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INTRODUCES A

NEW
ERA IN BATTERY
CHARGING

-..COmpletely
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.

Loston

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

Sees pros as golfers do

After a professional has retired and his club
makes him an honorary member, he gets
playing and talking with his members and their
old and young friends as one of them. Then
with some shocks he echoes the plea of Bob-
bie Burns, “Oh wad some power the giftie gie
us to see ourselves as others see us.”

| have the feeling | am very lucky to have
had my members know what a pro was sup-
posed to be and do. When | was growing up
with my clubs to be a member of the family, a
pro simply was a competent and friendly man
hired for assuring members and their families
all possible pleasure from golf. It was that sim-
ple. What got me by was that | was lucky
enough not to think of my job as complicated.

Now | find too many times, to my alarm,
that younger club members and golfers in
general aren't clear about what a golf protes-
sional is.

And as | talk with younger pros and read in
the PGA magazine and elsewhere about the
PGA educational program, | am not sure that
all of today's pros know what ideas the play-
ers have about the reason for the pro. To-
day's golfer is inclined to think of the home
professional as a man selling golf balls and
clothing and shoes and sometimes clubs in a
store somewhere near the first tee, as the man
who collects for golf car rental and fixes start-
ing times, as a nice guy customarily hired by
golf clubs and fee courses. They don't often
enough think of him as a teacher.

If the pro were thought of first as a teach-
er, golf business would be better for every-
body in it and would give more pleasure and
better scoring to the millions of amateurs.

A primary reason for the formation of the
PGA was the development of competent in-
struction. Bob White, George Sargent, the
Mackie brothers, Alex Opirie, and a few other
of the PGA Founding Fathers were essen-
tially instructors. Greenkeeping came next
and clubmaking third in the qualifications of a
good pro when his employers knew clearly
what they needed. The teaching pro always
could get good clubs made by a specialist as-
sistant he hired.

Now there is fogginess about the pro's
service and value, and it is shown by the
shocking figures of a PGA survey. The survey
showed 38 percent of pros receive less than
$1,000 a year from lessons. Lessons account
for less than $3,500 a year for 78 percent of
professionals.

The whole golf lesson pattern needs dras-
tic modernization as the first of the PGA's ser-
vices for the progress of golf. That's what an
old pro sees as today’s young golfers’ view-
point.
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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, Il

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, IIl.

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

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

Dally fee

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

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

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

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

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