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C O L O N E L S 

K ATIONAL ail-

vert ising in magazines and 

newspapers will tell golfers 

all over the country why 

they should buy CL ICK 

COLONELS. Capita l ize on 

i t ! D i s p l a y C L I C K 

COLONELS . . . pu t t hem 

on your counter, i n the 

front of your display case. 

Use the attractive, special-

ly designed wall signs to 

boost your sales of CL ICK 

C O L O N E L S . Bookiets 

tell ing about COLONEL 

GOLF BALLS are available 

on request. 

Make 1931 your big 

profit year w i t h 

CLICK COLONELS. 

ST. M U N G O MFG. CO. OF A M E R I C A 

171 Sylvan Avenue Newark, N. J. 

D E S I G N E D 
F O R B I G G E R 

PROFITS 
FOR Y O U ! 

DISPLAY STAND 

You've never seen a better look -

ing, better built d i sp lay s tand 

than this sure sa le s -maker for 

REDDY TEES. It Is m a d e of s trong 

26 g a u g e steel l i thographed in 

a handsome, b r i gh t color com-

bination of red, yel low, g r e e n 

and black . . . ho lds 4 do*. boxes 

of REDDY TEES. It 's freel Send 

for yours t oday . . . put It to 

work on your counter and watch 

your REDDY TEE profits roll inl 

Order from your favorite jobber 
or write direct to us 

Ihe Meblo "Mfe Co.. Inc. 
Executive Offices 

38 East 23rd Street, New York 



a l w a y s look c lean and f r e s h w h e n the 
m e m b e r s c o m e into the d i n i n g room." 

Sunday Breakfast Goes Big 
Kel ler 's r e s t a u r a n t b u s i n e s s i s conf ined 

a l m o s t e n t i r e l y to table-d'hote meals ; h i s 
a-la-carte v o l u m e is very s m a l l and c o n s i s t s 
m a i n l y of a l i t t le be tween-mea l b u s i n e s s h e 
c a n n o t avo id ent ire ly; if a m e m b e r i s 
h u n g r y he has to be fed if h e w a n t s food. 

No b r e a k f a s t b u s i n e s s i s done dur ing the 
week, but about four y e a r s a g o Kel ler inau-
gurated a S u n d a y m o r n i n g c lub breakfas t 
that i s e x t r e m e l y popular w i t h the P a r k 
R idge m e m b e r s . Park R i d g e is in a resi-
dent c o m m u n i t y , d r a w i n g m o s t of i t s m e m -
bers f r o m t h e i m m e d i a t e ne ighborhood and 
the m o r e a r d e n t g o l f e r s of t h e c lub find i t 
m i g h t y c o n v e n i e n t to d r i v e ou t to the c l u b 
on S u n d a y m o r n i n g s ( s o m e t i m e s , Ke l l er 
says , w i t h o u t bo ther ing to d r e s s complete-
l y ) , c h a n g e into the i r golf c lo thes and 
find a b ig w h o l e s o m e b r e a k f a s t w a i t i n g to 
s tart the i r day r ight . D u r i n g the season 
Ke l l er n e v e r has less t h a n t h i r t y of t h e s e 
S u n d a y breakfas t c u s t o m e r s and the num-
ber o f t e n exceeds fifty. T h e cost is 75c, 
w h i c h l e a v e s a c o m f o r t a b l e profit to the 
club. 

All Chefs Not Opera Stars 
I w a s in teres t ed g e t t i n g Kel ler 's idea 

a s to w h a t e x t e n t a m a n a g e r should t u r n 
over r e s p o n s i b i l i t i e s to h i s employes , and 
asked h i m h o w he got a l o n g w i t h h i s c h e f . 
Ke l l er s m i l e d at t h a t q u e s t i o n and s a i d : 

"People h a v e a f u n n y i d e a about che f s ; 
they t h i n k all of t h e m are F r e n c h , tempera-
m e n t a l as grand opera s t a r s and hard to 
ge t a l o n g wi th . T h a t i s not the c a s e 
at all . Of course s o m e c h e f s have pret ty 
inf lated ideas of the ir o w n importance , but 
I have had good luck w i t h the men I've 
e m p l o y e d a n d they h a v e a l w a y s been good 
f e l l o w s w h o k n e w the i r jobs and t h e i r 
place, and w h i l e they m a y lo se their tem-
pers once in a w h i l e w h e n t h e rush i s 
h e a v i e s t , m o s t of the t i m e t h e y are m i g h t y 
e a s y to g e t a long wi th . 

"I try t o turn over all k i t c h e n de ta i l s 
to h i m a n d I s i m p l y k e e p a n eye open to 
m a k e s u r e the food is prepared as I k n o w 
m y m e m b e r s want it prepared . I spend a 
lot of t i m e in the d i n i n g r o o m and k i t c h e n 
d u r i n g m e a l hours and keep a c lo se w a t c h 
on the food to see t h a t i t i s up to s tandard, 
n o m a t t e r w h a t the rush . A s I sa id before, 
e v e r y t h i n g m u s t be f r e s h l y cooked to order, 
and it m u s t be served in appet i z ing 
fa sh ion . T h e chef and I h a v e w o r k e d out 

t h e a m o u n t of a g i v e n food to s e r v e for 
an order and o n l y t h a t amount , no m o r e 
a n d n o less , m u s t be put on a plate . Some-
t i m e s I spot a w a i t r e s s w i t h a ful l tray , the 
p la tes c o n t a i n i n g u n e v e n port ions , n o gar-
n i s h e s , or sauces dr ipp ing over the e d g e 
of the plate. W h e n e v e r tha t h a p p e n s , 
back goes t h a t w a i t r e s s to the k i t c h e n , 
w i t h me r igh t a f t e r her, to see that s h e 
fixes up those por t ions to the s t a n d a r d 
serv ice . 

"But in m o s t t h i n g s m y crew h a v e t h e i r 
jobs to do and get t h e m done w i t h o u t b e i n g 
overseen . In the k i tchen , w h a t t h e c h e f 
says , goes, and in the d in ing room m y h e a d 
w a i t r e s s keeps t h i n g s moving . I don't 
h a v e t o bother about major dut i e s in t h e s e 
d e p a r t m e n t s once the season i s under w a y ; 
it 's on ly in m i n o r and out-of- the-ordinary 
d e t a i l s that I am appealed to." 

In other words , a s I saw the m a t t e r , 
Ke l l e r t ra ins h i s staff to work with h i m , 
ra ther than for h i m . 

Small Amounts Avoid Waste 
"Why is it," I a s k e d Kel ler , "you buy 

o n l y e n o u g h s u p p l i e s for a week? Is y o u r 
s t o r a g e space l imi ted?" 

"No, t h a t isn't it ," he expla ined. "There ' s 
p l e n t y of room in t h e basement to s tore a 
m o n t h ' s supply . T h e real reason i s t h i s : 
e v e n a w h o l e s eason ' s supply of a g i v e n 
i t e m would not bulk up large e n o u g h to 
m a k e m u c h d i f f erence in the price I p a y — 
w h i c h i s t h e o n l y reason for b u y i n g in 
l a r g e quant i t i e s . Bes ides , and t h i s is the 
m a i n reason I b u y f r o m week to w e e k , the 
s m a l l e r your supply t h e less w a s t e t h e r e is. 

"Buy m o r e s u g a r than you need and 
s o m e of it w i l l be pi led on the floor. It 
w i l l g e t w e t and you 've got a bag of s u g a r 
to t h r o w out . N o t m u c h s a v i n g there ." 

"Don't t h e s a l e s m e n ever try to h igh-
p r e s s u r e y o u into a b ig order on the t h e o r y 
tha t prices are g o i n g up?" 

"Yes, but I don't let t h e m get a w a y w i t h 
it. I tel l t h e m if t h e price goes u p we'l l 
pay more w i t h o u t k i ck ing . Bes ides , I've 
k n o w n m a n a g e r s to buy up a b ig order of 
g o o d s and have t h e pr ice g o d o w n be low 
w h a t they paid, be fore they can use the 
b ig order up. No , I'd rather t a k e a c h a n c e 
and buy f r o m w e e k to week . It's m o r e 
w o r k for me , but i t 's e c o n o m y in the l o n g 
run." 

See that GOLFDOM has the names 
and addresses of your president, 
green-chairman, greenkeeper, pro and 
manager. 



$750 profit 
a season is not unusual for 
Pros to earn on RITE-
HITE TEES. The RITE-
HITE principle is sweep-
ing the country and golf-
ers e v e r y w h e r e are 
swinging to RITE-HITE. 

Prepare yourself for the 
ever-increasing demand. 
Every day without RITE-
HITE TEES m e a n s 
money out of your pocket. 

We have a Special propo-
sition for Pros who will 
stock RITE-HITE TEES. 

W R I T E T O D A Y 

T h e General Timber 
& Lumber Company 

7 1 0 2 W o o d l a n d A v o n hp 
C l e v e l a n d , O h i o , IT. S . A. 

All Genuine 
RITE HITE TEES 

ARE 
TRADE MARKED 

ALWAYS ^ 
UNIFORM 
IN HEIGHT 

Pat'd Sept . 15, 1925 
Pat . N o . 1553561 

O t h e r Pats. Pend. 

Over 
00,000 
H e a d e r s of 

Golf 
Magazines 
liave r e a d 
about this 

N e w 
Putting 

Deviee 

"T hermwool 
putting surface 
is the nearest 
thing to real good 
turf I have ever 
tried:' — JOHN 
DUNCAN DUNN. 

Put T H E R M W O O L 
HOME 4 »OLE COURSE 
in the eluh for mem-
b e r s to s e e ! to p l a y ! 
and w a n t ! 
Every real golfer is in teres ted in bet ter ing his 
game. Every clubhouse should be equipped with 
a Thermwool Course for use in the evenings and 
when weather prohibi ts outdoor play. 

T h e T H E R M W O O L H O M E G O L F C O U R S E is 
a fai thful reproduction of the natural turf green 
and may be used out-of-doors as well as indoors . 
It provides a very in teres t ing 18-hole game— 
jus t one-half of the real game played on the 
put t ing green—full of the th r i l l s of a real match. 

R E T A I L P R I C E S 
No. 1812 36" wide, 12 f t . long $13.50 
No. 1815 36" wide, 15 f t . long 17.50 
No. 1818 36" wide, 18 f t . long 21.50 
Ask for information, prices and discounts 
to " p r o s " . 

Rolls up and stores away 
when not in use. 

f r t E R A I W O o L 
Pat. Pending 

H O M E G O L F C O U R S E 
Manufactured by the 

T H E R M W O O L P R O D U C T S CO., I N C . 
360 Furman St. Brooklyn, N . Y . 



« CLUBHOUSE SECTION G O L F D O M 

How Electrifying Club Kitchens 21 ;x: 
By JACK FULTON, JR. 

d u c e d at the c lub a n d t h e r e s u l t a n t l a r g e r 
c o n s u m p t i o n of e l e c t r i c c u r r e n t b r o u g h t 
t h e c lub's rate d o w n t o 3 1 / 5 c e n t s per k i lo-
w a t t hour . A 60 h.p. m o t o r w a s u s e d for 
p u m p i n g w a t e r f o r f a i r w a y r e q u i r e m e n t s . 

G O L F D O M ' S 1930 s u r v e y of the gol f field 
i n d i c a t e d t h a t a p p r o x i m a t e l y 18% of t h e 
18-hole c lubs and 9% of the n ine -ho l e c l u b s 
w e r e u s i n g e l e c t r i c i t y for k i t c h e n f u e l a n d 
t h a t a r o u n d 11% of t h e 18-hole c l u b s w e r e 
e m p l o y i n g f a i r w a y w a t e r i n g . T h e r e f o r e it 
a p p e a r s l i k e l y t h a t t h e p r o m i s e of a n e a r l y 
a n d e x t e n s i v e a d o p t i o n of f a i r w a y w a t e r -
i n g i s g o i n g to s e e a m a r k e d i n c r e a s e in 
e l e c t r i c a l c o o k i n g a t g o l f clubs. 

Corner of the Riverside ( I I I . ) G. C. kitchen, 
showing electric roasting oven, range top 

and broiler. 

CO O R D I N A T I O N of v a r i o u s p h a s e s of 
go l f c l u b o p e r a t i o n for t h e eff ic ient per-
f o r m a n c e of the e n t i r e p l a n t is in evi-

dence a s o n e r e s u l t of t h e e x t e n s i o n of fair-
w a y w a t e r i n g . It s e e m s , a t first g l a n c e , 
l i k e a broad s t re t ch b e t w e e n f a i r w a y water-
i n g a n d c l u b h o u s e c o o k i n g in the c lub 
s c h e m e of t h i n g s e n t i r e , but t h e g a p i s 
e a s i l y s p a n n e d a s o n e l o o k s at b i l l s f or 
e l e c t r i c c o o k i n g fue l a f t e r e l e c t r i c p u m p i n g 
e q u i p m e n t for f a i r w a y w a t e r i n g i s in-
s t a l l e d . 

M a n y go l f c lubs h a v e g i v e n s e r i o u s con-
s i d e r a t i o n t o e l e c t r i c i t y f o r c o o k i n g fue l 
d u e to t h e s h a r p f o c u s of e f f e c t i v e heat , 
c l e a n l i n e s s a n d m o r e c o m f o r t a b l e w o r k i n g 
s u r r o u n d i n g s . T h e d r a w b a c k h a s been t h e 
idea t h a t t h e fue l cos t of e l e c t r i c a l cook-
i n g r u n s i n t o box-car figures. Closer in-
v e s t i g a t i o n by a n u m b e r of go l f c lubs h a s 
r e v e a l e d t h i s bel ief in e l e c t r i c a l ex t rava -
g a n c e to be e r r o n e o u s , a s t h e tota l e lec-
tr ica l c o n s u m p t i o n for c o o k i n g and c o u r s e 
p u m p o p e r a t i o n e a r n s a d e c i d e d l y l o w e r 
ra te w h i c h i s s h a r e d by b o t h t h e c o u r s e 
and h o u s e d e p a r t m e n t s . 

A t y p i c a l c a s e of t h i s j o i n t e c o n o m y i s 
t h a t a t R i v e r s i d e (111.) G. C. On the oper-
a t i n g m e r i t s of e l e c t r i c a l c o o k i n g River -
s ide ' s k i t c h e n w a s u s i n g a r a n g e , oven , 
broi ler , c o f f e e urn, t w o p l a t e w a r m e r s a n d 
ho t p la te s . T h e rate e a r n e d by t h i s c u r r e n t 
c o n s u m p t i o n w a s 6M> c e n t s per k i l o w a t t 
hour . In 1930 f a i r w a y w a t e r i n g w a s intro-

Companies Favor Reduction 
T h e r e d u c t i o n in ra te , due to i n c r e a s e d 

load , i s in k e e p i n g w i t h the c e n t r a l serv-
i ce c o m p a n i e s ' po l i cy of k e e p i n g t h e e lec-
t r i c a l d e m a n d a s n e a r u n i f o r m a s p o s s i b l e 
a n d m o r e f u l l y u t i l i z i n g the i n v e s t m e n t in 
g e n e r a t i n g and d i s t r i b u t i o n e q u i p m e n t . 
T h e t i m e e l e m e n t of t h e e l ec tr i c c o o k i n g 
l o a d a l s o m a k e s i t d e s i r a b l e e n o u g h to t h e 
e l e c t r i c c o m p a n i e s to w a r r a n t a cu t in t h e 
r a t e s . T h e c o o k i n g load is h e a v i e s t w h e n 
o t h e r c o m m e r c i a l a n d d o m e s t i c l o a d s a r e 
l i g h t . 

R e l a t i v e t o t h e s w i t c h to e l e c t r i c i t y a t 
R i v e r s i d e o n e of t h e m e n in c lo se t o u c h 
w i t h t h e t r a n s i t i o n s a y s : 

" F r o m c a t e r i n g m a n a g e r to cook , t h e 
e m p l o y e e s are p l e a s e d w i t h the c h a n g e . N o 
m o r e t o i l i n g o v e r h o t flame fired r a n g e s 
o n a s w e l t e r i n g s u m m e r day ; no m o r e 
a s h e s and soo t t o c l e a n out nor fue l to 
h a u l a n d f eed to t h e fires; no m o r e s t i f l i n g 
f u m e s nor l a c k of o x y g e n in t h e k i t c h e n . 
E a s e of c o n t r o l of r a n g e tops a n d auto-
m a t i c contro l of h e a t in o v e n s and f r y 



D U N L O P 
for 

D I S T A N C E 

Mesh or Recessed Marking 

D U N LOP 

H A V E Y O U EVER 

H E A R D A N Y O N E 

ASK FOR A BETTER 

GOLF BALL THAN A 

D U N L O P 

I M P O R T E D D U N L O P $ 1 

D U N L O P 7 5 0 

D U N L O P W A R W I C K 5 0 ^ 

PROFIT PROTECTION 
FOR PRO 

M a r k e d b a l l s c a n be s o l d a t full 
price a g a i n s t c u t c o m p e t i t i o n . 
F u l n a m e S e r v i c e i n y o u r s h o p g i v e s 
y o u a n e d g e o n a n y c o m p e t i t o r w h o 
s e l l s u n m a r k e d b a l l s . R e a d t h i s 
l e t t e r r e c e i v e d f r o m a n Average 
Golfer—{85 t o 1 0 0 ) . 

" W h y I b u y B a l l s f r o m m y P r o : 

First—I want new balls, fresh stock, I 
know he has them. 

Second—I want my balls marked. I can't 
afford to lose good ones. I buy 
good balls for yardage per shot, 
and mark them for yardage per 
ball. I have never yet had an un-
marked ball returned. Every Pro 
Shop should have F R E E Marking 
Service. 

Third—Loyalty. The Pro is a part of my 
club organization, and the exis-
tence of both is dependent on 
patronage of the members. I 
don't carry my lunch to the golf 
course, or br ing my boy out to 
caddy at cut rates, so why should 
I penalize the Pro and myself by 
buying cut-rate balls of uncertain 
age and qua l i t y ? " 

Name on request. 

Fulname's proposition carries an 
immediate profit. Send for it now. 

The Fulname Company 
707 Southern Rai lway Bldg. 

Cincinnati Ohio 



L e a d i n g P r o s g e n e r -
o u s l y praise P y r a t o n e 
S h e a t h s . N o t o n l y h a v e 
t h e y f o u n d q u i c k a n d 
r e a d y s a l e s f o r th is 
n e w g o l f e r ' s f e a t u r e , 
b u t t h e y h a v e f o u n d 
t h a t P y r a t o n e s h e a t i i 
p r o t e c t s a n d g i v e s 
l o n g e r l i f e t o t h e i r c lubs 
A n d i t a d d s b e a u t y a n d 
s m a r t n e s s t o t h e s h a f t ' s 
a p p e a r a n c e . 

I n s i s t o n P y r a t o n e 
S h e a t h s w h e n y o u b u y 
y o u r c l u b s . Y o u c a n 
i d e n t i f y P y r a t o n e b y o u r 
t r a d e m a r k s t a m p e d o n 
e v e r y s h e a t h . B e w a r e 
of i m i t a t i o n s . 

Y o u r G o l f C l u b M a n u -
f a c t u r e r C a n S u p p l y Y o u 

P Y R A T O N E P R O D U C T S C O R P . 

557 W . J ackson B lvd . Ch icago , I I I . 

• \ \ o . 3 7 
A Special 
All Leather 

VarBag 
to feature at $20! 

P a r B a g N o . 37 h a s p r o v e n t o b e 
t h e l a r g e s t s e l l i n g g o l f b a g in t h e 
i n d u s t r y f o r 1031 . 
A f u l l 7 - I n c h , a l l l e a t h e r , d o u b l e 
p o c k e t , s t a y l e s s b a g , c o n s t r u c t e d 
a n d s t y l e d i n t h e t r a d i t i o n a l P a r 
• t a g m a n n e r . I t c a n b e r e t a i l e d 
a t $ 2 0 o r c o n s i d e r a b l y l e s s f o r 
s p e c i a l s a l e e v e n t s a n d s t i l l s h o w 
t h e p r o f e s s i o n a l a w i d e m a r g i n 
o f p r o f i t ! 
T h o u s a n d s h a v e a l r e a d y b e e n 
s o l d . W i r e y o u r o r d e r a t o n c e 
a n d m a k e It l a r g e e n o u g h t o fil l 
y o u r r e q u i r e m e n t s f o r s a l e a n d 
s t o c k p u r p o s e s f o r t h e s p r i n g 
s e a s o n . 

E . J . H u g h e s , J r . , A . E . K a s s e l b e r g , M g r s . , 
14 E . J a c k s o n B l v d . , C h i c a g o 

Eastern Rep. Pacific Rep. 
E . J . H u g h e s , J r . A ' d - n G l a z e Co . 

1270 B r o a d w a y 1 2 1 — 2 n d S t . 
N e w Y o r k San F r a n c i s c o 

A T L A N T I C P B O D U C T S 
C O U P . S : T r o n t o n . N . J . 

If You Buy 

A 
HOLTZER-

CABOT 
GOLF 

POLISHER 
A t the turn of a sivitch— 

A c l e a n i n g w h e e l a n d a b u f f i n g 

w h e e l w i l l w o r k s i m u l t a n e o u s l y 

T o i n c r e a s e y o u r S h o p E f f i c i e n c y ; 

T o i n c r e a s e i t s E a r n i n g P o w e r ; 

T o a f f o r d y o u g r e a t e r L e i s u r e f o r 

P r o f i t a b l e P r o f e s s i o n a l D u t y . 

T H E HOLTZER * C A B O T 
ELECTRIC CO. 

B o s t o n , M a s s . C h i c a g o , 111. 

A Perfect 
Tee 

Every 
Time 

Use E-Z-T Golfers 
On Your Practice Course 

Tee 50 Balls Without Reloading 
G i v e s y o u r c l u b m e m b e r s m o r e r e a l d r i v -
i n g p r a c t i c e in 15 m i n u t e s t h a n t h e y n o w 
g e t In a n h o u r . E s p e c i a l l y a p p r e c i a t e d b y 
w o m e n g o l f e r s , b e c a u s e It e l i m i n a t e s 
a w k w a r d b e n d i n g . 

J u s t a T a p on t h e P e d a l 
W i t h C l u b T e e s t h e B a l l 

O p e r a t e s e f f i c i e n t l y o u t d o o r s o r i n s i d e . 
P o r t a b l e . R a s i l y i n s t a l l e d a n y w h e r e . 
S i m p l e a n d f o o l - p r o o f in o p e r a t i o n . 

Write Dept. G for New Descriptive Folder 

INTERNATIONAL GOLF EQUIPMENT CO. 
Toledo Ohio 
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This steam table at Riverside is electrically operated and gives adequate service. 

ket t l e s a s s u r e per fec t p r o d u c t s w i t h a mini -
m u m of e f fort , a n d t h e be t t er w o r k i n g con-
d i t i o n s e n h a n c e k i t c h e n e f f i c iency . S e r v i c e 
eff ic iency i s i m p r o v e d by t h e b e t t e r arrange -
m e n t of t h e e q u i p m e n t p o s s i b l e w i t h elec-
tr ic e q u i p m e n t . 

Trims Expenses 
"That t h i s i n c r e a s e in e f f i c i ency i s s h o w n 

in t h e c lub's financial s t a t e m e n t i s proven 
by the f o l l o w i n g figures: 
R e s t a u r a n t E x p e n s e — 

192 9 $23,091.71 
193 0 19,155.03 

R e s t a u r a n t I n c o m e — 
192 9 $14,618.51 
193 0 14,655.73 
"Here w e see that on t h e b a s i s of ap-

p r o x i m a t e l y t h e s a m e i n c o m e , r e s t a u r a n t 
e x p e n s e s w e r e reduced $3,936.68. W h i l e a 
large part of t h i s s a v i n g w a s n o doubt due 
to t h e s e l e c t i o n of a capab le a n d e n e r g e t i c 
c a t e r i n g m a n a g e r , s u c h i t e m s a s t h e s a v i n g 
in food of $1,807.73 and in r e p a i r s and re-
p l a c e m e n t s of $1,251.41 ref lect c r e d i b l y on 
the ef f ic iency of t h e e l ec tr i c k i t c h e n . 

" A n o t h e r p l e a s a n t s u r p r i s e w h i c h awai t -
ed t h e m e m b e r s w h e n t h e y r e c e i v e d t h e 

a n n u a l financial r e p o r t for 1930 w a s a 
s a v i n g in h o u s e o p e r a t i n g e x p e n s e on f u e l 
a n d p o w e r of $458.99, w h i l e t h e a d d i t i o n of 
b o t h p u m p i n g and t h e e l e c t r i c k i t c h e n in-
c r e a s e d t h e fue l and p o w e r bi l l o n l y $441.55. 

" A s $773.10 w a s a p p o r t i o n e d to c o u r s e 
m a i n t e n a n c e for w a t e r i n g f a i r w a y s a n d 
g r e e n s o n t h e bas i s of c u r r e n t used , it i s 
r e a d i l y s e e n tha t t h e s a v i n g m a d e by t h e 
a d d i t i o n of t h e e l e c t r i c k i t c h e n on h o u s e 
o p e r a t i o n no t o n l y r e d u c e d the cos t , b u t 
t h e d i f f e r e n c e of t h e b i l l s for 1929 a n d 1930 
for f u e l and p o w e r a s s h o w n h e r e r e d u c e d 
t h e c o s t of c o u r s e m a i n t e n a n c e power . 
F u e l a n d P o w e r B i l l s — 

1930 $3,937.75 
1929 3,596.20 

$ 341.55 
" C o n s i d e r i n g h o u s e o p e r a t i n g and cook-

i n g t h e s a m e as 1929, t h e n t h e a d d i t i o n a l 
c o s t of w a t e r i n g t h e f a i r w a y s and g r e e n s 
f o r five m o n t h s w h i c h r e q u i r e d 700,000 to 
1,000,000 g a l l o n s of w a t e r per day , w a s t h e 
d i f f e r e n c e b e t w e e n t h e t w o b i l l s or $341.55, 
w h i c h a m o u n t s to a p p r o x i m a t e l y $3.00 p e r 
d a y ; o n e g u e s t g r e e n f e e t h r u t h e s e a s o n . " 



H A M 

and how to 

Serve It 

to Please Members1 Palates 
By JEAN VERNET* 

WH E N the first Ear l of S a n d w i c h 
or ig inated the i t em of d ie t that then 
represented mere ly an i n g e n i o u s 

effort to sus ta in h i m s e l f w h i l e the cards 
were r u n n i n g in h i s d i rec t ion , he paved 
the w a y for the g a s t r o n o m i c revo lut ion 
that today ser ious ly c o n c e r n s those w h o 
are r e s p o n s i b l e for the s u c c e s s of commer-
cial f e e d i n g e s t a b l i s h m e n t s . 

A twe lve -year s u r v e y of s a l e s at restau-
rant s of all charac ters s h o w s that the serv-
i n g of s a n d w i c h e s has i n c r e a s e d 215% dur-
i n g t h a t period. It is o b v i o u s that th i s 
i n d i c a t e s the trend a w a y f r o m the h e a v y 
m e a l s tha t were the r o u t i n e prior to the 
a d v e n t of the present qu ick t empo in busi-
n e s s and social l i fe . B u s i n e s s d i s tr i c t 
restaurants uro d i s turbed by the encroach-
ment of drug- and c igar-s tore lunch coun-
ters on the . ^ s e r v e s *hat f o r m e r l y w e r e 
the proper ty of or thodox f e e d i n g es tabl i sh-
m e n t s f or b u s i n e s s m e n . T h e golf c lubs 
have not been i m m u n e f r o m t h i s compet i -
t ion, e spec ia l ly in the m e t r o p o l i t a n dis-
tr ic ts , a s the m e m b e r s l e a v e the ir offices in 
a hurry , grab a s a n d w i c h at s o m e office 
bu i ld ing lunch counter or a barbecue s tand 
on the w a y to the club, and hurry to the 
first tee. 

I n a s m u c h as e d u c a t i n g c l u b m e m b e r s to 
l e i s u r e l y e n j o y m e n t of a wel l -cooked ful l 
meal at n o o n i s a h o p e l e s s t a s k under pres-
ent c o n d i t i o n s , the c lub m a n a g e r mus t look 
e l s e w h e r e for an a n s w e r to h i s problem of 
a t t r a c t i n g res taurant p a t r o n a g e and serv-

•Manager, Institutional Dept., fìeorye A. 
H orni el d- Co. 

i n g it w i th d i s t i n c t i v e menus . F o r t u n a t e l y , 
t h e s imple t h i n g to do is to beat t h e com-
pet i t ion at i ts o w n game, and in so d o i n g 
have an exce l l en t opportun i ty to s h o w a 
profit f rom r e s t a u r a n t operat ions . T h e 
s a m e ta lent a good chef s h o w s in the prepa-
rat ion of h i s superb d inners s h i n e s forth 
br ight ly w h e n d i sp layed in s a n d w i c h e s . 

Of the e x t e n s i v e var ie ty of f oods avai l -
able for s a n d w i c h e s , ham leads in popu-
lar i ty by a w i d e m a r g i n , accord ing to the 
figures of f e e d i n g author i t i es . T h i s popu-
lar i ty , as wel l a s t h e profit in s erv ing , has 
been en larged by the deve lopment in h a m 
c o o k i n g processes . A v a c u u m m e t h o d of 
c o o k i n g and p a c k i n g ham r e t a i n s the 
s a v o r y flavor of a smoked h a m and the 
m e l l o w n e s s of baked ham, in add i t i on to 
p r e s e n t i n g the h a m for s e r v i n g w i t h o u t 
bones or e x c e s s fat , undoubtedly h a s been 
a p r o m i n e n t fac tor in m a k i n g ham a fea-
ture i tem in golf c l u b food service . 

Profit in Sandwiches 
A l t h o u g h h a m i s consp icuous in every 

wel l -p lanned buffet lunch, and a l w a y s goes 
we l l on d i n n e r a n d luncheon m e n u s , it 
s h o w s up to m o s t i m p r e s s i v e a d v a n t a g e 
w h e n s a n d w i c h food costs are cons idered . 

C o u n t i n g bread and labor of preparat ion 
t h e cost of an exce l l en t ham s a n d w i c h 
m a d e from the h i g h e s t qua l i ty of h a m 
s h o u l d not e x c e e d four cents . D e t e r m i n a -
t ion of food cos t is made exact w h e n the 
packaged ham is employed as t h e r e i s no 
fue l cost for bo i l ing , no t ime e l e m e n t for 
cooking , and no los s of 28% to 30% of net 



NEW PACKAGE 
Colorful—smart—this new Ye l lo Tec package. 

To your customers this offers an attractive buy -

ing a p p e a l — t o you, M r . Pro, more sales and 

more profits. Order a gross of these new, 

snappy- looking boxes from your wholesaler 

and be sure to get—free of charge—the 

counter display container. 

Order from your wholesaler 

M O R L E Y B U T T O N M F G . C O M P A N Y 
PORTSMOUTH NEW HAMPSHIRE 

M O R L E Y 

Crawford, McGregor A Canby 
Co. 

Reach, Wright A Dition 

A. G. Spalding A Bros. 

Wilson Western Sporting 

Goods Co. 

Wright A Ditson 

John Wanamaker 

xl/lCt. 



T H E Tletv W I L S O N 

DEMONSTRATION PLAN 

H e r e a r e t h e a d s . . . T w o - p a g e 
advertisement in full color appearing in American 
Golfer, Golfer's Magazine and Golf Illustrated in 
April . . . Single page appearing in Collier's, May 9, 
and American Golfer, Elks Magazine, Golfer's Maga-
zine, and Golf Illustrated in May, Country Club in 
April and Game and Gossip in March. 

...Why shouldn't you 
Prosh ave advertising ? 

Wilson believes that the "pro" must 
have advertising in national maga-
zines, if he is to sell golf equipment at 
a real profit. That's why we're getting 
behind you. Effective advertising in 
combination with the greatest golf 
equipment ever built puts into play a 
new and powerful merchandising plan 
based on demonstrations. Wilson pays 
the bill — every dollar of it. This adver-
tising will run right while the dem-
onstration plan is in your hands. Cash 
in on it! 


