
Give them what they want-WE 

N i n e out of 10 golfers drink 
wines, but one club in three 
doesn't serve wines. T h i s is the 
surprising conclusion of a nation-
al survey just conducted for 
G o l f d o m . 

T h e s e statistics are startling 
when one considers the increas-
ing consumption of wines. Many 
club managers obviously have not 
done a thorough job on their 
homework when it comes to 
modern management of food and 
beverage facilities. Over the past 
decade, it has been found that in-
creased wine consumption at 
country clubs is directly related 
to increased use of food and bev-
erage facilities in general—and 
increased revenue. However , the 
survey indicates that many man-
agers are neglecting this potential 
source of additional profits. Al-
though several factors come into 
play when pricing wines, a club 
could start at twice cost on less 
expensive wines or set a $3 profit 

on a bottle of more 
expensive 

Golfers' interest in wines is 

wine. And these are likely to be 
additional beverage profits, since 
wines consumed with meals gen-
erally do not cut into liquor sales. 
In addition to the financial side, 
the following survey results point 
out that many club managers are 
ignoring a primary facet of good 
management—and that is to serve 
to the tastes of your members. 

A questionnaire was sent out 
early this spring to find out from 
golfers what their attitudes were 
about wine. Wine drinking has 
been increasing spectacularly 
over the past decade, particularly 
among people under 25, who have 
discovered the pleasure of wine 
drinking and are developing more 
discriminating tastes for wines 
than those of the preceding gener-
ation. Individuals who reached 
maturity in the forties and fifties, 
like their forebears, favor a nar-
row range of drinks, but younger 
people deviate from this past 
norm and are curious about a wide 
variety of beverages. Nowhere is 
this more apparent than in mat-
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GIVE THEM WHAT 
HEY WANT 

continued 

;rs of wine, consumption of which 
as just passed one gallon per 

person in this country. 
Greatest growth has been in 

table wines. T h e GOLFDOM survey 
strongly indicated this. Of the 493 
responses to a question on wine 
categories, 179 showed a prefer-
ence for table wines, 131 for 
sparkling wines or champagnes, 
while additional choices were 
evenly divided between vermouth 
and other aperitif wines. Dessert 
wines, once most popular of all, 
were lowest on the list. Samples 
of golfer preference in wines in 
general seem to follow the trend 
of the younger, more venture-
some drinkers, since the table 
wine category offers a wide selec-
tion. The striking indication is 
that club managers seem to be 
lagging far behind the trend 
toward wine drinking. Even in 
the Northeast, the most popular 
wine drinking region, one-third 
of all respondents' clubs do not 
serve wine. And in the progressive 
Pacific region, which includes the 
great wine producing state of Cal-
ifornia and the vacation state of 
Hawaii , only 57 per cent of the 
country clubs serve wines—a 
figure that becomes more sur-

prising when compared to almost 
62 per cent in the Midwest, gen-
erally considered a bastion of con-
servatism. 

To get some idea of wine pref-
erences, a random list of 20 brand 
names was composed. The list 
included producers of both popu-
lar and premium wines in New 
York and California, and eight 
European houses, including two 
champagnes. Golfers were asked 
which of the wines they have 
tried during the past year. 

Of the 10 leading brands, five 
were from California, two from 
New York and one each from 
Italy and Portugal. The 10th 
was a catch-all category, called 
"French table wines," and this 
was set apart on the listing, with 
another general category simply 
labeled " O t h e r . " In the North-
east, where imported wines 
seem to be strongly preferred in 
most surveys, only three European 
brands replaced their California 
peers, which followed closely 
after. In the Pacific states listing, 
one of the New York wines was 
replaced by an aperitif which has 
a French name, but which is 
made in this country. 

This would seemingly indicate 
that club owners would do well 
to stock a selection of California 
and New York state wines, at 

Wine preferences of golfers 

Imported Domestic Both 

Northeast 30.5% 37.8% 31.7% 

Midwest 28.0% 48.0% 24.0% 

South 29.1% 49.1 % 21.8% 

Southwest 24.0% 48.0% 28.0% 

Pacific Coast 19.5% 68.3% 12.2% 

National 27.0% 49.1% 23.9% 

least, and the preceding question 
confirms this notion, for 78 out 
of 100 people indicated they drank 
wine while dining out, as well as 
at home. In the Southwest and 
Pacific states, where fewer coun-
try clubs serve wines than in other 
regions, more people—over 82 
per cent—claim to drink wines 
under these circumstances than 
in other parts of the country. In-
asmuch as half the brands in these 
regions were other than Californi-
an, a somewhat wider selection is 
indicated for club shelves. 

A further clue to the present 
broadness of American wine drink-
ing habits is indicated by the 
choices among the list of brands. 
Any particular market may have 
a favorite brand or two that is in 
the lead by 10 per cent or 20 per 
cent, but after that, very little 
separates the next dozen brands. 
It is almost as if people liked the 
idea of drinking wine, and choice 
was secondary, particularly where 
choice was limited. This would 
indicate that a relatively few num-
ber of choices over a wide range 
would appeal to most of the clien-
tele. Other surveys bear this out. 

New York, Los Angeles and 
San Francisco are the top wine 
markets in the country, followed 
by Detroit and Chicago for table 
wines, with places such as Boston, 
Philadelphia and Washington, 
D.C., not far behind, trailed by 
the bedroom areas of Connecticut, 
northern New Jersey and Los 
Angeles county. It is not at all 
surprising that wine sales follow 
the city and suburban markets, 
where country clubs are located. 
What is surprising is that country 
clubs pay little attention to such 
results, which have been con-
ducted for years by Time Maga-
zine and others. 

The general assumption on the 
part of hoteliers and restauran-
teurs, for instance, is that im-
ported wines and spirits are de-
sired by the public. Certainly, 
they are more desirable from the 
selling point of view because the 
prices charged can be higher. T h e 



Percentages of country clubs serving wine 

National Northeast Midwest South Southwest Pacific Coast 

Categories of wines preferred by golfers, nationally 

Table Dessert Vermouth Champagne Appetizers 
or sparkling 

* all percentages are based on 4 9 3 multiple answers 

Percentages of golfers who drink wine both at home and while dining out 

Dining out At home Both 
only only 

* all numbers are based on 3 1 2 replies 

results of the GOLFDOM poll show 

a different trend. 

The question was asked wheth-

er imported or domestic wines 

were preferred. Domestic is a 

loaded word, implying negative 

characteristics, and was used de-

liberately, instead of American, 

which has neutral or positive 

overtones. Even so, 49 per cent 

of the respondents claimed to pre-

fer domestic wines, 24 per cent 

replying that they liked both 

domestic and imported wines. 

Preferences for domestic wines 

were highest in the Pacific states 

(68 per cent), balanced by a 30 

per cent lower rating in the North-

east, while other regions were 

close to the national averages. 

This decisive result warrants 

some comment because it indi-

cates that not only has the public 

come of age (drinking wine has 

become almost a part of daily life 

for a large segment of the popu-

lation), but so has the American 

wine industry (by providing pal-

atable wines at reasonable prices). 

The most popular brand of wine 

in the Northeast and South was 

Taylor, the most popular brands 

on the Pacific coast were Paul 

Masson and Christian Brothers, 

all quality producers. Brands of 

popular-priced wines appeared 

high in every region, Gallo in the 

Northeast and Midwest and Ital-

ian Swiss Colony leading in the 

South and Pacific area. Only one 

wine readily identified as Kosher 

was on the list, Mogen David, 

and this scored generally high 

everywhere, leading in the Mid-

west and Southwest; this indi-

cates that there is still a big mar-

ket for sweet wines in all areas of 

this country. 

But the change is noticeable. 

Even in traditionally conservative 

areas, very few people say they 

drink wines only rarely. Nearly 

17 per cent of respondents in the 

Midwest and Southwest said they 

drank wines rarely, the figure 

dropping to 14 per cent in the 

South, 6.5 per cent in the North-

east and 4 per cent on the Pacific 

coast. Wines have far greater ac-

ceptance everywhere, at least 

socially, than do spirits. 

G O L F D O M sought the wine drink-

ing survey to determine whether 

or not there was interest in wines 

on the part of golfers and to see if 

there was any parallel with this 

group and the population in gen-

eral. Results show that interest in 

wines among golfers is stronger 

than among the population in 

general. And ironically, the survey 

shows that, presently, there is 

less opportunity for wine drinking 

at golf clubs than in the public 

places the golfer frequents. • 

Mr. Massee is a public relations 
consultant and wine expert. He 
has written several books, in-
cluding "Wines and Spirits" and 
"Massee s Guide to Eating and 
Drinking in Europe." 



THE NO-PUDDLE 
SHUTTLE COCK 
Watering even the largest turf area is 
child's play wi th the new Rain Bird 
RC-12 Rain Clox electronic controller. 

Set the controls for a 14-day cycle, or 
longer. Water is automatically shuttled 
to 12 different stations for durations of 
0 to 60 minutes. And other controls let 
you eliminate, water, or automatically 
repeat water any individual station. 

The RC-12 features a separate elec-
tronic circuit for incorporating Rain 
Bird's underground moisture-sensor, 
the Irrometer.This device helps save 
water by automatically overriding the 
pre-set cycle when the turf already has 
enough, or needs more water. Wi th 
Irrometers, one Rain Bird customer 
saved $2784 in the first year on water 
and labor for a 10-acre park. 

Some of the RC-12's safety features 
include rapid advance to by-pass off 
stations and prevent pump damage, 
resettable circuit breakers for current 
overload protection, and easy access 
for repair. The RC-12's design won a 
major industrial award. And it has two 
mountings: wall or pedestal. 

Your nearby Rain Bird distributor or 
commercial installer can show you 
how to save money and get better turf 
wi th the RC-12. Give them a call. 

Or write. We're serious about your 
problems, and you'll find many solu-
tions in our free industrial turf catalog. 
Rain Bird,Glendora,California 91740. 



PEOPLE IN 
THE NEWS 
Edwin L. Parker, president 

of A.G. Spalding & Bros., Inc., re-
tires. Succeeding him as interim 
president is P .M. Grieve, presi-
dent of Questor Corp., the parent 
company. 

Gerard P. Magee is a new 
regional sales representative for 
Jacobsen Mfg. Company's Chief 
line of lawn and garden tractors. 
He covers Michigan, Ohio, Ken-
tucky, W. Virginia, New York, 
Pennsylvania and Maryland. 

E.E. Elynn 

Retiring after 15 years as 
comptroller and chief financial 
officer of Dunlop Tire and Rub-
ber Corp. is Dana G. Wager. 
Elmer E. Flynn succeeds him. 

Joining the sales staff at Aqua-
Dial is Dave Wilcox as district 
manager, covering Alabama, 
North and South Carolina, Geor-
gia and Florida. 

William C. Kaesche is vice 
president, manufacturing, engi-
neering and purchasing for Velsi-
col Chemical Corp. Russell L. 
Carsen becomes manager, agri-
cultural chemicals, marketing 
research. Also, Velsicol appoints 

three regional managers of its 
Agricultural Div.: G. Quentin 
Brown, Midwest; Eugene Tay-
lor, Northeast, and Phi l ip 
Snow, South. 

Robert A. Wieland Jr. moves 
up to the position of executive 
vice president of Shakespeare 
Company. Moving into Wieland's 
former position of vice president-
manufacturing is Bernard H. 
Lavins. 

James V. Gear moves up into 
the position of manager of the 
Ambler pipe plant, Certain-teed 
Products Corp. Charles L. 
Ladner is controller, Pipe Div., 
of the company, a position pre-
viously held by Paul B. Gilpin, 
who joined the corporate staff. 

Edwin H. Wingate joins Toro 
Mfg. Corp. as vice president in 
charge of personnel planning and 
administration. Appointed mar-
keting representative for the com-
pany's turf products is Edward 
A. Hunnicutt. 

J.A. Hillerich III 

The board of directors of Hil-
lerich & Bradsby elected J.A. Hil -
lerich III president of the firm. 
He succeeds his father, J.A. 
Hillerich J r . who died on Jan-
uary 5. 

John E. Larson is vice presi-
dent-market planning of the 
Charles A. Eaton Company. 

B.R. " M a c " McLendon be-
comes a member of A.G. Spauld-
ing & Bros, staff of golf consultant 

Specialists 

in 

Golf Course 
Construction 

Since 1924! 

GOLF COURSE 
CONSTRUCTION 
BY CONTRACT 

FOR FURTHER I N F O R M A T I O N 
WRITE or CALL 

CONSTRUCTION COMPANY 

P.O. BOX 66 212 W. FAIRCHILD 
ST. CHARLES, ILL. • DANVILLE, ILL. 

312-231-2665 217-442-2411 

For more information circle number 1/6 on card 



HEY PRO! 
The custom club market is the 
fastest-growing, most profitable 
area in your field today. We are 
running ads like these in GOLF, 
GOLF DIGEST and GOLF WORLD 
each month, to remind your 
members that the name DARGIE 
stands for the finest in quality 
clubs. 

Don't forget, 4 0 % of this business 
is yours. If you don't have our current 
price list, write or call now. 

*Se%t 'Donate 
GOLF CO. 

2665 BROAD AVENUE 
BLDG. SECTION 2 

MEMPHIS, TENN. 38112 
Phone 901-324-4688 

CUSTOM MADE 
WOODS 

# 1 T H R U # 1 5 

Steel or 
Aluminum 

Shafts 

CUSTOM MADE 
PUTTERS 

Including Famous 

"WON-PUTT" & "PRO'S OWN" 

For more information circle number 2 3 6 on card 

Light Weight-One Hand 

lA/Cf'Sgee/ SAND 
TRAP 
RAKE 

Short 
handle, 
light 
weight. 
Golfer can 
rake trap 
while 
holding club 
in other hand 

HIGH DENSITY 
PLASTICJ/VEATHER- PROOFED 

T h e b r i g h t , y e l l o w -
h a n d l e d R A K E - E z e e 
Rake f lags a t t e n t i o n , 
reminds golfers to rake 
trap. Stands erect on 

^ blunt metal point. 

, Sturdy, attractive, won't 
rust, yet low in cost. Rake-Ezee 

stands erect on point, reminds golfer to 
rake trap. Fully guaranteed with tough 
plastic head. See your distributor, or 
write: I> 

AWARDS 

E L E G A N C E 
' IN 

Q U A L I T Y A N D D E S I G N 

F E A T U R I N G F A S T S E R V I C E T O 
T H E TRADE FOR OVER 25 YEARS 

^ WRITE FOR CATALOG 968 % 
% SPORTS AWARDS COMPANY 
< 4351 Milwaukee Ave. 
^ Phone 282-8060 • Area Code 312 

V V V V V V V V V V V ^ 
For more information circle number 265 on card 

C L O S E D - C I R C U I T TV 
continued from page 38 

their help. Product warranties 
and service can be handled in 
your local area, as well as rentals, 
if you want to pretest the prac-
ticality of the product. Quite of-
ten, he and his staff can make a 
detailed study, blue print present 
and future installations and aid 
you in presenting the total con-
cept to your officers or board. 

If courses, clubs and golf execu-
tives are to handle successfully the 
current problems of labor short-
ages, rising labor costs, unskilled 
personnel and the shorter work-
day and concurrently provide 
members with the security, ser-
vice and attention they are enti-
tled to, then all available techno-
logical resources must be used. 
However, the club industry, the 
managers, the superintendents 
and the pros have failed to recog-
nize this. If a pro can teach a 
golfer to swing properly, could 
not the same device be used by 
the superintendent to show on 
tape how to properly mow a 
green or to place a pin or rake a 
t rap? Could not the manager 
train waitresses and busboys with 
a pre-recorded tape? 

A closed-circuit TV can provide 
complete security for a club, pro 
shop and grounds department 
from a central monitoring location 
with telephonic communications 
to the police or Fire departments. 
One employee in the rack room 
or club shop could still watch for 
customers on the sales floor. 

Is this not a way in which more 
activities, more service and more 
attention could be directed to the 
individual member by the all too 
busy manager, pro or superinten-
dent? Is this not a method in 
which one person can accomplish 
more in less time? 

One of the deterrents of a 
closed-circuit T V system could be 
its cost. However, if one man can 
provide surveillance, security and 

continued on page 58 



Are there 
more Golfers 

than Fishermen? 

The Woodlets Insect Repellent formula is an extremely 
high concentration — five times more lasting repellent 
action than most available products. It dries rapidly to a 
non-oily invisible film which resists rub off, wash off and 
continued perspiration. 

ALSO AVAILABLE: OZEX® Insect Spray - quickly kills most in-
sects, leaves no hazardous residue, pleasantly 
scented. 

Write, or call area code (716) 886-1482, about a Woodlets 
dealership. 

W o o d l e t s NO. 500 
I n s e c t R e p e l l e n t [ W M H 

' S a n i t a t i o n for t h e Nation1 ] 

It seems that nearly everyone plays golf. 
Actually there are four fishermen to every 

golfer. Also, there are three boating enthusiasts, 
two hunters and 1.5 campers for every golfer. 
Whatever their outdoor recreation, your custom-
ers will be outnumbered by mosquitoes, flies, 
gnats and other preying insects . . . all intent on 
playing the spoilsport. 

Now you can arm your cus-
tomers with Woodlets Insect 
repellent, the pocket-size aerosol 
spray that safely protects against 
flying and crawling insects for 
hours. Each compact aerosol con-
tainer dispenses 500 measured 
sprays — enough for a full sports season. 

^ ^ • • ^ f i j j M f t M F Woodlets No. 500 
Insect Repellent is 
a product of U.S. 

Armed Forces research aimed at discovering new and 
superior repellent action. Authorities have termed its basic 
ingredient "the best all-purpose insect repellent so far 
developed." 

LABORATORY TESTED PRODUCTS OF 

Biting pests can't penetrate 
its protective shield. 

. . . . 90 Chenango Street, Buffalo, New York 14213 
A V A I L A B L E IN CANADA: G. H.WOOD & COMPANY LIMITED, TORONTO a . . 

Manufacturers of: OZIUM, LA RONDE ODOR CONTROL SYSTEM, WOODLETS LENS CLEANER, OZIUM FRESHENED TOWELS 
For more informat ion circle number 2 0 1 on card 



CLOSED-CIRCUIT TV 
continued on page 56 

service to an entire club between 
midnight and 8:00 a.m. at $350 
plus an investment of $5,000, 
then at this rate, with the elimi-
nation of a second man, this equip-
ment would pay for itself in a 
year and a half. 

If the golf course superinten-
dent invested $10,000 in video 
equipment, eliminating the need 
for one man at $2.50 an hour, he 
would have paid for his equip-
ment in less than two years. An 
average superintendent could 
have one man less if he could lo-
cate all the golfers on his course 
and not have men waiting for 
golfers to play by to rake traps, 
mow greens or cut fairways. 
Here are a few ways in which an 
average club might use TV. 

Clubhouse: Using four strate-
gically mounted cameras, one man 
could watch the entire exterior of 

a clubhouse, noting everyone who 
entered or departed, what they 
were carrying into or out of the 
club. He could monitor every car 
in the parking lot and every em-
ployee who entered or left the 
back door. All of this activity 
could be taped and later replayed 
if theft, pilferage or illegal entry 
occurred. This single man could 
be in communication with the law 
enforcement and fire fighting 
agencies. 

Golf profess ional: A golf pro-
fessional could handle three les-
sons at one time. Student 1 could 
be reviewing his lesson while 
student 2 is reviewing his current 
lesson and viewing its results. 
Student 3 could be receiving per-
sonal instruction by the profes-
sional. If you don't think this will 
work, visit a busy doctor or dentist. 

Grounds department: Again 
with four cameras mounted in 
towers scanning in a 180-degree 

arc continuously, a superinten-
dent in his office could view the 
entire operations of a 160-acre golf 
course. He could see where his 
equipment was operating, which 
personnel was operating it, how 
they were performing, when his 
supplies were being used and 
why they were in a specific loca-
tion. By shifting his employees 
ahead of and behind players, he 
could place his resources where 
golfers would receive their great-
est benefit. 

Before you reject the whole 
concept of closed-circuit TV, can 
you remember how many man-
agers said pre-prepared shrimp 
would be too expensive. Remem-
ber the pros who said they could 
not envision aluminum shafted 
clubs. Think of the initial reaction 
to the idea of spraying fungicides 
from helicopters. Think of when 
knickers were considered the 
only appropriate trousers for 
golf, and when we used to push 
lawn mowers. • 

TURF DOESN'T CHEW IT'S FOOD - IT DRINKS IT! 
The HYDRO-MA TIC System represents a major develop-
ment in the turf grass industry. For the first time, the 
golf course superintendent has complete and accurate 
control over the rate of growth, color and texture of the 
turf that he desires. Now it is possible to produce turf 
which meets the demands of the golfing industry and at 
the same time, save money, time and labor. 

The HYDRO-MATIC System consists of a water sensing 
device, that precisely measures each gallon of water 
pumped from the main well pump. This measurement is 
carried electronically to the "Translator" which directs 
the feed control pump to automatically inject a pre-set 
ratio of fertilizer solution into the irrigation system in 
direct proportion to the water flow. 

FOOD 
AVAILABLE 
TO PLANT 

IDEAL NUTRIENT 
LEVEL 
(Rate of Growth, 
Color a n d T e x -
ture desired) 

Send for descriptive literature 

HYDROGATION SYSTEM: At each watering, you 
replace the quantity of plant food that the turf has 
used since the previous watering, thus, maintaining 
constant ideal nutrient levels with no waste of 
time, labor and fertilizer. 

DOGGETT FISON 
COMPANY 

P U R C E L L C O U R T / M O O N A C H I E , N . J 

FERTILIZER 
APPLICATION 

WITH EXISTING INACCURATE DRY FERTILIZER 
APPLICATION METHODS: W e have no control 
over plant food release (availability). 

FOOD 
AVAILABLE 
TO PLANT 

IDEAL NUTRIENT 
LEVEL 
(Rate of Growth, 
Color a n d Tex -
ture desired) 



GROUNDS MAINTENANCE and TURF EQUIPMENT 

JACOBSEN MANUFACTURING CO., ROGERS DIVISION / p H 0 N E $ . 913 -764 -1615 
OLATHE, KANSAS 6 6 0 6 1 X 9 1 3 - 7 8 2 - 0 8 3 1 

AERATOR 
# 5 9 0 

T Swath 
3-Point or 

Universal Hitch 

SELF POWERED TURF SWEEPER 
720E HL 

H Y D R A U L I C LOADER 
Lifts To 8l/2 ' 

Dump Controlled For Truck Loading 

Thatcher and Aerator Attachments are 
available for all Rogers Sweepers. 

AERO-BLADE—548—WITH SEEDER 

P T O D R I V E - A' C U T T I N G W I D T H 
R E M O V E T H A T C H , A E R A T E , R E N O V A T E , 

T I L L , P L A N T , OR S P I K E . 

T U R F S W E E P E R - 7 2 0 

IN D U M P E D P O S I T I O N 
5 C U B I C Y A R D H O P P E R 

3 P O I N T H I T C H - 5 F O O T W I D T H 

SWEEPER - 154 

S E L F P R O P E L L E D 
1 C U B I C Y A R D C A P A C I T Y 

A E R O - B L A D E - 509 POWER AERATOR - 580 

D E E P S H A T T E R A E R I F I C A T I O N 
V E R T I C A L C U T S - S P I K E S 

P T O D R I V E 
7' A E R A T I N G W I D T H 

BLOWER - 40 

250 M P H B L A S T - O P E R A T O R C O N T R O L S 
B L O W E R D I R E C T I O N - 3 P O I N T H I T C H 

TRUCK - 12 T R A I L E R - 70 
1000 TO 2500 L B . CAP. 

EASY L O A D - E A S Y U N L O A D 
L I G H T S , J A C K , T I L T B E D 
S T A N D A R D E Q U I P M E N T . 

1000 L B . C A P . - 12 H P 
D I F F E R E N T I A L - T R A N S M I S S I O N 

S P E E D S : 0 T O 15 M P H 



PROGRAMMED FOR 
A C C U R A C Y 

continued from page 50 

ly of any regular watering pro-

gram. A push on the dew wash 

button operates all sprinklers for 

one minimum cycle. Each zone is 

turned on sequentially and the 

system shuts down sequentially 

utilizing full pump capacity with-

out shock to pump or system. 

Automatic control of the pumping 

station is also built into the con-

trol panel. 

The system, according to its de-

signers, is capable of almost infi-

nite expansion with one master 

control panel operating as many 

satellite stations as desired. This 

makes completely integrated con-

trol of a second course entirely 

possible without the need for a 

second master panel. 

Added features, that will be of-

fered as options on the setup, are 

a communications and paging sys-

tem, made possible because satel-

lite stations are controlled by au-

dio tones similar to the touch 

tones heard on certain telephone 

calls. Such tone signals, when 

transmitted through a loudspeak-

er, could warn players when a 

watering is about to take place 

or page someone out on the 

course. When the sprinkler sys-

tem is inoperative, it could also 

be used as a communications sys-

tem between members of the 

groun^skeeping staff by providing 

plug-in telephone units for direct 

talk communication. 

Satellite units are installed in 

metal boxes that are locked, dura-

ble and sturdy enough to prevent 

tampering. They are plugged into 

power and communication outlets 

with a "fool-proof plug. A sim-

ple unplugging will remove the 

unit for winter storage. The mas-

ter panel has a test position and 

test light for checking the opera-

tion of each satellite unit before 

installation at its course position. 

The simple-to-operate master 

panel is in actuality an electro-

mechanical computer that can be 

programmed for correct and 

thorough course watering in a 

minimum number of days. Water-

ing problems confronting the su-

perintendent mean that he must 

restrict the watering of certain 

parts of the course to set hours, 

in many instances this requires a 

man to be in attendance at night; 

this is an additional labor cost 

that can be eliminated with the 

24-hour programming possible 

through Cyclomatic. 

Cyclomatic is adaptable to all 

makes of sprinkler and irrigation 

equipment available today, ac-

cording to its designers. In short, 

it does nothing but activate 

sprinkler heads in a pin-point 

fashion at a time and for an inter-

val that can be pre-selected and 

allowed to run for days on a 24-

hour basis. • 

For more information circle number 192 on card 

Still the GREATEST 
after 40 years! 
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It's tops "as is" for 
summer turf disease control . ' . "tops" as the mercurial additive for that 
"extra" effectiveness in any turf fungicide 
program! Be ready before disease attacks . . . 
/4/wayshaveatleasttwodrumson hand! Order 

M A I U N C K R O D T CHEMICAL WORKS 
Turf Products 

St Louis • New York • Los Angeles 

has never been topped! 


