dye said, adding that it '
Callaway says “increases the club’s “took more than15 months after the *
forgiveness on off-center hlts and
‘delivers a better trajectory.” g

The clubs are expected to sell for
about $250 each, far less than the |
$450 price of Callaway* ‘drivers:”
“made with titanium, which is much -
more - expensive than stafnless”
- steel >
e 'llaway reated th ;
|- line ta compete agamst‘the s .
challenge pdsed this, year by t
k .-uﬁ‘s’tarts,%dams G’élf‘ of'lexm'n“’é-

,.r‘“L T REIPNC R SRS

success,ﬁ*Ely Callawa' sa1 3

that” hls €ompan ’s. salés:




Cheeseheads at Sahalee: Wisconsin
iswell-represented atthe PGA ~~ .
'Championship this week. All four of the’
state’s PGA Tour regulars — Steve,  ~
Stricker and Jerry Kelly of Madison, J.P.
-Hayes of Appleton and Skip Kendall of
Fox Point — qualified for the major champ-
<t-8pship, which begins Thursdayin - ...
“Redmond, Wash. In addition, Eddie Terasa:

of North Hills Country Club and Jim- - = - ¢
Schuman, the 1996 State Open champion .

who now lives in Gaylord, Mich., qualified
by finishing among the top 25 in the Club
Professionals Championship in June. .

A father-son first:.For the first time'in
‘the 80-year history of the PGA, a father and
son will play in the same championship. Al
Gelberger and his son, Brent, both are in

| the field. Al, 60; hasn't played in the PGA
since’ 1985. But he fives in. the Seattle
ared and has a lifetime PGA exemption,
thanks to-his victory in 1966..The

" Geibergers made a pact two years ago

- during a.casual round-at Sahalee
Gountry Club that if Brent qualified, Al
would usehis exemption and play,:

- Good timing: LPGA tour star

Tammie Green signed a con-

. tract with a new golf bag spon-

. sor at.the beginning of the -

“seasdn. Thedogo of Drypers,
-adiaper company, adoms
her bag. It's probably just a
coincidence, but Green is
expecting her first child
Dec. 23. : i
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Woods are good, but try before you buy

Las Vegas

olf needs two big merchandise
shows like I need a slice.

OK, you can call me Achenslice,
because we're stuck with two — the
PGA Merchandise Show in
January and the International Golf
Show in late summer. Boo for two,
Isay. One is enough.

It’s 109 degrees here in the land
of eternal neon, and | just learned
something: The 1998 Intemnational
Golf Show was cleverly disguised as an empty
convention center. For the most part, golf
pros stayed home.

Meanwhile, I'm trying to answer a ques-
tion: What is the difference between the
Orlimar TriMetal, the Adams Tight Lies and
the Callaway Steelhead?

‘These three companies are battling pub-
licly in the fairway wood arena. It’s a surpris-
ingly big market. Adams should reach $100
million in sales this year — almost all of it in
fairway woods. Orlimar should hit $70 million
—almost all of it in fairway woods.

Callaway, after losing market shate to both
Adams and Orlimar, has struck back with its
new Steelhead drivers and fairway woods.

How does a golfer know which fairway
woods to choose? The simplest method of
comparison is to hit each brand on the range.
Finding a demo may be difficult, but it’s well
worth thejeffort. What feels right for one play-

" er may feel wrong for another. Buying without
trying can'be a foolish mistake.

Try hitting the clubs from different lies —
normal grass, heavy grass, sparse grass, divots,

TR
James Achenbach

bunkers and the like.

This may not be the same as real-life,
tighten-your-collar golf. For what it's worth,
here is my opinion based on personal tests of
B the three different clubs. Obviously,
your experience may differ.

The Orlimar TriMetal is sensa-
tional off bare lies. The tighter the
turf, the better the shot. This club is
a rocket blaster. In the hands of a
low-handicap golfer, it is a very
strong ciub with a boring trajectory.
Be careful with the Orlimnar from heavy

rough. Judging the height of the ball is crucial,

although it’s no hardship for attentive players.

The Tight Lies is perhaps the most versa-
tile of the three. This club never met a lie it
didn't like. It can be hit from virtually any-
where. Shots fly very high, making this an
excellent club for golfers who have trouble
getting the ball in the air. '

The Callaway Steelhead has the most
pleasing sound of any metalwood I've ever
heard. The trajectory is high, although per-
haps not as high as that of the Adams.

One more thing: Callaway designers have
done a wonderful job of eliminating the high
rights. Anyone who hits high floaters to the
right should like the Steelhead. I have experi-
mented with a Steelhead driver for the past
three weeks, and I simply don’t have to worry
about hitting drives right.

Not to be outdone, Orlimar introduced a
TriMetal driver here. Adams, keeping pace,
should have a new driver at January’s show.

There is no possibility of declaring one of
these clubs to be better than the others. One

club does not suit all. Try all three.

While you're at it, try others as well. Taylor
Made has a history of producing innovative
fairway woods. McHenry Metals has a hand-
some new collection of fairway woods that
should quickly appeal to better players. Gary
Adams, founder of Taylor Made, Founders
Club and now McHenry Metals, has always
known how to make playable metalwoods.

Cobra is making noise with its new Baffler
woods, but one of my personal favorites is the
reintroduced line of non-offset, high-profile
King Cobra fairway woods. These are among
the longest fairway woods I've eve 'seen.

Here are some of my choices for best clubs
seen at the International Golf Show.

® Wedges: Wilson has a range of Fat Shaft
wedges, and the stability is awesoine. Dogleg
Right has shafts that are even fatter than Fat
Shaft, and the clubhead design (thanks to
Tom Stites and Dave Billings) is superb.
QOdyssey has a complete line of wedges with
face inserts.

¢ Irons: The Maxfli Revolution was the
star of this show. Designer Chris Chappell has
created the most beautiful cambered (round-
ed) sole I've seen in years. This cavity-back,
non-offset club is intended for serious players.
It is cast with a soft nickel compound and
then plated with heavy-duty chrome.

* Putters: The new Ping Ally is a cross
between the Anser and the Zing. It has three
sight lines, which is unusual for Ping.

& Drivers: | love the smaller size (210 cubic
centimeters) of the Callaway Steelhead.

¢ Fairway woods: Achenslice says make up
your own mind. e

Hoping Aussies’ bad luck has

And I'm not just talking about the time

change or the sheer length of the plane
idog freoms D TT 1 (10N,

In golf these days, it isn’t casy being Aussie.

viral meningitis, ¢ rare and dangerous condi-

tion that he has contracted not once, but

two times: “Pretty high,” he said at Sahalee,
e |

whom oot n '

run its course

Appleby, Elkington, Norman, Baker-
Finch . . . they, too, are all Australians.

Jack Newton, the promising young player
[ S B

REASONS
10 PUT
THE NEW
BIG BERTHA'
STEELHEAD"
METAL WOODS
IN YOUR BAG

A Lower
Center of Gravity
Lower than any metal wood we've
ever made, and lower than all the
fairway woods we've tested. Much
more forgiving. Easier to get the
ball airborne.

. Ideal

Fairway Wood Size
A face that’s deep enough. 33%
greater effective hitting area than
shallow-faced clubs for shots off
the tee, in the fairway or out of the
rough. No more pop-ups. Allows the
low center of gravity to do its job.

Custom

Weight Chip
Each Big Bertha Steclhead Metal
Wood is precisely balanced with an
individual stainless steel, variable
weight chip strategically placed
inside the clubhead. This helped us
lower the center of gravity.

New Design
Ultra-lightweight crown plate
allows for more weight in the lower
body and sole, another way we
lowered the center of gravity.

The
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“attract
‘golfers.

By Jeff Babineau

OF THE SENTINEL STAFF

stagnant recently, and it is,times ,

i such as these that Ely Callaway, -
“*and Callaway Golf usually are schem- ,
ing to do something to liven itup. ..
A likely hot topic.this week af, the .;

"‘The golf market has been a_';l,i"tt,le?"v(;

Metailhead.

&
P

* International PGA Show in Las Vegas ", Callaway’s Big
‘__ the West Coast’s version of the .. Bertha Steelhead
merchandise megashow ihat visits . . line, priced to sell
. Orlando each January — will be Call- . at less than $300
away’s introduction of a line of a club, provides a
_ Big Bertha stainless S larger hitting area
- steel drivers and - : because it fea-
fairway metal- : tures a dee
woods. per
face than compet-

The itors’ clubs.
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line is called Big Bertha Steelhead.

- The Steelhead has been designed
to replace the Big Bertha Warbird
metalwood line and will be sold
alongside the company’s Great Big
Bertha titanium woods and the Big-
gest Big Bertha titanium driver, the
latter retailing in the $400-plus range.

Ely Callaway said golfers will find
similar high-performance character-
istics in the new line to the existing
Big Bertha line of drivers and fair-
way woods.

Maxnly, the product is a more for-
glvmg club with a large hitting area

that allows the average Joe to
get a little more enjoyment
out of his game.
What, then, would be
the big advantage of
the Steelhead?
Simple. Price.
+ Graphite-shafted
" Steelhead drivers, al-
ready being carried in
golf shops, will carry a
suggested retail price
of $275, and some out-
lets will offer them for
less. Steel-shafted Steel-
head clubs will retail for
about $195.
“Yes, price is the big-
gest advantage in this
product, but it’s not only
about price,” said Bruce
Parker, the company’s presi-.
dent. This is the best product
we've ever developed. And I
think it’s important to have a
new product right now while the
market is flat.”

- Callaway has targeted two main
competitors to wage battle against in
looking to gain a larger piece of the;’
pie-in the metalwood market: Adams
‘Golf and Qrlimar Golf. Both are
‘smaller companies that have made a
significant impact by introducing
.shallow-faced fairway metalwoods.

Callaway’s own philosophy is that

woods that are too shallow-faced
and too small are harder to hit, and
that’s why the Steelhead features a
deeper face than its competitors,
providing a larger hitting area.
“We’ve been asked, are you
going to make a shallow-faced .
[club]? And we say, ‘No we’re

' represent Callaway, you'd expect to

not,”” Callaway said. “We think the 17
shallow face is a design flaw. We have
a product we think has none of the }
negatives of a shallow-faced club, and 3
many new positives.”
The design of the Steelhead also
features a lightweight crown plate f
that allows for more weight to be d15-
tributed at the bottom of the club. A
weight chip is inserted atop the sole !
plate, keeping the center of gravity
low, which allows a player to get his :
shots up into the air. i
The weight can be positioned clos:
er to the heel of the club head on.
drivers to enable a player to better '§-:
draw the ball from right to left. And -
because the club tends to launch the
ball a little higher with less spin,.
some players are going to find they ;
can hit it farther. r
Dick Helmstetter, the man behind
development. of innovative products ;'
at Callaway, said the relationship be-i7
tween the golf industry and the con-| -
sumer is always ongoing, with the in-
dustry forever trying to get a better |

grasp of what today s player desues
“For years,” Helmstetter said,
“we've worked on intuition, and not :
science. Sometimes, going from diffi-
cult to simple is the hard part.” !
Colin Montgomerie, who has led ;|
the European Tour’s Order of Merit .
in each of the past five years, was
asked to try the Steelhead on the
practice tee at the U.S. Open in June
and refused to hand it back, putting !
the metalwood right into his bag. 3-‘3
“If clubs go further and straighter;_
then I'll put-them into the bag,” e
Montgomerie said at last week’s PGA 3
Championship. “That’s what I did.” -~
Because Montgomerie is paid to f*'

b A Bk

Axace

hear such glowing words. P
“This is my job, not an amateur 3.
career,” i

I'm going to use the best product _‘
available.”

be made ranging from 6 to 12 de- ‘_z;
grees of loft, come in standard 44- &
inch length and will be shipped to
pro shops in early October.

The line of Steelhead fairway %
woods ranges from a 2-wood to an 11-:4

wood. j.am
5



Back on track. The PGA’s John Daly, back into competitive golf after overcoming,
~ bouts with alcoholism, is backed by Callaway Golf and uses a Big Bertha driver. 2



1 einventing th

club
.Innomti()n
is pure

and simple

By Jerry Potter .
USA TODAY i

Sometimes the simple ideas
reap the most benefits yet take
the longest time to become
reality.

Take the new fairway woods
that have come on the market
in the last year: the Adams
Tight Lies, the Orlimar TriMe-
tal and the Callaway Big Ber-

tha Steelhead,
rough one means Or an-

other, they all lower the center
of gravity of the club, in theory
making them easier to hit for
amateur or pro goifers.

It’s basic physics, but whyA

did it take so long for these
clubs to be developed?

“Why did it take so long to

invent the wheel?” answers
Ely Callaway, founder of
Callaway Golf.

He has a point. The idea of
the wheel is pretty simple.

Yet when the buyers arrive
at the PGA of America’s Inter-
national Golf Show this week-
end in Las Vegas, they might
be ordering these clubs as if

~ what makes a ball fly.

Helmstetter says new mate- .~
rials and machines enable
companies to produce better
clubs after research tells them

“Is a very complicated
thing,” Helmstetter says. “The
optimum transfer of energy is
when the center of gravity of ~
the golf club and the center of-
gravity of the golf ball are in a
straight line. The pros reach .
thatstate a lot, but the rest of us .,
don't have as much luck” = 7

Theodore Jorgensen, a re- '
tired physics professor at the
University of Nebraska, says -
it's all marketing.

“The average golfer can im-
prove his game quicker by

L3

improving his swing, rather
than by trying te fnd equip-
ment that works better,’ says |
Jorgensen, author of The Phys-

ics of Golf. '
Apparently, the average

golfer doesn't agree. The sales
of these fairway woods have :
made Adams Golf a public .}
company, and Orlimar is in the -}

process of going public.

Callaway has led the indus- o
try in sales, but it's going

through a downturn that its

executives hope will be re- !

versed by the sales of the new
Steelhead woods. v
Orlimar is enjoying an explo-
sion in sales that leads to this
weekend’s introduction of
irons and drivers to go with its -

.mpnzéss c
—
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they’re the first wheels. .

Dick Helmstetter, Cal- fa‘f:?g-,wggg;‘lar did $1.5 mil- *
laway’s executive vice presi- 4 " -
dent for new products, has a
little more complicated expla-
nation for the change.

lion in sales. In the first quarter :«1
of this year, it did $4.5 million. ‘




Physics of clubmaking: Callaway revised its design and put a metal
chip at the bottom to lower the Big Bertha club’s center of gravity.

The growth was triggered by
an. infomercial that has be-
come the Trojan horse that got
Orlimar into the market.

“The interesting thing about
our popularity is that we're
winning the Tour wars,” says
Nathaniel Crosby, who heads
Orlimar’s sales force. “We've
doubled the number of players
we have using our woods on
the PGA Tour”

The company was started in

1960 by Lou Ortiz, who pro-
duced handmade persimmon
woods that were sold mostly on
the West Coast but were used
by touring pros.

Ely Callaway bought one in
the late '60s in Palm Springs,
Calif., about 20 years before he
founded his golf company.

“My dad and I are dino-
saurs,” says Orlimar President
Jesse Ortiz, 45.”“He used to
make clubs in our garage.”

Trimetals: Orlimar uses stain-
less steel, copper and tungsten.

Lou Ortiz is 73, and his com-
pany outgrew his garage long
ago. The new engine of growth
is the line of fairway woods
made of stainless steel and
copper tungsten, which, along
with a shallow face, adds
weight to the bottorn of the
club.

“The shallow face,” Ortiz
says, “is 10% of the story. The
rest is the way we move the
weight around.”

Adams uses one metal, but it
is a shallow-faced club. with
similar properties.

The Callaway Steelhead,
which was introduced last
week during the PGA Champi-
onship near Seattle, is Ely’s
answer to Orlimar’s contention
that oversized clubs are not
good for fairway woods.

Callaway staff players Colin
Montgomerie and John Daly
used them in the PGA Champi-
onship. Neither won the tour-
nament, but both liked them.

“I'll use any club that helps
me hit the ball farther and
straighter;” says Montgomerie,

who took one from Callaway’s
headquarters in Carlsbad,
Calif. :

Callaway reversed the de-
sign of past metal woods, which
were made by welding a sole
plate to the club’s head.

Callaway made the club-
head open at the top and weld-
ed a crown plate to it, after
adding a weight chip in the
bottom to lower the center of
gravity while keeping the over- !
sized design.

There’s a lively debate
among executives of the com-
panies as to which club is best.

“We've been working on this
club for three years,’ Helm-
stetter says, “but we didn’t
think of it, and Jesse Ortiz
didn't either. Every club™ in
Japan is made this way.”’

“They designed a good’
club” says Jesse Ortiz, who
tested the Steelhead on Tues-
day. “But there’s no way a
single-metal club can outper-
form a TriMetal because of the
weight properties of steel.”

They agree that shallow-
faced clubs are better, al-
though they are not as effective |
in fluffy lies because the club ;
goes under the ball. |

Ely Callaway says, “You
can’t hit air” o

At a suggested retail price of
between $200 and $300 a stick,
the question is whether these .
clubs, whether Olimar,
Callaway or Adams, are better
than past generations of fair:
way woods. i

“Absolutely,” says Helmstet-
ter, sounding as sure as the guy’
who invented the wheel. %

-
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By Jetf Haynes. Ag‘ence Franca-Prssso_ 7 <
Seeking more distance: Colin Montgomerie, watching a tee shot during a practice round last week, put a Callaway Big Bertha Steethead in
his bag for the PGA Championship. ‘I'l use any club that helps me hit the ball farther and straighter,” says Montgomerie.



As Show, the International
Was Merely a Short Drive

By MIKE STACHURA

LAS VEGAS, Nev. — It seems al-
most a city ordinance here that all
things, regardless of their substance
or worth, must be grotesquely large.
Whether it’s hotel casinos, neon signs
or breakfast buffets, nothing can get
away with being low profile.

Still, despite having the largest
number of exhibitors in show history,
low profile is precisely what this
year’s PGA International Golf Show
here last week turned out to be.
Whether you were talking about the
popular new style of fairway woods
or the sentiment that kept some ma-
jor manufacturers from exhibiting
at this show at all, almost everything
about golf’s trip to the Strip this year
was decidedly low profile.

Equipment giants like Titleist,
FootJoy, Cobra, Spalding and Etonic
opted out of exhibiting at the indus-
try’s semiannual show-and-teil expo,

..l was low profile,
rare as a royal flush
in Las Vegas.

as did several mid-range companies
like Ben Hogan Golf, Bridgestone
and PowerBilt. Some had new prod-
ucts they introduced this summer
anyway, like Titleist’s new irons and
PowerBilt’s affordably priced line of
fairway woods, but most did not.

Their decision may have been the
right one, as many manufacturers
who did attend were disappointed in
the low traffic at this show. There
was even the sense among some 0b-
servers that the number of major
golf shows should be limited to one or
at least that a date change should be
made for future Las Vegas shows.

Still, the show, which occupied
'some 775,000 square feet (or about 13
football fieids) inside the Las Vegas
Convention Center once again pro-
vided no shortage of curiosities. The
equipment buzz ran the gamut from
“multimetal’”’ clubhead materiais
Ii* those in the new Liquidmetal
¢ . to the “biomagnetic” inner-
soles in Florsheim’s new Magne-
force spikeless golf shoes.

Ely Callaway, the patriarchical
wizard behind Callaway Golf, once
again could sniile™at the frenzied

Mike Stachura is an associate edi-
tor at Golf Digest.

activity around his company’s mam-
moth booth in the center of the show
floor. It was undoubtedly welcome
news after the company’s stock took
a nosedive in midsummer in re-
sponse to gloomy profit forecasts.

The Callaway excitement centered
on its new Steelhead metal wood line,
designed with a lower center of grav-
ity to help players launch their shots
on the proper trajectory. The line
replaces the company’s wildly popu-
lar War Birdline of stainless steel
woods, as well as combats the recent
success that many smaller compa-
nies have had with low-profile fair-
way woods.

Mr. Callaway was happy his com-
pany was here, almost as happy as
he was that some of his competitors
were not. “We like for our competi-
tors to make mistakes in judgment,”
he said. “Of course, any well-devel-
oped product can exist without a
show, but I feel a new product does
better with one than without.”

Some of the competition surely
agreed in their own low-profile ways.
The booth at Orlimar, a small North-
ern California-based club maker that
struck gold this summer with its
infomercial sensation Tri-Metal line
of fairway woods, was busy as the
company unveiled a new similarly
constructed driver, as well as new
low-slung Tri-Metal irons. And Nike
reintroduced its modified Air Zoom
TW (Tiger Woods) shoe, dropping
the retail price from last year’s $225
to $160.

Most new iron introductions re-
flected a return to simpler looks with
a high-tech twist. Max{li offered two
blade-like irons, including the sharp-
looking ‘‘tour cavity” Revolution
iron, which has been seen in Fred
Couples’s bag of late. Mizuno, the
leading iron company among PGA
Tour players, also introduced the
Comp EZ, an oversized forged iron
that is an extension of its popular T-
Zoid line.

Still, much of the talk centered on
what wasn’t unveiled here. Adams
Golf, whose success story has in-
spired many imitators, extended its
fairway wood line, but there were
rumors that a new driver is in the
works for January’s PGA Merchan-

dise Show in Orlando, Fla. Callaway

Golf, which has spent $130 million in
developing a ball product line, could
be ready for a debut in January, too.
Also lurking in the ball game for an
Orlando rollout is Nike, which has
been showing off its prototypes to
selected parties for the past year.
Keeping a curiously low profile in
Las Vegas was Taylor Made, ‘which
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Ely Callaway with his company’sq
Steelhead metal woods dlsplayed
at the International show. Té

9
had the good fortune to have its3
products in the bags of the winners of 1
three of the four majors this year,"
and as a result is selling the most .
drivers in stores this summer, ac-*
cording to some surveys. Still, Taylor ™
Made had no significant product in-}
troductions, although it too has been™
linked with Callaway and Nike as’
new entrants in the ball game. ‘g

Taylor Made’s president, George®
Montgomery, suggested titanium’s
popularity may be coming to a close

“By my count, there have been
about six million titanium drivers '
sold and that’s very close to the”
number of avid core golfers out;;
there,” he said. “So there are two,;
avenues you can take. Either lower_-g
some of your price points to rea '
other golfers -- and you can’t. ao
much more with that because tltam-
um is such an expensive product to
work with, or make an effort to dis-;
cover the next level of innovation.”;;

The folks at the startup company,s
Liquidmetal Golf, think they have:
just that product. Their line of drivs;
ers, irons and putters is constructed

R

of a special multimaterial metal al-;;
loy that is touted as being twice as
strong as titanium. qumdmetal’
waterfall booth was anything but low-q
profile, and so are its economics. They
putters will retail for $400, the driv={
ers for $595 and the set of eight i xrons
will cost at least $2,000.

But the company president, John
Hoefflich, doesn’t see anything out of:
touch about the price. “We don’td
sense any resistance to this prices
because this is a unique product,” hé
said. “I think what’s happening isH
golfers have decided not to buy any-1
thing until something better comes
along. Maybe what they’ve been

waiting for is our product.” 24
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sneaks in

tournament for this long.”
[}

ity Wesh. — Billy Andrade is in the PGA  Callaway Golf went back to the future yes

" Chaapionship.

t that began today at Sahalee Country Club,

for the even

Sk ! »
4 ; terday,
anfounciig its new Big Bertha “‘Steelhead line-of .

Andrade, who began the week as the eighth alternate  woods a the PGA Championship. "TEe Calfornia-

club manufacturer hopes the club will turn around‘ a

received a spot when former U.S. Open champion Steve i ket that has sent Callaway stock plungj ‘
Jones withdrew yesterday. struggling marke Yy Stock plunging .

Jones had played a practice round Tuesday. However,

in the first half of this year.

he notified tournament officials yesterday morning that features significant weighting in the bottom of the

he was leaving due to the death of a close friend.-

R.L, took a flight out of Green
Airport yesterday morning, when
he was not sure he would get into
the tournament. By the time
arrived in Seattle, he h:

threesome with Olin Browne and

Rocco Mediate, one of the last
first round. ) .
Andrade decided to head to Seattle after being told Bertha titanium woods, but that the Steelhead will

PGA
¥ ke notebook by Orlimar and Tight Lies. Both rely on a low center of i
402 SPOL N 2 emm—— gravity like the Steelhead, but the Steelhead is 33 percent

The Steelhead, which is made from old-fashjoned st 1, f

s

club

: d.’ and a new “Hawk Eye” sole plate. The clubisa departare
Andrade, who had been at his summer home in Bristol, from titanium, the metal that has dominated the market |

for the past five years.

The new line is an obvious move to regain sales

N
i

Callaway has lost to smaller, shallow-faced woods made

larger, a feature that Callaway claims allows the average

groups teeing off in today’s golfer more latitude on mishits.

allaway plans to continue manufacturing the Blg

Monday night by fellow Rhode Islander Pat Horgan that replace its Warbird line,

history,

got a berth. However, as
' of early last night, Quigley did not. have s spot. .
a

his chances of getting in had increased. Horgan, who was The Steelhead also is more reasonably ori e
: o T3 y priced. The Big -
i thelperson ahead of Andrade on the alternate’s list, was Bertha woods cost between $300 and $500; the new lmlg .
notified Monday night that he had a spot because of the will retail in the $250 to $275 range - e
- withdrawl of Michael Bradley, who has bac}: problems. ) * R &
ths }i::ﬁeﬂ;s;fh aftodeer gm’ Brett Quigley, became The winner of the 80th PGA Championship will collect

Tournament among the majors. .

: |3
; N A
In one of the stranger bits of scheduling in PGA Tour y1ark O'Meara earned $5 S5,000 oy i ning the
the rain-shortened AT&T Pebble Beach Invi- U.S. Open, and O’Meara made $492,000 for winnin gthe

tational will be completed Monday, seven months after British Open.

it started and then was interrputed by El Nino. In case
you’ve forgotten, with 18 holes
of co-leaders — Tom Watson

remaining there are a pair
and Tim Herron at 10-

$540,000, the second biggest prize after the Masi-exjs_ -

{

]
gL
The total purse for this year’s PGA' Championship is j
$3 million, up from $2.6 million last year. Defending -

under par. Sea Island’s Davis Love III is two shots back. champion Davis Love HI picked up a $470,000 ch’egk

To help ease the lo,
PGA Tour arranged a chartered jet from Seattle Sunday
night to get the pla
months ago,

+

LN

gistical problems of the situation, the then. %
The biggest payoff for a PGA Tour win this year came 1
yers to Carmel, Calif. Herron joked  at the Players Championship in March, when Justin

“I wonder if anyone has ever led a Leonard won $720,000. . ‘
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Callaway unveils new woods

By Garry Smits

" Times-Union sports writer

” REDMOND, Wash. — Calla-
way Golf founder and chairman

Ely Callaway unveiled the com- tha. .
The Steelhead clubs feature a
low center of gravity and a ta- }

pany’s first new product line in
almost a year yesterday, and
also ripped competitors Adams
i and Orlimar for recent ad-
isements that he said were
inaccurate and misleading.
With . Callaway pitch men
John - - Daly and Colin
Montgomerie front and center,
the company formally launched
its Big Bertha Steelhead line of
metal ‘woods, which will replace
the Big Bertha War Bird. The
3-woods and 5-woods are being
shipped to retailers now, and

the driver will be available in
October. The retail price will be
between $250 and $275 and will
not affect Callaway’s production
of the titanium Biggest Big Ber-

pered sole plate, designed to get

the club through the rough, i

and airborne off fairways.

using results ‘of the indepen-
dent Darrell Survey during the
week of the Senior Tour Home
Depot Invitational, May 8-10.
Callaway furnished Darrell Sur-
vey results which showed
Orlimar and Callway usage

Callaway took exception with
recent Adams and Orlimar ads !
-vhich include slogans such as: |
“bigger is not better,” and with

an Orlimar ad which claims 41
percent of Senior Tour players
use the Trimetal, compared to
25 percent who use- Callaway
fairway woods.

Orlimar made that claim by |

|
!
f

neck-and-neck (30.8  percent:
each) on the Senior Tour in the
last six weeks, and Callaway
fairway woods leading Orlimar
31 percent to 26 percent for the.
year. ’



By Kevin Tole. T wavi & Ay admites
Review-~Joumal

ﬁsoﬁm%u&%fbfﬁg%ausg;‘ @Zwv L

ZFand;~over ~the—tast1

g v sh :ﬂ': S W E gﬁgﬁs

txt ) Coriventl S

Hdives mgq,;: e “‘&;"X: o ey [ﬂteg

veg for even | andi-. te: ti

égpp,e,r 6?,00088301131 player.-. ? was. Wsog:ﬂ;xgx regu?le"’

lggt Ca_ltth )é' t{‘%ﬂw %Ef’gf ,%gggthat would outlaw the new’

3 oaa?’ils’f‘c’ref‘s e Ron G B drivers e e Ao s

bént mold, For'one thm ;Eé‘h 1‘” 5 ey gtock - Hlum.
it 18 gbse; a8 VIR diin Collanay'arstoct-p

Jess steel is back. Thejpre f”wr‘ed an e company began

i club s ISy i Hniily. “agpressivecaugtevmeaszes.. ©. iy

Ssifitller) mach mores ;o sl took out full-page ads in gott
St

e periodical T the USGA’s:

that the low proﬁle is the Way to

“&‘%&%@m‘“ ’*“7‘ 2

55 l':""'fi’ﬁ*%é?i :,_. P

decade, Jas 7 o S Calw
used 1ts bully pulplt to dram-t ter,” ms;sted teve,ﬁ,:mn,..a‘ i
ﬁiggésfw-lawaycustommefepresen«
: Ty i king the Callaway

Q-

Las Vegas, NV

e REVIEW - JOURNAL
s small e
B Monday D 187,985

AUG 24, 18988

I 0 000N

P395e

-l.PRBSS CLIPPINGS

He noted the populantx‘afffh
large drivers on the five ¥h maJo
professional golf tours — the
PGA, Senior PGA, European.

Tour and LPGA.

- “I can’t give you an-exact num--
ber, but the ma]onty of golfers on
the pro. tours play“ “oversized driv-
sg:;ll‘ to;this day,”;Simon said.
“W Btill (say)+ blggen,xs better.”
Eveén~our -stainless steel woods’
are bigger. When Big Bertha first
carire “out,” everybody went, ‘Oh
o T God, Took how big they are.’ |
But Big Bertha looks small now.”

The Steelhead metal woods are

“the club ducéd”

e ‘;f‘ sm;!)roAu W e T chition. ¥t A holsdvattor- gvg.ﬂgble assdnv%rs as well as in
%Is" CalIaWd}*‘!~ ' "fggsi«rwhoa SuecesSfully-"dued trong 3, 4, Strong 4, 5, 7, 9
e e L S e w5 and. 11 woods The suggested re-

&

“the USGA to represent it in case tail price is $195 for steel shafts, .
the USGA banned the oversized $295 for the grapmte shafts. ¢ - ;
-clubs, which it did not. “Callaway “is “¢onvinced the '

_ But, perhaps most significantly Steelheads‘ will ‘be “a "huge hit,"

«;ﬁ!r the average player, Callaway ~
introduced its line of woods earli-
er | this month.

Callaway msmts “the :sleeker :

#lub is Dot in response-to the -
overwhehmng %uccdess -of the :

‘gaff ¥ sa}% &‘I“emﬁand?i has ady
#beén ‘strofig. CoHn, merie
used a 3-wood at: e Callaway

test center in Carlsbad, Calif.,
before the U.S. Open in June and
liked the ‘club’sb much he insist-

clubs- produced by Orlimar and
Adams, but there is no doubt the
Eﬁelhe;ds&;o&more ilzlﬁ;e tl};s Or-

ar Tri:Metal or the Adams
Tight Lies than they,do the Big- 2‘;{‘,%3“
gest Blg Bertha.

The ‘ head is smaller, the
weight is- ‘less, and the shaft is
‘shorter than previois Callaway
introductions. But Simon msxsted
“Callaway "has tweaked ‘its’ old’
.War Bird clubs and fiot given in"
to the competition. - ...

ed on putting it in his bag.
TSined Wash'E et i tr"é'ﬁuced
Callaway-allowed it*only'dh the

tl;)at Montgome ie. con-‘

% % :
: "l‘he reactlon “has béen t‘antas—x
‘tic,” Simon said. “We had hor
t0-do well with this; but
really been a HLit'so far.; 3
back. has been overwhe]mmgly
positive. What we've heard from
our customers, and the ‘reports
théy’re getting from people wha
are purchasing the clubs, hask .

ol LM ANe e r...._'.“;‘.u;_x...(.



Approach

SHOTS |

Products, : e
courses, 5
rules

& updates

1
i

MY FAVORITE
COURSE ;

Who: Dennis Courie, resident -
of Santa Fe Springs.

The course:
Dove Canyon
Country Club.

Why: I've had
an opportunity
to play there
because my !
boss is a mem- -
e — ber. | would say
COURIE it is the ultimate -
in courses that I've played,-every-
thing from the layout to the
greens. It's very well-manicured,
even though | know it gets a ot *~ -
of play. It's simply outstanding. - -
Very chailenging, too. T

THE MARKETPLACE *

Item: Big Bertha Steelhead.

Comment: Callaway Golf's .’ .
newest offering wasthe hot topic” -
at the PGA Merchand|se Show in~
Las Vegas. Fairway woods now ™
are available in golf shops, and -
drivers are scheduled to be
shipped in October. The Steel-
head, which will carry a suggest- "’
ed retail price of $275 with L
graphite shafts and about $195 '
with steel, is said to be a
‘replacement for the company 'S
Big Bertha Warbird line of metal .,
woods. The Steelhead repcnedly
is Callaway’s answer to shalfow-""
faced fairway metal woods like
Adams Tight Lies and Orlimar .
Trimetal. Callaway officials con- "~ :
tend clubs that are too shaliow- |
faced and too small are harderto _
hit. The Steelhead, on the other
hand, features a deeper club
face which provides a larger hit-
ting area. .

Problem: A player’s ball lies -
on the apron of the green, and @,
sprinkler head is on his line. Can
he move his ball? )

Solution: No. There would be
relief only if the sprinkler head
interfered with the player's
stance or swing. If both the spi
kler head and ball were on the
green, the player would be enti
tled to relief and the ball could b
moved. The penalty for breach of
rule 24, which covers obstruc-
tions, is loss of hole in match ~
play and two strokes in stroke

play.
MAJOR LETDOWN

Phil Mickelson is one of the
favorites in this year's World -
Series of Golf in Akron, Chio,.
having won the tournament in
1996, but he can't help but ook 4
back on anoth-..;
er wasted year
that includes ..
no major -
championships

The 28-year-.
old has three
NCAA titles and
a U.S. Amateur’
MICKELSON  Crovn tohis

credit. He even

won the Phoenix Open as an 3+ {3
amateur. His latest chance for a
major was the recent PGA Cha
pionship, but a third-round 78
took him out of contention. ’
“Possibly, | think what i see
myself doing is that when | was i
college or when | had a very good;
record, and things didn't go well, "4
| waited until they did,” he sai
“In the majors, it's like I'm wait-~
ing for something bad to happen.;

“| can't let the fact that | wan
to win these tournaments so bad
it tightens up the way | play.

“But it's not the end of the
world.”

LET US KNOW

Ideas, submissions,
comments:

Address to Larry Morgan, golf
editor ¢/o SGV Newspaper *
Group, 1210 Azusa Canyon -
Road, West Covina, Cahf :
91790.

Telephone: (626) 962-]
8811, ext, 2272. .

Fax: (626) 856-2758.
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Callaway rolls out
new steel woods

By T.R. Reinman, starrwrITER

. AS VEGAS — Callaway golf announced sales of
$410 million for the first six months of this year,’
and yet from the first of the year until today the

value of one share of its stock plummeted from $27.88 .
to $11.88. : .
The Asian financial crisis, competition from new cor-
ners, a failure to introduce a new.product last year for
the first time since 1990 and the general softness of =
the retail environment all were proposed as reasons for
Callaway’s slump. ’ ' I '

“What's our answer to this?” said Don Dye, president

and CEO of Callaway. ] , .
The new Big Bertha Steelhead metal woods.

Unveiled in the last two weeks and creating no little

buzz this past weekend at the PGA International Golf
Show in Las Vegas, the Steelhead line represents a sig-
nificant departure from the way things have been for
Callaway. o \

The clubs are made of stainless steel, not titanium. + -

And while the Callaway line grew in size from the War
Bird to the Great Big Bertha to the Biggest Big Bertha,
the Steelhead is nearly a third smaller than the Big-. .

Perhaps the most signiﬁczint change for consumers:
the suggested retail price is $285. T
Dick Helmstetter, Callaway senior executive vice

president and chief of new products, said the Steelhead "~

is not designed to replace the titanium lines, but the

War Bird. Titanium and steel, he said, are two different

businesses.
- The Steelhead has a lower center of gravity thanks
to its design: a lightweight crown plate, a solid face and

"lower body and a weight chip inserted in the bottom of |
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gest, marginally larger than the stainless War Bird. -  Club warfare: Callaway unveils its newesk-Iite

of Big Berthas, ihe Sieeliead metal wood:

the interior. Helmstetter said the idea was to create; ﬁg
club that has a higher launch angle and puts 1éss spiit 0

theball. " P <
He didn’t say, but intends, for the Steethead lineftz

put a different spin on Callaway’s fortunes in the com-
ing months, too. : s D




 EQUIPMENT NOTEBOOK
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fro
ig,'From C-J and AP Dispatches
gir-, High tech golf may have reached
jiits outer limits at the Brickyard:
1. Crossing course, located on Indian-
1 ~apolis. Motor - Speedway property
1 and* site .of the Comfort Classic -
{& Senior PGA Tour event Sept. 8-13.
.+ The newest innovation, the first
1 "of its type in Indiana — Kentucky
i~ has none — and among only 45
L.worldwide. features' a computer
{7screen on each golf cart that out-
i lines the upcoming hole. The com-
1 'guter lists yardages to the edges of
bunkers or water hazards and the
v+ hole -itself. When the cart parks
\--alongside tee shots, the computer
(- lists the distance to the pin.
L,Called ProI.:Ii_nkh ar}d made gy
- Leading Edge Technology Inc., the
. ‘computers cost almost $4,000 per
" cart. .
By pushing a button the golfer

receives a topographical look at

‘Brickyard’s ca

. the green and its pin placement. By

pushing another, suggestions for
playing the hole are obtained. If the
weather is threatening, an advisory

s placed on the screen. Best of all,

said pro Rollie Schroeder, the sys-
tem enables workers in the pro

- shop to keep track of each cart and
. determine if the golfers are main-

taining a proper pace.

“It's really helped to speed our
play up,” he said. “We can track
every car over the whole Speedwa:
grounds. So if somebody gets o
the. golf course and shoots over to
the race track, we can tell which car
it is and send someone over there.”

The computer screen tells
golfers if they-are behind an ac-
ceptable pace.

Schroeder said the computers
determine yardage within two
yards of the flagstick while operat-
ing off a space satellite.

“They’re only good for resorts.

You wouldn't want them in a pri-
vate club, because the same people
play there ail the time,” Schroeder
said. “But we have different peo-
ple, and the way this course is con-
structed, it speeds them up pretty
good.” y

Callaway debut Steell}ea‘

Callaway Golf Co. has intro-
duced a new line of metal woods
termed the Big Bertha Steelhead,
which it claims is the “most forgiv-
ing stainless steel woods we have
developed.”

The new clubs feature an “ex-
tremely lightweight, very thin”
crown plate atop the club. The low-
er portion is said to be “relatively
heavy,” and the third part of the

. club is a stainless steel chip that

can come in various weights and

rests in the interior of the club.
Callaway officials say the club

produces the lowest center of grav-
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rt computers guide golfers to pin

ity of any metal wood they have
tested and also provides a large
sweet .spot. The suggested retail
price is $295 for clubs with graph-
ite shafts and $195 for those with
, steel shafts.

ittle Berthas introduced

Callaway also said it has intro-
duced a line of Little Bertha golf
clubs that are designed in propor-
tion to children’s bodies.

The Little Bertha weods' and’
irons have lightweight, flexible
graphite shafts that are more effec-
tive at slower swing speeds and.
easier for children to handle, the
company said. The clubs also have
grips designed for small hands,
and the various club faces are de-
signed to compensate for young-
sters’ swings.

A set that includes a driver, 6--
iron,. 8-iron, wedge, putter and bag
has a suggested retail price of $500.
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Callaway uses Steelhead
as bait in metalwood batt

‘Bee News Services

A likely hot topic this week at the In-
tezznatmnal PGA Show in Las Vegas —
thevWest Coast’s version of the mer-
chandise megashow that visits %ralﬁn-
ds; Fla., each January — will be a-
way’s introduction of a line of Big Ber-
tha stainless steel drivers and fairway
metalwoods. The line is called Big Ber-
tha Steelhead.

“The Steelhead has been designed to
replace the Big Bertha Warbird metal-
wood line and will be sold alongside
the company’s Great Big Bertha titani-
um woods and the Biggest Big Bertha
titanium driver.

-What, then, would be the b1g advan-
tage of the Steelhnad’7

Simple. Price.

Graphite-shafted Steelhead drivers,
already being carried in golf shops,

will carry a suggested retail price of

$275, and some outlets will offer them
for+less. Steel-shafted Steelhead. clubs
will retail for about $195.

‘“Yes, price is the bxggest advantage
in this product, but it’s not only about
prlce > said Bruce Parker, the compa-
nys presxdent “This is the best prod-
uet we've ever developed. And I think
it’scimportant to -have a new product
rlght now while the market is flat.”

“Callaway has targeted two main-

competitors to wage battle against in
looking to gain a larger piece of the pie
irr the metalwood market: Adams Golf
and Orlimar Golf. Both are smaller
comipanies that have made a signifi-
cant impact by introducing shallow-
facéd fairway metalwoods.
+:.Callaway’s own philosophy is that
woods that are too shallow-faced and
too small are harder to hit, and that’s
why the Steelhead features a deeper
face than its competitors, providing a
larger hitting area.

“We've been asked, ‘Are you going to
make a shallow-faced (club)?” And we

-are designed in proportion to

.
say, ‘No, we're not,” ” said comp‘ Y
CEO EIy Callaway “We think*the
shallow face is a design flaw. That"sﬂ
our opinion. We have a product ¥
think has none of the negatlves of A
shallow faced chub, and many new f %
itives.” v S

The design of the Steelhead also %
tures a lightweight crown plate. thi
allows for more weight to be dlstn»
ed at the bottom of the club. A weig
chip is inserted atop ‘the sole pl'a
keeping the center of gravity 16¥
which allows a player to get his sh
up into the air. &

The weight can be positioned closers
to the heel of the clubhead on drivers
to enable a player to better draw the’
ball from right to left. And because the:
club tends to launch the ball a littlé:
hlgher with less spin, some players arei
going to find they can hit it farther. ;_f:_aj

Dick Helmstetter, the man behin i
development of innovative products at
Callaway, said the relationship-b
tween the golf mdustry and the co\?’z
sumer is always ongoing. -

“For years,” Helmstetter-said, % we
worked on intuition and not scxen
Sometirnes going f'rom difficult to sr%
ple is the hard part.” :

Callaway’s Steelhead drivers m}_
have six to 12 degrees of loft, come" m‘:
standard 44-inch length. and w111‘5e;
shipped to pro shops in early October. 4

The line of Steelhead fairway woods:
ranges from a 2-wood to an 11-wood‘r B8

Callaway also has introduced a.hg§
of Little Bertha clubs for childrer:tl

dren’s bodies.
The Little Bertha woods and irons
have lightweight, flexible graphlte
shafts that are more effective at slowe
swing speeds and easier for children'
handle. The clubs also have grips de’
signed for small hands, and the- varj
ous clubfaces are designed to compen
sate for youngsters’ swings.. -
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‘Callaway’s answer in
fairway metals market |

By DOUG FERGUSON
AP Golf Writer

As far as Ely Callaway is con-
cerned, bigger is better. -

The company that created Big
Bertha, Great Big Bertha and the
Biggest Big Bertha didn’t come up
with something really colossal this
time. But it didn’t exactly
downsize, either. :

In a fairway metals market where
shallow-faced clubs of Orlimar
Golf and Acams Golf have rock-
eted in popularity, Callaway stuck
to its belief that a larger clubface
produces better results.

Its newest metal wood is the Big

Bertha §tce1%2§‘g which replaces
the origin ar Bird with technol-
ogy that Callaway says it has been
developing over the past three
years.

The one constant is the clubface,
one-third larger than TriMetals
from Orlimar and Tight Lies from
Adams. ' :

“If it is designed properly, then
bigness is one important factor,
‘particularly when you're talking
about effective size,”” said Cal-
laway, theé founder and chairman.
“To the degree our clubface is

deeper by 30 percent, that is a plus
to all golfers.” g

The Steelhead features a light- |
weight crown plate, which enabled
the head to be slightly larger than |
the original War Bird without be- |
coming heavier. A weight chip is !
inserted in the sole plate for a low :
center of gravity, which helps get
the ball in the air more consistently. |

“A low center of gravity does
not have to mean a shallow face,””
said Richard Helmstetter, Cal-
laway’s chief of new products. :
‘“We stretched the stainless steel
technology some. We went through :
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a lot of computer work getting the -

center of gravity where we really |
wanted it.”’ o 1

The result? S

‘“This is the best we've ever. |
made,”’ Helmstetter said. o

The initial feedback could prove -
to be a much-needed shot in the -
arm for Callaway, which saw its net *
income plunge 55 percent in the °

- second quarter. R
Donald Dye, president and chief

executive officer, attributed the loss
to the Asian economic crisis, a

decrease in U.S. consumer demand '



and loss of market share to compet- will retail for about $195. Steelhead

itors. )

Dye also said this was the first
year since 1990 that Callaway did
not have a metal wood ready for the
January merchandise show in Or-
lando, Fla.

‘“We weren’t ready to introduce
this in January. We’re ready to do it
now,”’ Dye said at the PGA Cham-
pionship, where Callaway first un-
veiled the Steelhead to the public.

““This may not immediately at-
tract the attention of the public, but
it will be a watershed point in the
retail part of our business.”

" So far, so good. )

According to the Darrell Survey
of clubs used last week on the Se-
nior Tour, 50 of the 63 Big Bertha

“fairway woods in play were the
new Steelhead. )

And at the Sprint International on
the PGA Tour, Big Bertha-had 63

fairway metals, 24 of them the
Steelhead. Orlimar had 32, while
- Taylor Made had 18.

“Im confident that will ouly
-grow,”” Callaway said. ‘It will be
more valid in four or five weeks,
because we’ll have the facts from
those weeks. But the facts on this

weekend are there. It’s been a very ;
dramatic, very quick acceptance —

quicker than we expected.’”
It also gives consumers three

very different options on the mar-

ket.
Tight Lies is made of stainless

steel and features an inverted club- :

head with a tri-level sole plate.

TriMetals also has a shallow
face, but Orlimar touts its multi-
material metals as the real differ-
ence — alpha maraging metal,
which is harder. than pure titanium,
on the face; three copper tungsten
weights on the sole plate for a low
center of gravity, and stainless steel
for the shell.

Graphite-shafted Steelhead
-drivers will sell for a suggested
retail price of $275, even lower at
some outlets. Steel-shafted clubs

drivers will not be available until
‘October, although John Daly got
‘his hands on one for the PGA
.Championship. .

‘“These will be affordable to far
:more people,’’ Dye said.

Callaway is careful to note that
‘the Steelhead replaces the original

.War Bird, not the titanium in the

'Great Big Bertha and Biggest Big
:Bertha. Daly caused a stir in Seattle
when he said he was hitting the 6-

idegree Steelhead an additional 20 |

yards.

“‘Goodbye Ti, hello Steel,” Daly |

said. .
But Callaway said titanium still

has its place, particularly with those

players who need the lightweight
metal to help them get through the
ball faster. ‘

*“If designed properly, titanium
is very rewarding,” Callaway said.
‘““The metal itself has real advan-
tages. We’ve been very successful
and we expect to have a great fu-

ture. But for the stronger players, I
expect the Steelhead will eat into |

our titanium to a certain extent.”’
Of greater concern is how well
Steelhead eats into fairway metals
have thrived this year. o
David Braham of World of Golf
in New York said the Steelhead
was an ‘‘immediate success.’’

it,”” he said. ‘‘Callaway is making

significant inroads where they had i ;
lost market shares. That said, it’s ;;
new. Interest goes to the newest

thing on the block. .

‘“The real test will be six months

down the road, when it’s hot just a
novelty but is standing entirely on
its merits.”” - - '

market where Orlimar and Adams ||

‘‘People are very interested in

s e vebary




| Callaw
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ray focusing on bigger

and bigger clubs

8y DOUG FERGUSON
AP Golf Writer

" As far as Ely Callaway is con-
cemed, bigger is better.
The company that created Big
Bertha, Great Big Bertha and the
Biggest Big Bertha didn’t come up |

with somcthmg really colossal this

time. But it didn’ te(actly downsize,

either.
In a fairway metals market where
shiallow-faced clubs of Orlimar Golf
and Adams Golf have rocketed in
popularity, Callaway stuck to its
helief that a larger clubface pro-
duces better results.
Its newest metal wood is the Big

ertha Stecthead, which replaces
e original War Bird with technolo-
thar Callaway says it has been
aveloping over the past three years.

“The one constant is the clubface,
s -third larger than TriMetals from
iinar and Tight Lies from
s,

AFitis designed propcrly, then
s is one xmpommt factor, par-
ticularly when you're talking » about
effoctive size,” said Callaway, the
founder and chairman. “To the

degree our clubface is deeper by 3() :

percent, that is a plus to all golfers.”
The Steethead features a light-
weight crown plate, which enabled
the head to be slightly larger than
the original War Bird without
becoming heavier. A weight chip is
inserted in the sole plate for alow
center of gravity, which helps get.
the ball in the air more consistently.
“A low center of gravity does not
have to mean a shallow face,” said
Richard Helmstetter, Callaway’s .
chief of new products. “We
“stretched the stainless steel technol-
ogy some. We went through a lot of
computer work getting the center of
gravity where we really wamed it.”
The result?
“This is the best we've ever
made,” Helmstetter said.
The initial feedback could prove
.. to be a much-needed shot in the arm
3 (or Callaway, which saw its net .
*income plunge 55 percent in the
= sevond quarter.

executive officer, attributéd the loss

*to the Asian economic crisis, a.
‘dLLT‘&dSC in U.S. consumer demand

: ; andloss of market share to competi-

27iors. v
s« Dye also said this was the first.
‘; year since 1990 that Callaway did

-not have a metal wood ready for the .

January merchandise show in
Ortando, Fla. :

“We weren't ready to 1ntr0duce
this i in January. We're ready todo it -
now,” Dye said at the PGA Cham-

pionship, where Callaway first

unveiled the Steelhead to the public.
" “This may not immediately -

“attract the attention of the public.

but it will be a watershed point in
the retail part of our business.” ’

So far, so good.

According to the Darrell Survey
of clubs used last week on the -
Senior Tour, 50 of the 63 Big Bertha
fairway woods in play were the new
Steelhead.

And at the Sprint [m..nmuona] or
the PGA Tour. Big Berthu had 63
fairway metals, 24 of them the Steel-

head. Orlimar had 32, while Taylor

MJdL had 18.

-t m confident that will only
grow,.” Callaway suid. "1t will be.,
more valid in four or five weeks,
because we' |l have the facts from
those weeks. But the facts on this
weekend are there, It's been a very
dramatic, very quick acceptance —
quicker than we expected.” )

It also gives consumers three very
different options on the market..

Tight Lies is made of stajnless
steel and features an inverted club-
head with a tri-ievel sole plate.

TriMetals also has a shallow face,
but Orlimar touts its multi-material
metals as the real difference — .
alpha maraging metal. which is :
harder than pure titanium, on the
face: three copper tungsten wveights
on the sole plate for a low center of
gravity, and stainless steel for the
shell.

' Graphlle -shafted Steelhead dri-
vers will sell for a suggested retail
price of $275, even lower at some
outlets. Steel-shafted clubs will retail

,' " Donald Dye, president and chief

- Great Big Bertha and Bxgg,est Big
' Bertha. Daly caused a stir in Seattless:

_market where Orlimar and Adam .
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for about $195. Steelhead drivers.
will not be available until October,
although John Daly got his hunds on
one for the PGA Championship. . .+«

“These will be affordable to far*~’
more people,” Dye said. ’

Callaway is careful to note, thd
the Steelhead replaces the ong,ma
War Bird, not the titanium in th,

when he said hic was hitting the 6-
degree Steelhead an dddmondl 20
yar d 5.
“Goodbye Ti. hello Sleel . Ddly
said. ‘
But Callaway said titanium sull -
has its place, particularly with those
plavers who need the lightweight .
imetal to help them get through the s
ball faster. . : :'
“If designed properly, titanium is .
very rewardmg Callaway said.’
“The metal itself has real advan-
tages. We've been very successful y
dl]d we expect to have a great future. g
But for the stronger players [ expect 5
the Steelhead will eat mto our titani-"3
um to a certain extent.” o
Of greater concern is how well
Steelhead éats into fairway metals -

-

_have thrived this year. v
David Bramm of World of Go]f 5

an “1mmedmte success.”

“People are very interested init,
he said. “Callaway is making signi
cant inroads where they had lost *
market shares. That said, it’s new.
Interest goes to the newest thmg o
the block.

“The real test will be six months 4
down the road, when it’s not justa +j
novehy but is standing entirely on lts t

merits.” ’:
ey
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Bigger can
be better
when it comes

to golf clubs

% By DOUG FERGUSON

Associated Press Writer
As far as Ely.Callayay is con-

“Z cerned, bigger is better.

The company that created Big
Bertha, Great Big Bertha and the
Biggest Big Bertha didn’t come up
with something really colossal this
time. But it didn’t exactly downsize,

* either.

. © Inafairway metals market where
*: shallow-faced clubs of Orlimar Golf
;i and Adams Golf have rocketed in

% popularity, Callaway stuck to its .
i belief that a larger clubface pro-

et em R

: the ori;

duces better results.

" Its newest metal wood is the Big
Bertha Steelhead, which replaces
ar Bird with technolo-

. gv that Callaway says it has been
i developing over the past three

years.

The one constant is the clubface,
one-third larger than TriMetals
from Orlimar and Tight Lies from
Adams.

“If it is designed properly, then
bigness is one important factor, par-
ticularly when you're talking about
effective size,” said Callaway, the
founder and chairman. “To the
degree our clubface is deeper by 30
percent, thatisa plus to all golfers.”
' The Steelhead features a light-
weight crown plate, which enabled
the head to be slightly larger than
the original War Bird without
becoming heavier. A weight chip is
inserted in the sole plate for a low

. center of gravity, which helps get
. the ball in the air more consistently.

“A low center of gravity does not

i have to mean a shallow face,” said

Richard Helmstetter, Callaway’s
chief of new products. “We
stretched the stainless steel technol-
ogy some. We went through a lot of
computer work getting the centerof
gravity where we really wanted it.”

* 7 The result?

: made,” Helmstetter said.

The initial feedback could prove

i to be a much-needed shot in the arm

for Callaway, which saw its net

i income plunge 55 percent in the sec-
{ ond quarter.

" Donald Dye, president and chief

executive officer, attributed the loss to
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the Asian economic crisis, a decrease
in U.S. consumer demand and loss of
market share to competitors. .
. Dye also said this was the first
year since 1990 that Callaway did

3 pot bave a metal wood ready for the

| January merchandise show in

3 Orlando, Fla.

i “We -weren't ready to introduce

’5 this in January. We're ready to do it

PR . O LY S lrisa g T e
now,” Dye said at the PGA Champi-
onship, where Callaway first
unveiled the Steelhead to the public.

“This may not immediately
attract the attention of the public,
but it will be a watershed point in the
retail part of our business.”

So far, so good.

According to the Darrell Survey of
clubs used last week on the Senior

* Tour, 56 of the 63 Big Bertha fairway

woods in play were the new Steclhead.

And at the Sprint International on
the PGA Tour, Big Bertha had 63
fairway metals, 24 of them the Steel-
head. Orlimar had 32, while Taylor
Made had 18.

«I'm confident that will only
grow,” Callaway said. “It will be
more valid in four or five weeks,
because we’ll have the facts from
those weeks. But the facts on this
weekend are there. It's been a very
dramatic, very quick acceptance —
quicker than we expected.”

It also .gives consumers three
very different options on the mar-
ket. .

Tight Lies is made of stainless
steel and features an inverted club-
head with a tri-level sole plate.

TriMetals also has a shallow face,
but Orlimar touts its multi-material
metals as the real difference — alpha
maraging metal, which is harder than
pure titanium, on the face; three cop-
per tungsten weights on the sole plate
for a low center of gravity, and stain-
less steel for the shell.

Graphite-shafted Steelhead drivers
will sell for a suggested retail price of
$275, even lower at some outlets.
Steel-shafted clubs will retail for
about $195. Steelhead drivers will not
be available until October, although
John Daly got his hands on one for the
PGA Championship.
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«These will be affordable to far
more people,” Dye said.

Callaway is careful to note that the
Steelhead replaces the original War
Bird, not the titanium in the Great Big
Bertha and Biggest Big Bertha. Daly
caused a stir in Seattle when he said
he was hitting the 6-degree Steelhead
an additional 20 yards..

“Goodbye Ti, hello Steel,” Daly
said.

But Callaway said titanium still
has its place, particularly with those
players who need the lightweight
metal to help them get through the
ball faster.

«1f designed properly, titanium is
very rewarding,” Callaway said.
“The metal itself has real advan-
tages. We've been very successful
and we expect to have a great
future. But for the stronger players,
I expect the Steelhead will eat into
our titanium to a certain exten D

Of greater concern is how well
Steelhead eats into fairway metals
market where Orlimar and Adams
have thrived this year. )

David Braham of World of Golf in
New York said the Steelhead was an
“immediate success.”

“People are very interested in it,”
he said. “Callaway is making signifi-
cant inroads where they had lost
market shares. That said, it’s new.
Interest goes to the newest thing on
the block.” % -



metals battle

By DOUG FERGUSON
Associated Press Writer

As far as Ely Callaway is con-
cerned, bigger is tetter -

The company that created Big
Bertha, Great Big Bertha and the
Biggest Big Bertha didn’t come up
with something really colossal this
time. But it didn’'t exactly downsize,
either

In a fairway metals market where
shallow-faced clubs of Orlimar Golf
and Adams Golf have rocketed in

popularity, Callaway stuck to its be- - )

lief that a larger clubface produces
better results.

Its newest metal wood is the Big
Bertha Steelhead, which replaces the
original War Bird with technology
that Callaway says it has been devel-
oping over the past three years.

The one constant is the clubface,
one-third larger than TriMetals from
Orlimar and Tight Lies from Adams.

“If it is designed properly, then big-
ness isone unportant factor, particu-
larly when yow're talking about ef-
fective size,” said Callaway, the
founder and chairman. “To the de-
gree our clubface is deeper by 30 per-
cent, that is a plus to all golfers.”

The Steelhead features a light-
weight crown plate, which enabled
the head to be slightly larger than
the orlgmal War Bird without be-
coming heavier. A weight chip is in-
serted in the sole plate for a low cen-
ter of gravity, which helps get the
ball in the air more consistently.

“A low center of gravity does not
have to mean a shallow face,” said
Richard Helmstetter, Callaway’s
chief of new products. “We stretched
the stainless steel technology some.

Ely Callaway, founder of Callaway A
Golf, looks at the new fairway woods
the company mtroduced recently.- 7

We went through a lot of comp érg_.
work getting the center of grav' k
where we really wanted it. )

The result? Yo igE 44

“This is the best we've ever made,
Helmstetter said. ¢

The initial feedback could prove 3
be a much-needed shot in the arm for’;
Callaway, which saw its net income |
plunge 55 percent in the second
quarter.

Donald Dye, president and cmef
executive officer, attributed the 10ss;‘_-
to the Asian economic crisis, a de:
crease in U.S. consumer demand and;
loss of market share to compentors :

Dye also said this was the first | i
year since 1990 that Callaway did not .
have a metal wood ready for the Jan-,
uary merchandise show in Orlando} ]
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Fla.

“We weren't ready to introduce
this in January We're ready to do it
now,” Dye said at the PGA Champi-
onship, where Callaway first un-
veiled the Steelhead to the public.

“This may not immediately attract
the attention of the public, but it will
be a watershed pomt in the retail
part of our business.”

So fsi; so good.

According to the Darrell Survey of
clubs used last week on the Senior
Tour, 50 of the 63 Big Bertha fairway
woods in play were the new Steel-
head.

And at the Sprint International on
the PGA Tour, Big Bertha had 63 fair-
way metals, 24 of them the Steel-
head. Orlimar had 32, wh11e Taylor
Made had 18.

“'m confident that will only
grow,” Callaway said. “It will be
more valid in four or five weeks, be-
cause we'll have the facts from those
weeks. But the facts on this weekend
are there. It’s been a very dramatic,
very quick acceptance — quicker
than we expected.”

It also gives consumers three very
different options on the market.

Tight Lies is made of stainless
steel and features an inverted club-
head with a tri-level sole plate.

TriMetals also has a shallow face,
but Orlimar touts its multi-material
metals as the real difference — alpha
maraging metal, which is harder
than pure titanium, on the face;
three copper tungsten weights on the
sole plate for a low center of gravity,
and stainless steel for the shell.

Graphite-shafted Steelhead dri-
vers will sell for a suggested retail
price of $275, even lower at some out-
lets. Steel-shafted clubs will retail for

about $195. Steelhead drivers wﬂlnot :
be available until October, altholigh
John Daly got his hands on onafor
the PGA Championship. G
“These will be affordable to fat
more people,” Dye said. :
Callaway is careful tonote that the :
Steelhead replaces the original Wal,"
Bird, not the titanium in the Great
Big Bertha and Blggest Big Bertha!
Daly caused a stir in Seattle when he ;
said he was hitting the G-degree !
Steelhead an additional 20 yardse
“Goodbye Ti, hello Stee ” Daly '
said. !
But Callaway said tltamum stm
has its place, particularly with those
players who need the 11ghtwe1ght
metal to help them get through the
ball faster. >
“If de51gned properly, t1tan1um i
very rewarding,”. Callaway sald
“The metal itself has real adval‘)
tages. We've been very . successful
and we expect to have a great future;
But for the stronger players, I expet
the Steelhead will eat into our tit
um to a certain extent.” T
Of greater concern is how well
Steelhead eats into fairway metals’
market where Orhmar and Ad:

New York said the Steelhead was a&p !
“immediate success.” P YRY
“People are very mterested ir t,_
he said. “Callaway is making signifi-
cant inroads where they had los_f
market shares. That said, it'snew. In
terest goes to the newest thing on the
block. i T
“The real test will be six m nths{
down the road, when it’s not just a
novelty but is standing entirely on 1ts
merits.” _ 2
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L:dri
called: Big Bertha:Steelliead"

The: Steelhead: has. been: designed to rep! _ g Ber
Warbird metal-wood line- and: will be:sold alongside the -~
company’s Great Big Bertha titanium woods and the Bigge
Big Bertha: titanium dri '

Ely Callaway said golfers will find similar i
performance’ characteristics:in the new: line to’
Big-Bertha. line of drivers and fairway woods.

Mainly, the product is a more-forgiving club 1y
hitting area-that-allows, the average golfer to get a little:
more enjoyment.out of his.game.’ ;-

" What. then, would be the big advantage of the Steelhead?

* Simple.Price. :: e a0 sk
. Graphite-shafted Steelhead drivers, ‘already being carri
in golf shops, will carry a suggested retail price of $275;
some outlets. will offer them for less. Steel-shafted Steelhead "
clubs will Tetail for about $195. R ’ - :

“Yes, price is the biggest advantage in this product, but - -

it’s not only about price,” said Bruce Parker, the company’s
president. This is the best product we've ever developed. And

I think it’s important to have a new product right now while - -

the market is flat.” : :
Callaway has targeted two main competitors to wage
battle against in looking to gain a larger piece of the pie in
the metal-wood market: Adams Golf and Orlimar Golf. Both
are smaller companies that have made a significant impact
by introducing shallow-faced fairway metal woods. :
Callaway’s philosophy is that woods that are too shallow-
faced and too small are harder to hit, and that’s why the
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The Callaway Big Bertha Steelhead line will replace the Big"
Bertha Warbird this fall with prices starting at $195. :



Steelhead features a deeper face than’ 1ts competltors, -
providing a larger hitting area.

“We've been asked, are you gomg to make a shallow-faced
(club)? And we say, ‘Ne we're ret,’ ” Callaway said. “We.
think the shallow face is a design flaw. That's our opinion.:
We have a product we think kas nore of the negatives of g
shallow-faced club, and many new positives.” !

. June and refused to hand 1t back puttmg the metal Wood

:right into his bag. .= . :
“If clubs go further and stralghter then I'li put them int
.-the bag,” Montgomerie said at the PGA Champlonshlp

The design of the Steelhead also features a llghtwexght “That’s what I did.” g
crown plate that allows for more weight to be distributed at Because Montgomerie is pa1d to represent Callaway, you
the bottom of the club. A weight chip is inserted atop the would expect tc hear such glowing words.
sole plate, keeping the center of gravity low, which allows a - “Thl%xs my job, not an amateur career,” Montgomerié . ;

player to get his shots up into the air.

The weight can be positioned closer to the heel of the club
head on drivers io enable a player to better draw the ball
from right to left. And because the club tends to launch the
ball a little higher with less spin, some players are going to
find they can hit it farther.

Dick Helmstetter, the man behind development of
innovative products at Callaway, said there

is a good relationship between the golf . . ‘
industry and the consumer, with the Welg:!t Chf"’ to 'fteef the
industry trying to get a better grasp of center of gravity low

what today’s player desires.

“For years,” Helmstetter said, “we've
worked on intuition, and not science. Sometimes, going from °
difficult to simple is the hard part.”

Colin Montgomerie, who has led the European PGA Tour’s
Order of Merit in each of the past five years, was asked to
try the Steelhead on the practice tee at the U.S. Open in

Steelhead fairway .

said. “I've got - " ni A
mortgages to pay and
mouths to feed. I'm ¢
going to use the best ’3’
product available.”: *
Callaway’s

- Steelhead drivers will - ¢

range from 6 to 12 -~ b

degrees of off, come’

in a standard 44-1nch‘ '

length, and will be

shipped to pro shops :

in early October. »
The line of = 77

woods ranges from
2-wood to an -
11-wood. -
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“Golf is a game of endless
predicaments.”
— Chi Chi Rodriguez

Club makers
face battle
for survival

By T.R. Reinman
STAFF WRITER

AS VEGAS — The biggest
L names in the golf club manu-

facturing industry this year
have cut employees, cut managers,
cut prices, cut dividends, and not
just “cut” asin a gentle left-to-right
shot, In some cases, as in “cut with
asickle.”

For years participants and visi-
tors to the PGA International Golf
Show have looked around and
guessed which of their numbers
wouldn't be coming back to the
next show. And yet over the last
three days the show was staged at
the Las Vegas Convention Center,
the biggest house in one of the big-
gest convention meccas in the land.

Two of the industry leaders, Ti-
tleist and Spalding, stayed away,

not so much out of cost concerns
but rather the timing of the show,
too late for this year and too early
for next, Attendance was anemic
compared Lo years past. Many ven-
dors were said to be unhappy with
the result of the date shift from
mid-September. Another spin was
that it gave vendors more "quality
time" with their important ac-
counts.

What's needed are some quality
revenue figures,

Callaway Galf, the seeming in-
dustry monelith, reported sales of
approximately $410 million in the
first six months of 1998 and even
that performance was deemed dis-
appointing. Taylor Made, the sec-
ond-largest manufacturer, also

on its Ti Bubble 2 and had a great
first quarter followed by a mediocre
second quarter followed by a poor
third quarter.

Alter years of booming revenues
and profits, for many companies flat
sales were good in 1998.

“This is not the first industry to
have a down year,” said Ron Dra-
peau, president and CEQ of Odys-
sey Golf, which last year was pur-
chased by Callaway Golf from
Tommy Armour's parent company,
“Over the last half-dozen years
we've thrown a lot of technology at
the golfing public. Maybe the mar-
ket is saturated.”

Studies indicate there are 5 mil-
lion avid, core golfers in the United
States. And that about 6 million ti-

'90s.

“Youdo the math,” said Taylor
Made president and CEO George
Montgomerie. “But those 5 million
have another 13 clubs in the bag.
Our challenge is finding a way to
make better clubs. And there are
another 20 million occasional play-
ers in the country who might not
want to spend as much money on
clubs as the core 5 million can and
have spent. There's another oppor-
tunity for us,”

Callaway has said “amen" to that,
loud and clear. After years of pump-
ing up the size, price and sales of
big and Bigger titanium woods —
not only theirs, but industrywide —
the company recently unveiled a
stainless steel line of woods called

based in Carlsbad, slashed the price

Callaway rolls out
new steel woods

By T.R. Reinman, svarrwriter

AS VEGAS — Callaway golf announced sales of
L $410 million for the first six months of this year,

and yet from the first of the year until today the
value of one share of its stock plummeted from $27.88
to $11.88.

The Asian financial crisis, competition from new cor-
ners, a failure to introduce a new product last year for
the first time since 1990 and the general softness of
the retail environment all were proposed as reasons for
Callaway's slump.

“What's our answer to this?” said Don Dye, president
and CEO of Callaway.

The new Big Bertha Steelhead metal woods.

Unveiled in the last two weeks and creating no little
buzz this past weekend at the PGA International Golf
Show in Las Vepas, the Steelhead line represents a sig-
mincant departure from the way things have been for
Callaway.

The clubs are made of stainless steel, not titanium.
And while the Callaway line grew in size from the War
Bird to the Great Big Bertha to the Biggest Big Bertha,
the Steelhead is nearly a third smaller than the Big-
gest, marginally larger than the stainless War Bird.

Perhaps the most significant change for consumers:
the suggested retail price is $285.

Dick Helmstetter, Callaway senior executive vice
president and chief of new products, said the Steelhead
is not designed to replace the ti lines, but the
War Bird. Titanium and steel, he said, are two different
businesses.

The Steelhead has a Jower center of gravity thanks

tanium woods have been suld in the

the Big Bertha Steelhead. The sug-

gested retail price of the 1-, 3- or 5-
wood is $285, approximately a 43
percent reduction from last year's
Biggest Big Bertha price.

When a Chicago goll writer at
the PGA Championship asked what
was the advantage to buying the
Steelhead, Callaway president
Bruce Parker said, “The price.

“The market,” he added, “clearly
has drawn a line at $300. This will
allow many more people to buy our
praduct. We think it's a far better
product than we've ever made in
fairway woods.”

Callaway was one of the few com-
panies to offer a product with more
than cosmetic changes at Las
Vegas, but Taylor Made and others
are expected to have new lines

Club warfare: Callaway unveils its newest line
of Big Berthas, the Steelhead metal woods.
—

lower hody and a weight chip inserted in the bottom of
the interior. Helmstetter said the idea was to create a
club that has a higher launch angle and puts less spin on
the bali.

He didn't say, but intends, for the Steelhead line to
put a different spin on Callaway's fortunes in the com-
A e

ilable at the golfindustry show,

in January at Orlando.

And, somehow, they had better,

“Product development fuels the
market,” Parker said in Las Vegas.
“It's not just about prices. People
enjoy golf using these clubs.”

But product development means
time and money. There's not a lot
of either left before a number of
reeling companies will be canceling
reservations for next year's show in
Las Vegas.

“The one thing that fuels the in-
dustry is capital,” said Taylor
Made's Montgomerie. “Wall Street
is not very enamored of us right
now, If that capital dries up, there is
going to be some consolidation.”

Said Odyssey's Drapeau, “It's go-
ing to take time to recover. Those
of us with the financial base to con-
tinue research and development
have been hurt less. In another
time and place we might capitalize
on our brand recognition and
branch out, but this is not the time."

Existing companies will have to
find more efficient production
methods while moving ahead with
new lines. New companies will have
to carve out their niches — as
Tight Lies and Orlimar did with
fairway woods this year — and then
hold on when the big boys start to
fight back.

And then there are some, such as
Laguna Niguel-based Liquidmetal,
which will take technology in a new
direction. Introduced in January,
the clubs finally are ready to be
shipped: an alloy of titanium, zirco-
nium, nickel, copper and beryllium
said to be stronger than titanium or
stainless steel and offering a softer,
more solid feel than either of those
metals.

Oh, about that $300 line drawn in
the marketplace. The Liquidmetal
putter retails for $§400, the driver
for $595 and the set of eight irons
for $1,998. But hurry. Soon those
irons are going up to $2,700.

Putter business sweeter
the second time around

By T.R. Reinman
STAFF WRITER
AS VEGAS — In the putter
Lhusiness. the wizards in the lab
are concerned with the coeffi-
cient of restitution, the moment of
inertia and the point of percussion.
The folks in marketing want the
thing to be different and recogniz-
able. The public just wants it to
work.

The people at Never Compro-
mise know about designing and sell-
ing putters. And how to rebound.

Jim Flood started Odyssey Golf
and was soon joined by Vikash San-
yal, Brad Adams and Brian Pond,
Flood moved on, but Adams pushed
for the “Stronomic” material to be
used as a black insert, Pond figured
out how to do that and Sanyal mar-
keted and publicized their distinc-
tive product,

They worked so well together
that in 1995 Odyssey was bought
by Tommy Armour for about $14
million and that worked out so well
that the three of them quit even be-
fore Armour sold Odyssey to Calla-
way for about $130 million in "97.

"It was a family, an all-for-one
thing," Adams said w'iti: regret but

something else.”

‘What they became — after an
enforced no-compete year off for
Adams and Pond — was Never
Compromise. The office and plant
are in Vista.

After months of asking pros to
test prototypes, they went on tour
with their three-piece putter in
March and Nick Price on the PGA
Tour and Meg Mallon on the LPGA
Tour both won with it, as did Grace
Park in the U.S. Women's Ama-
teur.

The Never Compromise putter's
midsection is a lightweight polymer
composite baked into a heel and toe
of a heavier metal alloy. The overall
weight is the same as a “conven-
tional” putter, but this midsection
weighs about 30 grams compared
Lo approximately a 100-gram insert
section in other putters.

The wizards in the lab say the in-
crease in perimeter weighting en-
larges the point of percussion and
diminishes dispersion. The folks in
marketing feel the black-silver-
black paint job makes it distinctive-
ly recognizable. Initial sales reports
say the public thinks the thing

vamelen

.W v , S ]



Reinventing the fairway club

Innovation
is pure
and simple

By Jerry Potter
USA TODAY

Sometimes the simple ideas
reap the most heneflis yet take
the jongest time {o become
reality.

‘Fake the new fairway woods
that have come on the market
in the last year: the Adams
Tight Lies, the Orlimar TriMe-
tal and (he Callaway Big Ber-

1hg Steelhead,
TTOUEH ONE. means or an-

other, they all lower the cenfer
of gravity of the club, in theory
making them easier to hit for
amateur or pro golfers.

I's basic physics, but why
did it take so long for these
chulss to bé-febeloped?

“Why did il take so long to
invenl the wheel?" answers
Ety Cdllaway, founder of
Caltaway Goll.

& has g point. The idea of
thg wheel 5 prelty simple.

Yet when the buyers arrive
al the PGA of America’s lnter-
natiohal Gblf Show this week-
end in Lad Vegas, they might
be orderitig (hese clubs as if
they're the first wheels.

Dick Iiletmstetter, Cal-
lawy's extcutive vice presi-
dent for new products, has a
tittle more complicated expla-
nation for the change.

Helmstelter says new mate-
rials and machines enable
companies to produce betier
clubs after research telis them
what makés a ball f1y.

“It's a .very complicated
thing," Helmstelter says. “The
optitoum transler of energy is
when the tenter of gravily of
the golf chib and the center of
gravily of the golf ball are in a
straight life. The pros reach
that state a tot, but the rest of us
don't have as much fuck”

‘Theodore Jorgensen, a re-
tired physics professor at the
University of Nebraska, says
it's all marketing,

“The average golfer can im-
prove his game quicker by
improving his swing, rather
than by trying lo find equip-
ment that works better,” says
Jorgensen, author of The Phys-
ics of Golf.

Apparently, the average
poifer doesn’t agree. The sales
i these fatrway woods have
rade Adams Golf & public
company, and Orlimar is in the
povess of going public. .

Caliawsy has fed the fadis
try it sales, bat it's going’
through n downlurn that i
execulives hope will be re
versed by the sales-of the aew
elhead woods. i
tirunf Is enjoying an explo’
slon in zal i
weekend!

% introduction of
drivers (6 go wilh its

fairway 5

07, elimar did $1.5 mil-
finn in sales. {n the first quarior
of tiis yesr, U did $4.5 tailion,

T

uad leads fo G

K

Physics of élubmaking: Callaway revised its design and put a motal
chip at the bottorn to lower the Big Bertha club's centr of gravity.

The growth was triggered by
an infomercial that has he-
come the Trojan horse that got
Orlimar into fhe tarket.

“The interesting thing about
our popularily is that we're
winning the Tour wars" says
Natha: wrosby, who heads
Orlimar's sales force. “We've
doubied the aumter of players
we have, using oor woords on
the PGA Tour”

The company -was started in

1960 by Lou Orti’, who pro-
duced handmade persimmon
wnods that were sokd mostly ot
{he West Const but were used
by touring pros. '

- Ely Callaway. bouglt one In
the iate *60s in Palm Springs,
Calif., about 20 years before he
foundes Lis goif vamnany.

“My dad and 1 ‘ure dino-
saurs,” says Orlimar President
Jesse Ortiz, 45. "He used to

1ake clubs in our garnge”

8C - THURSDAY, AUGUST 20, 1998 - USA TODAY

Thmetals: Orfimar uses stain-
less sleel, copper and tungsten.

Lou Ortiz is 73, and his com-
pany outgrew his garage long
ago. The new engine of growth
is the line of fairway woods
made of stainless steel and
copper lungsten, which, along
with a shallow face, adds
weight lo the bottom of the
club. g

“The skallow face” Ortiz
says, “is 109 of the story. The
T is the way we move the
welght around.” :

Adams uges ore metal, but it
is n_shnllow-faced club with
glmliar properties.

The Callaway Steelhead,
which was introduced last
week during the PG# 7he
onghip near Seat
answer to Orlima
that oversized
food for fairway

Caliawny staff
Montgomerie a:
used them i the

* onship. Neithe

nameznt, buf
“I'll use

me hit

straig

Ry Jetl Haynas. Aganca Franca-Pressn

Seeking more distance: Colin Montgomerie, watching a tee shot during a practice rourd last week, put a Callaway Big Bertha Steelhead in
his bag for the PGA Championship. 'I'll use any club that helps me hit the ball farther and straighter,” says Montgomerie.
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Callaway reversed the de-
sign of past metal woods, which
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hottom to lower the center of
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sized design.
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Tour history, the. rain-shortened AT&T Pebble

~ ‘Beach »Inv1tat10na1“ will be completed Monday, "+

‘above his left eyerecéntly at the Laké Nona Golf

Club in Orlando, where he’s.a member, when |, .-
“‘struck by a ball’ h1t from the range, 90 yards away.

* Doctors told Nobllo that being struck just a frac-
tion of an’inch in either direction could have
caused blindness or éven death. “I feel very
lucky,” said the two-time winner of the Sarazen
World Open. -“This was a real wake-up call. If

this is e worst thing that happens tome, Pl be

OK.. away Golf will debut a new line of
>/ metal Woods today, the W’ driver and

fa1rway woods. Priced in the $17 range, they are
, Callaway 5 market combatant to the Adams Tlght :

Coam N

" New Zealand’strank Nobilo took 30 stitches™ :
o Couples a b1t awkwardly, “A lot of my other

clubs, they’re six and seven years old .

* hitting his Lynx driver and “Killing it.”

: m]ured Mlchael Bradley on Tuesday

‘" Lies and Orlimar TriMetal fairway woods. . . . Ti-
* ger Woods is still using buddy Mark O’Meara’ s

backup putter, a Ping Anser2. With a slightly
longer shaft than his former Scotty Cameron, the

" -putter allows Woods to'stand over the ball a little

taller. “I'm able to see the line better,” Woods

-.said. “I’m not as hunched over. »

v _oupl os and |_y|]x d questlﬂll ﬂlal'k

 Fred Couples was sur-
' - prised by a question Tuesday
--that forced a-comment on the:

. ‘Co., in which he’s.both a rep--
resentative and a co-owner.
- Couples was asked about the
Maxfli irons he is'using;
“ireplacing the Lynx irons that.
used to occupy his bag. Said

. but Lynx

finaricially unstablé Lynx Golf .

|

is struggling and I really couldn’t get a new;set. A

. lot of the grooves that I had are worn out.” He"

grew fond of Maxfli’s irons in Britain while testing

- some balls at the company’s trailer. “Right now
" they’re really debating what to do at Lynx,” Cou-

ples said. “P've tried to stay out of that.” He is still
. Atlanta

resident Billy Andrade, the ninth’ alternate is one
more withdrawal away from entry into the PGA
P.H. Horan, the eighth alternate, replaced

i
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Contact:  Larry Dorman
Krista Mallory
Mike Galeski
(760) 931-1771

BIG BERTHA® STEELHEAD™ FAIRWAY WOODS SOAR TO THE TOP OF
THE SENIOR TOUR ONE WEEK AFTER INTRODUCTION

CARLSBAD, CA., August 24,1998 -- In a remarkably swift rise to the top, the
new Big Bertha® Steelhead™ Metal Woods from Callaway Golf Company (NYSE:ELY)
have become the No. 1 fairway wood of choice on the Senior PGA Tour -- just one week
after their introduction, the Company announced today. The new stainless steel metal
woods, which feature a number of unique design features, also made significant inroads
in their first full week on the PGA Tour and the LPGA Tour.

A total of 50 Big Bertha Steelhead Fairway Woods were in play at the Northville
Long Island Classic on the Senior PGA Tour over the past weekend. That was 10 more
units than all of the Orlimar fairway wood models used in this event and nearly twice as
many as the next three manufacturers combined. All told, 63 Big Bertha fairway woods
(all models) were in play, giving the company a penetration of 40 percent of the entire
field for this particular event. .

Callaway Golf fairway woods also were No. 1 at the PGA Tour’s Sprint
International with a total of 63 -- 24 of them Big Bertha Steelhead Fairway Woods -- in
play last week. On the LPGA Tour, there were a total of 284 Big Bertha Fairway Woods
(71.5 percent of the field) in play, 56 of which were Big Bertha Steelhead Fairway

Woods.

“This extremely fast acceptance by top professionals confirms our belief that the
new Big Bertha Steelhead Metal Woods are the best stainless steel metal woods we have
ever made,” said Donald H. Dye, President and CEO of Callaway Golf. “We were
confident that by making a golf club with a deeper effective hitting area -- rather than a
shallow-faced or low-profile club -- we would introduce a product that is demonstrably
superior. For Big Bertha Steelhead Fairway Woods to become No. 1 on the Senior Tour
in just one week and also to achieve such wide acceptance on the PGA Tour and LPGA
Tour during the same short period is particularly gratifying. This is especially true in
light of the misleading advertising claims made by one of our competitors alleging it is
‘the #1 fairway wood on Tour!””



“That same competitor has created a major campaign run in newspapers and
magazines the past few weeks making claims that we believe are false and misleading,”
said Ely Callaway, Founder and Chairman of Callaway Golf. “Some of these claims are
based on statistics that are outdated and are therefore very misleading to the public.”

Mr. Callaway cited a four-page ad in the August/September issue of Golf Digest
and a full-page advertisement that ran in USA Today on August 21. With a headline
trumpeting the claim “Orlimar Rockets to #1 on the Senior Tour,” the competitor’s ad
uses Darrell Survey statistics from a May 10 Senior PGA Tour tournament. Orlimar had,
in fact, reached its peak penetration in that May tournament. Immediately thereafter,
Orlimar’s penetration on the Senior PGA Tour began to slip. And with the rapid
acceptance of Big Bertha® Steelhead™ Fairway Woods as of August 20, their penetration
now “rockets” downward to 25%. This trend has not been reflected in any of the Orlimar
print ads. Callaway Golf had been the leader in fairway woods in the preceding two
Senior PGA Tour events as well.

“Furthermore, the ad in the current edition of Golf Digest claims that Orlimar is
‘the #1 fairway wood on the Tour!,”” Mr. Callaway said. “This is false. The facts are that
Callaway is, by a wide margin, the No. 1 fairway wood on the PGA Tour, the Senior
PGA Tour, the LPGA Tour, the Nike Tour and the PGA European Tour.”

“The rapid acceptance of the Big Bertha Steelhead Metal Woods by professionals
mirrors what is happening with the amateur. The introduction of the Big Bertha Steelhead
is our most successful new product launch ever,” said Bruce Parker, Senior Executive
Vice President and Chief Merchant of Callaway Golf Company.

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.
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CALLAWAY® FAIRWAY WOODS INCREASE LEAD AS #1 ON TOURS;
BIG BERTHA® STEELHEAD™ METAL WOODS AN UNPRECEDENTED
SUCCESS

- CARLSBAD, Calif., Sept. 8, 1998 -- Big Bertha® Fairway Woods from Callaway
Golf (NYSE:ELY) increased their lead as the #1 choice among fairway woods used by
professionals on the PGA Tour and the Senior PGA Tour, according to the weekly report
issued by Darrell Survey. For the week ending Sept. 6, metal woods made by Callaway
Golf Company were #1 in usage — including all models of Big Bertha Drivers and Big
Bertha Fairway woods — on the PGA Tour, the Senior PGA Tour, the LPGA Tour and
the PGA European Tour. There was no tournament this past week on the Nike Tour,
where Callaway fairway woods have been the solid #1 choice all year.

Of the 79 Big Bertha Fairway Woods in play at the PGA Tour Greater Milwaukee
Open, 34 were the new Big Bertha® Steelhead™ models, which were introduced to the
professionals less than one month ago. The competitor still claiming in its current ads to
be “#1 on Tour,” was third on the PGA Tour with 33 fairway woods and was a distant
second on the Senior PGA Tour where 77 Callaway Fairway Woods -- including 57 Big
Bertha Steelheads -- were in play at the Emerald Coast Classic. In fact, the top three
finishers at the Senior PGA Tour event had Steelhead Fairway Woods in their bags. The
nearest competitor had 40 fairway woods in play. Big Bertha Fairway Woods also were
used by the top three finishers at the LPGA Tour Safeway Championship.

The rapid success that the Big Bertha Steelhead Metal Woods have achieved on
the pro Tours is being mirrored at the retail level. Since the Big Bertha Steelhead Metal
Woods were introduced on August 12, Callaway Golf has sold more of the revolutionary
new clubs than any previous offering during a comparable time span.

“We are extremely gratified by this across-the-board acceptance of the Big
Bertha Steelhead metal woods around the world -- by touring pros at the highest levels
and by amateurs of all skill levels,” said Donald H. Dye, President and CEO of Callaway
Golf. “In a very short time, these golfers have confirmed our belief that the Big Bertha
Steelhead Metal Woods are the best stainless steel metal woods we have ever made.”

“We were confident that the new technology in the Steelhead would make it a big
success, but these numbers have exceeded even our expectations,” said Bruce Parker,
Chief Merchant and head of domestic sales. “For a new golf club to move this quickly at
a traditionally slow time of year is a real tribute to the superiority of the product.”

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.



FAIRWAY Wood Use Comparison
Week of: 9/3/98

CALLAWAY FAIRWAY WOODS
(excluding Steelhead)

BIG BERTHA STEELHEAD

TOTAL CALLAWAY FAIRWAY WOODS

NEAREST COMPETITOR

TOTAL WOODS

Statistical Services

PGA Tour SPGA LPGA PGA Euro 4 Tour
Totals
Gir Milwaukee Emerald Coast Safeway Champ Canon European 4 Events
Count Count Count Count Count
45 20 170 78 313
34 57 120 19 230
79 77 290 97 543
41 40 47 50 178
229 147 406 223 1,005 ]

Source: Darrell Survey and Sports Marketing Survey, Ltd.

98FW_AD.XLS
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SORENSTAM AND MONTGOMERIE LEAD CALLAWAY CHARGE;
STEELHEAD™ WOODS CONTINUE TO TOP THE PROFESSIONAL TOURS

CARLSBAD, CALIF., September 15, 1998 -- Callaway Golf Company (NYSE:ELY)
Staff Professional Annika Sorenstam saw an immediate benefit to putting the new Big Bertha®
Steelhead™ Stainless Steel Metal Woods in her bag this past weekend. Sorenstam roared past
the field with a final-round 68 to win the LPGA Tour Safeco Classic in Kent, Wash.

Sorenstam, 27, finished at 15-under-par 273 for a five-stroke victory with Big Bertha
Steelhead 3-, 5- and 7-woods in her bag. Over the crucial final nine holes, Sorenstam used her
fairway woods off the tee four times to clinch her fourth LPGA Tour win of the year. “My tee
shots were very consistent,” said Sorenstam, who also used a Biggest Big Bertha® Driver, Big
Bertha X-12™ Irons and an Odyssey® DF 992 putter. “I hit a lot of fairways and I only missed
two or three greens. I go out and hit the shots I know I can hit.”

Sorenstam has now won 16 times on the LPGA Tour and is the tour’s leading money
winner this year with $896,188. Callaway Staff Professional Patty Sheehan finished tied for
second at the Safeco Classic while using a Great Big Bertha® Driver, Big Bertha War Bird® and
Bobby Jones® fairway woods, Big Bertha X-12 Irons and a Big Bertha Tour Series Wedge.

Callaway Staff Professional Colin Montgomerie also came from behind in the final
round to notch a victory. Montgomerie, 35, posted a final-round 69 to win the PGA European
Tour One 2 One British Masters for the second time. In five appearances at the event,
Montgomerie has never finished worse than second. Montgomerie used a Great Big Bertha
Driver, Big Bertha Warbird 3-wood and Big Bertha X-12 Irons in his victory. Second-place
finishers Pierre Fulke and Eduardo Romero each played the new Big Bertha Steelhead Drivers
and Fairway Woods and Big Bertha X-12 irons.

Like Montgomerie, the winners of the Senior PGA Tour Comfort Classic and the Nike
Tour Tri-Cities Open also had Great Big Bertha Drivers in their bags, giving Big Bertha Drivers
victories on four of the world’s five major tours last weekend.

Meanwhile, Big Bertha® Fairway Woods (all models) from Callaway Golf continue to
stand alone as the No. 1 choice among all brands of fairway woods used by professionals on the
world’s five major tours, according to the weekly report issued by Darrell Survey. For the week
ending Sept. 13, metal woods made by Callaway Golf Company were No. 1 in usage —
including all models of Big Bertha Drivers and Big Bertha Fairway woods — on the PGA Tour,
the Senior PGA Tour, the LPGA Tour, the NIKE Tour and the PGA European Tour.



Of the 70 Big Bertha Fairway Woods in play at the Senior PGA Tour Comfort Classic,
51 were the new Big Bertha® Steelhead™ models. The nearest competitor had 38 total fairway
woods in play. Meanwhile, 280 Big Bertha Fairway Woods were in play at the LPGA Tour
Safeco Classic, including 124 Steelhead Fairway Woods. The nearest competitor had 53 fairway
woods in play. Overall, Big Bertha Fairway Woods accounted for more than 52 percent of all

fairway woods in play on the five major tours.

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.
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STRONG FINISHES EARN WINS FOR MONTGQOMERIE, HETHERINGTON;
BIG BERTHA® STEELHEAD™ WOODS CONTINUE TO LEAD THE TOURS

CARLSBAD, CALIF., September 29, 1998 -- Callaway Golf Company (NYSE:ELY)
Staff Professionals Colin Montgomerie and Rachel Hetherington each used precise shotmaking
to post weekend wins. Montgomerie made a crucial par on the final hole to win the PGA
European Tour Linde German Masters, while Hetherington birdied the final four holes of
regulation play and the first hole of a playoff with fellow Callaway Staff Professional Annika
Sorenstam to claim her first career LPGA victory at the First Union Betsy King Classic.

Montgomerie sank a five-foot par putt on the final green to finish at 22-under-par 266
after a final round 67. The victory was Montgomerie’s second in the past three weeks and
catapulted him into the top spot on the Volvo Ranking Order of Merit, which he has won in each
of the last five years. Montgomerie used a Great Big Bertha® Titanium Driver, Big Bertha®
War Bird® 3-wood, Big Bertha X-12™ Irons and an Odyssey® DF 338 putter in his victory.

Hetherington and Sorenstam staged a thrilling duel down the stretch of the First Union
Betsy King Classic. Each player finished regulation play at 14-under-par 274, with Hetherington
nailing a 20-foot birdie putt on the 18th hole to set up the playoff. On the first playoff hole,
Hetherington converted a two-foot birdie putt into her first LPGA win. Hetherington has won
twice on the European LPGA Tour. With her 15th top-10 finish in 18 tournaments this year,
Sorenstam solidified her position atop of the LPGA money list.

Hetherington carried a Biggest Big Bertha® Titanium Driver, Big Bertha Steelhead™
3-, 5- and 7-woods, Big Bertha X-12 Irons and a Big Bertha Tour Series wedge. Sorenstam used
a Biggest Big Bertha Titanium Driver, Big Bertha Steelhead 3-, 5- and 7-woods, Big Bertha X-

12 Irons and an Odyssey DF 992 putter.

Hetherington and Sorenstam were just two of the many players to take advantage of the
new Big Bertha Steelhead Fairway Woods on the professional tours last weekend. According to
the report issued by the Darrell Survey for the week ending Sept. 27, more players used Big
Bertha Steelhead Fairway Woods than any other brand on the PGA Tour, Senior PGA Tour,
LPGA Tour, NIKE Tour and European PGA Tour. In all, more than 26 percent of fairway woods
used last weekend were Big Bertha Steelheads, while the nearest competitor had just more than
11 percent of the fairway woods in play. Overall, Big Bertha Fairway Woods (all models) from
Callaway Golf accounted for nearly 50 percent of fairway woods in play on the five major

professional tours.

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.
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JIM COLBERT’S COMEBACK VICTORY IS FIRST TOUR WIN
FOR NEW BIG BERTHA® STEELHEAD™ DRIVER

CARLSBAD, CALIF., October 12, 1998 -- Callaway Golf Company (NYSE:ELY) Staff
Professional Jim Colbert made a stirring return to the winner’s circle at the The Transamerica
Golf Championship at Silverado Country Club, notching his first Senior PGA Tour victory since
prostate cancer surgery in July 1997. Colbert’s final-round 67 put him at 11-under-par 205, good
for a one-stroke win over fellow Callaway Staff Professional David Lundstrom.

Colbert called it “by far the most meaningful golf tournament I have ever won.” The
victory was Colbert’s 19th on the Senior PGA Tour, his first win since October 1996 and vaulted
him to #1 on the all-time Senior PGA Tour money list with $8,133,838 in career earnings.

The victory also was a big one for Callaway Golf. Colbert became the first golfer to win
a professional tournament using the new Big Bertha® Steethead™ Driver. He also used the Big
Bertha Steelhead 3-wood and 5-wood, Big Bertha X-12™ Irons, an Odyssey® Dual Force lob
wedge and an Odyssey Rossie™ II putter. Lundstrom, played with a Biggest Big Bertha®
Titanium Driver, Big Bertha War Bird® 4-wood, Big Bertha Steelhead 5-wood, Big Bertha X-12
Irons, Big Bertha Gold® wedges and an Odyssey DF 554 putter.

Colbert and Lundstrom weren’t the only Senior PGA Tour golfers to have Big Bertha
Steelhead woods in their bags. In all, 52 of the new clubs were in play at The Transamerica
according to the Darrell Survey for the week ending Oct. 11, making the Big Bertha Steelhead
the leading fairway wood in play at the event. The nearest competitor had 40 fairway woods in

play.

Joining Colbert in finding success with the Big Bertha Steelhead Driver and Fairway
Woods was John Daly. Playing at the Alfred Dunhill Cup in St. Andrews, Scotland, Daly was a
perfect 4-0 for the U.S. team. In two appearances at the event, Daly has now won eight of his
nine matches. Daly used a Big Bertha Steelhead Driver and 3-wood, Big Bertha X-12 Irons and
an Odyssey putter at the Old Course, site of his 1995 British Open victory.

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.
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CALLAWAY GOLF STAFF PROFESSIONAL FURYK WINS AT LAS VEGAS

CARLSBAD, CALIF., October 20, 1998 -- Callaway Golf Company (NYSE:ELY) Staff
Professional Jim Furyk broke back into the winner’s circle with an impressive victory at the Las
Vegas Invitational. Furyk’s victory, the third of his career and his first in two years, vaulted him
into second place on the 1998 PGA Tour money list. Furyk earned $360,000 for the win and he
now stands third among U.S. players in Presidents Cup eligibility points.

“I’ve really been playing well for the past few months and knew it was just a matter of
time before everything would fall in place,” Furyk said after shooting a five-round total of 25-
under-par 335. All five of Furyk’s rounds were in the 60s in Las Vegas, including a fourth-round
63. Furyk is now sixth on the PGA Tour in scoring average with an adjusted average of 69.58
strokes per round. He now has 24 top 10 finishes in the past two years, best on the PGA Tour.

Furyk won the Las Vegas Invitational using a Great Big Bertha® Titanium Driver, Big
Bertha® 2-wood, Big Bertha Irons, a Big Bertha X-12™ pitching wedge and an Odyssey® DF
330 putter. One of Furyk’s chief weapons in Las Vegas was his accuracy off the tee. Furyk
ranked fourth in driving accuracy by hitting 81.4 percent of the fairways in the event.

Furyk wasn’t the only victorious golfer to tee it up with a Big Bertha driver on tour over
the weekend. The winner of the Senior PGA Tour Raley’s Gold Rush Classic used a Biggest Big
Bertha® Titanium Driver and Big Bertha Steelhead™ 3- and 7-woods. In fact, the top three
finishers in the Raley’s Gold Rush Classic used the new Big Bertha Steelhead Fairway Woods.
That includes Callaway Golf Staff Professional David Graham, who finished third while playing
a Great Big Bertha Titanium Driver, Big Bertha Steelhead 3-wood and Big Bertha X-12 irons

and wedges.

For more information about Callaway Golf Company, please visit our web site at www.callawaygolf.com.
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UNITED STATE PARTMENT OF COMMERCE

Patent and Tradea  « Office
OFFICE OF ASSISTANT COMMISSIONER FOR TRADEMARKS
2900 Crystal Drive
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S of & Arlington, Virginia 22202-3513
JOSEPH H LEE
CALLAWAY GOLF CO
2285 RUTHERFORD RD
CARLSBAD CA 92008-8815
. Rev. No. 1
RE: Serial Number: 75/389003 December 11, 1999

Applicant: Callaway Golf Company
Mark: STEELHEAD

Dear Mr. Lee:
This letter is to confirm that the divisional request filed on August 16, 1999 has been completed.

The goods and/or services in International Class (es) 28 (golf club head covers) have been placed
in the newly created (child serial number 75/978946) application. The goods and/or services that
are in International class (es) 28 (golf clubs) remain in the original (parent serial number
75/389003) application. '

If you have any other questions or concerns, please feel free to call ITU.

Oyt C,Q%/(m

Portia C. Taylor
Paralegal Specialist
ITU/Divisional Unit
(703) 308-9550 Ext. 144
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U.8. Patent & TMOfc/TM Mail Rcpt Dt. #54

08-16-1999 TRADEMARK /4

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

Law Office 106 Examiner: Jeffery C. Coward
Applicant: CALLAWAY GOLF COMPANY
Trademark: STEELHEAD

Serial No: 75/389,003

Filed: November 12, 1997

Carlsbad, California 92008-8815> ;:37
August 11, 1999 o F

Assistant Commissioner for Trademarks
BOX RESPONSES-FEE

2900 Crystal Drive

Arlington, Virginia 22202-3513

REQUEST TO DIVIDE UNDER 37 C.F.R. §2;87 {

3

Applicant hereby moves the United States Patent and Trademark Office

grant Applicant’s Request to Divide its application, Serial No. 75/389,003, as follows:

The request is to divide out “golf club head covers” listed
in the goods in International Class 28 recited in the

application.

CERTIFICATE OF MAILING (37 CF.R. §1.10)

I hereby certify that this paper (along with any referred to as being attached or enclosed) is being deposited with the United States
Postal Service on the date shown below with sufficient postage as First Class Mail in an envelope addressed to Assistant

Commissioner for Trademarks, 2900 Crystal Drive, Arlington, VA 22202-3513
Date of Deposil ? ? ? )4_ W
Susan A. Estrada

08/27/1999 UANDERSD 00000087 500303 75389003

01 FC:379

100,00 CH




In addition, Applicant has ﬁled an Amendment to Allege Use under 37
C.F.R. §2.76 claiming use of the Mark as early as August 12, 1998 on December 17,
1998. A copy of this Amendment to Allege Use is submitted herewith. Also enclosed is
a newly executed Power of Attorney and Revocation of Previous Power of Attorney.
Kindly charge the filing fee for the separate application to be created by
the division to Deposit Account No. 50-0303.
Dated: August 11, 1999

Respectfully submitted,

vy f A o

Michael A. Catania
Attorney for Applicant
Registration No. 36,474
(760) 930-8493

Docket TM3029



UNITED STATES DEPARTMENT OF COMMERCE
Patent and Trademark Office

PAPER NO.
SE »
RIAL NO. APPLICANT
FRAZZPO03 CALLAWAY EOLE
S wRlLAWEY GOLF COMPANY
MARK ADDRESS:
" Assistant Commissioner
S TEEL HESD for Trademarks
ADDRESS 2900 Crystal Drive
JOSEFH H LEE ACTION NO. Arlington, VA 22202-3513
R
o . o If no fees are.enclosed, the address should include the
SORUTHERFORD RD TAILING words "Box Responses - No Fee.”
o F‘: L.f".f BI{}] Z} l"‘,f.}; SR AT - DATE
CA L SR00E-5815 A
Ui /23799 | Please provide in all correspondence:
REF. NO. 1. Filing Date, serial number, mark and
Fo Applicant’s name.
RM PTO-1525 (5-90) 2. Mailing date of this Office action.
us. DI'EPT. OF COMM. PAT. & TMOFFICE | TI3{17% 3. Examining Attorney's name and

Law Office number.

A PROPER RESPONSE TO THIS OFFICE ACTION MUST BE RECEIVED WITHIN 6
MONTHS FROM THE DATE OF THIS ACTION IN ORDER TO AVOID ABANDONMENT.
For your convenience and to ensure proper handling of your response, a label has been enclosed.
Please attach it to the upper right corner of your response. If the label is not enclosed, print or type
the Trademark Law Office No., Serial No., and Mark in the upper right corner of your response.

RE: Serial Number: 75/389003 STEELHEAD
This letter responds to the applicant's communication filed on December 17, 1998,

In the initial Office Action dated June 17, 1998, the examining attorney refused registration of the
proposed mark under Section 2(e)(1) of the Trademark Act because it merely describes the goods.
On December 17, 1998, the applicant responded by filing an amendment to allege use and
amending the application to ‘assert acquired distinctiveness under Section 2(f) of the Trademark
Act. Upon further consideration the examining attorney has determined the following.

Proposed Mark is Refused Under Section 2(e)(1) Because the Wording is Generic

After further review, despite the applicant’s assertion of acquired distinctiveness under Section
2(f), registration of the term «STEELHEAD?” is refused under Section 2(e)(1) of the Trademark
Act, 15 U.S.C. Section 1052(e)(1); TMEP section 1209 ef seq, because the examining attorney has
determined that the proposed subject matter is generic when used in connection with golf clubs.

In review, the applicant has applied to register the proposed term “STEELHEAD” as a mark in
connection with “golf clubs and golf club head covers.” The term “steelhead” is simply a term
used to designate a particular genre or type of golf clubs that contain heads made of the metal steel.

4. Your telephone number and ZIP code.



75/389003 -2-

See the attached copy of the “Equipment Glossary” contained in the February 1993 issue of “Golf
Ilustrated,” which notes that “steel” is a popular material for making iron and metal wood heads.

In addition, as further evidence that the term «“steelhead” or variations thereof are used to refer
generically to golf clubs with heads made of steel, the examining attorney refers to the excerpted
articles from the examining attorney's search in the LEXIS/NEXIS computerized data base in
which (STEEL W/4 HEAD!) AND GOLF! appeared in 420 stories. See the thirty-(30)
representative stories attached.

Note for example the following stories (emphasis added):

Story No. 11: “According to Liquidmetal research, only 40 percent of the impact is
transferred by steel-head clubs. Titanium transfers 60 percent of the impact energy.”

Story No. 16: “Suggested retail price for the steel-head clubs (with steel shafts) is $679 per

set.”
Story No. 23: “’Titanium definitely has a different sound than the original steel heads did,’
Mahon said. . . . ‘Now a wooden head sounds strange, because everybody uses steel or titanium.”

Story No. 29: “We’re seeing a lot of customers going to the smaller sizes and the steel
_heads.””

Story No. 50: John Daly junks titanium woods, opts for steel head.”

Story No.193: “He regularly outdrove other college players by 100 yards while using an
old steel-headed (not titanium) King Cobra driver. . . “

Story No. 225: “Lockenvitz said he had only sold a half-dozen titanium drivers so far
compared with ‘hundreds’ of steel-headed clubs.”

These stories clearly show that the term “steelhead” and variations thereof are routinely used to
designate golf clubs with steel heads. Thus, to allow the applicant to obtain exclusive rights in the
term “steelhead” would certainly deprive competitors and others from the right to use the common
term “steelhead” in connection with golf clubs containing steel heads. Accordingly, for the reasons
stated above and those contained in the original Office Action, registration of the proposed subject
matter is refused registration because the term is generic for the goods (i.e., golf clubs).

The applicant should also note the following.

Section 2(f) Evidence is Insufficient

Even if the term “Steelhead” is found capable of registration (i.e., not generic), the examining
attorney still refuses registration on the Principal Register under Trademark Act Section 2(e)(1), 15
U.S.C. Section 1052(e)(1), because the applicant's present claim of acquired distinctiveness under
Trademark Act Section 2(f), 15 U.S.C. Section 1052(%), is insufficient. In re Andes Candies Inc.,
478 F.2d 1264, 178 USPQ 156 (CCPA 1973); Ralston Purina Co. v. Thomas J. Lipton, Inc., 341 F.
Supp. 129, 173 USPQ 820 (SD.N.Y. 1972); In re MetPath, Inc., 1 USPQ2d 1750 (TTAB 1986); In
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re Redken Laboratories, Inc., 170 USPQ 526 (TTAB 1971); In re Interstate Folding Box Co., 167
USPQ 241 (TTAB 1970).

Under Section 2(f), the applicant has the burden of proving the distinctiveness of the mark by clear
and convincing evidence. This has not been done in the present case. While the applicant has
submitted extensive advertising figures, etc., there is no evidence in the record that the consuming
public associates the term “Steelhead” as an exclusive source indicator for the applicant’s golf
clubs. However, the applicant should note that as discussed above, because the examining attorney
has determined that the mark is generic, it is very doubtful that submission of any amount and/or
quality of evidence will convince the examining attorney that acquired distinctiveness has been
achieved. Additionally, the fact that an applicant may be the first and only user of a merely
descriptive or generic designation does not justify registration if the term is merely descriptive. In
re National Shooting Sports Foundation, Inc., 219 USPQ 1018 (TTAB 1983). .

NOTE: The examining attorney notes that the application also includes “golf head covers.”
However, at present the examining attorney’s discussion has focused exclusively on “golf clubs,”
because until such time as the applicant deletes or divides out the goods from the application, these
goods prevent registration of any of the goods contained in the application.

Although the examining attorney has refused registration, the applicant may respond to the refusal
to register by submitting evidence and arguments in support of registration. If the applicant has
any questions or needs assistance in responding to this Office action, please telephone the assigned
examining attorney.

Jeffery’C/Cbward, Examining Attorney
Law Office 106, (703) 308-9106 ext. 133
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cavity back: a design ele-
_ cavity is formed in the

* center, allowing weight to

. ble when the ball is struck |
" away from the sweetspot, .

back stamping: nameé.
numbers and other markings
stamped on the back of forged
irons for identification purposes.
f st
backweight: a weight made

back of some wooden woods.

baffy: an old-fashioned wood with a short shaft and loft equal
to a modern 5-wood, used for playing approach shots by
“baffing,” or hitting down and striking the ground immediately
behind the ball. ’ o

' porehole: the hole that is drilled into the neck of a wooden

cl_ubhead and receives the shaft.

bore-through: the practice of drilling all thervvv'ay through a
clubhead so the shaft can be installed with its tip reaching
flush to the sole.

hounce: the a‘ngie on the sole of an iron from leading edge
.to trailing edge that prevents the club from digging into the
}urf or sand. . .

. %ornn: a specialty metal that is extremely light and strong,

used as a reinforcement against breakage and as a design com-
‘ponent in compogite graphite shafts.

brassie: an old-fashioned wood with loft éqnal to a mod-
ern 2-wood. . ‘ .

butt; the tip of the larger (tﬁicker) end of the grip.

ment of irons'in which a’
"space behind the clubface
be flared outward to the
sole and toe. Helps the
clubhead remain more sta-
. "'/‘CAVITY BACK®
producing  better ~shot
results. '
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clubs

 Also referred to as rocker or

_ the center of the clubhead or

of brass or steel attached tothe’ ~ points to the center while the

‘chipper: a club designed for

cambered sole: asole that {s
curved, either from heel totoe or
from leading edge totrailingedge.
radiused sole.

center-shafted: a putter
design in which the shaft enters

hosel enters closer to the heel.
greenside play, featuring a low-profile head and loft approxi-
mately equivalenttoa 7-iron. Lo

cleek: an old-fashioned iron with loft equivélent toa modem
2-iron: the early popularity of which caused blacksmiths who spe-
cialized in clubhead forging to become known as “cleekmakers.”

clubface: thearea of the clubhead that strikes the ball; it is flat
in irons and most non-wood woods, but convex in wood woods.

clubhead: the component of a club that is attached to the
shaft and contacts the ball. -

crown: the top or highest point of a wood clubhead.

* driver: any club with a playing lengfh of more than 40 inches,

ablock-shaped clubhead, and a loft angle of approximately 14
degrees or less; used primarily for tee shots.

driving iron: a long-shafted iron with low loft intended
to produce good distance off the tee combined with the
accuracy of an iron. :

face depth: distance from the top bf the clubface to the
bottom; used mainly to describe wood design: i.e. deep-
faced driver, shailow-faced driver. : .

_ face progression: the distance the leading edge of the

clubface extends ahead of the centerline of the shaft when
looking.at a soled wood or iron from above or face on.

facing: the set of curving lines on the face of a wood that -

comprises the horizontal bulge (convex curve of the face
from heel to toe), vertical roll (convex curve of the face from

topline to leading edge), fa;e angle (hooked, open, or square)

" and overall loft.

. —— o .~
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ferrule: the small plastic ring that slides down the shaft and

is glued to the top of the hosel on irons and metal woods,

though not used in some designs.

filament winding: a less-common method of building com-
posite graphite shafts in which the graphite is splin into a con-

tinuous fiber that is then wound tightly around a removeable
mandrel. . -, . ' :
) RN

* flange: the rearward extension of the sole on some putters and

sand irons; used on the latter to eliminate the risk of digging
the clubhead too deeply into the sand.

flex: the measured (and rated) stiffness or whippiness of '

a shaft. o . _ :

flex point: the section of a shaft where it bends during the

- swing; stronger golfers usually prefer a high flex point, toward

the grip, while weaker players
generally need a lower flex
point, closer to the clubhead.

flow weighting: a method
of weighting irons whereby
extra weight is shifted pro-
gressively toward the toe as
the loft of the club decreases,
done so to help the player
square the clubface more eas-
ily with long irons.

forging: a common method
for producing iron clubheads
whereby the head is shaped from original ingot form into fin-
ished form using the blacksmith’s ancient method of pound-
ing a heated bar of steel between two halves of a die, stamping
it i{\to the approximate shape of a qlubhead.

game-improvement: a type of club that includes features
médant to help compensate for a player's swing flaws and mishits,
i.e, cavity backs, sole weighting, flow weighting, etc.

.

gear effect: the sidespin imparted by the bulge in a wood
clubface when the ball is contacted near the toe or heel, which
makes the shot curve back toward the original target-line.

goosenec'k: the early term for a hosel on an iron club that ‘

was curved or-offset.

graphitef a type of carbon that is processed into fibers and
impregnated with époxy adhesive, then formed into a shaft by
either windihg a long, continuous fiber or wrapping sheets

~ around a mandrel. .

grip: the coVeriné on the butt end of the shaft, usually made
of leather or a rubber- or silicone-based material that allows

the player a firm, comfortable hold on the club. Additives used
" toincrease friction and durability in grips include cotton cord

‘and-flecks of cork.

. groove: a channel cut or

. heel-toe weighting: aweight-

molded into the face of an iron
‘to help impart backspin; also
called a scoring line. ~ - :

ing method whereby most of the -

HEEL-SHAFTED PUTTER

weight in the clubhead is concentrated in the heel and toe. " .

Ve

heel-shafted: a putter design whereby the shaft enters the
clubhead at the heel. Cee St S ,

. high-mddulus graphite: the ability of “pre-preg” graphite '

(fibers that have not yet been impregnated with epoxy adhesive)
to resist stretching is translated on a numerical coefficient
called modulus. High-modulus graphite, then, is strong and

_ resistant to stretching and breaking.

hosel: the neck of a clubhead into which a hole is drilled
and a shaft installed. (Note: On woods, the correspond-
ing portion of the clubhead is commonly called the neck )

- insert: a piece of hard material in the shape of a trape-
zoid that is installed on the face of a wooden wood to
absorb the vibration of impact, which would normally cause
persimmon or laminated maple to deteriorate quickly.

investment cast: a method for producing iron club-
heads whereby molten metal or metal alloy is poured into
wax molds that were cast from an original steel die.

jron: in golf equipment, the thin, blade-like clubhead used
for most approach and recovery shots; usually made of steel.

laminate: a method of wood clubhead construction whereby
maple or.some other hardwood is cut, pulverized, boiled, impreg-
nated with adhesive, and flattened into thin sheets that are
treated, stacked, and compressed; from this prefabricated state
the lengths of laminate are cut into blocks and turmed on a

lathe to produce clubheads. ‘ '

lay up: a method of making
graphite shafts whereby sheets of
processed graphite are placed on
top of one another, then hand-
rolled around a steel mandrel,
compressed into a tube shape,
heat-treated, sanded, and painted.

leadiﬁg edge: the edge of a
clubhead that acts as the bottom
of the clubface and the front of

the sole. FACE PROGRESSION -

loft: the degree to which a clubface Slants upward when

squarely soled, the angle of which is measured in degrees. The
degree of loft helps determine the steepness or shallowness
of the shot’s trajectory, the distance it travels, and how much

backspin is imparted.
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=—R\ titanium: a metal that pro-

S vides an unusual combination
of strength and lightness;
used in shafts andface inserts.

v thermoplastlc., an ex-

tremely hard plastrc sometrmes used as a matenal fora wood-
: type clubhead g : :

toe: the end of the clubhead opposrte the end where the shaft

rsafﬂxed ivanie a2
topline: the line that determines the top of an iron’s face, its
thickness, thinness, etc. .

torque: the capacity of a material or a design to either twist
orresist twisting. In shafts, torque is an important performance
characteristic, with stronger players usually needmg a shaft
that will resist torquing through impact.

_total weight: as distinguished from swrngwelght the total

deadweight of a finished club.

utility wood: a small-headed. highly-lofted fairway wood,
made of wood, metal, graphite, etc., sometimes with a sole
configuration that includes a keel or rails for glldmg through
rough or tight lies.

wedge: the shortest, most
lofted of the irons, designed to
hit high, soft-landing shots.

whipping: the thin black cord -
used to help attach a finished
wooden wood head to the shaft
and to dampen the shock of
impact. ’

N .
woou in golf equ1pment the
blockglike shape of a clubhead
designed to send the ball long
distances off a tee or faLrway

baﬂé

bail; the sphere with which golf is played, 1.68 inches in min-
imum diameter and 1.62 ounces in maximum weight.

balata: a natural gum substance used as a cover material in

the soft, easily spun, easily damaged balls of the modern era.

compression: a measurement, expressed in the coefficients
80, 90, and 100, of a golf ball’s foot-pound resistance pressure

to compressron stress.

core: the center of a golf ball, composed of a single solid '

sphere molded of hard rubber or a smaller, hollow rubber

- of wound rubber threadj ,

bsphere (sometimes filled with
liquid) surrounded by layers .

couer. the thin outer layerof -
-a golf ball in which the dim-
ple pattern is formed.  *

cut: a spht gash or mck in
the cover, usually caused by hitting lt “thin” with the leadmg

edge of an iron. Formerly common, byt now virtually elimi- -~~~
_ nated by today's more durable cover matenals .

’ dlmple. an indentation purposely made ina golf ball s cover;

usually round.

dimple pattern: the geometric configuration of dimples over -

a ball’s entire surface, the basic function of which is to create
turbulence that reduces wind drag, though modern dimple
patterns can achieve far more specific aerodynamic perfor—
mance objectives.

featherie: an early ball comprised of a leather cover stuffed
with wet, compressed feathers which expanded inside the cover
as they dried.

floater: a ball manufactured to float in water.

gutta percha: the successor to the featherie; term
came from the material used. The “gutty” was harder,
cheaper to make, more durable, and went farther.

lithium: a copolymer resin that recently joined zinc
Surlyn and sodium Surlyn as the popular ingredients
for making durable-cover, long-distance balls.

surlyn: a specialty plastic proprietary to the Du Pont
Corp. that is used in the cover formulation of most

—golf balls

two-piece: a ball composed of a solid, spherical cdre
and a cover.

three-piece: a ball composed ofa sphencal core, trghtly

~ wound rubber thread and a cover.

spin rate: the rate of back-
ward revolutions, or backspin,
that a given ball displays when
struck cleanly.

windings: the rubber
threads that are tightly
machine-wrapped around the
core of a three-piece golf ball.

zinthane: avariant of Surlyn,
used as a cover for durable/
long-distance balls. @

éORE-/
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WINDINGS:

THREE-PIECE WOUND BALL.

TWO-PIECE SOLID BALL.
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L m.an'.l-iryenl the tabered steel rod around which composite .
-« graphite shafts are wound or wrapped during the early stages
*oof productron .

"'T"mashle. an old- fashroned iron with loft equal to a mod- .
_ern 5-iron.

. mashie nibl,ick: an old-fashioned iron with loft equal .to a
‘_mocjgm 7-iron.

‘mid iron: an old- fashroned iron with loft equal to a mod-
ern 2-iron.

metal wood: a term coined to describe block-shaped club-

. heads that appeared in the 1970s that were constructed of

metal (stainless steel) instead of the more traditional wood.
midsize: a wood clubhead

way between standard and
oversize.

muscle back: the con-
centration of clubhead
mass behind the center
of the clubface in some
non-cavity back iron
designs.

neck: the tapered exten-
sion of a wood head that
is drilled for insertion of

a-shaft; equivalent to the hosel in an iron head.

niblick: an old-fashioned iron with loft equivalent to a
modern 8-iron; before that, a wood or iron with a heavy,

: cpmpact head for playing from ruts and difficult lies.

set: the distance by which the leading edge of the club-

‘face is located behind the front edge of the hosel; a design

element intended to help the golfer rotate the clubface back
to square at impact..

oversize: a grip with a diameter larger than standard (which
is about .6 inches); a wood or iron head that is larger than
standard.

perimeter weighting: the distribution of the clubhead
mass around the periphery of an iron or wood head, produc-
ing a clubhead that remains more stable and twists less on

‘shots struck away from the sweetspot.

' pitching niblick: an old-fashioned iron with loft approxi-

mately equal to a modern 9-iron or pitching wedge.

player’s blades: a simple, traditional iron head normally
used by skilled players that does not feature any game

. improvement qualities such as a cavity back, offset hosel or
sole weighting.
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sized approximately mid-

progressive offset: a feature mcluded in some sets ofirons -
_ whereby the amount of offset increases gradually, starting with

slight offset in more-lofted clubs and moving upward to more
pronounced offset in less—lofted dubs i

putter: the club used on or near the green to roll the ball
into the cup.

sand wedge: aniron specrally desrgned for greensrde bunker

play with 52 to 60 degrees of loft and a sole with a pronounced
bounce angle and sometimes.a heavy flange to prevent dig-
ging deeply into sand. Invented by Gene Sarazen in 1932.

- shaft: a tapered tube, usually made of steel, titanium, graphite

or aluminum (formerly solid hickory) that connects the club-
head to the grip. During the downswing the shaft flexes, stor-
ing energy that is released into the bail at impact.

sole: the part of the club designed to contact the turf.

sole plate: the separate metal piece that is fastened to the
sole of a wooden wood to provide durability and some
dynamic weighting.

spade mashie: an old-
fashioned iron with loft
equivalent to that of a mod-
ern 6-iron.

spoon: an old-fashioned
wood with the equivalent
loft of a modern 3-wood.
The term is today some-
times applied to metal util-
ity woods.

sgquare grooves: grooves
in irons which, when viewed in cross-section, are roughly
square-shaped with a flat bottom as opposed to V-shaped
grooves, which come to a point. Also known as U-grooves.

steel: a popular material for making iron and metal wood
heads, and also shafts .

swingweight: the numerical expression of the weight dis-

~ tribution between the bottom 14 inches of the club (includ-

ing the clubhead) and the remainder, expressed in a
letter/number combination, i.e. Cl, D2, E3. Swingweight may
be thought of as an attempt to label or quantify the degree of
“head feel” when swmgmg a given club.

sweetspot: the specific point of a clubface that, when applied
to the ball, produces maximum distance, optimum trajectory,
and.a solid feeling. Perimeter-weighted clubs generally have
a larger sweetspot than other club designs.

third wedge: a wedge with more loft than a 53-degree sand
wedge, usually around 60 degrees. Also referred to as “lob

wedge” or “60-degree wedge.”
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LEVEL 1 - 1 OF 420 STORIES

Copyright 1999 Madison Newspapers, Inc.
Capital Times (Madison, WI.)

May 18, 1999, Tuesday, ALL EDITIONS
SECTION: Sports, Pg. 1B
LENGTH: 984 ;ords
HEADLINE: CONFIDENT STEINHAUER ON A GOOD ROLL
BYLINE: Rob Schultz
BODY:
. ask Sherri Steinhauer to pick a moment or a place or anything that might

help explain why she's playing some of the best golf of her Life.

It's not because she can't find an explanation. The opposite is true. There
are so many good things happening for the ...

. it, too. A
The result has been an outstanding six-week hot streak that has seen
Steinhauer vault toward the top of the Ladies Professional Golf Association
money list. During that span, she has four top-10 finishes. Included in that run

is a tie for ...

... Llittle something to it by saying that their driver must be included in my
bag.'!

Throwing in such language to a golfer is like taking an F-16 away from a
fighter pilot and telling him to fly the same missions with an Apache ...

. I was on a mission this winter,'' said Steinhauer with a giggle. "'l was
doing a lot of club testing.'!?

The steel-headed Callaway 7-wood replaced Steinhauer's 2-iron in her bag and
has given her more consistency and range. Her inability last ...

. for a minute and said she really hasn't looked back since she was 12
years old and decided she wanted to be a professional golfer.

t1you talk about the money on the men's tour. I have no problem with that. I
think it's great. Whatever they make, that's ...

ORGANIZATION: LADIES PROFESSIONAL GOLF ASSOCIATION (71%);
COMPANY: LADIES PROFESSIONAL GOLF ASSOCIATION (71%); -

SUBJECT: GOLF SPORT MEN -ATHLETES (77%);
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LEVEL 1 - 2 OF 420 STORIES
Copyright 1999 Landmark Communications, Inc.
The Virginian-Pilot (Norfolk, VA)
May 12, 1999, Wednesday, FINAL EDITION
SECTION: SPORTS, Pg. C8
LENGTH: 196 words

HEADLINE: FORE!;
GOLFER OF THE WEEK

BODY:

«.. in 1990 because 1 got tired of being left in the office while everyone
else went off to play golf.

Age: 39
Occupation: Regional sales manager Smithfield Packing Company.
. Lowest score: 76 at Sleepy_Hole - when I played the back-nine first.
Clubs: Calaway X12 irons and steel head woods; Ping putter.
Shot I dread the most: Long tee shot over water, like No. 6 .-
... Sleepy Hole

My dream foursome: Tiger Woods, Michael Jordan, Bill Gates and me; all
competitive people.

Biggest golf gripe: Courses not marshalled; rounds that take over five
hours.

Most memorable shot: I hit an ...
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LEVEL 1 - 4 OF 420 STORIES

Copyright 1999 The Courier-Journal
The Courier-Journal (Louisville, KY.)

May 9, 1999, Sunday MET/METRO

SECTION: SPORTS Golf notebook Pg.13c
LENGTH: 1047 words
HEADLINE: Technology has come a long way to give drivers extra ocomph
BYLINE: JODY DEMLING, The Courier-Journal
SOURCE: STAFF
BODY:

Perhaps the biggest change in golf equipment over the past few years has come
with drivers. The club that can get you the farthest off the tee has come the
farthest ...

And then came titanium. j

The stainless-steel models looked as if they would never be used again as the
titanium rage took over.

Golf companies took bigger and lighter clubheads and put them on longer
shafts, allowing even the average golfers to add distance to their games.

It Looked as if oversized clubs were here to stay until companies brought the
stainless-steel models back into production and sold them cheaper.

The driver craze has come so far so quickly that late last year the United
States Golf Association introduced legislation to limit the !''spring-like
effect'! that supposedly helps drivers hit the ball farther.

' 'Manufacturers wanted to ...

. at certain tevels.!'!

A main selling point of many drivers today is their large head size.

Many everyday golfers believe that the bigger the head the more forgiving the
club is going to be. That may be true, but there are other effects that can
hinder your ...

... on any club is one precise point on the face,'! Jesse Ortiz, president
and CEO of Orlimar, recently told Golf World. ''Just because a driver is
oversized, it doesn't mean it is more forgiving.'!'

Although some drivers aren't ...

... use of titanium allows designers to attach clubheads to shafts up to
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The Courier-Journal (Louisville, KY.), May 9, 1999

seven inches longer than standard models. With longer shafts, golfers can have
greater clubhead speed, which creates greater force in the downswing, making the
ball go farther.

And then there's cost.

The price of drivers has been rising the past few yéars, and it looks as if
there's no end in sight.

IH the Golf Equipment Buyer's Guide - which lists 1999's newest clubs - there
are 50 drivers from several companies. Of those 50, only 14 have a suggested
retail price of less than $ 300, while many are well beyond that mark.

Take the advice of many golf instructors and pros who say the best thing for
the average golfer is to find a good driver you're comfortable with and hit it
as much as you can. If you're comfortable with it, use it no matter what size or

shape it is.

ALl that matters is that it helps your game.
Golfweek and Gannett News Service contributed to this story.

FIVE DRIVERS: HOW THEY COMPARE
There's a ton of hype surrounding the drivers companies ...

.». weight as far back as possible to help the face square up, increase its
impact loft and lower the center of gravity.

LOUISVILLE GOLF SMART DRIVER
Head size - 225 or 250 cc.
Head material - Persimmon.

Loft options - 9.5-11.5 degrees.

. area to forgive mishits yet still accommodate the need to work the ball.
ORLIMAR TRIMETAL
Head size - 200 cc.

Head material - Stainless steel (alpha maraging metal face, three copper
tungsten weights).

Loft options - 7.5 degrees, 9 degrees, 10.5 ...

... giving the ball the right launch angle by adding weight to the back
middle of the club.

JdInformation for this chart was gathered from the Golf Equipment Buyers
Guide and the companies' internet sites.
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The Courier-Journal (Louisville, KY.), May 9, 1999

JJThe Courier-Journal's golf notebook will Look at a different area of the
equipment industry each week. If you'd like to suggest a ...

SUBJECT: SPORT;GOLF;BUSINESS; INDUSTRY ATHLETES (89%); R&D (76%);

LEVEL 1 - 6 OF 420 STORIES

Copyright 1999 Globe Newspaper Company
The Boston Globe

April 22, 1999, Thursday ,City Edition
SECTION: SPORTS; Pg. C12
LENGTH: 668 words

HEADLINE: Club manufacturers ahead by a long shot;
THE SKI SECTION
KEYWORD: GOLF

BODY:
... long that commands much of our interest. And it is our never-ending
betief that a new set of irons will cure all our golfing woes. So for those
looking at new equipment to help put them on the road to success in 1999, here
isa ...

... Billy Andrade are among those who use it. Fairway wood: The Pro
Trajectory 975 F has a small, stainless steel pear-shaped head. Some players
using it on Tour, but it will be available in stores come May.

. tungsten weight plugs and bubble shafts. You'll see Mark O'Meara and
Ernie Els hitting these.

Orlimar Trimetal - Stainless steel head with alpha maraging face inserts
that are twice as hard as titanium but the weight of steel. 200 cc of volume,

comes in ...

SUBJECT: GOLF
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LEVEL 1 - 9 OF 420 STORIES

Copyright 1999 Globe Newspaper Company
The Boston Globe

April 15, 1999, Thursday ,City Edition
SECTION: SPORTS; Pg. C11
LENGTH: 734 words
HEADLINE: There is never a shortage of publicity or tall stories about how
technological advances help some players smoke their tee shots incredible
distances, but the serious players know what usually separates the winners from
the also-rans . . . The short clubs;
THE GOLF SECTION
KEYWORD: GOLF
BODY: ) n

The Globe's Paul Szep, who is also a 3-handicap golfer as well as a
Pulitzer-prize winning political cartoonist, has spent many an hour checking out
wedges and putters. ...

. in two shaft positions.

Taylormade Nubbins series- stainless steel or cast mallet and blade models
features stainless steel heads with elastomeric face inserts for better roll.
Lee Janzen and Gary McCord use this model.

Dogleg right - Tour ...

. Cink, Laura Davies, John Huston and Bruce Fleisher.

THE WEDGES

Cleveland Tour Action 588 - U grooves carbon steel or beryllium copper. The
cast heads come in 49, 51, 53, 54, 56, 57, and 60-degree lofts, and the shafts

are made of steel. It is ...

SUBJECT: ATHLETES (90%); GOLF



LEVEL 1 - 11 OF 420 STORIES

Copyright 1999 The Tribune Co. Publishes The Tampa Tribune

The Tampa Tribune

April 1, 1999, Thursday, FINAL EDITION
SECTION: SPORTS, Pg. 10
LENGTH: 739 words

HEADLINE: Liquidmetal makes solid impact;

B

Liquidmetal Golf, the newest entry in the "how to build a better club®
’sweepstakes, joins the;

fight with Tampa ties.;

BYLINE: MICK ELLIOTT; ; of The Tampa Tribune;

BODY:

Tampa businessman John Kang runs a medical software company'in Rocky Point.
Ask Kang if he plays golf and you get "well, not really ... I mean, not very
well."

Together these two pieces of information do not paint the profile of a man
who could become one of the prominent names in golf club manufacturing, but
it's possible. The reason is Kang also happens to be chairman of the holding
company that operates Liquidmetal Golf. And in a business where technology
rules, Liquidmetal just might be the science of tomorrouw.

. all," Kang said. "We have gotten to a point with the metal now where we
can mass-produce it. And the first application we picked was golf clubs because
we think the properties of the material are just phenomenal for golf.

"We are the only ones with the material. We are more a science company than a
golf company. But the reason we thought it was good for golf was ... well, Llook
at the ball-bouncing test. What that shows is it's a very hard and strong
material. What it does is keep the energy from ...

.. é(ub, all the energy from the club transfers to the ball.®

According- to Liquidmetal research, only 40 percent of the impact is
transferred by steel-head clubs. Titanium transfers 60 percent of the impact
energy.

"With Liquidmetal, 99.7 percent of the energy the club head has at impact is
- transferred to the golf ball," said Wade Scarboro, Liquidmetal's territory
manager based in Tampa.
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In the world of science, the concept of Liquidmetal ...

... out of the gate, our market price is not for everybody,” Scarboro said.
“What we are going through right now is establishing credibility with golfers
and consumers. At demo days we are doing, the response we are getting is "Yes,
this is the real thing. This is a valid product.' So now ...

... not a big market for $ 600 clubs, there is something to it that makes
‘this club unique," said Edwin Watts Golf Shop manager Gary Buffington. *I am
impressed with the Liquidmetal clubs. They are expensive, but there is
something to that metal. The ball seems to ...

... something new that is a légitimate product.®

Kang certainly thinks so.

"We didn't get involved just to be involved in the golf business," he said.
"When we looked at the material, we just knew it had great application for
golf. We spent the last two years taking the material and making sure we could
put it in the right clubs and right shafts. ...

GRAPHIC:
A

... cost $ 2,400, is made from an alloy, top, that is comprised of titanium,
zirconium, copper, nickel and beryllium. Photos courtesy of Liquidmetal golf

TYPE: GOLF EXTRA

SUBJECT: GOLFPG; LIQUIDMETAL GOLF EQUIPMENT; DESCRIPTION; JOHN KANG
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Copyright 1999 Stuart News Company
The Stuart News/Port St. Lucie News (Stuart,FL)

February 11, 1999, Thursday
SECTION: Sports; Pg. B7
LENGTH: 1069 words
HEADLINE: PRODUCTS LANDING ON CUTTING WEDGE
BYLINE: James Stammer News Golf columnist
BODY: )

Whatever you could ask for in golf could be found under the Orange County
Convention Center's roof. If you were looking for something and couldn't find it

here, chances are it simply hasn't been invented yet.
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1f this year's show had a theme it would have to be "The Year of the New
Golf Ball". Nearly every manufacturer came out with a new or premiere golf ball.

Srixon (888-4-SRIXON) introduced the world's first perimeter weighted golf
ball, the Metal Mix SF. The ball features tungsten blended mid-layer. By putting
a heavy metal such as ...

... rid itself of the "Rock Flite" ball. The new XL 2000 features a softer
feel while actually providing the golfer with more distance than last year's
model. The lineup features balls with a titanium-linked cover and a soft
tungsten core.

Nike and Taylor Made each debuted their first ball into the market.

The golf balls didn't steal the entire spotlight. The latest in gotf club
technology was also on display. This year nearly every manufacturer seemed to
have a low-profile line of irons.

orlimar ( ...

... After testing these two products, I have to report they are welcome in my
bag any time they want to come along.

GolfGear International (800-955-6440), the inventors of insert technology,
had its newest irons and woods on hand. By using a ...

. feel of a forged head and all the performance-enhancing characteristics
of a perimeter weighted cast body. For the purist, GolfGear also grinds one of
the finest forged irons in the business.

Alien Sport (800-989-4653) is no longer only ...

. wedge and putter business. The company introduced the Ultimate Quadmetal
woods and Driving Iron at the show. In addition to giving the golfer a choice of
lofts, Alien also lets you choose your lie angle. The woods feature a maraging
face with customizable brass and tungsten weights in a stainless steel head. By
moving the weights, you can achieve the ball flight characteristics that you
prefer.

Nearly every manufacturer had a club that looked ...

. for that purpose. With the T-Zoid Wave, the company has incorporated the

features of its highly successful and technologically superior running shoe into

a gotf shoe. The shoe has a wave plate that provides stability and cushioning.
With leather uppers this shoe will not wear out and with its ...

... feet.

1zzo (800-284-1220), makers of great carry bags, surprised everyone with its
latest product for the traveling golfer. The Izzo ProtectAir is an inflatable
cover that protects your clubs while traveling or in the trunk of your car.
When
deflated, the ProtectAir fits perfectly inside your golf bag, ready for use.
1zzo also now has made its dual straps available for your owWn golf bag. If you
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Like to carry your bag, but want the comfort of a double strap, simply retrofit
it.

In the world of golf gloves, the leader is Kasco (800-431-2560). This year,
the company introduces the Lezanova Fit glove. Lezanova, a leather ...

. jumps off the clubface and held the green quite well.
To try any of the new products from the show, call your favorite golf shop or
the manufacturer. Just remember, once you have the latest and greatest in

equipment, you'll have fewer excuses.

SUBJECT: Golf

LEVEL 1 - 16 OF 420 STORIES

Copyright 1999 Palm Beach Newspaper, Inc.
The Palm Beach Post A

February 3, 1999, Wednesday, FINAL EDITION
SECTION: SPORTS, Pg. iC
LENGTH: 823 words
HEADLINE: WHAT'S IN STORE
BYLINE: AL TAYS, Staff Writer

BODY:
"BALLS

They're golf balls, right? How different can they be? Different enough that
almost 2,000 different ball models were submitted for approval to the ...

... played with Callaway and Taylor Made drivers. The result was not so hot.

Said Larry-Sugarman, owner of Palm Beach Golf Centers: "As soon as the ball
hit the marketplace, we couldn‘t give it away."

DRIVERS
Callaway has never been shy about fixing ...
. clubheads made of titanium. Then Callaway added the Biggest Big Bertha,
another titanium club with one of the biggest heads in golf. That left

industry-watchers and consumers to wonder, "What comes after Biggest?"

With its new Great Big Bertha Hawk Eye line ( ...
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... smaller than the Biggest) and toward design. The key phrase with Callaway

- as with a lot of other clubmakers - is "lowered center of gravity," which
helps golfers get the ball airborne. Callaway lowers the center of gravity by
using a “gravity screw" made of tungsten, a very ...

. more than another? Andy York, vice.president in charge of marketing for
West Palm Beach-based Nicklaus Golf Equipment, says it often comes down to the
difference between "design technology" and "materials technology."

"Materials technology costs you ...

. airMax irons, "a low-profile, low-center-of-gravity club," York said.
Suggested retail price for the steel-head clubs (with steel shafts) is $ 679 per
set. Nicklaus also has a "materials technology" iron, the M3, made of titanium
with two beryllium/copper ...

... In an equipment category dominated by one company, Footdoy, competitors
sometimes have to be pretty outrageous to be noticed. Bite Golf, a Redmond,
Wash.-based company that is deliberately anti-establishment (one of their few
traditionally styled models of golf shoe is called The Fogey), guarantees you' Ll
be noticed wearing their new golf sandals (SRP $ 74.95-% 79.95).

PGA Tour player Paul Stankowski was -noticed when he wore them in the Sony
Open in ...

... worn off the course as well as on. "“You won't be embarrassed to be seen
in them," its promotional campaign says. "Because, let's be honest, most golf
shoes look like they belong in a boardroom meeting. Or, for that matter, the
Vegas strip."

SPIKES

For a sport that so many people play so slowly, golf embraces equipment
change at near light speed. It took only about a decade for metal ...

. pace.

The next thing headed for the equipment scrap heap is the threaded spike
receptacle. Spikes that lock into the bottom of your golf shoes with one quick
turn are the most notable feature of the 1999 shoe line. Ten manufacturers,

including Nike, Etonic and ...

NOTES:
Golf extra

GRAPHIC: PHOTO (5 B&W, 1. Golf driver, 2. Golf balls, 3. Spikes (a golf shoe),
4. Golf sandals, 5. Golf club (irons

SUBJECT: PRO GOLF PRODUCT
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Copyright 1999 Business Wire, Inc.
Business Wire

January 28, 1999, Thursday

DISTRIBUTION: Business Editors, Sports & Golf Writers
LENGTH: 638 words

HEADLINE: Square Two To Showcase Lady Rave Low Profile Wood, Four Other New
Products At Florida Golf Show

DATELINE: ORLANDO, Fla.

BODY:

Jan. 28, 1999--Square Two Golf, Inc. (Nasdaq:GOLF) today announced that it
will be showcasing its Lady Rave Low Profile Wood and four other new products at
the ...

. a strong lineup of new products for the 1999 season and look farward to
introducing them to a targe, diverse group of golf retailers at the show," said
Douglas A. Buffington, president and chief operating officer of Square Two. "All
of these products are designed to capitalize on and strengthen our niche as a
premier supplier of high-value women's golf products. *Further, they follow our
strategy of introducing products that can be manufactured at a competitive cost
and marketed to serve well established marketplace needs. Finally, all of these
products feature the Ladies Professional Golf Association logo on the head, as
Square Two is the only company licensed by the LPGA to use this distinctive mark
on 1ts ...

... head
that fosters more solid contact with the ball, even in tough
lies.

--  The Lady Ti Woods. These feature stainless steel heads with a
titanium insert, as well as Square Two's patented tri bar
reinforcement(TM).

-- The Relief Series of irons, which match ...

... a six-way
fur-lined top divider and plenty of zippered pockets.

The PGA Merchandise Show is the world's largest golf exposition.. This 46th
- edition of the show runs through Sunday at Orlando's Orange County Convention
Center and is expected to attract a record 1,400 coﬁpanies exhibitfng a wide
variety of golf clubs, clothing and other golf merchandise. Square Two Golf,
established in 1981, markets women's and men's golf clubs and related equipment
throughout the United States. As an official sponsor of the LPGA, Square Two is
one of the leading value brands among women golfers and holds three U.S. patents
for its innovative use of technology in club design. The company operates a
headquarters and ...

Page 13



Business Wire, January 28, 1999

... trends, weather conditions and other risks detailed in the company's
filing with the Securities and Exchange Commission.

CONTACT: Square Two Golf
Douglas A. Buffington, 973/227-7783
or

Innis Maggiore Group
Dan J. Pecchia, 330/492-5500

COMPANY: LADIES PROFESSIONAL GOLF ASSOCIATION (82%); FL-SQUARE-TWO-GOLF

TICKER: GOLF

LEVEL 1 - 18 OF 420 STORIES

Copyright 1999 The Baltimore Sun Company B
THE BALTIMORE SUN

January 26, 1999,Tuesday ,FINAL
SECTION: BUSINESS ,4C
LENGTH: 737 words

HEADLINE: Dow index zigzags to a gain of 82 points; Factors are earnings at 3M,
American Express and Microsoft's 2-1 split ‘

BYLINE: FROM WIRE REPORTS

. BODY:
. amid allegations of fraud, the New York Post reported yesterday.

Coastcast Corp. fell $2, to $7.50, as the maker of stainless steel and
titanium golf- club heads said it expects to report fourth-quarter sales of $23
million to $25 milltion, down from $36.6 million a ...
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Copyright 1999 San Antonio Express-News
San Antonio Express-News

January 20, 1999, Wednesday , METRO
SECTION: SPORTS; Pg. 9C
LENGTH: 440 words
HEADLINE: San Antonio Country Club
... Weather conditions restrict to path; see starter.
More on S.A.C.C.
Owned by: S.A.C.C. members.

Staff: Director of golf - Bill Rogers; head pro - Chuck Westergard; first
assistant - Ron Inselman; assistant pros - Billy Bullock, Trace ...

... teen-ager named Tod Menefee was taken to the club by his father, after the
fire and recalled all that was left were ashes and the steel heads of golf .
clubs. ... Menefee later became head pro at the club, serving from Oct. 1, 1938,
to Oct. 1, 1980. ... One of the first in the nation to allow golf carts - cars

as they were known - on its course. Also became the first club with a fleet of
golf carts. ... Was one of the first private clubs with a driving range.
Director of golf Bill Rogers won the 1981 British Open. ... Was the original
site of the Texace San Antonio Shootout. ... Tiger Woods and Kellie Kuehne won
the American Junior Golf Association tournament here in 1992 and '95,
respectively. ... Witl host the Texace San Antonio Shootout on June 14- ...

... putting green was built in spring of '98 and tee boxes were rebuilt in
August.

Next week: Canyon Lake Golf & Country Club

On course online

Check out the Express-News' Web site for highlights from the weekly Front
9/Back 9 package, including hole-by-hole guides of featured golf courses:

expressnews.com/sports.

SUBJECT: golf WEATHER (72%);
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The Associated Press State & Local Wire

The materials in the AP file were compiled by The Associated Press. These
materials may not be republished without the express written consent of The
Associated Press. :

December 30, 1998, Wednesday, BC cycle
SECTION: Sports News
LENGTH: 834 words
HEADLINE: FORT WORTH, Texas: as hard."

BODY:
... rug. You don't hear as much. On clay, you definitely hear the ball
hitting because it tends to skid on the dirt."

Golf: Heavy metal
A
Brian Mahon is the head professional at the Hank Haney Golf Center at City
Place, near downtown Dallas. He hears the sound of clubs striking balls again
and again, day ...

... game. But as technology has changed the clubs, so has it altered the
tone.

“Titanium definitely has a different sound than the original steel heads
did," Mahon said. "That was a tremendous difference in sound going from the old
wooden heads to steel. Now a wooden head sounds strange, because everybody uses
steel or titanium."

when it comes to tournament golf, there's another sound, that of the gallery.

And those sounds differ depending on the tournament.

“"Each of the major championships have a different sound to them," Mahon ...
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Copyright 1998 Multimedia Publishing of North Carolina, Inc.
Asheville Citizen-Times (Asheville, NC)

December 18, 1998, Friday
SECTION: Sports; Pg. Cé
LENGTH: 659 ;ords
HEADLINE: A BUYER'S GUIDE FOR GOLFERS
BYLINE: Keith Jarrett STAFF WRITER

BODY:
Drawing a blank when it comes to buying Christmas gifts for the avid
golfer?

From discount cards that offer reduced fees to the latest in the
ever-changing technological word of equipment to just new grips for the ...

... 18 holes for cart fees or reduced green fees at WNC courses, including:

*The Great Smoky Mountains Golf Association produces one of the region's most
popular deals. For $ 149.95 a coupon book offers two rounds of weekday golf at
23 different courses for cart fees (both coupons must be redeemed for weekend or
holiday play).

... Beach courses on the card. The card is available for $ 25 and can be
purchased by calling 277-7700.

*The Catamount Golf Card offers 24 rounds of golf for $ 40 plus reduced fees
at such courses as Cleghorn Plantation, Laurel Ridge, Maggie Valley and Mountain
Harbor.

The cards, which help support the Western Carolina golf program, can be
purchased by calling 227-7338.

*The American Lung Association has the most wide-ranging assortment of
courses. The Golf Privilege Card has more than 300 courses in North Carolina,
South Carolina and Virginia. Cards are $ 40 each, and if you buy three you get
one free. Call 252-2071 or 1-800-452-8283.

In equipment, steel-head drivers from Calloway and the shallow-faced
tri-metal drivers from Orlimar are big sellers, according to a couple of local
golf outlets.

“Titanium has taken a back seat to regular steel," said Steve Braznell,
co-owner with his brother Andy of Golf Shop of Asheville. "It cuts the price
way down and it seems that's the way a lot of golfers are going."

The shallow-faced woods that also include the Adams Tight Lie have become
popular because it is easier to get the ball aloft.
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The ...

. afford to buy that price of club every year," he said. "We're seeing a
lot of our customers going to the smaller sizes and the steel heads."

Cliff Holden, who operates Nevada Bob's Discount Golf on Hendersohvilte Road
in’AsheviLLe, sees the same trend in reduced-head clubs but still does good ...

. but the over-sized club heads are here to stay."
The most popular putters are Ping and Odyssey, while the long run of the
Titleist golf ball continues, though Holden says the Top Flite Strata ball is

also popular.

As more and more golf courses move toward spike-less only requirements, those
shoes- are by far the most popular sell at Christmas and all other seasons.

Golfers are more apt to walk 18 holes in these fitness-conscious times, so
the lighter bags with legs that fold out and allow the bag to stand upright are

big sellers, Holden said.

And even if your golfer already has a discount card, clubs he lovess the
right shoes and correct balls, maybe something as simple as new grips ...

GRAPHIC: PHOTO OF STEVE BRAZNELL AT THE GOLF SHOP OF ASHEVILLE

SUBJECT: GOLF, GOLFERS, CHRISTMAS GIFTS, COUPON BOOK

LEVEL 1 - 34 OF 420 STORIES

Copyright 1998 Times Mirror Company
Los Angeles Times

October 31, 1998, Saturday, Home Edition
SECTION: Business; Part C; Page 2; Financial Desk
LENGTH: 149 words

HEADLINE: BRIEFLY / RECREATIONAL PRODUCTS;
COASTCAST CHAIRMAN, PRESIDENT TO TAKE PAY CUTS

BYLINE: Bloomberg News

BODY:
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Coastcast Corp., a maker of stainless steel and titanium golf-club heads,
said both its chairman and president will take voluntary 20% salary cuts as
Asia's worsening economies and soft U.S. ...

LEVEL 1 - 48 OF 420 STORIES

Copyright 1998 Denver Publishing Company
The Denver Rocky Mountain News(Denver, Co.)

August 22, 1998, Saturday,
SECTION: SPORTS; Ed. F; Pg. 7C
LENGTH: 501 words
HEADLINE: PARNEVIK CHANGES - FOR THE BETTER J
BYLINE: Rick Folstad; Rocky Mountain News Staff Writer
DATELINE: CASTLE ROCK
BODY:

... a good thing for Jesper Parnevik. Two rounds into the Sprint
International, he is among the leaders at Castle Pines Golf Club. After a slow
start Thursday, when he finished with 5 points, Parnevik kicked it up a gear ...

And he did it with a relative stranger carrying his golf bag, giving him
advice and handing him clubs. *'Jesper, .where is (your regular caddie)?'’
someone asked Parnevik after Friday's round. ...

... putter,'t he said. ''You never know.'' Maybe that explains his new
5-wood. ''I really like it,'! he said. ''It's that new steel head, and it's
working great. I can't believe how far (the ball) is going.'' Every club
Parnevik has been hitting has been working ...

. cocked back. A native of Sweden, he started pushing the bill back to get
~a tan on his face while he was golfing. He learned to play by hitting floating
golf balls into a lake behind his home. His dad is Sweden's most popular

comedian, and Parnevik has been known to miss playoffs after ...

SUBJECT: GOLF; TOURNAMENT; COLORADO;
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Copyright 1998 The Denver Post Corporation
The Denver Post

August 17, 1998 Monday 2D EDITION
SECTION: S?ORTS; Pg. C-02
LENGTH: 650 ;ords

HEADLINE: JOCK-ULARITY
BYLINE: Jim Armstrong

BODY:
... a better guarterback than you think. If he lasts into the second round of

your fantasy draft, snatch him up and be glad you got him

Music? Golf? AIDS awareness? It's a good thing Ohio State's Andy Katzenmoyer
can play football. Something tells me he ...

- Bay after being chosen with the first overall pick
P
News: John Daly junks titanium woods, opts for steel head. Views: John,
buddy, the head made of steel isn't the problem. It's the one on your shoulders.

LEVEL 1 - 105 OF 420 STORIES

Copyright 1998 Stuart News Company
The Stuart News/Port St. Lucie News (Stuart,FL)

January 15, 1998, Thursday
SECTION: Golf Tab; Pg. A11
LENGtH: 772 words
HEADLINE: SNEAD KNOWS WHY THERE ARE SO MANY GOOD GOLFERS TODAY
BYLINE: John Reitman of the News staff

BODY:
(Here's a hint:There are more golfers than before)

A lot has changed in golf since Sam Snead turned professional more than 60
years ago.

There are new and better clubs and balls, the courses are better and, of ...
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... clubs Snead first used when he won his first recognized tournament in
1936 would be mere museum pieces today. Current golfers brandish clubs with
titanium composite or steel heads, graphite shafts and offset heads. He came
onto the scene wielding clubs with wood shafts and iron heads. Steel clubs
didn't break into the market, he said, until a few years later.

Golfers - professional and amateur alike - spend big money to stay on the
game's cutting edge. But Snead, the game's all- ...

- knock}ng the ball 400 yards. It's the ball. Balls are a lot longer than
they used to be."

As proof, Snead recalls a golfing associate who he said could hit a ball
nearly 400 yards - with a wood-shaft driver.

WThere aren't four or ...

... much of the equipment on the current market fails to raise Snead's
interest, even he is quick to point out that there are more good golfers today
than there were 40, 50 and 60 years ago.

That, he said, is because there are simply more people playing than ever
before, and they are starting at a younger age. Also, said Snead, whoispends his
winters at Pantherwoods in northern St. Lucie County, golfers have better
courses on which to hone their skills than did his generation. Whether one of
those golfers can ever win more tournaments than Snead's 81 remains to be seen.

Actually, Snead claims to have won 165 tournaments. Independent ...

. Many of his victories, he said, have been taken away because the purse
wasn't large enough.

Just how much better are today's newer golf courses?

On two occasions (1969, 1974), Sandpiper in Port St. Lucie was the host
course to the PGA Seniors ...

«.. 600. He said it cost him about $ 2,000 to get to Scotland by boat.

He recalled winning the 1946 World Championship of Golf, also in England,
earning $ 460. When asked if he was going to return the following year to defend
his title, Snead said his answer was "don't. ...

R win was the Greensboro Open in 1965, earned $ 620,126 on the PGA Tour and
$ 103,175 on the Senior Tour. Today, golfers can win more in a few weeks than he
did in throughout his entire career.

The jump in prize money is ...

. PGA Tour's founding fathers in 1980. He remembers Jack Nicklaus telling
him nobody would watch old men play golf.

"l guess he was wrong,'" said Snead. "The best boost of anything for golf has
been the Senior Tour."
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Copyright 1997 Gannett Company, Inc.
USA TODAY

July 23, 1997, Wednesday, FINAL EDITION
SECTION: NEWS; Pg. 13A
LENGTH: 1887 words

HEADLINE: High-tech gear can't replace an athlete’s drive to win
BYLINE: Sandy Grady . »

BODY:

... first round of this year's U.S. Open, I was perched
behind the practice tee. This is the prime spot for third-degree
golf junkies. We're deluded that we!'ll learn from osmosis by watching
the Tigers, Bears and Sharks in their warm-up swats.

Wwhat 1 saw was the revolution in golf sticks -- indeed, the mega-explosion
in high-tech equipment of all sports.

... so much exotic metal since Pathfinder landed
on Mars. I couldn't spot the brands, but this kind of golf artillery
has names evoking destruction and power: Howitzer, Big Bertha,
Black Cat, Air Bear, Judge, Titan, Big Dawg, Tommy Gun, Intimidator.

That lab-tested arsenal is a long way from Winston Churchill's
lament that golf's a game of “putting a small ball into an even
smaller hole with instruments ill-designed for the purpose."

Watching the pros!' metallic blasts, I said to a golf pal, “What
happened to old-fashioned wood woods? Remember the old MacGregors
and Powerbilts with their grain like grand pianos?"

In ...

... driver, which I plucked for $ 150 out
of a used bin, has a 44-inch graphite shaft and a steel head the
size of a grapefruit. But that's early tech. If I weren't so cheap,

I could plunge for the Great Big ...

.-« high tech make us any happier at
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the outdoor stuff we play?

I'm not talking only about golf's high-price gimmickry. -(Sure,
the Tiger Woods boom has jammed every municipal course with poppas
who hope they're ...

... blitzkreig.
The Prince racket, as. big as an Eskimo's snowshoe and as springy
as a trampoline, was a 1980s smash. Now, like golf clubs, the
$ 300 egg-shaped rackets get bigger and more exotic (graphite,
aluminum, composite) every year. And like golfers, tennis players
seem to love the slam-dunk names: Sledge, Hammer, Extended Thunder,
Kinetic Big Bag. Show ...

LEVEL 1 - 155 OF 420 STORIES

Copyright 1997 Star-Telegram Newspaper, Inc.
THE FORT WORTH STAR-TELEGRAM »

July 16, 1997, Wednesday ARLINGTON AM EDITION

SECTION: SPORTS ZONE; Pg. 4
LENGTH: 662 words

HEADLINE: STROKE SAVER;
Cavity back clubs revolutionize golf

BYLINE: K. Lee Davis, Star-Telegram Writer

BODY:
The siren song of cavity back, perimeter weighted irons in golf is
suweet.

Advertisers promise stroke savings, better feel, longer distance;
everything short of the ability to get the Johnson grass out of your
Lawn.

Prices for a set of these technological wonders are extending
beyond $ 1,000. Stainless steel heads not good enough? How about a
titanium face or even clubs made from beryllium, copper or nickel.

Steel shaft too heavy and stiff? Graphite and boron beckon. If you
have the money, someone is making the iron for you.

And the message is working, with golf equipment sales topping out
at $ 5.5 billion a year according to the ew York Times

The question that has to be asked is what does the average golfer
gain from these clubs?
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"Distance, accuracy and a lighter wallet," Riverside assistant pro
Diego Sais said.

Cavity back golf clubs like Ping ISI, Titleist DCI, King Cobra II
and the Callaway Big Bertha are now the lion's share of the golf
sales market according to local retailers. Ironically, though, the
most popular golf club on the PGA Tour is a blade - the Mizuno MP-14.

The MP-14 also retails for as much as $ 700 less than the other
aforementioned brands for a 3-iron through pitching wedge set.

But golf is a sport where imitating the pros doesn't necéssarily
save strokes, and local teaching professionals generally discourage
-mediocre golfers from practicing with MP-14s.

"1 have only had one student show up with blade clubs and the
first thing I told him is that they were ...

... a Sunday game. "

The concept of the cavity back club is credited to Karsten
Sotheim, the founder of Karsten U.S.A, maker of Ping golf clubs. Thes
idea was to enlarge the sweet spot and make the club more forgiving.

some golfers argue that the clubs are too forgiving, taking away the
ability to work a ball that comes from being able to hit out on the

. made Wwith forged steel and chrome
plated are still available and used primarily by low handicappers.

The reason most average golfers benefit from newer model clubs is
that many of the advertisements appear to be true: The clubs have
bigger sweet spots and enable the golfer to consistently hit the ball
straighter and longer.

Bernie Shub, assistant pro at Rolling Hills Country Club, summed

... bad
shot is a real possibility. "

But one issue for Shub, 60, that is cited by more and more golfers
whose experience in the game predates the Ping revolution is the
appearance of the club.

"Clubs are reaching such an extreme size and shape that they're

... prefer, but cavity backs

appear to be the workhorse club for the foreseeable future.

But Sais has another recommendation for golfers trying to squeeze
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that extra stroke out of their game.
"0f course, lessons wouldn't hurt either," said Sais, slyly.
PHOTO( ...

' 'SUBJECT: The Golf Report

LEVEL 1 - 163 OF 420 STORIES

Copyright 1997 Madison Newspapers, Inc.
Capital Times (Madison, WI.)

June 4, 1997, Wednesday, ALL EDITIONS
SECTION: Time Out!, Pg. 8B
LENGTH: 2383 words A
HEADLINE: GOING FOR THE GREEN; GOLF EQUIPMENT COSTLY, CONFUSING
BYLINE: By Rob Schultz The Capital Times

BODY:

. first metal wood that he sold in his pro shop cost about $ 45. He also
remembers there were only about five or six golfclub manufacturers he had to
worry about. And competition for sales existed onty among the other pro shops.

!"What's scary is that wasn't long ago,'' said the Yahara Hills pro.

Golf is tough enough just to play. Toss. in what has now become a three-ring
circus regarding equipment sales and the frustration level for the sport is off
the charts. When it comes to golf, there truly is a sucker born every minute.

Need a driver? Do you want a Titanium or steel head? Do you want a giant head
like the Greatest Big Bertha or something semi-huge like the Tommy Gun by ...

. terylium is? Buster, it's time to start doing your homework.

We just ran through the market for the expensive line of golf clubs. That was
easy compared to buying a starter set, which is where the buyer really needs to
be careful. And it was incredibly simple compared to finding the right place to
buy everything.

There are plenty of folks who can provide all the answers to the myriad of
questions from Mr. and Mrs. Golf Consumer. They range from the knowledgeable
golf pros at the local clubs to the salespeople at the discount golf shops that
have overtaken the market.

When it comes to the bottom line, prices don't vary much between the pro

Page 25



" Capital Times (Madison, WI.), June 4, 1997

shops and the discount ...

. wait hours before someone will take a serious look at his clubs.
Meanwhile, at Nevada Bob's or the Golf Shack, consumers are waiting for the
doors to open at 9 a.m. and they have to be kicked out when the doors close at 9
p.m.

''There's a general perception out there that Nevada Bob's or Golf Shack
prices are cheaper than ours,'' said Rechlicz. !'That's not true. But you can‘t
change the perception.

''"It's just like me and skiing. ...

... buy my skis even though that's where the experts work. I go to a discount
shop. It's the same for golf.!!

Indeed, Rechlicz, as well as Odana Hills' Tom Benson, Door Creek's Dan Roloff
and Pleasant View's Ted Donker and ...

. sells has an abundance of its products.

Roloff, who knows the story from both sides of the fence, since he used to
work at Golf Shack, said it's easy to spot which manufacturers are underselling
to the discount stores.

''Walk into a discount store and you!ll usually ...

... years ago.

''There's time spent on the range, there are demonstration days,'' Rechlicz
said of the days when manufacturers provide clubs for golfers to try out on the
range.

"'And there are more companies to worry about and there's more fitting. It's

very time-consuming,'' added Rechlicz.

. fitting is the wave of the future for pro shops. Companies like Titleist,
Maxfli and Zevo have special programs that test a golfer's swing speed, how
he/she addressed the ball and sets up the club. In less than two weeks, the
golfer gets a custom-made set of clubs delivered to his/her door.

*'The only clubs in the pro shop will be putters, ...

... candy store,'!' Zucker said.

The Madison Nevada Bob's inventory includes $ 750,000 just for clubs. The
place is a golfer's paradise, with the store glistening with new and used clubs
of virtually every make and variety. And they offer just about every amenity
that the ... o

«u. Cclubs.

'*If we get something they don't have, they'll send 'em over. It's easier
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than for the pros to order it for them and the golfer gets it right away instead
of waiting three weeks.!! ‘

But Nevada Bob's greatest appeal are two sales features many pro shops can't
touch.

No. 1: It offers a 30-day guarantee that allows golfers to exchange their set
of clubs for another set in the store. That more than offsets the golf pro's
sales pitch that an off-course shop doesn't allow consumers to test the product
before buying. : ‘

There are some who have taken advantage of the deal. One golfer, for
instance, is on his fifth set of irons.

'*'If something comes back we might take a Little hit on ...

... about the top-line equipment, the biggest problems occur with the starter
sets. :

That is the last bastion of real money-making in the golf-club business. They

cost just a few dollars to make and sell for anywhere from $ 200 to $ 3And the
consumers are usually ...

.
. one-year old aluminum alloy iron -- something called a Doug Sanders
Classic made by Atlas Golf -- that had a crack down the middle of the clubface.
'That club came from a set that probably cost around $ 150. It's total ...
... a starter set.'' It's way out of hand
This is what one pro said about the continuing rise in cost of golf products:
'*We're making it too expensive. We're back to making it a rich person's
sport again. And I don't like it.!!
If they're not raising prices, manufacturer's are inventing ways to make
golfers buy more clubs. The wedge system is a perfect example.
Ever wonder why you're hitting your wedge as far as you used to ...
. wedge today (49 degrees) is the same as your 9-iron from 10-15 years ago.
''The reason they did it was to force golfers to buy more wedges. Tommy

Armour started it with their 845s as a marketing ploy, and it worked,'' Benson
said.

GRAPHIC: David Sandell/The Capital Times

The choices in golf equipment seem endless at the Madison Nevada Bob's, 7475
Mineral Point Road. The discount store sells over 4,800 golf clubs in a month.

Golfers can choose from dozens of putters in a variety of shapes and lengths.
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SUBJECT: GOLF BUSINESS MADISON
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Copyright 1997 Phoenix Newspapers, Inc.
THE ARIZONA REPUBLIC

Mérch 27, 1997 Thursday, Final Chaser
SECTION: SPORTS; Pg. D1
LENGTH: 687 words
HEADLINE: KILLER CLUBS, LONG SHOTS AND DIMPLES
BYLINE: DAVID CASSTEVENS, Republic Executive Sports Editor
KEYWORD: GOLF B

BODY:

The metal wood -- an oxymoron -- is a handsome piece of equipment. The
polished steel head has a titanium insert. The sleek Ultralite R-80 graphite
shaft features a "high flex zone."

The newspaper ...

. 199.99, is the longest driver
.on the Senior PGA Tour.
By longest, it meant the club has the capability of projecting a golf ball
from here to Yuma.
What's it called?" 1 asked.
The salesman smiled. "The Intimidator."
Wowu.
I pictured myself, on the first ...

... head."
CHOOSE YOUR WEAPON

Since the caveman swung his first club and complained about his distance,
man has longed to hit the golf ball farther than he ever dreamed possible.

John Daly is no role model, but he is a celebrity primarily because he
doesn't “just ... :

... a ball so far.

"That's longer," Brewer drawled, "than I can point."

Now, thanks to modern technology, all golfers can hit the ball greater
distances. The dilemma is deciding which weapon to choose.

The Intimidator. The War Bird. Super ADX. 855s. Bullet .444. Pinseeker.
Black Pearl. The Killer Bee.
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who names these clubs, the Pentagon? The competition to produce and market
_golf clubs sounds like a nuclear-arms race.
Clubs are equipped with "bubble" shafts. Self-squaring insert hosels.

... a kickstand.

One reason clubs keep growing in size (and price) is because larger clubs
are easier for the average golfer to hit.

The. larger the clubhead, we are told, the bigger the 'sweet spot."

Clubs with larger “sweet spots" are said to be more "forgiving."

The rewards of the game keep growing. Today, golfers can hit the ball
longer and straighter and receive absolution, too.

SUBJECT: GOLF

LEVEL 1 - 176 OF 420 STORIES

Copyright 1997 Mill Hollow Corporation »
DM News

February 24, 1997
SECTION: SPECIAL FOCUS; Catalog Marketing; Pg. 26
LENGTH: 958 words

HEADLINE: Customer Service Key to Japanese Market;
A cataloger's presentation, timeliness, accuracy and reliability are essentials

BYLINE: By Cynthia Miyashita; Cynthia Miyashita is president of Hemisphere
Marketing, a direct marketing agency and consultancy in San Francisco
specializing in Pacific Rim markets. Hemisphere Marketing has launched a shared
inbound call cehter in Tokyo to assist American catalogers in providing better

- service to their Japanese customers.

BODY:
. who are too hasty), misspelling of names and of course fulfilling wrong
products create a cumulative image of poor quality.

A golf-club marketer shared the story of promoting a golf club with a black
head on Japanese television. Several orders were fulfilled with a shiny steel
head that many think actually looks nicer than the black version. Predictably,
the steel ones came back. U.S. catalogs should review .... .
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Copyright 1997 UMI Inc.;
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February 14, 1997
SECTION: Vol.11; No 27; pg 15
LENGTH: 759 words
HEADLINE: Winning at the 18th hole
BYLINE: Francy Blackwood
DATELINE: Hayward; CA; US; Pacific

BODY:

Faced with a change-or-die market, Orlimar Golf Co. found a Qay to survive in
an industry transformed by megabucks marketing and high-tech golf clubs.

Luciano "Lou Ortiz, "trained as a tool-and-die maker in Europe, launched
Hayward-based Orlimar ...

. 1980s with the introduction of graphite shafts, so-called metal woods
(clubs shaped like traditional woods, but with stainless steel heads), and
one-piece golf balls that were more consistent and more durable. The new
technologies all contributed to better performance for the average golfer, but
most people attributed their improvement to the one change they could see--metal
heads on woods. Metal woods are simpler to ...

... a matter of time before something drastic happened.
*What happened was Callaway," Ortiz said.

A relative newcomer, Callaway Golf Co. stunned the industry in 1991 with a $
10 million advertising budget, nearly twice the outlay of even the biggest ...

. June, Orlimar launched a marketing campaign to reestablish its name,
starting in Northern California, with ads in local golf publications and spots
on radio. and cable TV. The company also established a program that allows
retailers and golf pros to make attractive margins on its clubs. With rebates
and discounts based on initial orders and sales, they can achieve ...

... 80 percent with the changing times, but the leopard didn't change its
spots completely."
Entrepreneur: Jesse Ortiz

- Company: Orlimar Golf Co., Hayward

Business: Golf club design and manufacturing
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Founded: 1960
Revenues: $ 2.5 million projected for 1997

Growth financing: Private placement

COMPANY: Orlimar Golf Co, Hayward, CA, US; ; Callaway Golf Co, San Diego, CA,
us; .

SUBJECT: Manufacturers; High technology; Golf equipment; Corporate profiles;
Entrepreneurs;

JOURNAL-CODE: SFBT-

LEVEL 1 - 193 OF 420 STORIES

Copyright 1996 The Dallas Morning News
THE DALLAS MORNING NEWS

August 28, 1996, Wednesday, HOME FINAL EDITION
SECTION: SPORTS DAY; PHIL ROGERS PRO GOLF REPORT; Pg. 13B
LENGTH: 1016 words
HEADLINE: Mickelson flops on the issue of Woods' readiness for pros
BYLINE: Phil Rogers

BODY:

Phil Mickelson got one thing right last weekend. He won the NEC World Series
of Golf. But the ultra-talented lefthander hit a shank when he was asked about
Tiger Woods being ready to turn pro.

Like others within pro golf, Mickelson points to Woods' record in
professional events as evidence the three-time U.S. Amateur champ should return
to Stanford ...

... at Pumpkin Ridge. He regularly outdrove other college players by 100
yards while using an old steel-headed (not titanium) King Cobra driver, hit
wedges stiff and had a putting touch Mickelson would envy.

nit's like ...
... Not television cameras constantly in his face. Not large galleries
following him down the fairway. Not the pressure -to make golf history. "The
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more the spotlight is on him," said Peter Jacobsen, "the better he is going to
play."

Staff Writer Phil Rogers covers pro golf for The News. His column appears
Wednesday.

ON THE TEE

Down the road

Dallas! Justin Leonard is guaranteed a spot ...

... missed cuts and no top-25 finishes.

Calling home

Phil Mickelson's victory in the NEC World Series of Golf could be costly for

Fort Worth's Mark Brooks. It was Mickelson's fourth title this year, which at
the least creates an ...

LEVEL 1 - 201 OF 420 STORIES

Copyright 1996 Orange County Register
THE ORANGE COUNTY REGISTER

July 4, 1996 Thursday MORNING EDITION
SECTION: SPORTS; Pg. D11
LENGTH: 725 words

HEADLINE: women;
With array of putters for sale, choose one that feels the best

BYLINE: PATRICIA BALDWIN, Golf for Women

BODY:

Women who want a graduate course in golf should go shopping for
a new putter. This summer's offerings include a multitude of new
designs and high-performance technology.

Female golfers will find various club-head styles, new
technology in materials and several options in shaft lengths _ ...

... Lady TearDrop putter, especially weighted
and balanced for women.

There's also a new "parallel hosel" design from newcomer Reese
Golf. Reese's selection of three putters help eliminate club-head
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twisting and help keep your hands ahead of the ball.

... quite creative in combining new
materials and technology. Just beware, all these bells and whistles
can be pricey.

Carbite Golf's Dual-Density putter, for example, combines
tungsten and titanium while Slotline has opted for the heavier
tungsten in its ...

. continues to have some of the hottest putters, thanks to
its unique soft-face insert technology. The Dual Force 992 has a

stainless steel head with a Stronomic club-face insert.

When it comes to shaft length, putters usually range from 33
inches to 35

. cover the marketplace.

Exotic Bird Putters offer rounded and milled designs in

hand-crafted hardwood. Ray Cook Golf's Lady Silver Ray putters .

feature satin/polished silver cosmetics in four models.
What's next? Imagination seems the ...
. Tour schedule starting next year. The inaugural
event will be played from April 17-20 at Wachesaw East Golf Club in
Murrells Inlet, S.C. It will be a full field, 72-hole event
offering a purse of $ 600,000, with further purse increments through
1999.

Patricia Baldwin is editor in chief of Golf for Women magazine.

She may be contacted at FAX (407) 333-8861 or P.0. Box 951989, Lake
Mary,

SUBJECT: GOLF EXTRA
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Copyright 1996 The Houston Chronicle Publishing Company
The Houston Chronicle

March 3, 1996, Sunday, 2 STAR Edition
SECTION: SPORTS; Pg. 12
LENGTH: 1109 words
HEADLINE: Titanium looks like it will be around a while
BYLINE: GARY REINMUTH; Chicago Tribune

DATELINE: CHICAGO
BODY:

CHICAGO - The truth, whether the great mass of American
golfers will admit to it under oath or not, is this:

If Famous Company A came out with a new oversized driver

... marketed it to the hilt, that driver would sell like
R.E.M. tickets the day after tomorrou. :

Such is the never-ending quest for golf's ultimate secret
weapon.

Which brings us to titanium, the hottest thing going in golf
clubs in 1996, making it the hottest thing since the Taylor
Made Burner Bubble driver, which last year was the hottest
thing since Pings.

Kim_McComb, manager of the Pro Shop World of Golf in skokie,
says experience has taught him that January headlines don't
always translate into April sales, though McComb admits he

... Taylor Made) - with the notable exception of Karsten
Manufacturing, maker of Pings - are betting Ralph will fall in
Love with titanium.

Golfers started to last year when Callaway introduced its new
Titanium Great Big Bertha and set the market ($ 500) everyone

else is. ...

... product
manager Mike Kelly said.

wngysiness is definitely good, ‘' said Mark Young, product
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manager for Wilson Golf, which just introduced a titanium
version of its Invex driver. "YAt the Merchandise Show I wrote
a lot of titanium ...

... Lockenvitz said.

Lockenvitz said he had sold only a half-dozen titanium drivers
so far compared with "*hundreds'' of steel-headed clubs.

unlf John Solheim says it's a fad,'' Lockenvitz said, "“that has
a big effect. They do a lot of research before they make a
statement like that. The ball doesn't come off the head as hot
as with steel or wood. ‘!
Karsten is bypassing titanium for now to test several new
wooden prototypes.

McComb says he expects to ""sell ...

... quicker on the green, making it ideal for approach shots.
In shoes, manufacturers are working to meet the needs of
golfers who play some rounds on courses that require soft
spikes and others on courses that do not. Rockport has
introduced a set of shoes with spikes that can be removed with N
an allen wrench, allowing the golfer to switch easily from
spikes to soft spikes to no spikes. Soft Walk Inc. has a
retractable spike - a fixed ...

... doing less damage
to greens.

In the wacky, goofy, off-the-wall merchandise category, McComb
hasn't seen much.

wThe golf industry is taking itself so seriously now,'' he
said. ""We've got too many Harvard MBAs in the business now.
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Copyright 1995 Chattanooga News-Free Press Company
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December 31, 1995, Sunday
LENGTH: 627 words
HEADLINE: Poher Wedge Leading Edge For ProGroup
éODY:
A golf club innovation by Chattanooga-based ProGroup will be used on

oversized irons made by the nation's second- ...

Three years ago, many golf club technologists were snickering at ProGroup's
latest innovation, a fin on the hosel (where the shaft enters the club head) ...

... for Patented Hosel Design), those same critics began to second-guess
themselves.

And now Cobra, the nation's second leading golf club producer, is giving the
fin theory even more power. .

“The first thing this says ... is that an acknowledged leader in our ...

... Nichols, former CEO at MacGregor, was introduced as the new ProGroup head
in November.

Cobra, whose King Cobras sent the golf market into an oversized craze, has
already adapted the PHD technology to its newly designed titanium woods, which
will be introduced at the ...

... said his company also would introduce titanium woods at the January show.

We will have the titanium woods with the fin on them, and we will also be
introducing steel-headed woods where we are adapting the technology into the
bottom of the hosel," Mr. Nichols said.

Tom Crow, vice-chairman of Cobra, expressed his pleasure ...
... area.

“They are going to promote this concept strongly, and, needless to say, we
are, too.

"We have already announced our company's intent to promote more and we are
going to do that immediately with The Golf Channel. We like the demographics of
that situation, and we think it will benefit us to promote more," he said.

The company announced recently that all of its club product lines would be
linked to Arnold Palmer's name in the very near future.

Mr. Palmer, one of golf’s most beloved figures, sits on ProGroup's board of
directors and is one of the company's major stockholders.
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The announcement comes on the ...

LEVEL 1 - 245 OF 420 STORIES

Copyright 1995 Gannett Company, Inc.
USA TODAY

September 12, 1995, Tuesday, FINAL EDITION
SECTION: SPORTS;.Pg. 12C
LENGTH: 528 words
HEADLINE: Daiy happy he can keep focus of life on his game
BYLINE: Jerry Potter
DATELINE: DUBLIN, Ohio

BODY:
... go day-to-day," he says. "That's my life."

Daly, a recovering alcoholic whose long drives have made him a favorite of
golf fans the world over, plays the Wendy's Three-Tour Challenge today at
Muirfield village Golf Club.

He's paired with Laura Davies, longest hitter in women's golf, and Jack
Nicklaus, longest hitter of the 1960s and '70s, in this made-for-TV event to be
carried by ABC Dec. 23-24.

"It just feels so good to be.concentrating on gotf and not have all those
off-the-course things to deal with," Daly says. "The personal stuff will always
be a grind, but ...

. by lightning during the tournament. People forget about that."

BIG BUCKS: Spalding strongly believes more of its Top-Flite golf balls are sold
than any other brand. So strongly, Top-Flite Professional Golf is offering $ 1
mitlion to any company that can prove it wrong.

Vice president Scott Creelman issues the challenge ...

. at the PGA International Equipment Show in Las Vegas. Firms have until
Dec. 31 to accept his challenge.

DEBUT: The golf clubs Nick Price helped design for Atrigon Golf also debut in
Las Vegas. Black Hawk NP "woods" actually have a graphite core inside a
lightweight steel head and shaft. Different: the one-piece construction.
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Price plans to begin using the clubs this fall but won't play the PGA ...
... last March.

TRAVELING: Florida and Wake Forest women and Oklahoma, Southern California,
Texas and Tulsa men open the fall golf season today in Japan.

The women. join four Japanese teams, and 12 Japanese teams will play in the

NOTES: PRO GOLF

SUBJECT: ; GOLF
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Copyright 1995 PR Newswire Association, Inc.
PR Newswire B

September 11, 1995, Monday

SECTION: Financial News
DISTRIBUTION: TO BUSINESS AND- SPORTS EDITORS
LENGTH: 498 words
HEADLINE: NICK PRICE, ATRIGON UNVEIL UNIBODY BLACK HAWK WOODS
BODY:

Promising to take high- performance golf clubs to a higher Level, Nick Price
and Atrigon Golf Inc., have introduced a Nick Price-designed Black Hawk NP

series of woods using innovative, one-piece, Unibody technology.

Unveiled at the 1995 PGA International golf show, the clubs utilize a
proprietary gas-injection system that allows for state-of-the-art one- piece

construction for unparalleled distance and accuracy. -

Price, the No. 1 golfer in the world in 1994, has worked with Atrigon‘s
engineers to design the Black Hawk NP line, which will be available to the
public ...

LAS VEGAS, Sept. 11
“"The Black Hawk's unitized graphite core inside the lightweight steel head
and shaft greatly reduce the torquing and twisting that plague other clubs and

provide a positive unique feel," says Price, the

... face.
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The improved performance of the Black Hawk NP driver over major
competitors has been confirmed by independent tests.

Atrigon Golf is a privately held company based in Camarillo, Calif.
David Fernandez, Atrigon's founder and chief executive officer, is ...

... materials. - For more than 20 years, he
has put aerospace engineering to work in the design and prodﬁction of
equipment for major golf and tennis companies.

Price signed a long-term contract with Atrigon in March to serve as
a technical and performance ...

COMPANY: Atrigon Golf

ORGANIZATION: Atrigon Golf
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Times Publishing Company
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September 13, 1993, Monday, City Edition
SECTION: SPORTS; ASK US; FANFARE; Pg. 2C
LENGTH: 325 words
HEADLINE: Jan. 1 birthday for all horses in northern hemisphere

BODY:
. any other way?

- David Novak, Tarpon Springs

A: No.

Q: I recently received a set of golf clubs marked PGA Ryder Cup on the
steel head. Can you tell me the origin of the clubs and if they are
custom-made?

Thomas V. Scully, South Pasadena
A: According to Ray Davis, a leading golf collector/expert who organized

the PGA's museum in Pinehurst, N.C.: "The PGA allowed various manufacturers to
make clubs ...
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Revenue Accounting and Management

Name/Number: 75389003 Total Records Found: 9
Start Date: Any Date End Date: Any Date
é;ﬁ:untmg ie&];.ence :;;:2 Ezede Fee AmountMailroom Date Payment Method
11/28/1997 00000257 O 361 $245.00 11/12/1997 DA 500303
05/04/1998 00000014 3 463 '$25.00 05/01/1998 DA 500303
05/05/1998 00000075 3 463 -§25.00 05/01/1998 DA 500303
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_ Qa\‘a% - CALLAWAY GOLF COMPANY ——
GOLF
. )
Apnl 15, 1999 \}10 "

VIA FACSIMILE 3

Réfunds
United States Patent and Trademark Office
Washington, D.C. 20231

Dear Sir:

Enclosed please find our Deposit Account Statement dated January 29, 1999. 1
have found the following discrepancy on our statement. As you can see, I have enclosed
our November 1997 statement showing a duplicate charge for Serial No. 75/389,003 on
November 28, 1997. Thus, the following charge should be corrected from Fee Code 361
(245.00) to 362 (100.00):

Date Posted  Control No. Description Docket No. Fee Code Charges/Credits
1-29-99 61 75/389,003 TM3029 361 245.00

Therefore, a credit in the amount of $145.00 should be credited to our account.

Please feel free to contact me if you should have any questions or comments at
-(760) 930-5498.

Sincerely,

. Aa—

Susan A. Estrada
Intellectual Property Records Coordinator
Enclosures

2285 Rutherford Road * Carlsbad, CA 92008-8815 * Telephone: (760) 931-1771 « FAX: (760) 930-5019

SUBSIDIARIES: CALLAWAY GOLE SALES COMPANY » CALLAWAY GOLP BALL CoMPANY * CALLAWAY GoL¥ EUROPE LD, + CALLAWAY GOLF (GERMANY) GMbH » CALLAWAY GOLF TRADING GMbH » Qoyssey GoLs, Inc.
CALLWAY GOLF KOREA, LTD. « ERC INTERNATIONAL COMPANY » CGV, INC,
Division; CALLAWAY GOLYF INTERNATIONAL
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= NITED STATES DEPARTMENT OF COMMERCE
Patent and Trademark Office

Address: COMMISSIONER OF PATENTS AND TRADEMARKS
Waghington, D.C. 20231

MONTHLY STATEMENT
‘OF DEPOSIT ACCOUNT

To replenish your Deposit Account, detach and

SNSRIV /B FEREE
return top portion with your check. Make check E‘j{@&@d \j ig ’ ﬂ i Account No.
payable to Commissioner of Patents & Trademarks. H1HA S 200303
Date
FEB 15 1999 1-29-99
Page
CALLAWAY GOLF COMPANY 71 FINA 1
SUSAN A ESTRADA
2285 RUTHERFORD ROAD
PLEASE SEND REMITTANCES TO:
CARLSBAD CA 92008-8815 Patent and Trademark Office
P.0. Box 70541
Chicago, lil. 60673
::‘TEDTYSTi; ComglOL (Serial,Dgast(e:thl,P TT-'Il\ollf\l Order) DOCKET NO. CFOEDEE CSF%ETDCI;‘?S/ BALANCE
1111199 116 29082472 PD2004 143 430.00 3127.00
1111(99 117 29082472 PD2004 561 9.00 3118.00
111299 208 09222237 PU1020 101 760.00 2358.00
111299 210 09222237 PU1020 103 360.00 1998.00
1113{98 3 09222237 PU1020 581 40.00 1958.00
1119199 18 PAYMENT 701 -10000.00 11958.00
1129(99 48 ‘75238618 Holo 379 100.00 11858.00
1129199 49 75238618 1o 0 363 -100.00 11858.00
1129{99 50 75978203 1eto-i 363 100.00 11858.00
%1 29199 61 75389003 “TM3029 361 A1245.00 11613.00
1129199 99 75352616 TM3006 363 100.00 11513.00
PKShalh be
Jec drd, 22
210000
OPENING BALANCE TOTAL CHARGES TOTAL CREDITS CLOSING BALANCE
AN AMOUNT SUFFICIENT TO 3557.00 2144.00 10100.00 11513.00
COVER ALL SERVICES REQUESTED

MUST ALWAYS BE ON DEPOSIT.

#aae MDY IRINIAATES NVEDNDAVA/N
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UNITED STATES DEPARTMENT OF COMMERCE
Patent and Trademark Office

o I?T:gggﬁm; % Address: %xmistﬂv%ﬁcq; g;g"ams AND TRADEMARKS

. /4 your Deposit Account, detach and Account No.

‘ n with your check. — .y s w ASDT

: Eg:::\issionery of Pat::’t‘s &M?'kr:d:;ea‘:ts. R 500303
Date

F 11-28-97

4 Page
CALLAWAY GOLF COMPANY FINA 1
SUSAN A ESTRADA

2285 RUTHERFORD ROAD

PLEASE SEND REMITTANCES TOC:
CARLSBAD CA 82008-8815 Patent and Trademark Office

P.0. Box 70541
Chicago, lll. 60673

ATE POSTED ) F S/
:0. DZY vy CD:“E’?OL (Seriat,DEastce:r?tl,m}.’lat\‘Order) DOCKET NO. ngE Cgr:e%f;‘gs BALANCE
1111497 225 29065157 Asstonmwent- S 581 200.00 3630.00
1112197 239 74147286 Jos¥4 374 200.00 9430.00
11]28{97 257 775389003 TmM323s22-USs 361 245,00 8185.00

OPENING BALANCE

TOTAL CHARGES
8830.00 5.00

AN AMOUNT SUFFICIENT TO
SOVER ALL SERVICES REQUESTED
AUST ALWAYS BE ON DEPOSIT.
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\aly,,

GOLF ¥ FAX SHEET

2285 Rutherford Road e Carlsbad, CA 92008
Phone: (760) 930-5498 « FAX: (760) 930-5019

DATE: April 15, 1999 NUMBER OF PAGES: (Including cover): 4
TO (Company): U.S.P.T.O. ~ FAX: 1-703-308-6778
ATTENTION: REFUNDS FROM: Susan A. Estrada

This message is for the exclusive use of the individual or entity for which it is addressed and may contain information that
is confidential and/or constitutes a trade secret. If the recipient of this message is not the addressee or a person
responsible for delivering the message to the addressee, such recipient is prohibited from reading or using this message in
any way. If you have received this communication in error, please notify us immediately by telephone and destroy the fax
message. If you have a problem with the receipt of this transmission, please contact us at the above phone number.
Thank you. o

Please see attached. Thank you.



UNITED STATES DEPARTMENT OF COMMERCE
Patent and Trademark Office

ASSISTANT SECRETARY AND COMMISSIONER

OF PATENTS AND TRADEMARKS

Washington, D.C. 20231

April 26, 1999

MEMORANDUM FOR: Mary Sparrow - Managing Attorney
Law Office 106

FROM: Frank Lebron
Project Manager
Refund Sectio:

Subject: REQUEST FOR FILES

Attached herewith please find refund request letter(s) for your immediate review. Referring to
TRAM, it was determined that these applications are located in your area as of 04/19/99. Please
send a copy of the “transaction list” (CRO06) print-out after processing the request for
refund to the Office of Finance, CPK 1, suite 802, attn: Frank Lebron. If the request for
refund is denied, please forward copy of letter that is initiated by your organization to the
address mentioned above. If you have questions, please contact the Office of Finance at 305-

4231. | e =

P -~ f il

o »

Case Number 113«43 =8 &

75200002 i [T
75/389003 i i\oa S
Y =

fﬁ:i,} D I 7 o]

s



TRADEMARK PROCEDD FEED
F -STENER QUALITY ACT FEES

Serial /Registration Number: 75/38900 2 ‘ pate: &/7/%7_ . .}
Requested by:  Jeff CowAK? Office: /06
Signature; Phone: /722) 208~ 7106 &} 5.7
FEE lasses | DESCRIPTION of - A | FEE
CODE Q;;m TRADEMARK PROCESSING FEES Amount
e fuw ded 361 |8 2S5, ] Application for Registration, per class ) $245
Cha iy for & 362 100 i Amendment to Allege Use under §1(c), per class : $100
A&l 363 Statement of Use under §1(d)(1), per class $100
364 Extension of Time to file a Statement of Use under §1(d)(1), per | $100
class -
365 , Application for Renewal under §9, per class $300
366 Additional Fee for late Renewal under §9, per class $100
367 Publication of mark under §12c, per class . $100
368 Issuing a New Certificate of Registration, per class $100
369 Certificate of Correction, per registration $100
370 ! Disclaimer to Registration. per registration $100
371 Amendment to Registration. per registration $100
372 |, Section 8 Affidavit, per class e $100
Sz T TR Section 15 Affidavit, per class i $100
378 WUl i) [ oy |Section 8 & 15 ‘Affidavit combined request, pseglass, 7 $200
375 LG5 )//+7/  |Petition to Commissioner 77 /s 75| $100
376 ' " |Petition for Cancellation. per class ~o /.1 $200
377 | Notice of Opposition, per class S| 8200
378 Ex Parte Appeal, per class $100
379 Request to Divide an Application. per new application file created| $100
FEE REFUND  |Quantit [FASTENER QUALITY ACT FEE
CODE | AMOUNT v |RECORDAL FEES Amount
650 Application fee for recordal of insignia, per request $20
651 Renewal of insignia recordal. per request $20
652 Surcharge for late renewal of insignia recordal, per request $20
$ AUS Total Amount to be Refunded/Credited
Explanation for Refund/Correction:
Charge 362 - Fpo.o0 for AAU
Incomplete Application/Request : i Early/Late Filed Request .
_1 Overpayment { Duplicate Payment
"1 Fee is not Required [ Change Fee Code _____to Fee Code ___
Refund 10 be processed by Treasury Check to :
(Correspondence Address)
Refund to be credited to Deposit Account NOM
Refund Processed by: ' Date:

Repiaces Form PTO 1578, May 1997



TRADEMARK PROCESS and -
FASTENER RECORDAL FEES

Serial /Registrajjon Nymber: |- TR Date: " 23— S

ested by’ Yy _ Employee No.: office: \( YO

Signature: , ' Phone: A\

FEE |REQUEST| Classes |DESCRIPTION of )

CODE AMOUNT | or Quantity,TRADEMARK PROCESSING FEES Amourt
361 |$ Application for Registration, per class $245
3621 OO Amendment to Allege Use under §1(c), per class $100
363 | Statement of Use under §1(d)(1), per class $100
364 Extension of Time to file a Statement of Use under §1(d)(1), per class | $100
365 |Application for Renewal under §9, per class ) $300
366 Additional Fee for late Renewal under §9, per class $100
367 Publication of mark under §12c¢, per class $100
368 . Tssuing a New Certificate of Registration, per registration $100
369 Certificate of Correction, per registration $100
370 Disclaimer to Registration, per registration $100
371 Amendment to Registration, per registration { $100

- 372 Recrion & Affidavit, perciass . _| §100
373 Section 15 Affidavit, per class $100
374 Section 8 & 15 Affidavit combined request, per class ' $200
375 Petition to Commissioner $100
376 Petition for Cancellation, per class $200
377 Notice of Opposition, per class $200
378 Ex Parte Appeal, per class $100
379 Request to Divide an Application. per new application file created $100
FEE |REQUEST|Quantity[FASTENER QUALITY ACT FEE

-| copE |AMOUNT RECORDAL FEES Amount
650 Application fee for recordal of insignia, per request $20
651 Renewal of insignia recordal, per request $20
652 Surcharge for late renewal of insignia recordal, per request $20
617 |. Processsing Returned Checks (service charge - bounced checks) $50

Explanation for Charge/Refund/ Correction:

$ \0D. OO Total Amomt || Charge || Refund [_| Correction

————

GOIMBIETE

D Incomplete Applimﬁ(;n/Requm D Early/Late Filed Request
D Overpayment : D Add Additional Classes
DFeeisnotRequired DChangeFeeCode___toFecCode___
D Refund to be processed by Treasury Check to:

(Correspondence Address)
Authorized Deposit Account Name:

Deposit Account No: . ) O-O'D O 5[ |Charge

Request Processed by:

[ JRefund [ |Correction

Date:

T A Lae’e \Windaw




Uil el



AMENDMENT EXAMINATION WORK SHEET

retl N e

Name

Keisha Hodge

Lo:_106

Date: SeriaINo:! ’\,

entered.

INSTRUCTIONS: To certify amendments the R&A Clerk should check the “AMENDED" column. The Text Editor should check “ENTERED" after the

amendment has been
RETAIN IN FILE.

SN

f
|

ISCREENIAMENDED ENTERED

AMENDED TO:

|
i

. Mark Type:

¢ Register:

AM

- Mark:

. MDC:

' Amended Register:

PR: SR:

: Amended Reg Date:

! Owner: —— Name:

— Citizenship:

C_ Entity Type:

PY

— Entity Statement:

. DBA/AKA/TA Statement:

. Address: — Inter

C_City

___State/Country L_ Zip

Slal Q 555

- Assignment or Name Change:

i Composed of:

' International Class:

US Class:

N

. First Use: \

First Use in Commerce:

! Goods and Services:

{ 1(b)Claimed: Added ]

Deleted —__

Disclaimer:

Description of Mark:

;;.g R 32z g ol 8

Lining and Stippling Statement:

' Translation of Words in Mark:

Name/Portrait Descriftion/Consent:

>»-13>»0

Hls 3

Section 2(f):
CinPart

GZEntire Mark
C_Limitation Statement:

AmMI-H0O

Use in Another Form:

| Certification Statement:

{ Concurrent Use Statement:

Prior US Registrations:

Domestic Representative:

Foreign Country of Origin:

Foreign Application No:

Frgn. Appl. Filing Date:

Section 44(d) Claimed: Y/N

FN

Foreign Registration No:.

F-'rgri. Reg. Date:

Foreign Regisiration Expiratio

n Date:

Foreign Renewal Reg. No:

Frgn. Reg. Renewed:

Foreign Registration Renewed Expiration Date:

Attorney Name:

Correspondence:

" Name

i Inter St. Address [ City/State/Zip

Attorney Docket Number:

I

ccordance with the above instrr

Initial box if no amendments are rec..irec

=

(‘md text editing guidelines.
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12-17-1998
U;S. Patent & TMOfc/TM Mail Rept Dt. #64 » TRADEMARK

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

Law Office 106 Examiner: Jeffery C. Coward
Applicant: CALLAWAY GOLF COMPANY
Trademark: STEELHEAD

Serial No: 75/389,003

Filed: | November 12, 1997

" Carlsbad, California 92008-8815
December 17, 1998

CERTIFICATE OF MAILING
I hereby certify that this correspondence is being deposited with the United States Postal
Service by Express Mail in an envelope addressed to: Assistant Commissioner for

Trademarks, 2900 Crystal Drive, Arlington, VA 22202-3513 on December 17, 1998.

, Susan A Estrada

Assistant Commissioner for Trademarks
BOX RESPONSES - NO FEE =
2900 Crystal Drive ‘

Arlington, Virginia 22202-3513

RESPONSE TO OFFICE ACTION NO. 01

In response to Office Action No. 01, in the above-captioned application, applicant
Callaway Golf Company (“Applicant”) hereby responds to Examining Attorney’s Office
Action No. 01, mailed June 17, 1998, on Applicant’s mark STEELHEAD (the “Mark™) as
follows.



IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

TRANSMITTAL LETTER (GENERAL)
(With Certificate of Mailing by Express Mail)

Applicant/Registrant: CALLAWAY GOLF COMPANY Docket No.
Serial No.: 75/389,003 TM3029
Registration No.:

Trademark: STEELHEAD

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS:

Transmitted herewith is/are the following document(s):

1. AMENDMENT TO ALLEGE USE;
2. THREE (3) SPECIMENS OF THE MARK; AND
3. ONE POSTAL CARD FOR ACKNOWLEDGMENT OF RECEIPT.

O No fee is required.

X Please charge Deposit Account No. 50-0303 in the amount of $100.00
A duplicate copy of this sheet is enclosed.

O A check in the amount of is attached.

Any excess or insufficiency should be credited or debited to Deposit Account No.
A duplicate copy of this sheet is enclosed.

Dated: /Z’/é - 98

fgna
| certify/ ot;at this d?ument and fee is being deposited
on 7~ with the U.S. Postal Service
JOSEPH H. LEE "Express Mail Post Office to Addressee" service under 37
ATTORNEY FOR APPLICANT CFR. 110 and is addressed to the Assistant
REG. NO. 37,664 Commissioner fz Trademarks 2900 Crystal Drive,
05/07/1999 TAYLOR i
gnature of Person Matlmg Correspondence
0 ;l’: 00000046 500303 75389003
100.00 cH SUSAN A. ESTRADA
Typed or Printed Name of Person Mailing Correspondence
EL04217023U0S
cc "Express Mail" Mailing Label Number

TMOS/REVO3



REMARKS

The Examining Attorney has refused registration on the Principal Register on the
ground that the Mark is merely descriptive, and that the Mark simply describes a primary
feature or characteristic of the goods provided, namely “golf clubs and golf club head
covers.” For the reasons set forth below, Applicant respectfully submits that the Mark is
not descriptive of golf club head covers, and that the Mark has acquired distinctiveness

“ for golf clubs pursuant to Section 2(f) of the Trademark Act, 15, U.S.C. § 1052(f), and is

i
A

ordingly entitled to registration on the Principal Register.

Although Applicant is electing to pursue registration of this Mark for “golf clubs”
lunder Section 2(f) because Applicant has established secondary meaning in the Mark for
“golf clubs”, Applicant maintains that the Mark is inherently distinctive for the listed
.goods and does not waive that position or acquiesce in the refusal to register the Mark for
lack of inherent distinctiveness.

g\'\/

Applicant is in the business of developing, manufacturing and marketing golf
clubs and related golf equipment. Applicant has concurrently filed an Amendment to
Allege Use under 37 C.F.R. §2.76 claiming use of the Mark as early as August 12, 1998.
A copy of this Amendment is attached as Exhibit A.

Applicant brings to the Examiner’s attention that Applicant’s “golf club head
covers” are not made of steel, and thus, the Mark is not merely descriptive of such goods.
As for “golf clubs”, while it is true that the STEELHEAD golf clubs are made of steel,
Applicant has assembled evidence to show that the Mark has acquired secondary
meaning, and is registerable as a trademark on the Principal Register.

It is well accepted that, generally, a descriptive mark is registerable when
secondary meaning is shown. See, e.g., Two Pesos, Inc. v. Taco Cabana, Inc., 505 US
763 (1992); Miss Universe, Inc. v. Patricelli, 408 F.2d 506 (2nd Cir. 1969). It is also
well understood that secondary meaning may be established by some period of use, sales,
and advertising. See, e.g., Harlequin Enters., Ltd. v. Gulf & W. Corp., 644 F.2d 946 (2nd
Cir. 1981).

Proof of secondary meaning may include both proof showing Applicant's efforts
to establish secondary meaning and proof showing the impact made by those efforts.
Evidence of Applicant's efforts to establish secondary meaning may include: (i)
extensive sales; (ii) extensive advertising; (iii) trade-show displays; and (iv) promotion by
customers. See, e.g., Harlequin Enters. Ltd. v. Gulf & W. Corp., 644 F.2d 946 (2nd Cir.
1981); Bristol-Myers Squibb Co. v. McNeil-PPC, Inc., 973 F.2d 1033 (2nd Cir. 1992).
Evidence of the impact made by Applicant's efforts to establish secondary meaning may
include: (v) unsolicited publicity. See, e.g., Thompson Medical Co. v. Pfizer, Inc., 753
F.2d 208 (2d Cir. 1985).



Applicant provides the following information in support of its efforts to establish
secondary meaning, and to demonstrate the impact made by those efforts.

(i) Extensive Sales: As of December 14, 1998, Callaway Golf Company has
shipped over $50,000,000 (at wholesale) worth of golf clubs and golf club head covers
bearing the Mark. These dollar amounts equate to approximately 316,400 units shipped
throughout the entire United States. There have been substantial sales and shipments to
over forty foreign countries as well. Domestic sales data is attached as Exhibit B.

(ii) Extensive Advertising: As of December 4, 1998, Callaway Golf Company
has spent over $1,600,000 producing and placing television and printed advertisements
throughout the United States. The television advertisements were televised nationwide
on the following television stations: ESPN, ABC, CBS, NBC, VH-1, CNN, TBS, and
The Golf Channel; and the printed advertisements were published nationwide in the
following publications: Golf Digest, Golf Shop Operations, Golf for Women, Golf World,
PGA Magazine, Golf Week, Sports Illlustrated, Golf Magazine, Jr. Golf Magazine, Sr.
Golfer, The Golfer, Cigar Aficionado, and Departures. Domestic advertising data and
sample advertisements are attached as Exhibit C.

" (iii) Tradeshow Displays: The golf industry conducts two major tradeshows each
year. One is held in Orlando, Florida in January, and the other is held in Las Vegas,
Nevada in August/September. Golf clubs and golf club head covers bearing the Mark
were prominently displayed at the August, 1998 Las Vegas tradeshow, and were
officially introduced to the public no later than August 12, 1998. A sample of the
artwork displayed on some of the tradeshow displays used at the Las Vegas tradeshow is
attached as Exhibit D.

(iv) Promotion by Customers: Callaway Golf Company provides its customers,
the retailers, with various point-of-sale displays and brochures for promotional use by its
customers. In addition, some of Callaway Golf Company’s customers distribute their
own mail-order catalogs nationwide, prominently displaying Applicant’s golf clubs
bearing the Mark. These catalogs include Herringtons, with a yearly circulation of over
50,000,000 catalogs, Golf Smith, with a yearly circulation of over 15,000,000 catalogs,
Edwin Watts, with a yearly circulation of over 5,000,000 catalogs, and Uinta Golf, with a
yearly circulation of over 140,000 catalogs. Samples of Applicant’s brochure and its
customers® mail-order catalogs are attached as Exhibit E.

(v) Unsolicited Publicity: Callaway Golf Company is the largest manufacturer of
golf equipment in the world. Total worldwide sales for 1997 were in excess of
$842,926,000. Accordingly, a new product launch by Callaway Golf creates quite an
impact in the industry, and receives a fair amount of coverage in the national golf
magazines, including such magazines as Golf World, Golf Week and Golf Retailer, as
well as national and regional newspapers, including US4 Today and the New York Times.
The Golf Week article from the August 15, 1998, issue makes it very clear that the
industry standard “descriptive” term for golf clubs made of steel is “metal woods” and



that STEELHEAD is a trademark for a new line of clubs being introduced by the
Applicant. Sample articles from these publications discussing the STEELHEAD metal
woods are attached as Exhibit F.

Further evidence of the impact that the STEELHEAD golf clubs have had are
evident in the professional tours and the level of penetration that the STEELHEAD
product has had in a relatively short period of time. Samples of press releases discussing
tournament victories by players using STEELHEAD metal woods, and more particularly,
the penetration of the STEELHEAD metal woods into the professional tours, are attached
as Exhibit G.

Applicant notes the Examiner’s report that a search of the Office records found no
similar registered or pending mark which would bar registration under Trademark Act
Section 2(d), 15 U.S.C. Section 1052(d).

In view of the foregoing, which clarifies that the Mark is not merely descriptive of
“golf club head covers,” and establishes the distinctiveness of Applicant’s Mark for “golf

clubs,” it is believed that this application is now in condition for prompt publication.
Favorable action is therefore requested.

Dated: December 17, 1998

Respectfully submitted,

by e f H AL
.E?!ph Hlee '//
ttorney for Applicant
Registration No. 37,664

(760) 930-5739
Docket TM3029
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

AMENDMENT TO ALLEGE USE UNDER 37 CFR 2.76
(With Declaration)

Name of Applicant: CALLAWAY GOLF COMPANY Docket No.

Serial Number: 75/389,003 TM3029 L
STEELHEAD

Trademark:

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS

Applicant requests registration of the above-identified trademark in the United States Patent and Trademark
Office on the Principal Register established by the Act of July 5, 1946 (15 U.S.C. 1051 et. seq, as
amended). Three specimens per class showing the mark as used in commerce are submitted with this

amendment.

O Check here if a Request to Divide under 37 CFR 2.87 is being submitted with this amendment.

Applicant is using the mark in commerce on or in connection with the following goods:
GOLF CLUBS AND GOLF CLUB HEAD COVERS

(Note: Goods listed above may not be broader than the goods identified in this application currently)

Date of first use of the mark in commerce which the U.S. Congress may regulate: NO LATER THAN 8-12-98

Specify type of commerce:

X interstate commerce. O commerce with the United States.
1 territorial commerce. 1 commerce between the United States and
(O foreign commerce. A

Date of first use anywhere (the same as or before use in commerce date): NO LATER THAN 8-12-98

TIO4/REV04



Page 2 of 3

N

The trademark is used by applying the mark:

X To the goods

To containers for the goods

To literature acconﬁpanying the goods
To displays associated with the goods

To tags or labels affixed to the goods

O0O0OO0CO

DECLARATION
I, the undersigned authorized signatory of Applicant, being hereby warned that willful false statements and
the like so made are punishable by fine or imprisonment, or both, under Section. 1001 of Title 18 of the United
States Code, and that such willful false statements may jeopardize the validity of the application or any
resulting registration, declare that | am properly authorized to execute this Amendment to Allege Use on behalf
of the Applicant; | believe the Applicant to be the owner of the trademark sought to be registered; the
trademark is now in use in commerce; and all statements made of my own knowledge are true and all

statements made on information and belief are believed to be true.

Address all future correspondence to:

Dated: _DECEMBER 16, 1998

EVEN C. MCCRACKEN
EXECUTIVE VICE PRESIDENT,
CHIEF LEGAL OFFICER
AND SECRETARY




Page 3 of 3

l certr that thrs document and fee is being deposited

—e with the U.S. Postal Service
"Express Mail Post Office to Addressee service under 37
CFR. 1.10 and is addressed to the Assistant
Commission, for Trademarks 2900 Crystai Drive,

Stgnature of Person Matlmg Correspondence

SUSAN A. ESTRADA

Typed or Printed Name of Person Mailing Correspondence

EL042170235US

"Express Mail" Mailing Label Number







Exhibit A

Amendment to Allege Use



UNITED STATES DEPARTMENT OF COMMERCE
Patent and Trademark Office

PAPER NO.

~ SERIALNO. APPLICANT

~ MARK ADDRESS:

Assistant Commissioner
for Trademarks

. ADDRESS ACTION NO. 2900 Crystal Drive

Arlington, VA 22202-3513

If no fees are enclosed, the address should include the

MAI LING DATE words "Box Responses - No Fee."

REF. NO. Please provide in all correspondence:

1. Filing Date, serial number, mark and
% : e Applicant's name.
FORM PT0-1525 (5-90) U.S. DEPT. OF COMM. PAT. & TM OFFICE - 2. Mailing date of this Office action.
3. Examining Attorney's name and
Law Office number.
4. Your telephone number and ZIP code.

A PROPER RESPONSE TO THIS OFFICE ACTION MUST BE RECEIVED WITHIN 6
MONTHS FROM THE DATE OF THIS ACTION IN ORDER TO AVOID ABANDONMENT.
For your convenience and to ensure proper handling of your response, a label has been enclosed.
Please attach it fo the upper right corner of your response. If the label is not enclosed, print or type
the Trademark Law Olffice No., Serial No., and Mark in the upper right corner of your response.

RE: Serial Number: 75/389003 STEELHEAD

The assigned examining attorney has reviewed the referenced application and determined the
following.

No.Conflicting Marks Noted

The examining attorney has searched the Office records and has found no similar registered or
pending mark which would bar registration under Trademark Act Section 2(d), 15 U.S.C. Section
1052(d). TMEP section 1105.01.

Mark is Merely Descriptive
The examining attorney refuses registration on the Principal Register because the proposed mark

merely describes the goods. Trademark Act Section 2(e)(1), 15 U.S.C. Section 1052(e)(1); TMEP
section 1209 ef seq.

A mark is merely descriptive under Trademark Act Section 2(e)(1), 15 U.S.C. 1052(e)(1), if it
describes an ingredient, quality, characteristic, function, feature, purpose or use of the relevant
goods. In re Gyulay, 820 F.2d 1216, 3 USPQ2d 1009 (Fed. Cir. 1987); In re Bed & Breakfast
Registry, 791 F.2d 157, 229 USPQ 818 (Fed. Cir. 1986); In re MetPath Inc., 223 USPQ 88 (TTAB
1984); In re Bright-Crest, Ltd., 204 USPQ 591 (TTAB 1979); TMEP section 1209.01(b).



75/389003 2-

The applicant applied to register the mark STEELHEAD for “golf clubs and golf club head
covers.” It is certain that the golf club heads will be made from steel or a steel derivative.
Therefore, the applicant's proposed mark simply describes a primary feature of characteristic of the
goods provided.

Supplemental Register
Please note that the mark in an application under Trademark Act Section 1(b), 15 U.S.C. Section

1051(b), is not eligible for registration on the Supplemental Register until an acceptable
amendment to allege use under 37 C.F.R. Section 2.76 or statement of use under 37 C.F.R. Section
2.88 has been timely filed. 37 C.F.R. Section 2.47(c); TMEP section 1105.01(a)(vii). When such
an application is changed from the Principal Register to the Supplemental Register, the effective
filing date of the application is the date of filing of the allegation of use. 37 C.F.R. Section 2.75(b);
TMEP section 708.01.

If the applicant chooses to respond to the refusal to register, the applicant must also respond to the
following issues.

Jeffery’C. d, Examining Attorney
Law/Office 106, (703) 308-9106 ext. 133
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
RIATFI)

INTENT-TO-USE TRADEMARK APPLICATION (C§ }’RINCIPAL REGISTER
(With Declaration and B éﬁ,»
;&

o “@@% \

Name of Applicant: CALLAWAY GOLF COMPATY gy 12 10g7 _q\ Docket No.
State of Incorporation:  CALIFORNIA ?;')\ % / TM3029
Address of Applicant: 2285 RUTHERFORD ROAD '\'&'} o | g%@

Q40TARD

? 1
CARLSBAD, CALIFORNIA 92008-8815

Trademark: STEELHEAD

International Class: 28

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS
Applicant requests registration of the trademark shown in the accompanying drawing in the UW?@?{—_
18"U.S.C.
A

Patent and Trademark Office on the Principal Register established by the Act of July 5, 194
1051 et. seq., as amended) for the following goods: :

GOLF CLUBS AND GOLF CLUB HEAD COVERS

J Applicant has a-bona-fide-intention to use the mark-in commerce on or in connection with the above identified
goods (15 U.S.C. 1051(b), as amended.)

arkwill'66 used by applying the mark:

4‘(_/ 3 ® To the goods

To displays associated with the goods

ixed to the goods

Copyright 1994-95 Legalsoft TIPO3/REV02
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Applicant has a bona fide intention to use the mark in commerce on or in connection with the above identified
goods, and asserts a claim of priority based upon a foreign application in accordance with
15 U.S.C. 1126(d), as amended.

Country of foreign filing: N/A Date of foreign filing: N/A

Applicant has a bona fide intention to use the mark in commerce on or in connection with the above identified
goods and, accompanying this application, submits a certification or certified copy of a foreign registration in
accordance with 15 U.S.C. 1126(e), as amended.

Country of registration: N/A Registration number:  N/A

DECLARATION
1, the undersigned authorized signatory of Applicant, being hereby warned that willful false statements and

the like so made are punishable by fine or imprisonment, or both, under Section 1001 of Title 18 of the United
States Code, and that such willful false statements may jeopardize the validity of this application or any
resulting registration, declare that | am properly authorized to execute this application on behalf of the
Applicant; that | believe the foregoing statements to be true; | believe the Applicant to be the owner of the
trademark sought to be registered, or, if the application is being filed under 15 U.S.C. 1051(b), | believe
Applicant to be entitied to use such mark in commerce; to the best of my knowledge and belief no other
person, firm, corporation, or association has the right to use the above-identified mark in commerce, either in
the identical form thereof or in such near resemblance thereto as to be likely, when applied in connection with
the goods of such other person, firm, corporation, or association to cause confusion, or to cause mistake, or to
deceive; and all statements made of my own knowledge in this application are true and all statements made
on information and belief are believed to be true.
Please direct all future correspondence to:
JOSEPH H. LEE, ESQ.
CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815

Dated: /tjd‘/‘ //; /777 By: W

?IEVEN C. MCCRACKEN
CALLAWAY GOL¥F COMPANY
2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA. 92008-8315

EXECUTIVE VICE PRESIDENT, [ ICENSING,
CHIEF LEGAL OFFICER & SECRETARY




Page 3 of 5

NITED STATES PATENT AND TRADEMARK OFFICE

4. TO-USE TRADEMARK APPLICATION (CORPORATION), PRINCIPAL REGISTER
(With Declaration and Power of Attorney)

Name of Applicant: CALLAWAY GOLF COMPANY Docket No.
State of Incorporation: CALIFORNIA TM3029
Address of Applicant: 2285 RUTHERFORD ROAD

CARLSBAD, CALIFORNIA 92008-8815

Trademark: STEELHEAD

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS

POWER OF ATTORNEY

The Assistant Commissioner for Trademarks
2900 Crystal Drive
Arlington, Virginia 22202-3513

Dear Sir:
| hereby appoint:

JOSEPH H. LEE, ESQ.

CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815

as principal attorneys to prosecute this application, to transact all business in the Patent and Trademark Office
connected therewith and to receive the Registration Certificate if one should issue.

oy o (D

JOSEPH H. LEE, ESQ. S%VEN C. MCCRACKEN
~ CALLAWAY GOLF COMPANY CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815 2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815

EXECUTIVE VICE PRESIDENT, LICENSING,
CHIEF LEGAL OFFICER AND SECRETARY

Please direct all future correspondence to:

Dated: sOyv. 27, 7 7)7
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Certificate of Mailing by Express Mail

| certify that this application and enclosed fee is being
deposited on //~42 -G 7 with the U.S. Postal
Service "Express Mail Post Office to Addressee" service
under 37 C.F.R. 1.10 and is addressed to the Assistant
Commissioner , for Trademarks, 2900 Crystal Drive,

Signature of Person Mailing Correspondence

SUSAN A. ESTRADA

Typed or Printed Name of Person Mailing Correspondence

TB349996251

"Express Mail" Mailing Label Number

Certificate of Mailing by First Class Mail

| certify that this application and enclosed fee is being
deposited on with the U.S. Postal
Service as first class mail under 37 C.F.R. 1.8 and is
addressed to the Assistant Commissioner for Trademarks,
2900 Crystal Drive, Arlington, Virginia 22202-3513.

Signature of Person Mailing Correspondence

Typed or Printed Name of Person Mailing Correspondence




75389003

Docket No.
TM3029
IN THE UNITED STATES PATENT AND TRADE / OFFICE
TRANSMITTAL LETTER, INTENT-TO-USE TRADEMARK APPLICA%’@@N‘ ' ISTER

Name of Applicant: CALLAWAY GOLF COMPANY

Trademark: STEELHEAD % NOV 121087
N
o

International Class: 28 2 mAﬂE“‘%

TO THE ASSISTANT COMMISSIONER FOR TRADEMARKS:

Transmitted herewith is an Intent-to-Use Trademark Application, Principal Register.

U A check in the amourit of is attached.

Xl Please charge Deposit Account No. 50-0303 in the amount of  $245.00
A duplicate copy of this sheet is enclosed.

® The Commissioner is hereby authorized to charge payment of any fees associated with this
application or credit any overpayment to Deposit Account No. 50-0303
A duplicate copy of this sheet is enclosed.

Certificate of Mailing by Express Mail Certificate of Mailing by First Class Mail

I certify that this transmittal letter, the enclosed
application and fee is being deposited on

with the U.S. Postal Service as first class mail under
37 CF.R. 1.8 and is addressed to the Assistant
Commissioner for Trademarks, 2900 Crystal Drive,
Arlington, Virginia 22202-3513.

| certify that this transmittal letter, the enclosed application
and fee is being deposited on / /<12 ~4 7 with
the U.S. Postal Service "Express Mail Post Office to
Addressee" service under 37 C.F.R. 1.10 and is addressed
to the Assistgnt Commissioner for Trademarks, 2900

Signature of Person Mailing Correspondence Signature of Person Mailing Correspondence

SUSAN A. ESTRADA
Typed or Printed Name of Person Mailing Correspondence Typed or Printed Name of Person Mailing Correspondence

TB349996251
"Express Mail" Mailing Label Number

%&4/ e Dated:  f/-10 - T F

Stgnatur
JOSEPHA. LEE

INTELLECTUAL PROPERTY COUNSEL
CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD

CARLSBAD, CALIFORNIA 92008-8815

Copyright 1994-96 Legalsoft




TRADEMARK APPLICATION SERIAL No. 75389003

U.S. DEPARTMENT OF COMMERCE
PATENT AND TRADEMARK OFFICE
FEE RECORD SHEET

11/28/1997 §
01 Freggy oLLOMD 243000049 DAH:S00303 75389003

01/29/1999 JHARLEY 00000060 500303 75389003

o FC 361 245.00 CH

Olagsaent dates o5/ FTAYLOR

0f Feadéi "ﬁﬁﬂaggﬁgg 50008 75389003
PTO-1555

(5/87)



08/09/01
02/15/01
02/12/01
01/28/99
12/17/98
10/20/00
04/21/00
12/22/99
12/11/99
08/16/99
06/23/99
04/29/99
12/17/98
06/17/98
06/10/98

ATTORNEY:

ATTORNEY DOCKET NUMBER:
CORRESPONDENCE ADDRESS:

MARK DRAWING CD:

EXPR
CNES
IUAA

AUPC
IUAF

EXPI

CNFR
CRFA
DPCC
DRRR
CNRT
CRFA
CRFA
CNRT
DOCK

Serial Number: 75389003

EX PARTE APPEAL-REFUSAL REVERSED
EXAMINERS STATEMENT MAILED

USE AMENDMENT ACCEPTED

AMENDMENT TO USE PROCESSING COMPLETE
USE AMENDMENT FILED

EX PARTE APPEAL-INSTITUTED

FINAL REFUSAL MAILED

COMMUNICATION RECEIVED FROM APPLICANT
DIVISIONAL PROCESSING COMPLETE
DIVISIONAL REQUEST RECEIVED

NON-FINAL ACTION MAILED

COMMUNICATION RECEIVED FROM APPLICANT
.COMMUNICATION RECEIVED FROM APPLICANT
NON-FINAL ACTION MAILED

~ ASSIGNED TO EXAMINER

Onm——mMmM—QO0—Q—-w—1vQ0-d

CORRESPONDENCE

JOSEPH H LEE

PSEUDOMARK:

PARENT OF:

TM3029

JOSEPH H LEE

CALLAWAY GOLF CO

2285 RUTHERFORD RD
CARLSBAD CA 92008-8815

OTHER INFORMATION
1-TYPESET WORD(S)/LETTER(S)/NUMBER(S)
STEEL HEAD

75978946

SECTION 8 IN PART: NO

REPUB SEC 12C: NO

PUB DATE 12C:

CHANGE IN REGISTRATION: NO
TTAB DECISION:

LOST CASE

PARTY TYPE:

NAME:
ADDRESS:

ENTITY:

CITIZENSHIP:
ASIGNEE OF:

'PARTY TYPE:

NAME:
ADDRESS:

ENTITY:

CITIZENSHIP:

NO

NO

PRIOR OWNER INFORMATION
11-1ST NEW OWNER BEFORE PUBLICATION - FIRST NAME -
CALLAWAY GOLF COMPANY
2285 RUTHERFORD ROAD
CARLSBAD CALIFORNIA 92008
03-CORPORATION :
DELAWARE
BY MERGER

10-ORIGINAL APPLICANT - FIRST NAME
CALLAWAY GOLF COMPANY

2285 RUTHERFORD ROAD

CARLSBAD CALIFORNIA 920088815
03-CORPORATION

CALIFORNIA

Page: 2

015
014
013
012
011
010
009
008
007
006
005
004
003
002
001

389003
000000
000000
000000
000000
389003
000000
000000
000000
000000
000000
000000
000000
000000
073276



UNITED STATES PATENT AND TRADEMARK OFFICE
Trademark Trial and Appeal Board

2900 Crystal Drive

Arlington, Virginia 22202-3513

Mailed: June 28, 2002

Applicant: CALLAWAY GOLF COMPANY
Serial No.: 75389003

Filed: 11/12/1997

Mark: STEELHEAD

MARK W. HENDRICKSEN

WELL S ST. JOHN P.S.

601 WEST FIRST AVENUE, SUITE 1300
SPOKANE, WA 99201-3828

Jamila Wong, Legal Assistant

The request for extension of time to oppose, filed under
Trademark Rule 2.102 on behalf of WIDE WORLD OF GOLF, INC.
(copy attached), was timely filed but is just now being
acted on. The Board regrets the delay and any resulting
inconvenience caused to the potential opposer or to
applicant.

The request for extension of time to oppose is granted. If
any further request for extension of time to oppose or any
notice of opposition was filed on or before 5/8/02, it will
be considered as having been timely filed.
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. [Fre 29{ 75389003
Applicant: CALLAWAY GOLF COMPANY PRIOR US Eil_L.
Address: 2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 9200%8-8815 : #
& 2
~ Date of first use of the mark:  Intent-to-Use Application
Date of first use of the mark in commerce: intent-to-Use Application
Foreign application priority filing date: N/A
Goods: GOLF CLUBS AND GOLF CLUB HEAD COVERS
/
/
/
STEELHEAD
//Ii,./!IIIIIl/II//lIIlI//I/I///II///II/IIIIIIIII/
f 2 B LJ S
01/08/55"=0

-




*** Uger: EX595822 ***

— -

STMT TOTAL
NUMBER MARKS
01 2013
02 3570
03 27
04 312
05 956757
06 122
07 65
08 59
09 21873
10 82
11 50

LIVE

VIEWED

0

0

16

0

50

//'7

DEAD
VIEWED

0

0

11

0

0

SEARCH
PHRASCH
:head:
1&2

PHONSCH
heads

PHRASCH
PHRASCH
PHRASCH
PHRASCH
PHRASCH
PHRASCH

PHRASCH

7
-

:steal:” :steel:

steelhead”steelheads”stesl head”steel

028/cc
4&5
6~dead/1d
773
golf:/gs
2&9

10~dead/1d

" TERMINAL SESSION STARTED 06/12/98 5:09 P.M. (EASTERN TIME)

TERMINAL SESSION FINISHED 06/12/98 5:26 P.M. (EASTERN TIME)
ELAPSED TIME THIS SESSION 0 HRS AND 17 MIN



Int. Cl.: 28
Prior U.S. Cls.: 22, 23, 38 and 50
. o _ Reg. No. 2,644,883
United States Patent and Trademark Office  Registered Nov. 5, 2002
TRADEMARK
PRINCIPAL REGISTER
STEELHEAD

CALLAWAY GOLF COMPANY (DELAWARE FIRST USE $8-12-1998; IN COMMERCE 8-12-1998.
CORPORATION) : ,

2285 RUTHERFORD ROAD

CARLSBAD, CA 92008 , BY MERGER CALLAWAY SEC. 2(F).
GOLF COMPANY (CALIFORNIA CORPORA-

TION) CARLSBAD, CA 920088815 SER. NO. 75-389,003, FILED 11-12-1997.

FOR: GOLF CLUBS AND GOLF CLUB HEAD
COVERS, IN CLASS 28 (U.S. CLS. 22, 23, 38 AND 50). JEFFERY COWARD, EXAMINING ATTORNEY



Int. Cl.: 28
Prior U.S. Cls.: 22, 23, 38 and 50
Reg. No. 2,644,883

United States Patent and Trademark Office  Registered Nov. 5, 2002

TRADEMARK
PRINCIPAL REGISTER

STEELHEAD

CALLAWAY GOLF COMPANY (DELAWARE FIRST USE 8-12-1998; IN COMMERCE 8-12-1998.
CORPORATION)

2285 RUTHERFORD ROAD

CARLSBAD, CA 92008 , BY MERGER CALLAWAY SEC. 2(F).
GOLF COMPANY (CALIFORNIA CORPORA-

TION) CARLSBAD, CA 920088815 SER. NO. 75-389,003, FILED 11-12-1997.

FOR: GOLF CLUBS AND GOLF CLUB HEAD
COVERS, IN CLASS 28 (U.S. CLS. 22, 23, 33 AND 50). JEFFERY COWARD, EXAMINING ATTORNEY



IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

Applicant: CALLAWAY GOLF
COMPANY

Examiner: Jeffrey C. Coward

Trademark: STEELHEAD Law Office: 106

Due Date: None

)
)
)
3
Serial No.: 75/389,003 )
)
)

Filed: 11/12/97 Docket No.: TM3029

CALLAWAY GOLF COMPANY'S FORMAL REQUEST TO HAVE
"STEELHEAD" TRADEMARK APPLICATION PROCEED TO
REGISTRATION

Callaway Golf Company hereby files this, their formal request for a Notice of
Allowance of their trademark application for "Steelhead" currently pending in the United
States Patent and Trademark Office under serial number 75/389,003.

The application having been published for opposition on January 8, 2002, and no
opposition having been filed, Callaway Golf respectfully requests the application proceed
to registration.

Respectfully Submitted,

P WA Zj%

Michael A. Catania

Callaway Golf Company

2285 Rutherford Road

Carlsbad, Ca. 92008-8815

(760) 930-8493- Phone

(760) 930-5019- Facsimile
MikeCa@CallawayGolf.com- Email

CERTIFICATE OF MAILING/TRANSMISSION (37 C.F.R. § 1.8(a))

I hereby certify that this paper (along with any referred to as being attached or enclosed) is being deposited with the United States

Patent and Trademark Office, 2900 Crystal Drive, Arlington, Va. 0 3, via US Eppress MaiTEL396515269US on the date
shown below. ‘ ‘
/a/zS/oz. XA

Date of Deposit
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EV02615885¢
IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the Matter of U.S. Tm. App. No. 75/389,003
Mark: STEELHEAD

Filing date: November 12, 1997

Publication Date: January 8, 2002

Attorney Docket No. WI23-502

Wide World of Golf, Inc.,

5
g Opposition No. 2
Opposer, ) .3
) THIRD AND STIPULATED !,
V. ) REQUEST FOR EXTENSION -
) OF TIME TO FILE NOTICE OF=
Callaway Golf Company, ) OPPOSITION 4
) g
Applicant. )

To: Box TTAB No Fee
Assistant Commissioner for Trademarks
2900 Crystal Drive
Arlington, VA 22202-3513

Wide World of Golf, Inc., a corporation having its principal place of business at 4921

North Division, Spokane, Washington 99205, by and through its attorneys, hereby requests

the Board grant g thirty (30)-dai extension of time to file a Notice of Opposition in the
above-identified matter. @

The extension is necessary in order for Wide World of Golf, Inc. to investigate and

evaluate the necessity of filing a Notice of Opposition.
This Third Request for Extension of Time has been agreed to telephonically by

Michael A. Catania, the attorney representing the applicant, Callaway Golf Company, on

SAWI2\S02\V05.wpd




»

Monday, March 25, 2002. A 30-day extension of time has been agreed between the parties.
Applicant is being contemporaneously served with a copy of this Request for Extension, as

required by the rules.
This Request is being submitted in triplicate as required by 37 C.F.R. §2.102(d).

Dated this 26th day of March, 2002.

Respectfully submitted,

K2V U

Mark W. Hendricksen, Reg. No. 32,356
WELLS ST. JOHN P.S.

601 West First Avenue, Suite 1300
Spokane, WA 99201-3828

Telephone 509/624-4276

Telefax 509/838-3424

Attorneys for Potential Opposer

SAWIZDS0N\VO05.wpd




CERTIFICATE OF SERVICE

I hereby certify that the original and two copies of the foregoing Third and
Stipulated Request for Extension of Time to File a Notice of Opposition are being
deposited with the U.S. Postal Service as Express Mail on the below-indicated date,
addressed to:

Box TTAB No Fee

Assistant Commissioner for Trademarks
2900 Crystal Drive

Arlington, VA 22202-3513

Express Mail No.

and a true and correct copy of the foregoing Third and Stipulated Request for Extension of
Time to File a Notice of Opposition is being deposited with the U.S. Postal Service as
Express Mail on the below-indicated date, addressed to:

Michael A. Catania

2285 Rutherford Road
Carlsbad, CA 92008

Express Mail No. EW @26158862:

Date: 2;[’@@22 D— By: /%{ﬂ f fuﬂ%{’é

e E. Boon

SAWI2ASO2\VO5.wpd




SRS

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the Matter of U.S. Tm. App. No. 75/389,003 EV0261588 5@

Filing date: November 12, 1997
Attorney Docket No, WI23-502

m\‘\\
To: Box TTAB No Fee Hll!ﬂlllm!lllI!IIIIJIIH(IJIIIIIMIIIIIIIHIII
Assistant Commissioner for Trademarks
2900 Crystal Drive 03-26-200
Arlington, VA 22202-3513 US. Patent& Thoms v gy R

From: Wells St. John P.S.
601 West First Avenue, Suite 1300
Spokane, WA 99201-3828
Phone 509/624-4276
Fax 509/838-3424

Enclosed are:

1. Return Postcard Receipt

2. Transmittal Letter

3 Third and Stipulated Request for Extension of Time to File Notice of
Opposition (original plus 2 copies)

Deposit Account Authorization: The Commissioner is hereby authorized to charge
payment of any applicable fees to Deposit Account No. 23-0925.

Date: el 6. 2002 By ol G W
Mark W. Hendricksen
Reg. No. 32,356

SAWIINS02r3.wpd A2703261100N 1 PAT-USAM-MRG

A



FORM PTO-1594 (Modified)
(Rev. 6-93)
OMB No. 0851-0011 (exp.4/94)

CALLAWAY GOLF COMPANY
2285 RUTHERFORD ROAD
CARLSBAD, CALIFORNIA 92008-8815

Mee
7-3-77

O Limited Partnership
CALIFORNIA

O Individual(s)

(d General Partnership
X Corporation-State
O Other

Additional names(s) of conveying party(ies) O ves X No
3. Nature of conveyance:
O Assignment ® Merger

O Security Agreement O Change of Name

RECORDATION FORM COVER SHEET

™
Docket No.: D

?a%yg;grét V109394-97 LegalStar TRAD 08 - 1 1 - 1 999
Iptngd > > Y \ OAACAN —
To the Honorable Commissioner of Patents and Tra ’ “' l “" ‘ “ ' l inal documents or copy thereof.
1. Name of conveying party(ies): 10111 4076 .iving party(ies):

Name: CALLAWAY GOLF COMPANY

Internal Address:

Street Address: 2285 RUTHERFORD ROAD

City: _CARLSBAD State: _CA  ZIP: 92008

 Individual(s) citizenship
O Association
[ General Partnership
O Limited Partnership
A Corporation-State DELAWARE
d Other

(] Other If assignee is not domiciled in the United States, a domestic
designation is Ovyes M N
Execution Date: JULY 1, 1999 (Designations must be a separate document from
Additional name(s) & address{es) U Yes M N
4. Application number(s) or registration numbers(s):
A. Trademark Application No.(s) B. Trademark b |} 1] 0RO O
PLEASE PLEASE
SEE LIST SEE LIST 08-03-1999
U.S. Patent & TMOfc/TM Mail Rept Dt. #70
\ Additional numbers O ves [ No

\
5. Name and address of party to whom correspondence
concerning document should be mailed:

6. Total number of applications and 134

Name: MICHAELA.CATANIA
Internal Address: _CALLAWAY GOLF COMPANY

O Enclosed

™ Authorized to be charged to deposit account

Street Address: 2285 RUTHERFORD ROAD

State: _C ZIP: 92008

City: _CARLSBAD
P

8. Deposit account number:

50-0303

00000029 500303 75741327
40.00 CH

/1071999 HTHAIL

DO NOT USE THIS SPACE

s481

ure.

* of the original document.

MICHAEL A. CATANIA

4 zﬁ%z;//

. To the best of my knowledge and belief, the foregoing information is true and correct and any attached copy is a true copy

JULY 30, 1999

Name of Person Signing

Total number of pages including cover sheet, attachments, and

Signature

IRADEMARK
REEL: 001934 FRAME: 0547
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