
Got clubhouse planning problems? 
*This book eliminates costly guesswork: 

Gives ALL the answers to: 

0 How big should our clubhouse be? 

'. How much should we spend? 

How many lockers? Toilets? Showers? 

How large a pro shop? Where? 

** How much dining space? Kitchen facilities? 

^ How can we arrange facilities for best use? 

Is the design economical in operation? Ma in-

tenance? 

How about site design? W h y soil tests? 
— a n d many, many more, important questions! 

Where did we get the answers? 
r Harold J. Cliffer, A.I.A., institutional planning and design 

specialist, personally interviewed managers, golf professionals, 
" owners and officials of 54 private, 19 municipal, 16 semi-pri-

vate, one military and two industrial golf courses in every 
section of the country to collect data for this book. This infor-
mation was expertly evaluated to arrive at the minimum, me-

« d ian and maximum requirements of facilities a nd space for any 
size clubhouse, keyed to the number and type of golfers to 

^ b e served . . . 

96 pages of 
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Foundation Survey 
Indicates Par 3s 
Are Here to Stay 
^ A T H A T about Par-3 courses? 

^ * Are they popular? Are they here to 
stay? How about their future? 

The answers to these questions were 
brought out by a recent survey of Par-3 
course operations made by the National 
Golf Foundation. Nearly half of the 260 
par-3 courses listed in the Foundation's 
files responded to a questionnaire sent out 
this spring. The 123 answers represented 
Par-3 operations in 32 of 39 states in which 
short courses are operated. 

Popularity of Par-3 Courses 
In 1955, when the Foundation conduct-

ed its first survey of Par-3 courses, there 
were 120 such operations in existence. On 
Jan. 1 of this year the total had risen to 
260. Last year 38 new Par-3's were open-
ed for play, 32 were under construction 
and 124 were in some stage of planning. In 
the first three months of this year 17 more 
new Par-3's were opened and construc-
tion had begun on an additional 19. 

There's no mystery behind this growth. 
With present congestion on the nation's 
courses stretching playing time for 18 
holes of regulation golf to five and six 
hours, golfers are turning to Par-3's for a 
'quick' round. In cases where the Par-3 
is lighted, golfers can extend their play-
ing time beyond sunset. 

More important, new golfers, reluctant 
to invest time and money in regulation 
golf until they have tried the game, turn 
to the Par-3 to test their reaction to the 
game. While many new golfers graduate 
to the regulation courses in a very short 
time, they continue to play the Par-3. 
Also, the short course is not in competi-
tion with regulation layouts althougn it 
does take some of the overflow. It fills 
a definite need in the golf picture. 

Economically, the Par-3 is the answer in 
most metropolitan areas where land avail-
ability and cost of course construction are 
obstacles. Par-3's can be built on a few 
acres at relatively little cost. Their small 
areas make lighting for night play phy-
sically and economically practical. Finally, 
the relatively short playing time required 
for a round of Par-3 golf means that more 
and more golfers are going to play more 
golf. 

Are Par-3's a passing fancy? Far from 
it! While the larger, more elaborate and 
costlier (and most profitable) short course 
operations are usually of post-World War 
II vintage, one hotel Par-3 responding to 
the survey, dates back to 1900! As for 
semi-private operations, one 9-hole course 
is 24 years old, and an 18 hole operation 
reports 28 years in business. Included -
among the municipal 9-hole courses is an 
ancient establishment claiming 35 years 
existence. This latter course is 868 yards 
long, cost $4,500 to build, $2,000 a year 
to maintain and draws 5,000 rounds of 
play during its five-month season. 

Projecting the average figures in the 
1959 NGF Survey, the typical 9-hole, 
semi-private Par-3 is 5 years old, is 1074 
yards in length, is built on 14 acres at an 
average cost of $27,605 (excluding land) 
and costs $7,490 per year to maintain. It 
has an average $15,239.70 in green fees 
and $10,296 in shop sales. 

The 18-hole semi-private Par-3 also is 
5 years old, is 1739 yards in length, is 
built on 191/2 acres at a cost of $75,700 
(exclusive of land) and costs $17,714 in 
annual maintenance. It enjoys a 9-month 
season, averages 30,485 rounds per sea-
son, grossing $38,715.95 in fees and $16,-
864 in shop sales. 

Lighting Situation 
Of the 59 nine-hole semi-privates re-

porting, 20 are lighted, 37 include driv-
ing range facilities, 16 are 'golf center' 
operations (with driving range and min-
iature golf course) and eight are operated 
in conjunction with regulation courses. 

Among the 22 eighteen-hole semi-pri-
vate operations in the survey, 10 have all 
18 holes lighted and four have 9 holes 
lighted. Four are operated in conjunction 
with regulation courses, 20 have golf driv-
ing ranges and eight are golf center opera-
tions with both driving range and minia-
ture facilities. 

Future of the Par-3 
As in the case of regulation golf lay-

outs, there will never be enough Par-3's 
to satisfy the growing demand for more 
places to play golf. This demand is grow-
ing with the population, rising standards 
of living and increasing leisure time. In 
1955 the Foundation produced its 'Golf 
Operator's Handbook' to satisfy numerou^ 
requests for planning and operating in-
formation from prospective driving range, 
minature golf and Par-3 course operators. 
In 31/2 years, 5,000 copies of the book 
have been sold and it has gone into a sec-
ond printing. 



FOR THE MAN OF DECISION 
Wilson Executive Golf Equipment 
The Wilson Executive Set—a leather golf 
bag and matching leather carry-all—repre-
sents the ultimate in distinction. Perfect 
in every detail—genuine hand rubbed rus-
set strap leather in both bag and carry-all 
—skilled construction—smartest style. 

w i n w a i t 
W i l s o n Sport ing G o o d s Co., C h i c a g o (A subsidiary of Wilson & Co., Inc.) 



A Pro Puts On 
A Fashion Show 

Lou Strong, pro at Tam O'Shanter CC, 
Niles, III., with an assist from Sales Rep 
Ed Lust, gives his members an idea of 
things to be seen in the Tam shop this 
summer by staging a style show that 
sparkles with beauty and form. 

UtK'.SWAWl 
Assistant Pro Tommy Burns and model show latest 

well-dressed golfer styles. 

This garb can be worn for golf or away from the 
course. Etonic shoe is very latest for the gal golfer. 

(Left) Swim suit (and contents) have GOLFDOM'S 
unqualified endorsement. Strong does thriving busi-

ness with the sun set. 



Pro Lou Strong would have been happy even if he hadn't made a sale. 

A caption is hardly necessary. 

Emcee was Squire slack rep, Ed Lust, who helped 
Strong put on fashion show. 

Greta Leone (left), assistant pro, was in 
charge of catching the cues as she stood in 

the wings with models. 



Why is 



Howard is Ronning because he can't 
wait to call on every Pro in his territory 
with the newly-expanded and now 
complete line of Dunlop golf equip-
ment. And here comes Howard n o w . . . 

. . . Ronning with new Tufhorse bags 
and matching accessories in rich 
leather, canvinyl and vinylized duck. 

. . .Ronning with new Maxfli woods 
and irons with True Temper "Pro Fit" 
shafts crafted by Pedersen. 

. . . Ronning with handsome golf shoes 
by Wright Arch Preserver, making 
their debut in the Dunlop line this year. 

. . . Ronning with the old favorite 
Maxdri all-weather golf shoes, too. 

. . . Ronning with the ever-popular, 
perennial champion, the 
incomparable Maxfli golf balls. 

: . . Ronning with proofs of all 
the ads Dunlop will have working for 
you in Sports Illustrated and the 
leading golf publications. 

Why is Howard Ronning? Just ask 
him — if your pro shop is in Eastern 
Iowa, Minnesota, Northern Michigan, 
Wisconsin, North Dakota, South 
Dakota . . . and all points in between. 

If your pro shop's elsewhere, you'll 
find your own personal Dunlop 
"track star" listed at the right. 

DUNLOP TIRE AND RUBBER CORPORATION 
Sporting Goods Division 

5 0 0 Fi fth A v e n u e • N e w Y o r k 3 6 , N. Y . 

Howard Ronning? 

Sold only in Pro Shops 

GOLF BALLS BAGS CLUBS 

SHOES ACCESSORIES 

GET THE BIG, EXCITING STORY 
FROM YOUR DUNLOP REPRESENTATIVE NOW 

EASTERN D I V I S I O N 
Regional Manager : 
PAUL G I B B S 
500 Fi f th Ave . 
New York City 
Phone: PEnnsy lvan ia 6-2682 

Maine , N e w Hampshire , 
Vermont , Massachusetts 
and Rhode Is land 
W I L L I A M BEARSE 
P .O . Box 365 
Hyannisport , Mass. 
Phone: SP 5-1764 

Connecticut, Westchester, 
Nassau , Suffolk , Bronx and 
Manhat tan , New York 
H O W A R D FAHEY 
19 Ogden Ave . 
Whi te P la ins , N. Y . 
Phone: Whi te Plains 8 7483 

Oh io and West V i rg in ia 
HARRY HULL 
1518 Larchmont Ave . 
Lakewood , Ohio 
Phone: LAkewood 1-2046 

Northern New Jersey , 
Southeastern New York 
W A L T E R L O N G 
37-05 80th St. 
Jackson Heights 72, N. Y . 
Phone: HA 6-2742 

New York State, 
Western Pennsy lvan ia 
J A C K McCULLOUGH 
445 Grove r C leve land Hwy 
Eggertsv i l le , N. Y. 
Phone: PArks ide 7251 

Mich igan 
C H A R L E S LEE SMITH, JR . 
Apt . 5, 114 Oakda le Ave . 
Roya l O a k , Mich. 
Phone: LI 7-8134 

SOUTHERN D I V I S I O N 
Regional Manager : 
O . D. ELL IS 
R. D. 2 
F a i r f a x , V a . 
Phone: CRescent 3 4543 

Eastern Pennsy lvan ia , 
Southern N . J . , De laware , 
M a r y l a n d and D. C. 
H O R A C E L. HORTON, JR . 
313 Croft Road 
North Wa le s , Pennsy lvan ia 
Phone: O X b o w 9-9705 

North Caro l ina , South 
Ca ro l i na , Georg ia & Flor ida 
J I M K A N E 
1602 Trentwood PI . , N . E . 
Brookhaven , G a . 
Phone: MEIrose 4 4778 

Kentucky , Tennessee, A l a b a m a , 
Miss iss ippi , F lor ida, Panhandle , 
Baton Rouge and New Or leans 
HERB M A Y 
2677 Burns Ave . 
Memphis , Tenn. 
Phone: F A i r f a x 7-1844 

M I D W E S T E R N D I V I S I O N 
Regional Manager : 
Cook a n d Lake Counties 
in I l l inois 
TOM M O O R E 
2001 Milton A v e . 
Northbrook , I I I . 
Phone: CRestwood 2 3058 

Missouri , Kansas , Nebraska , 
Western I owa 
AL B R A A K , JR. 
5505 Westwood Dr. 
Des Moines, I o w a 
Phone: ATlant ic 2-9171 

I l l inois , Ind iana 
C H A R L E S PAPOUSEK 
16537 S. Turner 
Markham, I I I . 
Phone: EDison 3-3912 

Eastern I o w a , Minnesota, 
Northern Michigan, 
Wisconsin , North and 
South Dakota 
H O W A R D R O N N I N G 
6150 Park Ave . 
Minneapol is , Minn. 
Phone: UN 6 6944 

SOUTHWESTERN 
REPRESENTAT IVE 
O k l a h o m a , A rkansas and 
parts of Texas and Louis iana 
J O S E P H BOLD 
5902 Morningside A v e . 
Da l l a s , Texas 
Phone: TAylor 1-0931 

P A C I F I C COAST D I V I S I O N 
Regional Manager : 
H O W A R D K I N S E Y 
565 - 14th Ave . 
San Francisco, Ca l i f . 
Phone: BAyv i ew 1-3110 

Southern Ca l i fo rn ia 
I R V I N G CHAPPEL , JR . 
350 So. Fuller Ave . 
Los Angeles 36, C a l i f . 
Phone: WEbster 1 2366 

Northern Ca l i fo rn ia a n d 
Northern Nevada 
ELI A FOTTRELL 
155 Bel la V i s ta Dr. 
Hi l lsborough, C a l i f . 
Phone: D iamond 4-0522 

DISTRIBUTORS 
Washington, North Centra l 
Oregon, Idaho Panhand le , 
Western Montana 
D E & L C O M P A N Y 
3455 Thorndyke Avenue 
Seatt le 99, Washington 
Phone: ATwater 2-4243 

Colorado, Wyoming , N e w 
Mexico , Western N e v a d a , 
Southeastern Montana 
DENVER G O L F & T E N N I S C^ 
1807 Welton St. 
Denver , Colo. 
Phone: MAin 3 4941 

Southern Idaho, 
Southwestern Wyoming , 
Eastern Nevada , Utah 
SHULSEN D ILLON A T H L E T I C 
SUPPLY CO . 
149 East Second St . , South 
Sa l t Lake C i ty , Utah 
Phone: EM 3 4561 

Ar i zona , El Paso ( Texas ; 
County , West Texas 
W I L S O N - W A L Z S P O R T I N G 
G O O D S C O M P A N Y 
500 San Francisco Street 
El Paso, Texas 
Phone: KE 2 5697 
T. K NEWELL DIST . , I N C . 
615 S. W . 2nd Avenue 
Miami , F lor ida 
B. F. SCHOEN, Ltd. 
Honolulu 1, H a w a i i 
P .O . Box 3464 



G e o r g e Lake, Recreation Park 
pro, behind main sales counter 

of his small muny shop. 

By CHUCK CURTIS 

GE O R G E LAKE, professional at the 
Long Beach (Calif . ) muny courses in 

Becreation Park, has an impressive list of 
credits in the development of young as-
sistant pros, many of whom now have head 
club jobs throughout the country. He also 
has been a vp of the national PGA, a chair-
man of the PGA junior golf teaching com-
mittee, a pres. of his PGA section and 
general chmn. of the 1958 PGA National 
meeting in Long Beach. 

Former assistants at Recreation or ama-
teur players at the course who later be-
came head pros have included Jackson 
Bradley of Houston, Bob Judson of St. 
Andrews, 111.; Harry McCarthy of Balboa 
Park, San Diego, Calif.; Wayne Otis, who 
took a head job in 1958 in Whitinsville, 
Massachusetts; Darrel Hickok, in Illinois; 
Gary Nixon, White Sulphur Springs, and 
Joe Warburton, Don Willis and Jimmy Ire-
land, all at Southern California clubs. 

Most important to the financial well be-
ing of his family, Lake also is an outstand-
ing home club pro and merchandiser. 

His bookkeeping setup, for example, 
gives him a quarterly report on sales. 

One of his two woman assistants, Za-
mona Schoepflin, also is his bookkeeper, 
keeping a daily record of sales. A certified 
public accountant audits all records quar-

terly, preparing tax returns and giving 
Lake a financial statement. 

Profit Ratio Determined 
The statement shows the percentage of 

profit in different categories of sales: soft 
goods, clubs, bags and balls. Thus an 
abrupt change in the ratio of the sales and 
profit margin gives Lake a guide to pric-
ing changes in order to move slower sell-
ing goods. 

Lake, himself, does all the ordering of 
clubs (except for re-ordering of basic items 
which the assistants handle). Miss Schoep-
flin orders all soft goods, keeps track of 
prices, attends style shows where golf 
clothing is shown, and advises Lake on 
pricing of soft goods. 

Although this is entirely a public course 
operation with heavy transient trade (in-
cluding large numbers of Navy personnel), 
the soft goods business amounted to 30% 
of total sales in January of this year. 

Lake has one of the smaller shops among 
Southern California public courses, yet he 
ranks among top pros in that thriving golf 
area for yearly sales. 

"The big thing is to have things out 
where they can be handled," George says. 
As a result he has about 90 sets of irons 
and woods constantly on display. And he 
sells a good deal of merchandise to play-
ers from other clubs and courses. 

"Lighting is a big factor in any size 

at Long Beach Muny 



Lift handle 
- It opens 

Lower handle 
- It closes 

AUTOMATIC FOLDING ACTION 
By World's Oldest Cart Manufacturer 

Model HURCULES- 1959's Newest 
— Takes any shape bag, any size 
from 3" to 16", any weight. Com-
pletely adjustable brackets . . . Re-
tractable base . . . Adjustable han-
dle. Model HERCULES is probably 
the last word in top guality carts. 

Send for catalogues including 10 
other models ranging in price from 
$19.95 to $39.95. 

TUFFI-TUBES 
P las t i c 5 9 * list 

F ib re 3 5 * list 

CHAMBERLIN "NASSAU" GOLF KARS 
TWO TYPES: 4 Passenger Deluxe. 

2 Passenger "Renter" Economy Model 

Completely new in principal, new in Des ign and 
new in Reliable Service. 

Completely Automatic. A marvel of mechan-
ical torque converter transmission. One gas 
pedal. One brake pedal. Power on hills un-
believable. Work s as smoothly as the Super 
Deluxe hydraulic transmission of automobiles. 
Air cooled engines. Equipped with non-tamper-
able yardage meters as standard equipment. 
Plenty of alternate options to choose from. 
Two passengers, or Four passengers. America 's 
most sensational top quality Chamberlin Product. 

G A S O L I N E P O W E R E D 

CHAMBERLIN METAL PRODUCTS Phone: cApito i 7 7 1 7 1 2226 Wabansia, Chicago 47,111. 

CHAMBERLIN METAL PRODUCTS For Resale • Personal • 
Please send full information about the following products: Kaddie Kart Rental Karts • Kolapsi 
Kart automatic closing golf carts for resale • Send Catalogues • Prices • "Nassau Renter" 
Economy Kar model Q Nassau DeLuxe model £ ] Personal use Q 

We Now Use 

Remarks and requests 

Name 

MAIL-COUPON Address 

N O W City — Zone Stat* 



Zamona Schoepflin, one of Lake's two fulltime 
women assistants, shows golf ball display drawer. 

shop," Lake declares. His shop now has 
overhead fluorescent lighting as well as a 
number of individual spots which are 
directed at featured displays. 

"One of the major mistakes a pro can 
make," Lake says, "is trying to hold up the 
price on closeout merchandise when by 
marking it down he can clear the space 
and realize money for new purchases. 

Doesn't Go Overboard 
"Another error is in allowing too much 

on old sets, George maintains. As an ex-
ample, he mentions that a pro might quote 
an over-allowance on old clubs for a speci-
fic set of new clubs. The deal would give 
the pro a fair profit. Then the customer 
changes his mind and selects another set 
of new clubs on which the pro's margin is 
not very large. The customer wants the 
same inflated allowance on his old clubs 
and the pro is stuck with a profitless sale. 

Lake has a splendid arrangement in his 
lease from the City of Long Beach. 

All green fees are paid in the golf shop 
(a separate cash register is used for this, 
also for locker rental and shoe shines 
which the city gets). He owns the rental 
carts and operates the driving range, rent-
ing out the canvas buckets of range balls 
from the shop. 

He pays a flat rental, rather than a 
percentage of sales* 

Under the operational plan every golfer 
including the players who use the practice 
range come through Lake's shop. 

Lake's rental pull carts have detachable 
handles which are stored in the shop. 
When a golfer rents a cart he is required 
to put up $1 deposit, of which 65^ is re-

Old fireplace in Recreation Park shop was rigged 
into a display with use of pegboard and shelves. 

turned at the end of the round when he 
turns in the handle. Strangers are required 
to leave a driver's license or service I.D. 
card for rental of golf clubs. 

Rental sets have Lake's name and the 
words "rent set" appear on the clubhead. 
They are matched sets. He feels these not 
only are more foolproof against theft than 
ordinary sets of rental clubs, which are 
just unmatched sets of old clubs with no 
positive marking, but that they also lead 
to sales of complete sets of matched clubs 
in the same swing weight and shaft as the 
rental clubs. 

Code for Stock 
Lake's staff of two men and two women 

(in addition to considerable part time 
help) marks merchandise with a code 
letter when pricing. Thus the letter "D" 
stands for 1959 and every January the 
entire stock is examined and all year-old 
items are marked down. Lake won't al-
low anything to stand around much more 
than two years; after that it's priced down 
to a sure selling point. 

Lake's assistants, who teach on their 
own time, are on a straight salary, no com-
mission. They average 42 hours a week 
in the shop but are paid overtime for the 
longer summer days. "My girl assistants 
are paid better than many men assistants 
in the area, possibly because they are 
better trained in pro shop work," Lake 
declares. 

Recently Lake, working with the restau-
rant concessionaire, had equipment for 
canned music installed in his pro shop. 
Now the would be purchaser can examine 
or purchase clubs or equipment to the 
accompaniment of soft melodies. 


