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P U L L U P W I N T E R P R O F I T S W I T H T H E M E I S T E R T O W , 
Y O U R B E S T A N D M O S T E C O N O M I C A L S K I T O W B U Y . 
Meister Tow's exceptional features allow you to cash in 
on the booming ski market this winter! 

• Completely p o r t a b l e . . . has retractable legs, is light enough 
(160 lbs.) for repositioning . . . adaptable to any slope. 

• Safe to operate . . . even for children, no exposed gear mech-
anism, and features fully adjustable towing speed. 

• Simple to operate . . . even for a woman. No mechanical skill 
or special tools required. 
Dependable . . . rugged 10 H.P. Kohler motor designed for win-
ter starts provides economical and maintenance-free operation. 

SEND FOR FREE BROCHURE. 

KESSLER-ELLIS PRODUCTS CO. 
4 6 CENTER AVENUE. ATLANTIC H I G H L A N D S . N . J . 0 7 7 1 6 

MEISTER TOW MAKES ANY HILL A SKI SLOPE 



How to finance 
your fall buying 

Six methods to help 
overcome your year-end 

shortage of funds. 

W h a t is the solution of the purchas-
ing problem of those clubs which are 
just "sliding along" or have spent their 
yearly budget and lack sufficient funds to 
make the necessary fall purchases. There 
is much of practical value on this subject 
in the following remarks from a very suc-
cessful golf club executive who is one of 
the well known makers of maintenance 
equipment. 

"Greenkeepers and greens chairmen 
of all golf clubs know that the results 
of fall seeding and the use of fertilizer 
in September and October are worth 
100% more than the same amount of 
seed, fertilizer and labor used in the 
spring of the year. Regardless of this 
fact, it appears that 70% of the clubs are 
broke, as it were, when September comes 
and they are hedging, attempting to get 
through the year without spending any 
more money and, in reality, they are 
working to the detriment of their own 
best interests so far as the golf course is 
concerned. 

"One reason for this hedging is that 
every fall, or some time in the winter or 
early spring, a new greens chairman is 
appointed and a new budget is planned 
by a new committee of officers. In other 
words, the old committee and greens 
chairman are trying to produce the best 
they can under the circumstances ex-
pecting that the work and grief and fu-
ture budgeting will be handled by a new 

Budgeting was a problem for country 
clubs when this article was written in 
1927. This is a penetrating analysis of 
the ways open to smart club management 
in picking up those year-end "tabs." 

group of men and present worries are 
over when the season ends this year. 

"This brings us back to the argument 
in favor of a three year, or five year, or 
permanent greens chairman and furnish-
es conclusive proof that yearly changing 
of greens chairmen is a foolhardy cus-
tom. It would be just as sensible to dis-
charge the greenkeeper every year and 
hire a new one. 

"However, recalling the principal idea 
or subject of how clubs may best ar-
range for the fall purchasing of fertiliz-
ers, seed and equipment, the writer's 
position as a manufacturer and jobber 
doing business with golf clubs enables 
him to voice the opinion that the true 
conditions or hardships or unpleasant 
circumstances present during the fall of 
the year are solely caused by the golf 
club officials. Unbusinesslike, lax meth-
ods and inefficient bookkeeping have 
placed many golf clubs in an unenviable 
position insofar as borrowing power or 
their relations with the banks and manu-
facturers and jobbers are concerned. It 
is seldom, indeed, that a banker or a 
manufacturer, or a jobber can obtain a 
clear financial condition of a golf club. 

" O ne primary reason is that book-
keeping systems in golf clubs are sel-
dom found to be businesslike or efficient. 
A second reason is that no one seems to 
care when or how the golf club pays its 
accounts; very few take advantage of 
discounts unless they are forced to do 
so by the manufacturer and 70%, or at 
least more than 50%, of all golf clubs ask 
or take from three to six months to pay 
an account of $1,000 or less. The rea-
sons vary as golf clubs vary, but lack of 
coordination, cooperation, good sound 
business ethics, and the personal interest 
of some individual are usually the cause. 
Just as a manufacturer or jobber must 
call on anywhere from three to seven 
men at a golf club before he obtains a 

Continued on page 78 



Golf Professional, Angelo Ruggiero, veteran golf car fleet 
operator at the beautiful Los Robles Greens... one of 
the most highly used semi-private courses in the country, 
selected Trojan '217' Mileage Master golf car batteries for 
exclusive use in his fleet of 75 Marketeer golf carts. 

For proven dependability and low maintenance cost... 

TROJAN BATTERY COMPANY • 724 EAST 61st STREET • LOS ANGELES 1, CALIFORNIA 
For more i n f o r m a t i o n c i r c l e n u m b e r 151 on card 



Superintendent 'sales planner* 
The best method to get what you want from the 

green committee is to know how to ask for it. 

By C L Y D E T . N O R M A N 
New Orleans District Manager, Johns-Manville Pipe Sales 

Superintendents have to be super-sales-
men. The most knowledgeable golf course 
super can do no more effective job than 
his budget allows. Selling this budget 
to those in authority is perhaps his big-
gest job, yet many superintendents just 
don't know how to go about it. 

I recently attended a turf grass con-
ference in South Alabama. A manufac-
turer's representative expounded the 
benefits of his product to grasses. 

A superintendent next to me whisper-
ed: "This is fine, but it's not my problem. 
I know almost all the products and 
techniques, but how do I get this over 
to the people at my club? If I learn 
something here that costs money, I have 
to convince the greens committee that 
it's worth it." 

This calls for a definite plan of attack, 

and the purpose of this article is to give 
you that plan. It is not just an idea, 
but a program that has been used suc-
cessfully for many years. We call it the 
"Sales Call Planner." This denotes a 
"call" for the purpose of making a 
"sale," and this is exactly what super-
intendents must do. 

In the formulation of this presentation, 
you will want to follow a logical pro-
cedure, and I suggest these eight inter-
locking subjects that follow in sequence 
—one interrelated with the next. This 
will give continuity to thought and make 
acceptance of the plan easier. 

The first basic point is what are you 
trying to do? It is fundamental at this 
point to write down your primary aim. 
It will steer your thinking along a 
definite line to your objective. Let's say, 

Continued on page 84 

S A L E S C A L L P L A N N E R 

1. PRIMARY OBJECTIVE: 

2. THE PROSPECT: (Who? What business? Why does he need ?) 

3. BEFORE-CALL CHECK OF SALES AIDS: 
(Be sure they're complete and ready to use. Remember, put a sample in his hands.) 
Samples of promotion material 

4. OPENER: (What are you going to say for a start?) 

5. LAYING OUT YOUR PRESENTATION: HOW WILL THIS MEAN MORE 
SELLING POINTS MONEY TO YOUR CUSTOMER 

(Features — in planned order Benefits to him or Proofs to use 
of presentation) his customers 

6. PROBABLE OBJECTIONS OR QUESTIONS: 
HIS OBJECTION YOUR ANSWER 

7. YOUR CLOSE (Write it down): 
(Remember, it's not a close if it doesn't have a question mark.) 

8. RESULTS OF THE CALL: 
(Fill this out after the call, if you want It will give you information and ammunition for another call.) 



Stop your winter profit drop... 

Start a ski-da a rental business 
Now wintertime can be a highly prof-
itable season for you with a SKI-DOO 
Rental Business. You've got all the 
ingredients for success . . . a built-in 
SKI-DOO course, a club house, and 
customers. Lots of them I Snowmobiling 
has become one of North America's 
fastest growing family recreations. All 
winter long, you can chalk up $5 to $8 
rental fees per hour . . . plus continuing 
profits from your dining room and bar! 
And why the Bombardier SKI-DOO? 
Simply—it's the best seller and the best 
liked. In fact, it's the world's largest 
selling snowmobile. Created by the 

inventor of snowmobiles, SKI-DOO has 
the perfect power-weight ratio plus a 
unique rubberized track and suspension 
system. It's the only snowmobile that 
doesn't have exterior track cleats to 
chew up your course and lawns. You 
don't have to worry about your cus-
tomers — or your machines — getting 
stuck in deep snow, on slick ice, or on 
steep hills. Already in rental service for 
four years SKI-DOO's proven record of 
reliable service, low-cost maintenance 
and high rental turnover means less 
work and more profits for you. For more 
details, fill in the coupon below. 

( 

Please send me the complete details on profitable rental operations w i th the 
Bombardier SKI-DOO 

NAME 

NAME OF COMPANY 

ADDRESS 

Bombardier Snowmobile Ltd. ' 
P.O. B O X 4 3 1 , M A L O N E , N E W Y O R K 1 2 9 5 3 



What do golfers say about Wide-Lite 
lighting like this? 
"No trouble following flight of wood and iron shots" 
"I'd much rather play night golf" 

What does the course manager say? 
"Night golf now brings in 70 to 75 percent of our business" 

For more information circle number 133 on card 

4 6 GOLFDOM 



P i e d m o n t golf course , 
Huntsv i l l e , A l a b a m a 

In spite of intense competition 
from six other golf courses in a 
city of 125,000 population, the 
Piedmont Golf Course is highly 
successful. And Wayne Parker, 
course manager, attributes this 
success to the extra playing hours 

-made possible by his "Wide-Lite" 
installation. 

Proof of the popularity of night 
golf is the fact that day greens fees 
are $1.60 for 18 holes, and $2.50 
at night. 

Want to know how "Wide-Lite" 
golf course lighting can bring 
more golfers, more business, and 
more profits to your operation? 
Just send the no-obligation 
coupon! 

W I D E - L I T E 

F L O O D L I G H T S • P O L E S • I N D O O R L U M I N A I R E S 
B A L L A S T S • T R A N S F O R M E R S 

WIDE-LITE CORPORATION S A Division of Esquire, Inc. 
4114 Gulf Freeway, Houston, Texas 

Also manufactured in Australia, Belgium, Canada and Mexico 
t rademark of Wide-Lite Corporation 

Wide-Lite Corporation Dept. 24A-326 
4114 Gulf Freeway, Houston, Texas 
Send me more information on "Wide-Lite" lighting for 
a hole golf course. 

NAME 

COURSE-

ADDRESS-

CITY -STATE. -ZIP_ 

L 



Unmatched for Quality and Luxury! 
THE AZTEC 
GOLF BAGS 
M e x i c o ' s Finest Handtooled Handmade Go If Bag 

This IMPORTED GOLF BAG represents 
the ultimate in authentic handcrafted 
leather. It is skillfully fashioned by native 
craftsmen in Mexico of the finest quality 
genuine saddle leather, handsomely hand-
tooled. 

Truly this year's outstanding Pro Shop 
top quality leader. And readily rec-
ognized by Pros and players for the 
beauty of its lines and its practical 
and complete provision for every bag 
service convenience. 

EXCLUSIVE from 
AZTEC — Manu-
facturers of the Ftn-
tst in Mexican Hand 
Carved Leathercraft! 

The AZTEC golf bags are avai lable in two beautiful colors, aztec brown a n d 
obsidian black. Each AZTEC golf b a g consists of matching hand tooled leather 
hood and matching set of four hand tooled leather club covers. Also avai lable 
is a hand tooled all leather matching AZTEC companion case. 
Each AZTEC will give you a lifetime of wear , satisfaction and prestige. Remem-
ber, hand made means time, quality and craftsmanship. 

Wrife, wire or phone for color brochure. 

The A Z T E C Golf Bag Mfg. Company 
O F M E X I C O 

U. S. Address — 
4117-53rd Avenue South St. Petersburg, Florida 33711 Telephone: Office 867-3554 

E X C L U S I V E TERRITORIES O P E N T O PRO D ISTRIBUTORS 
F o r more i n f o r m a t i o n c i r c l e n u m b e r 162 on card 



Buyer's Guide 
to 1967 

Another banner year forsr^^ik 
car industry is seen; 
safety features will be emphasized. 

T h e golf car industry remains optimistic about its prospects for 
1967. The figures certainly back it up. A little more than a decade 
ago, there were only 1,000 golf cars on the nation's fairways. Today, 
it's been estimated that 120,000 are in use. Demand for cars is also 
not likely to slacken—there will be 500,000 new golfers next year, 
according to the National Golf Foundation, for a new grand total 
of 9,500,000. 

"I foresee a 10-15% increase in total sales by the industry next 
year," says William A. Dolan Jr., president of the Golf Car Manu-
facturers Association. "The trend away from member-owned cars 
towards fleets will continue—right now 95% of all cars are going 
into fleets." Another trend Dolan pointed out is that the whole 
golf car industry is becoming increasingly safety-minded. This is 
mainly for insurance reasons due to the rise in manufacturers' 
liability suits, which are started for just about any accident these 
days. Electric cars, Dolan predicts, will increase their lead over 
gas cars in 1967—at present gas models hold only 13% of the 
total market. Wheel steering will also gain on tiller. 

Interesting figures turned up by GOLFDOM'S survey of golf 
professionals (page 64) reveal that golf cars are available at 90% 
of the clubs responding. Over 30% of the clubs with cars have 
fleets between 20 and 50 strong, with another 9% in the 50 and up 
class. Clubs are increasing their hold on the car operation—about 
a quarter of them retain all or up to 90% of car income. 

(Charts start on next page) 



A L U S - C H A L M E R S E L E C T R I C G O L F Elee. $ 9 9 5 860 T i l l e r 9 0 " x 4 7 V 2 " 
S P O R T S P R O D U C T S C A R or Wheel 
I N C . G A S O L I N E G O L F Gas $ 995 625 f o r both 9 0 " x 4 7 i / 2 " f 
H a r v e y , III. C A R 

F E A T U R E S : Individual contoured s e a t s . 

A L M I C O , I N C . S O L O C A R Elec. $ 6 4 5 600 T i l l e r 7 6 " x 4 0 " <> 1 

El M o n t e , C a l i f . 
F E A T U R E S : O n e man, two bags; a u t o m o t i v e brake; d i f f e r e n t i a l drive u n i t . r f . 

A M F W E S T E R N P A R P O N Y j 
T O O L , I N C . 5 7 4 0 Gas $ 5 9 9 325 T i l l e r 6 6 " x 3 8 % " 
Des M o i n e s , Iowa 5 7 5 0 Gas $ 699 3 4 0 T i l l e r 6 6 " x 3 8 % " 

F E A T U R E S : K o h l e r 4 H . P . , K o h l e r 6 H . P . 

B Y 0 R L E E , I N C . B U Z Z - A - B O U T Elec. $ 5 4 5 350 T i l l e r 6 4 " x 3 2 " 
A u s t i n , M i n n e s o t a 

F E A T U R E S : O n e rider, two bags; b a t t e r i e s good f o r 36 holes. M. 

C A P R I M F G . C O . 
S p r i n g f i e l d , O h i o M a n u f a c t u r e r ' s 1 9 6 7 s p e c i f i c a t i o n s not available at p r e s s t i m e . 

C O L U M B I A C A R C L A S S I C Elec. $ 1 1 9 5 850 T i l l e r 89" ' x 4 2 W 
C O R P . 800 (3-wheel) 

$ 1 1 9 5 
o r auto-

C h a r l o t t e , N . C . M E D A L I O N Elec. $ 1 3 9 5 940 m o t i v e f o r 9 7 " • x 4 2 % ' C h a r l o t t e , N . C . 
8 0 4 (4-wheel) 

$ 1 3 9 5 
b o t h . 

C A R L E D A (1-man) Elec. $ 595 4 3 3 T i l l e r 6 7 " ' x 3 0 " 
F E A T U R E S : N e w suspension s y s t e m and t o r s i o n bar; heavy m i l d e w - p r o o f u p h o l s t e r y . 

The specifications for these charts were supplied by the manufacturers, and are 
accurate to the best of our knowledge. Several did not have their 1967 specs ready 
by presstime, and this has been noted where applicable. 

ALUS-CHALMERS SPORTS PRODUCTS COLUMBIA CAR CORPORATION 


