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INTRODUCES A

NEW
ERA IN BATTERY
CHARGING

.« COmMpletely
automatic

Lestronic
Chargers

BATTERY- CHARGING
WITHOUT MANUAL
TIMERS OR TAPS

All-new Lestronic chargers totally eliminate over
and undercharging for new, old, or defective
batteries, whether hot or cold. Precise charging is
achieved by Lester's patented Electronic Timer,
utilizing the most advanced integrated circuits. The
rate of voltage change is monitored while the
battery is charging. When this rate levels off, the
charger automatically shuts off.

If left connected to the Lestronic charger, the
battery will remain charged indefinitely since the
Electronic Timer automatically turns back on
approximately every 2% days. Battery life is
increased. Maintenance man-hours are

drastically reduced.

After 29 years of building battery-chargers, Lester
remains the world's largest manufacturer of
chargers for electric golf cars, industrial vehicles,
and related markets. The new Lestronic chargers are
now continuing this trend-setting pace.

Specify Lestronic chargers for your next
electric vehicle. Or write or phone for
complete information on the first truly

automatic battery charger. You'll never
return to the past era of battery-
charging again.

oy
Electrical

625 West A Street
Lincoln, Nebraska 68522
402-477-8988
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The old pro

Club officials can
learn from ranges

Many pros have gone home from their clubs
where only a dozen to 20 people are to have
dinner in the clubhouse and passed golf driv-
ing ranges that are packed. The ranges are
making money and the clubs are losing a lot of
money and attractiveness to members.

There are plenty of elements to this con-
trast between well-managed ranges and pri-
vate clubs that club officials and pros ought to
be discussing. The factors narrow down to
people being eager to learn better golf.

That is the simple point | don't hear being
mentioned as clubs’ professionals are talking
about slumps in business and amateur
association and club officials are worrying
about the darkening future for private clubs
with costs rising to shut out desirable young
people.

The club officials and pros now seem to
have lost sight of the fact that their business is
in trouble because of what a PGA survey
showed about pros’' lesson income. When 78
percent of pros earn less than $2,500 a year
from lessons, all golf business has to suffer. If
a pro isn’t getting more than $2,500 in lesson
revenue a year, is it because he isn't ade-
quately qualified for a teaching job or be-
cause his club officials don't know how to
direct a first-class club?

In cold informed judgement, | think most
of the fault is that of club officials who don't
know how to direct club policies and oper-
ations to the times in making use of the pro's
potential as a golf teacher.

Almost 50 years ago, like most other pros,
| was hired because of my teaching interest,
ability, and results. My contemporaries and |
taught golfers and that accounted for the
boom that made golf the national participants
game.

Now | have a suspicion that almost as
many golfers learn at driving ranges as at pri-
vate clubs. When golf education is modern-
ized, instruction more effective than today's
obsolete half-hour lesson procedure will be
given free as part of the value of belonging to a
club. Today many club members’ children get
more golf instruction at colleges than their par-
ents get at the club. | mentioned this to an old
friend who was an officer of our club. He said,
“If we handled our annual dues and locker
rental collection as a business, the interest on
that income that surged into us would pay the
pro enough to give all his lessons away."

You may not have to go that far in order to
fill out your lesson appointment book, but it
wouldn't hurt to talk to your club management
about making better use of your time.
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Club professionals

BOB BENNING, Congressional Country
Club, Bethesda, Md.

JOE BLACK, Brookhaven

Country Club, Dallas, Tex.

CHUCK BRASINGTON, Gainesville Golf &
Country Club, Gainesville, Fla

BOB FOPPE, Kenwood Country Club,
Cincinnati, Ohio

DUFF LAWRENCE, Canterbury Golf Club,
Cleveland, Ohio

FRANK MOREY, Wilshire Country Club,
Los Angeles, Calif

Superintendents

RICHARD EICHNER, Lakeside Golf Club,
Hollywood, Calif

DAVE HARMON, Golden Horseshoe,
Williamsburg, Va

BOBBY McGEE, Atlanta Athletic

Club, Duluth, Ga

PETER MILLER, Firestone Country

Club, Akron, Ohio

TOM ROGERS, Patty Jewett Golf Club &
Valley Hi Golf Club, Colorado Springs, Colo.
BOB WILLIAMS, Bob O'Link Golf Club,
Highland Park, Iil

Club managers

LAURICE T. HALL, Pinehurst Country
Club, Littleton, Colo

PAUL N. KECK, Greenville Country Club,
Wilmington, Del

MATTHEW MORGAN, Butler National
Golf Club, Oakbrook, IlI

JAMES L. NOLETTI, Winged Foot
Golf Club, Mamaroneck, N.Y

W. R. “RED"” STEGER, River Oaks
Country Club, Houston, Tex

Daily fee

JOHN R. COGHILL, JR., Silver Lake
Country Club, Orland Park, Il

STEVE HORRELL, Singing Hills Country
Club & Lodge, El Cajon, Calif

WILLIAM E. LYONS, Lyons Den Goll,
Canal Fulton, Ohio

Municipal
PHIL JACKSON, Los Angeles County
Golf Courses, Los Angeles, Calif

Resort
ROGER L. MAXWELL, Marriott Hotels,
Scottsdale, Ariz

Design
EDWIN B. SEAY, Edwin B. Seay, Inc.,
Ponte Vedra Beach, Fla
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