
ghat 's not 007..That's your Mr. Jones 
Yeah! Nice Mr. Jones. 

Your member, Mr. Jones. 

That's nice Mr. Jones who plays your course 
every Wednesday and every Sunday. Re-
member, just last week you gave him a 
lesson. BUT, what's he doing buying his 
golf balls here? 

Well, you might just as well have sent him 
here yourself. When you feature X outs, 
cheap balls and brands that also make 
store balls, you teach Mr. Jones and all his 
friends to look for price, not quality — and 
when it comes to price, you can't begin to 
compete with the downtown stores. 

Did you ever think that if a man will take 
your advice on how to swing, he'll probably 

take your advice on what equipment to use? 

If you sell him on pro-only merchandise — 
like Titleist, for instance — if you sell him 
on the little edge he gets from Titleist length 
and Titleist consistency — he'll believe you, 
and he'll buy all his balls in your shop — 
because he can't get them anywhere else. 

Feature Acushnet's pro-only line: Titleist, 
Green Ray, Pinnacle and Club Special. If you 
sell Mr. Jones and his friends on the ad-
vantages of professional equipment, they'll 
play better golf, you'll have better ball sales. 

ACUSHNET 
B a l l s > P u t t e r s > G l o v e s • H e a d C o v e r s 
S o l d t h r u g o l f c o u r s e p r o s h o p s o n l y 

F o r m o r e i n f o r m a t i o n c i r c l e n u m b e r 1 5 9 on c a r d 



" I consider A G R I C O excel lent in all c a t e g o r i e s . . 
"We've used AGRICO Country Club fertilizers for four years at the Edina Country 
Club, Minneapolis, Minnesota. Since using a weekly program the color and 
growth of our greens has remained constant. Disease incidence has dropped." m 
"We've also had excellent results using other AGRICO granular fertilizers 
on our tees and fairways," says Bill Johnson, superintendent. If your club 
isn't following an AGRICO Country Club Turf Management Program, you'll 
want to call or write your professional AGRICO representative. Or contact: 
AGRICO Chemical Company, Division of CONTINENTAL OIL COM-
PANY, P. O. Box 346, Memphis, Tennessee, 38101. AGRICO Fertil-
izers are available in Canada. 

A G R I C O C o u n t r y Club Ferti l izers 
Preferred by professional turfmen F o r m o r e information circle number 147 on card 



Ask yourself this question about your dub's • 
second most important investment... 



Choose Cast Iron Pipe 
... and be sure! 
It's as easy as it sounds. Cast iron pipe is the perfect ma-
terial for golf course watering systems. And most of the 
major tournament courses in the country have proved it. 

Not only does it go in quickly and easily, but it stays 
in. The reason—hazards don't even faze it. Cast iron 
pipe shrugs off shock caused by sprinklers, takes equip-
ment loads in stride, doesn't absorb water and therefore 
the pipe can't freeze or deteriorate. 

And it's the perfect pipe for uninterrupted play. But 
if course alterations are necessary, durable cast iron 
pipe can be dug up, moved and re-used. Don ' t try that 
with the others! 

Increased pressure is no problem; cast iron pipe 
stands up to pressures many, many times those in your 
system. And, cast iron pipe taps easily with strong, 
strip-proof threads for sprinkler connections. 

And because corrosion resistant cast iron pipe is long-
lived, it is your best pipe value. Example: Over 60 water 
utilities are using 100-year-old cast iron pipe. Get the 
best buy—and the best pipe. Specify cast iron. 

0 C A S T I R O N P I P E R E S E A R C H A S S O C I A T I O N 
A n a s s o c i a t i o n o f q u a l i t y p r o d u c e r s d e d i c a t e d t o 
h i g h e s t p i p e s t a n d a r d s t h r o u g h a p r o g r a m o f c o n t i n u i n g r e s e a r c h 

T H E M A R K O F P I P E T H A T L A S T S O V E R 1 0 0 Y E A R S 

Nothing serves like 
CAST IRON PIPE 

G e t h e l p o n y o u r i r r i g a t i o n s y s t e m p l a n s w i t h t h e i n d u s t r y ' s 
m o s t c o m p l e t e b o o k l e t . H a s v i t a l d e s i g n a n d 
i n s t a l l a t i o n t i p s a n d o t h e r p l a n n i n g a i d s . 
M a i l c o u p o n f o r f r e e 2 0 - p a g e b o o k l e t . 

W a l l a c e T . M i l l e r , M a n a g i n g D i r e c t o r 
C a s t I r o n P i p e R e s e a r c h A s s o c i a t i o n 
3 4 4 0 - G P r u d e n t i a l P l a z a , 
C h i c a g o , I l l i n o i s 6 0 6 0 1 
P l e a s e s e n d m e a c o p y o f y o u r b o o k l e t , 
" G o l f C o u r s e I r r i g a t i o n . " 

I c o s u i o n 

I N a m e o f C o u r s e _ 

J A d d r e s s 

C i t y _ Z i p C o d e _ 



Having trouble 
getting a 

system that 
\ \ \jf / 

doesn't cost a 
fortune? 

DROP 
US A 
LINE! 

We'll custom design a sprinkler 
system for your course. We'll fur-
nish you details on the CRESline 
PVC Plastic Pipe and fittings it 
will take. Plus operating and 
equipment suggestions. 
Get installation estimates from 
the contractor of your choice and 
you're all set. 
An 18-hole system usually in-
stalls in about 5 weeks and sel-
dom disrupts play. CRESline 
PVC lasts indefinitely. Cost in-
stalled averages 50% less than 
other types of pipe. 
Interested? Just drop us a line 
and we will write you for the de-
tails we need to plan your system. 

A P L A S T I C P I P E C O . , I N C . 

Division of Crescent Plastics, Inc. 

D e p t . G-467 • 9 5 5 D i a m o n d A v e n u e 
E v a n s v i l l e , I n d i a n a 4 7 7 1 7 

M e m b e r N a t i o n a l G o l f F o u n d a t i o n 
For more in format ion circle number 125 on card 
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I R E A R W H E E L 
/ . D R I V E 

ROSEMAN Mower Corp. • 2300 W. Lake Ave., Glenview, I I I . 
Please send me l i terature, prices and specifications on Roseman 
Gang Mowers. I am especially interested in the fol lowing models: 
• Mark IV I—I Hollow Roller Drive 

Fairway Mower l - J Fairway Mower 
|—| Rear Wheel Drive r~ ] Hi-Cut Rough 
L—1 Fairway Mower L—1 Mower 

Name — — 

Position i — Club 

Address 

City. State 

Roseman Rear Wheel Drive permits 
overhanging of traps and bunkers and 
tr imming close to trees, no side wheel 
marks. Laminated puncture-proof tires 
overcome objectionable bouncing of 
pneumatic tires. The caterpillar-action 
of laminated tires give non skid trac-
tion, making it possible to mow heavi-
est turf growths. Rear Wheel Drive 
available in Rough or Fairway mower. 

2 HOLLOW ROLLER 
.DRIVE 

Roseman Hollow-Roller mowers place 
less weight p.s.i. on turf than any other 
type. Less compaction results. Hollow 
drum design permits mowing on soft 
or sandy soils and on wet fairways with 
no wheel marks. Improved turf, better 
playing surfaces and finer finished cut 
result. All putting greens are cut with 
rear roller drive mowers. Why not give 
your fairways putting green treatment? 

R i K F M A N MOWER CORPORATION l l V F C 7 I j l T l . r l . l l 2300 WEST LAKE AVENUE 

Nation-Wide Sales and Service G L E N V I E W , ILLINOIS 

REASONS ROSEMAN IS FIRST IN MOWING PERFECTION 



Owners Of CLUB CAR Fleets Endorse The Analogy That CLUB CAR Is 
To The Golf Car Business What Automatic Pin Setting Equipment Was 
To Bowling Alleys. CLUB CAR Is Cutting The Operating Expense On 
Any Fleet Of Golf Cars In Half And At The Same Time Doubling Gross 
Rental Incomes. 

Pioneering in fiberglass bodies and development of 
the only aluminum f rame used in golf car manu-
facturing enables us to market a 2-passenger golf 
car that weighs only 3 5 0 lbs. plus 3 6 0 lbs. of 
batteries for an operat ing weight of 7 1 0 lbs. This is 
2 0 0 to 5 0 0 lbs. lighter than other golf cars and 
results in far less wear and tear on fairways, turf 
and golf car batteries. 

Our patented drive unit (transmission) eliminates 
power-wasting solenoids, open chains, belts and 
delivers 9 6 % of the battery power directly to the 
rear wheels. 

This combination of a lighter weight golf car and 
the elimination of wasted bat tery power results in 
CLUB CAR drawing as little as 28 Amps of electric 
current from the batteries instead of the 6 0 to 9 0 
Amps heavier golf cars draw. 

CLUB CAR wil l opera te 108 golf ing holes (6 rounds) 
between bat tery charges. A golf car bat tery should 
never be dra ined below 5 0 % reserve. CLUB CAR 
can go 5 4 golf ing holes (3 rounds) and still retain 
the 5 0 % reserve required if you are to obtain 800 

or more charges on the batteries. Other golf cars 
can go only 18 holes (1 round) and still retain a 
5 0 % battery reserve. If driven 36 holes (2 rounds) 
the batteries are deep-cycled to such a point that 
the batteries will only take from 200 to 266 charges 
before they must be replaced. 

The CLUB CAR patented drive unit, motor and light 
aluminum f rame is guaranteed for two years and 
the savings effected in batteries, battery chargers, 
parts and electrical cost of charging batteries can 
result in a 5 0 % reduction in a fleet's operat ing 
costs. 

CLUB CAR will give you a "sunrise to sunset" opera-
tion and still be rar ing to go on a l ighted par-3 
course. This elimination of "down- t ime" for repairs 
or battery charging can double gross rental incomes. 
W E GUARANTEE CLUB CAR TO OUT-PERFORM A N Y 
GOLF CAR O N A N Y GOLF COURSE A N Y W H E R E 
AT A N Y TIME. MAKE US PROVE IT. Don't buy any 
golf car until you have enjoyed a demonstration 
ride in CLUB CAR, the longest, widest, most stylish 
and yet lightest golf car on the market. 

CLUB CAR D I V I S I O N - Stevens Appl iance Truck Co. 
Box 897 , Augusta, Georg ia 
| | Send technical bulletins: "Care and Feeding of Golf Car 

Batteries" — "How to Evaluate Golf Cars" — "Facts to 
Know Prior to Purchase" and Brochure. 

• We'd like a CLUB CAR demonstration. 

NAME. 

CLUB_ 

ADDRESS-

CITY AND STATE-

C W Cai 
L I M I T E D N U M B E R 

D I S T R I B U T O R S H I P S 
A V A I L A B L E . 

W R I T E 

F O R D E T A I L S 



Swinging 
a round golf 

By HERB GRAFFIS 

N e w s o f t h e G o l f W o r l d i n b r i e f 

T h e USGA Golf Journal's article on 
"The Golf Shop Concession" had a lot 
between the lines, the main point being 
that seldom do the pros or their employ-
ers have a clear idea of what the finan-
cial score is in pro department operations 
and how it relates to other phases of club 
business . . . PGA has been considering 
establishing a Bureau of Golf Business 
Research in identifying the association as 
the top authority in golf goods merchan-
dising, but it's probable the pros will lose 
many millions before this action is taken. 

Golf club managers got top billing in 
the official roster of the Club Managers 
Association of America elected at the 
CM A A 1967 annual meeting at Los An-
geles . . . Horace G. Duncan, general 
manager, Cherry Hills CC, Englewood, 
Colo., was elected 35th president in the 
40 years of the managers' organization 
. . . Vice president elected was Joseph J. 
Donoghue, general manager, Losanti-
ville CC, Cincinnati . . . H. Alton Owen 
of Harbor View Club, New York City, 
is secretary-treasurer . . . .Country club 
managers elected this year to the Board 
of Directors are Peter A. D'Angelo of 
Hampshire CC, Mamaroneck, N.Y.; Ger-
ald V. Marlatt, Northmoor CC, High-
land Park, 111. . . . Hold-over directors of 
the CMAA include country club manag-
ers Ed Fleck of Hillcrest CC, Kansas 
City, Mo.; Lloyd G. Weber, Mayfield 
CC, Cleveland, O.; William J. Hodges, 
Paradise Valley CC, Scotsdale, Ariz.; and 
Willard (Red) Steger, River Oaks CC, 
Houston, Tex. 

In the CMAA Outlook, the Managers' 

monthly bulletin circulated to members 
and to many club officials, golf and oth-
er business writers, there is a "Year-End 
Summary" of the CMAA funds sources 
and uses that concisely tells what the score 
is . . . The only other national golf or-
ganization freely telling its financial story 
is the USGA . . . The PGA always has 
been reluctant to make its financial po-
sition public, although frankness in this 
respect would make pros look good col-
lectively as businessmen . . . The GCSA 
apparently hasn't quite reached the point 
of believing that all its members are in-
terested in or understand business figures 
despite the gigantic expenditures of su-
perintendents annually in course mainte-
nance . . . The CMAA freely circulated 
financial statement is an indication of 
managers sharing with their employers an 
understanding of the value of money in 
club operation . . . It may be a sign of 
the financial savvy underlying the growth 
of the general manager trend while the 
PGA and the GCSA are trying to get 
their members brighter spots in golf's 
economic sunlight. 

M a n y pros have the hunch that the 
roster of women golfers will be increas-
ing this year in a higher percentage than 
men . . . Hard to get a close guess on 
increase in women's golf as there's a 
great variation between clubs, and manu-
facturers usually keep the figures on 
women's golf sales to themselves . . . 
You'll see some attractive general adver-
tising on women's clubs this spring . . . 
Pro golf had better steam up on this 

continued on p a g e 1 0 



THE MASTER GOLF CENTER * 

Practice! Warm-Up! Lessons! 

F r o m t h e U n i t e d S p o r t s c o r p o r a t i o n c o m e s t h e M a s t e r Go l f C e n t e r , * 
t h e m o s t u n i q u e i n n o v a t i o n in p r a c t i c e - i n s t r u c t i o n r anges . 

• C o m p a c t , d u r a b l e a n d a b s o l u t e l y sa fe 

• A u t o m a t i c balK r e t r i e v e r 

• A l l w o o d s a n d i r o n s c a n be u s e d 

• C o m p l e t e l y p o r t a b l e 

• O n l y n e t w i t h u n c o n d i t i o n a l 3 - y e a r w a r r a n t y 

• Idea l s p a c e - s a v i n g p r a c t i c e a rea f o r y o u r g o l f e r s 

For f u r t h e r i n f o r m a t i o n , w r i t e o r ca l l : 

UNITED SPORTS CORPORATION 
P. 0 . Box 2 0 8 6 9 A t l a n t a A i r p o r t 

A t l a n t a , Ga. 3 0 3 2 0 . . 4 0 4 - 7 6 7 - 0 2 0 5 

D i s t r i b u t o r s h i p i n q u i r i e s w e l c o m e . ^ C o p y r i g h t a n d p a t e n t p e n d i n g 



say 
goodbye 

to these weed and disease pests 
in your turf— 
w i t h Dacthal® h e r b i c i d e y o u g e t 
p r e - e m e r g e c o n t r o l o f t h e s e w e e d s 
a n d g r a s s e s : 
A n n u a l b l u e g r a s s F o x t a i l 
B a r n y a r d g r a s s G o o s e g r a s s 
B r o w n t o p p a n i c u m L o v e g r a s s 
C a r p e t w e e d P u r s l a n e 
C h i c k w e e d S p u r g e 
C r a b g r a s s S t i n k g r a s s 
Fa l l p a n i c u m T e x a s m i l l e t 
F l o r i d a p u s s l e y W i t c h g r a s s 
w i t h D a c a m i n e ® y o u c a n k i l l t h e s e 
w e e d s o n c e a n d f o r a l l : 
B i n d w e e d N e t t l e 
B i t t e r w e e d P e n n y c r e s s 
B r o o m w e e d P e n n y w o r t 
C a r p e t w e e d P e p p e r g r a s s 
C h i c k w e e d P l a n t a i n 
C h i c o r y P o o r J o 
C r o t o n P u n c t u r e V i n e 
D a n d e l i o n R a g w e e d 
D o c k S h e p h e r d ' s Purss 
F a n W e e d S p u r g e 
K n o t w e e d T h i s t l e 
K o c h i a W i l d C a r r o t 
M a l l o w s W i l d L e t t u c e 
M o r n i n g G l o r y Y a r r o w 
M u s t a r d . . . a n d m a n y , m a n y o t h e r 

h a r d - t o - k i l l w e e d s . 
w i t h Daconil 2787 '™' f u n g i c i d e y o u 
c a n e f f e c t i v e l y c o n t r o l t h e s e t u r f 
d i s e a s e o r g a n i s m s : 
S c l e r o t i n i a d o l l a r s p o t 
R h i z o c t o n i a b r o w n p a t c h 
P i r i c u l a r i a g r a y lea f s p o t 
C u r v u l a r i a a n d H e l m i n t h o s p o r i u m l e a f 
s p o t 

B l i g h t s -
G o i n g o u t 
F a d i n g o u t 
M e l t i n g o u t 

A l l - o u t c o n t r o l o f w e e d s a n d d i s e a s e , 
a l l s e a s o n l o n g , f r o m o n e s o u r c e — 
D i a m o n d A l k a l i C o m p a n y , A g r i c u l t u r a l 
C h e m i c a l s D i v i s i o n , 300 U n i o n 
C o m m e r c e B u i l d i n g , C l e v e l a n d , O h i o 
44115 

© 
Diamond 

. Chemicals. 
For more information circle number 178 on card 

market and accent pro quality as a status 
symbol . . . USGA increase of Women's 
Open prize money by $5,000 to $25,000 
for event at Virginia Hot Springs, June 
29-July 2 shows the USGA, as usual, is 
close to what's going on. 

Tony Lema Memorial Tournament at 
Marco Island (Fla.) was an event Cham-
pagne Tony would have loved . . . Benefit 
for Hanna Boys' Center in California 
with Msgr. William O'Connor, presiding 
padre of the kids' home, high man in the 
show, and Richard Nixon, Gordon Big-
gars, Gene Sarazen, Don McNeill, Per-
ry Como, Mickey Mantle, Jimmy De-
maret, Joe DiMaggio and many other 
celebrities putting on the biggest pro-
am Florida has seen . . . The three Mack-
le brothers who'd hired Tony to promote 
the Florida version of the romantic South 
Sea islands and Tex Bomba, the last of 
the big champagne pushers, were adroit-
ly engineered by Fred Corcoran into 
making this a gay tribute to the memory 
of a cheerful fellow. 

British Open prize money increased 
approximately $7,000 to $42,000 . . . 
Open prize money was $100 in 1893 . . . 
Championship will be played at Royal 
Liverpool, July 12-15 . . . Sale of Arnold 
Palmer Enterprises, Inc., to National 
Broadcasting Co. has ABC and CBS fig-
uring out how to handle Palmer on tele-
vised tournaments . . . A spring session 
of the PGA tournament players' training 
school will be held. 

Every superintendent in territory where 
courses are subject to winter injury ought 
to get Bulletin No. 5 from Charlie Wil-
son of the Milwaukee Sewerage Commis-
sion (Box 2079, Milwaukee 53201) cov-
ering the two-day golf turf symposium co-
sponsored by the Milwaukee GCSA and 
Milorganite . . . Superintendents Desch-
ler, Faubel and Kress and Milorganite 
staffers Latham and Welch conducted 
the affair . . . Inadequate drainage, and 
drying-out on wind-swept areas in the 
winter and traffic when the ground is 
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