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Here is the “Big Hitter” for 1961 . . . the dazzling new Spartan Golf Car .. . a

gasoline power driver that climbs any hill yet never tears the turf — no wheel spin.

The Spartan is the first to offer the extra-silent performance of the new Briggs & Stratton
special design golf car engine with alternator and magneto system . . . engine idles without
battery discharge.

The Spartan gives you an amazingly silent, smooth-as-silk ride. It takes the bumps day after
day without flinching — electric welded body eliminates nuts and boits that loosen and require
tightening.

For the safest, easiest driving golf car, you'll want the dual-controlled Spartan. Just turn
ignition key to start engine and away you go — automatically— no gear shifting. A single
spring loaded foot pedal controls acceleration and braking — lift foot off pedal for safe,
gradual stops and automatic locking on hillsides. 360° turning radius. Maximum

speed 10 m.p.h. Sun Top optional.

Special suspension type bag holders keep clubs “free” and immediately acces-

sible . . . there's no wear on club grips.

Write today for brochure which gives full details and specifications

Exclusive supplier: GOLF, INC. / MAYO BUILDING / TULSA, OKLAHOMA

BUILT BY SPARTAN AIRCRAFT COMPANY — A GREAT NAME IN AMERICAN INDUSTRY
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Motcl—type construction well suited for

providing member, employee accommodations

By EARL R. LARSON

Earl R. Larson & Associates, Chicago, 11l

ANY clubs at some time have had

dormitory facilities for employees.
Others have had facilities for members and
guests for seasonal or weekend occupancy.
Most of these have deteriorated over the
years and many are no longer needed as
the members are suburbanites and live
within a short distance of the club. The
cost of maintaining these facilities has
risen sharply while income from them and
usage have greatly diminished.

While this has been going on other
changes have taken place. Members who
have raised their families in the suburbs
are going back to city living. But they still
want to retain their ties with the old club,
and the tollways and superhighways that
bridge the distance between their new
homes and their clubs make it rather easy
for them to do so.
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Inadequate housing at the club, though,
makes it inconvenient for them to get as
much out of the club as they would like.
If they wanted to spend their weekends
or even an occasional week or two at the
club, the housing is not there for them.
The dormitory, while it was fine before
the war, has deteriorated into a decrepit
building and probably is being used for
storing machinery and course supplies.

Two Reasons for Building

This is one argument for restoring the
old club dormitory or some kind of hous-
ing facilities. Another is that many clubs
on an 11- or 12-month operating schedule
these days find it difficu]t to attract good,
permanent help to them because of lack
of adequate housing.

The solution, though it may appear
costly at first, is to scuttle the old dormi-
tory or, if none ever existed, to construct
buildings that satisfy present needs. Here,
your architect can help in bringing in ad-
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y.()u will note--

More and more of the top golfers—
both professional and amateur—are
using Glasshaft clubs, made by
Golfcraft. They know that all the
power of the swing with a
Glasshaft club produces distance
and accuracy. Nothing is lost
thru vibration or distortion.

{ | /| FOR THAT TOUCH OF CLASS

74 PLAY GLASS...

[f'} olferaft

> glasshafi
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ditional revenue and attracting both mem-
bers and reliable employees who other-
wise wouldn’t be available because of the
distance between the club and their
homes.

Using construction similar to the motel-
type building, locating it where it over-
looks the pool or a scenic part of the
course and getting a sufficient number of
persons to use it will result in the crea-
tion of a “cabana or golf colony” develop-
ment of vour club. Cost per unit in most

arts of U. S. should be around $6,000. At
?irst glance this may seem a little stagger-
ing but there are numerous uses for this
type of housing facility and the “pay-out”
period, you will find, isn’t unduly long.

Points to keep in mind when consid-
ering this type of building are:

LOCATION

1. It should overlook the pool or

course;

2. It should back onto the parking lot;

3. It should be used to shield some

unattractive area of the club such
as the back end of the club or the
caddy lot.

TIME

1. Approximately 3 months construction

time is needed for this type of build-

ing.
FEATURES

. Individual access to each room;

. Two stories high, offering lower
building costs and providing the
same view for all units.

USES

1. These units can be sold on a “co-
operative” basis to the membership.
The club could lease the land to the
co-op group for a certain period of
years. At the end of this period, the
club would have the option of pur-
chasing the entire buillding or the
rental price could be payments on
the building by the club whereby it
reverted back to the club after “X”
number of years. Initial cost of the
construction and operating costs
could be borne by the co-op group.

2. Rooms could be made available to
the members on a daily, weekly,
monthly or seasonal basis.

3. Business conferences, tournament

1. Central Heating;

2. Individual Room Air Conditioning;

3. All brick and concrete construction;

4, Itd should be “maintenance minimiz-
ed;

5. Plate glass windows to reduce build-
ing costs;
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grougs, or members, house guests

could be accommodated in this type
of facility.

4. Key personnel, i. e., pro, chef, man-
ager, etc. could be housed in these
units and housing given in lieu of
salary.

CAUTIONS

1. No cooking facilities should be con-

templated.

Interior decorating should be simi-

lar in all units to allow shifting of

furniture for special needs and to
insure mass buying of furnishings.

3. Interiors as maintanence-free as pos-
sible.

MODIFICATIONS

1. Units could make a desirable facility
over new pro shop construction.

2. Units could be incorporated in the
upper level of a shower room facili-
ty.

3. Units could be on the top story of
new club house construction.

4. Units could contain a small coffee
shop, giving food facilities for Gun
club operations; Days the club is
closed; “Off Season” feeding; Addi-
tional feeding for special occasions.

)

Ladies PGA Circuit Hopes
for Most Successful Year

The Ladies PGA circuit, which has
been unusually successful in the last two
years from a financial standpoint, is ex-
pected to be even more lucrative this
vear. The tour which started at Sea Is-
land, Ga., in f]an., will extend into the
fall with the final stops being made in
California.

In 1960, prize money totaled a little
less than $200,000, falling short of the
record year, 1959, when it amounted to
$215,000. Louise Suggs was the leading
money winner in last year’s campaign with
$16,892, winning slightly more than
Mickey Wright. Mickey, however,
smashed all scoring records as she aver-
aged 73.25 strokes for 75 rounds.

Four new faces will be seen on the tour
this year while Joyce Ziske, who came
into her own in 1960, is dropping out to
get married. She was runnerup for the
Women’s Open title last year and fin-
ished among the top money winners. The
newcomers are Carol Mann of Flossmoor,
I, Judy Kimball, former Iowa state
champion, and two former winners of the
Georgia state crown, Barbara Green and
Janice Phelps.
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‘We asked for
 -fi. ~ help from AGRICO ™ ©

says George Darou, Supt.,

London Hunt and Country Club, London, Ontario, Canada

“Three years ago, when it was found
necessary to relocate our Club, we
called on the AGRICO people to help us
plan a sound fertilizer program for the
building of our new 27-hole course. In
the Spring of 1958, the AGRICO people
took soil samples on the 18-hole layout
that is now completed. We followed
their sound feeding recommendations
for all greens, fairways and roughs be-
fore seeding each area, and during the
entire growing season of 1959 and
1960. Since active play began on the

greens, in April 1960, we have con-
tinued an AGRICO Program of AGRICO
FOR TURF 10-6-4 with Ureaform along
with AGRINITE.”

“Thanks to AGRICO, all our greens made
exceptionally fine growth and kept a
dense green colour throughout the first
season of play. That’s why I have only
the highest praise for AGrICO.”

Let AGRICO help you in developing a
sound feeding program for year-round
maintenance of your course.

See your regular supplier or write
The American Agricultural Chemical Company * 100 Church St.,, New York 7, N.Y.

In Canada, Agricultural Chemicals Ltd. » 1415 Lawrence Ave., W. Toronto 15, Ont.

AGRICO"

America’s Premier Golf Course Fertilizer

AGRINITE"

the better Natural Organic Fertilizer
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Officers and directors of the Mid-Atlantic GCSA, elected when the organization held its annual confer-

kAN

ence in Baltimore early in January are: Front row (I to r): Carroll Hitchcock, Woodholme CC, Pikesville,

Md., dir; Angelo Cammarota, Green Hill Y & CC, Salisbury, Md., sec.-treas.; George C. Gumm, Ocean

City G & YC, Berlin, Md., pres.; William E. Wright, Norbeck CC, Rockville, Md., vp.; James A. Reid,

Suburban Club, Baltimore. (Back row — all directors) Stanley Zontek, Manor CC, Rockville; Frank Dunlop,

Baltimore CC ; Barclay Whetsell, Westbriar CC, Vienna, Va.; L. R. Shields, Woodmont CC, Rockville;

David Canavan, Bolling CC, Jeffersonton, Va.; and James E. Thomas, Army Navy CC, Arlington, Va. A
total of 176 persons attended the two-day Mid-Atlantic conference.

Report Tells How Golf Fares
in Open Space Race

By HARRY ECKHOFF
National Golf Foundation

Demand for all forms of outdoor recrea-
tion will increase at an unprecedented
pace during the next 25 years and the role
of county recreation will grow dramatical-
ly because of this. This is the theme of
a study entitled, “The Race For Open
Space,” just released by the park, recre-
ation and open space project of the Tri-
State N. Y. Metropolitan region.

Increased demand will result because of
these factors: The housewife, as well as
her husband, has more leisure; teenagers
have more cars and more mobility than
ever before; larger numbers of older
people are retiring at an earlier age when
they still have many active years ahead.
All these things point to more participa-
tion in golf, swimming, boating and sim-
ilar activities with greater frequency than
just weekends and because of a wide-
spread desire to have facilities within
15 or 20 minutes of the home.

To meet these needs, the project has
set a standard of 12 acres of county parks
for every 1,000 of the county’s 1985 pop-
ulation or 5 per cent of the county’s total
area, whichever is greater. The project
suggests the following distribution for the
12 acres: swimming and beach, 1 acre;
picnicking, 3; golf, 2; organized games
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and specialized activities, 3; boating,
Ya; natural area activities, 5. The pro-
ject recommends an increase in county and
state parks from their present 122,000
acres for the Tri-State Metropolitan region
to 560,000 acres by 1985,

Says the rrojcct report in part: “Golf
has a special importance. It is enjoying a
dramatic growth in popularity. Demand
has become legendary. Course waiting
times are announced over the radio. All
public courses in the Region report that
they are played up to and beyond their
capacity on weekends.” :

A survey of courses was recently made
by the open space project officials for
the Tri-State N. Y. Met region (it extends
in a radius of roughly 50 miles from mid-
Manhattan and includes 22 counties in
N. Y., Conn. and N. ].) in cooperation
with the Metropolitan GA and National
Golf Foundation. Results of the survey:

There are 268 courses in the region
utilizing 43,933 acres. Privately owned
courses number 226. This is in line
with the national averages as Founda-
tion records show that about 85 percent of
the nation’s courses are privately owned.

Louisiana Turf Officers

C. L. Deare is pres. of Louisiana Turf-
grass Assn. for 1961. Other officers are
Lou Vickers and C. D. Smith, vps, and

Claude Whalen and Steve Clifford, vice
secs.
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St. Clain Countny Club”

chooses fabulous

Deaalitul Holaes

GOLF CLUB CARPET
for its handsome remodeled clubhouse

Learn how your club, too, can save money
...inreplacement...in upkeep...in daily care

Our “Golf Club Herald” brochure shows

what this carpet is doing for clubs all over
the country!

A bright, success-type story of BEAUTIFUL HOLMES
GOLF CLUB CARPET QUALITY 282 . . . and the
story of how it can bring luxurious new beauty, with
a decorator touch, to your club! Learn the specifics of
famous “Quality 282", a wilton carpet woven for the
express purpose of standing up to golf cleats, tracked-
in turf and lots of generally rugged wear. . . to mean
lower maintenance and replacement expenses, lower Y
club operating expenses all-together! b

“NINETEENTH HOLE”
* Pittsburgh, Pa.

have already found out for
themselves. Every page a case
history of }wwdtll;ese clubs
have benefitted by putting

eﬂ\é 0‘\ proven “Quality 282" in pro
e Q shops, locker rooms, lounges
. . throughout! Send for your
copy, and benefit yourself!

. see what 50 famous clubs '

I want to see the new

l W flobyes & ofoyy, GOLF CLUB HERALD,
listing the 50 famous clubs

ERIE AVENUE AND K STREET, PHILA. 24, PA. that have successfully

installed Beautiful
Holmes Quality 282,

ZONE

N OUR SECOND CENTU

STATE

NE CARPET WEAVIA

JRY OF F
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Birdie Il Gasoline Powered =

Ace Il Gasoline Powered or Eagle Il Electric Powered

28 Golfdom
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*DNVENIENCE
w‘ GOLF CARS...

7567

The new, smartly designed, 1961
Y Caddy Car line offers you
greater profit opportunities than
“I®ver before. Designed, engi-
a‘neered, manufactured, and
‘priced to meet today’s require-
_yments for an efficient, profitable
golf car operation, Caddy Car’s
4 completely new styling, com-
bined with new performance and
- xonvenience features, make it
‘the most desirable golf car of all.

Add them all up...lower initial
.dgost, extra reliable performance,

minimum maintenance, super

silent operation for player popu-
J larity, and...it means greater

profit for you. Investigate today
e Nationwide Caddy Car Sales
and Service has a sales, financ-
y-'ing, or leasing plan to fit your

needs. Write for FREE Litera-
s#ure Today!

POWERED PRODUCTS
COMPANIES

- % powered Products of Texas, Inc.
r 4711 East 5th Street, Austin, Texas
at

v

Powered Products of Michigan, Inc.
Rothbury, Michigan

Flat Bed Pickup Model 1000 Gasoline Powered

February, 1961 29



By ERNIE SABAYRAC

Pres., Ernie Sabayrac, Inc., Hialeah, Fla.

F YOU want to be jolted by seeing

where pro shops are losing a big and
profitable sales volume every year, look
into women’s golf bags.

If you are one of the wise pro business-
men who watches for opportunities to
bring in new business and profits, look
into women’s golf bags.

If you want a sud-
den awakening to the
fact that pro shop poli-
cy and operation may
have to be drastically
changed, look into
women’s golf bags.

If you are one of the
many professionals who
have reported what I
have seen printed in
GOLFDOM about
women’s pro shop pa-

Your Built-In
Market Survey

Check the bags of the women players
and you'll find out whether they're
buying from you or a competitor

It is sad but certain that women are not
being educated to buy in pro shops even
though the pro is, or should be, acutely
aware that they are buying a large volume
of equipment, and even apparel, from de-
partment stores.

This dangerous blind spot in the pro
merchandising view isn’t the fault of wom-
en. So, it must be the pro’s fault!

Many years ago pro shop merchandis-
ing began and ended
with selling bench-
made clubs along with
balls and bags. The
habit of buying from
the pro shop was es-
tablished among men
and women because
there were not many
other places to buy golf
equipment. There nev-

tronage not increasing
nearly as fast as the
increase in women'’s
play, look into wom-
en’s golf bags.

What is in women's bags will tell you a
story of the future of pro shop business.

It is one that should shock every
thoughtful professional. It is a story not
only of many dollars of clubs sales lost,
but of a chance lost to establish the pro
shop as the source of everything the wom-
an player wants and needs.

When you have established the habit of
buying in the pro shop among your play-
ers you have protected your present and
future in pro business.
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E; er has been another
= golf goods store as con-
g veniently located as

the pro shop. That was

I

T

e

a big factor in mer-
chandising in the old
days. Pros should con-
tinue reminding prospective customers of
the exclusive and attractive element of pro
shop convenience!

-
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Aggressive Selling

The great growth of women’s golf in
the past few years has changed the pic-
ture of shop merchandising. Stores are
going after women’s golf business with
aggressive advertising, low pricing, small-
er sets and displays that get women’s at-
tention when they are in a buying mood.
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