
R A M A N D DUPONT TOOK 
3 YEARS TO DEVELOP M E 
That's right. Ram and DuPont chemists 
and engineers spent a lot of time de-
veloping my new cover to make me 
what I am today. 

H I ! . . . I ' M THE NEW 
GOLDEN R A M GOLF BALL 
I'm a new kind of ball. One that 
promises you the distance, feel and 
click of other top-grade wound balls, 
and the indestructibility of solid balls. 
You've gotta admit, that's a tough 
combination to beat. 

M Y COVER IS SO TOUGH 
YOU'LL NEVER SEE M E 
CRACK A S M I L E ! 
Thanks to my new, exclusive Ram-
Ion cover made from DuPont's 
"Surlyn" A ionomer resin, a tough 
thermoplastic material that is im-
possible to cut. 

A N D THIS IS M Y HEART! 
. . . IT'S AS LIVELY 
AS THEY C O M E ! 
My "Dynamite" center provides 
maximum rebound. In fact, it will 
out-rebound other centers, like 
liquid, by as much as 50%. 

YOU'LL NEVER GET TO 
SEE ' E M , BUT I'VE 
GOT HIGH-TENSION 
W I N D I N G S 
And these windings are what 
put the "go" in golf. They also 
account for my excellent distance 
and flight characteristics. 

M Y W I N D I N G S ADHERE 
TO THE COVER, SO I'LL 
NEVER LOSE M Y SHAPE. 
And you'll never again have to be 
concerned about loss of compres-
sion or your ball going out-of-
round. 

IF YOU LIKE DISTANCE, 
FEEL A N D CLICK, WE'LL 
M A K E FRIENDS IN A 
HURRY 
Up until now, you had to choose 
between payability or durability. 
Now you can get both. 

I'd like to be your next playing partner... 
with your swing and my all-around play, we'd be a great combination! 
Stop fool in' a round , swi tch ing back 

and forth f rom solid balls t o wound 

construct ions . There's n o longer 

any need to, because I ' ve got every-

th ing you 've been looking for in a 

golf bal l . 

O u t s t a n d i n g d i s t a n c e , c r i s p 

"cl ick"- a n d feel, excel lent play-

abi l i ty and unbel ievable durab i l i ty . 

I know it 's all very confusing, 

w i t h al l the var ious types of con-

struct ions t ha t have h i t the marke t 

in recent years. Cne , two and three-

piece construct ions, al l promis ing 

one t h i ng or another . B u t , i f you 're 

look ing for a bal l t h a t has every-

thing ... 

. . . give me a t ry , next t ime you 

tee i t u p ! 

The Golden Ram ball (SOLD THRU PRO SHOPS ONLY) 
2020 I N D I A N B O U N D A R Y D R I V E , M E L R O S E P A R K , ILL INOIS 60160 

For more information circle number 175 on card 



Pro shop in the city 
Continued from page 50 

the new Madison Square Garden 
is the Phil Galvano Golf Academy, 
presided over by executive pro 
John Consiglio. This shop rather 
than being located above street 
level is in the lower lobby of the 
Penn-Garden Hotel. 

Entering the shop one is immed-
iately struck by the neatness of 
the merchandise and equipment 
display in the foreground that acts 
as an introduction to the netted 

practice and instruction take 
place. 

John Consiglio is a man of 
decided opinions about golf, pros 
and how to run a pro shop. " I 
feel my role is to help people en-
joy themselves. The average golf-
er plays to enjoy himself and finds 
more enjoyment the better he 
plays. If I help him improve his 
game I've helped him enjoy l i fe ." 

He concurs with the opinion of 
other city pro shop people who 
try their hand at the practice and 
instruction nets. "This is a re-

people who want to learn or im-
prove their game. After that it's 
up to us to give them service. Our 
sales depend on three things—ser-
vice, knowledge and quality. 

Presently Galvano's is doing 
about 75 per cent of its business 
in lessons and the remainder in 
equipment. 

"We 've always taken great care 
fitting our customers, being cer-
tain they get the club that's right 
for their type and style of play. 
We're now coupling this with a 
greater accent on merchandising 
and our apparel and accessories 
sales are on the way up. Our busi-
ness is built around this personal 
service." 

Perhaps the oldest of the city 
pro shops and the one that does 
a sizable dollar volume is Sam 
Sharrow, whose shop is at "the 
crossroads of the world"—Times 
Square. For Sam Sharrow, owner 
and founder of the shop, merchan-
dising is the name of the game. 

Lessons play a less important 
role in his operation with the ac-
cent on sales and merchandising. 
The entrance to Sharrow's shop, 
on the fourth floor of the 42nd 
Street building that houses his 
shop, is an eye-catching display 
of equipment and accessories. It 
is in the recesses of the shop that 
lessons are held and practice nets 
are located. 

"Our business is giving the cus-
tomer a proper fit. We sell every-
thing the golfer could want, right 
down to the little novelties, but 
we know continuing sales are 
based on satisfied c u s t o m e r s -
customers with the right fit on the 
equipment they buy." 

For the pro shop in the city, 
downtown competition is a much 
closer thing than it is for the coun-
try club shop, but by accenting 
knowledge and service the city 
shop has thrived. 

Each of the pros cited above 
has recognized what it is that 
makes good customer relations 
and confidence. Each has kept his 
pro shop business moving ahead 
by recognizing that the customer 
has come to the shop to be served 
by an expert. In each instance this 
expert service by a professional 
has made the success of the city 
pro shop possible. • 

targets in the background where ferrai business. We get calls from 

The sureness . . . the conf idence . . . the superior 
feel . . . all are offered with the Continental Glove 
by Champion. Finest Italian Cabretta Capeskin is 
carefully sewn using a ful l picque pattern to 
eliminate bothersome seams. Extra f inger and 
thumb freedom is featured. Elastic at the cuff, 
embroidered emblem and combinat ion ball marker/ 
snap tab add to the "par excel lence". Beauti ful 
array of colors in sizes for men and women. 
Order now. 

GLOVE MFG. CO. 
2200 E. OVID, DES MOINES, IOWA 

For more i n f o r m a t i o n c i rc le number 2 5 9 on card 



With louring Pro 
Sweaters, the profit$ 
are in the bag. 
Order any Touring Pro Golf 
Sweater and receive free our 
brand new exclusive snap 
open heavy duty vinyl sweater 
bag. It's a beauty. Perfect 
for displaying Touring Pro 
Sweaters. Perfect for your 
customers'use at home or on 
vacation. Buy top quality 
golf sweaters direct from the 
manufacturer. Save the 
middleman's cost and cash-in 
now. With Touring Pro, 
the profits are in the bag. 

Gilison 
Knitwear Co. Inc. 
America's leading manufacturer 
of Golf Sweaters. 
65 W. John St. 
Hicksville, N . Y . 11802 . 
Tel.: ( 5 1 6 ) W E 1-0041. 

Write for free catalog of men's and 
women's golf sweaters. Touring 
Pro Sweaters are sold exclusively in 
America's finest golf pro shops. 

For more information circle number 139 on card 



The strangling club 
cost squeeze 

Although fixed charges, generally, are unaffected by activity at 
the country dub, they can vary—sometimes substantially 

By Robert P. Leone, C P A 
Partner, Laventhol, Krekstein, Horwath & Horwath, New York office 

T h e term " f ixed charges" refers 
to those items of expense which, 
in the past at least, could generally 
be predetermined and provided 
for in the budget on a dollar basis 
from year to year, because they do 
not vary with an increase or de-
crease in activity. 

In country clubs, the items of 
expense included in the term 
" f ixed charges ," as defined by 
the Uniform System of Accounts 
for Clubs, are rent, real estate and 
other property taxes, insurance on 
building and contents and inter-

est on debt. The dollar amounts 
of such items usually will be un-
affected by the number of rounds 
of golf played on the course or 
the number of covers served in the 
dining r o o m . H o w e v e r , these 
fixed charges can vary for other 
reasons from year to year, some-
times substantially. 

Our firm has been preparing 
studies of country club operations 
annually for the past ig years. The 
latest study was for the year ig67. 
I have used the statistics from 
three of these annual studies, 

T A B L E 1 

those for the years i g 6 0 , ig64 
and ig67, as the basis for this 
article. The clubs providing the 
data for the accompanying tables 
have been divided into the follow-
ing three groups: 

• S m a l l c o u n t r y c lubs—clubs 
with membership dues revenue of 
under $100,000 in 1060, under 
$ 1 2 5 , 0 0 0 in 1064 and under 
$200,000 in 1067; 

• Medium-size country c l u b s -
clubs with membership dues rev-
enue of $100,000 to $200,000 in 

Continued on page 56 

Small 
country clubs 

Per member 

Medium-size 
country clubs 

Per member 

Large, 
country clubs 

Per member 

1060 to 1064: 

43 .3% 
33.3% 

6.1% 
33.3% 

23.7% 
13.2% 

Percentage of dues dollar 
increase required to be 
allocated to: 

Taxes and insurance 
Total fixed charges 

43 .3% 
33.3% 

6.1% 
33.3% 

23.7% 
13.2% 

ig64 to 1967; 

10.0% 
23 .0% 

10.4% 
1.5% 

18.1% 
22.1% 

Percentage of dues dollar 
increase required to be 
allocated to: 

Taxes and insurance 
Total fixed charges 

10.0% 
23 .0% 

10.4% 
1.5% 

18.1% 
22.1% 

ig60 to 1067: 

Percentage of dues dollar 
increase required to be 
allocated to: 

Taxes and insurance 
Total fixed charges 

17.7% 
25.4% 

15.0% 
12.0% 

10.0% 
20.7% 



SMALL COUNTRY CLUBS LARGE COUNTRY CLUBS 

Per member 

dues: $510 

Per member 

dues: $315 

Per member 

dues: $273 

' 6 7 
Per member 

dues: $185 ' 6 7 
' 6 0 

w • 

' 6 0 
Taxes, ins.: $80 

Taxes, ins.: $36 Taxes, ins.: $35 

Taxes, ins.: $13 

ig60: 7% ig67: 11.6% ig60: 12.9% 1967: 15.6% 

How Taxes and Insurance Costs Have Increased as a Percentage of Member Dues 

to 

Small Medium-size Large 

country clubs country clubs country clubs 

Dues 

Taxes 

and 

insur-

ance 

Total 

fixed 

chrgs. Dues 

Taxes 

and 

insur-

ance 

Total 

fixed 

chrgs. Dues 

Taxes 

and 

insur-

ance 

Total 

fixed 

chrgs. 

ig60: 

Per member 

Ratio to dues revenue 

$185 

100.0% 

$13 

7.0% 

$30 

16.0% 

$272 

100.0% 

$32 

12.1% 

$47 

17.4% 

$273 

100.0% 

$35 

12.9% 

$48 

17.6% 

ig64: 

Per member 

Ratio to dues revenue 

$215 

100.0% 

$26 

12.3% 

$40 

18.8% 

$305 

100.0% 

$34 

11.8% 

$58 

19.1% 

$311 

100.0% 

$44 

14.2% 

$53 

16.9% 

1967; 

Per member 

Ratio to dues revenue 

$315 

100.0% 

$36 

11.6% 

$63 

20.0% 

$372 

100.0% 

$47 

12.6% 

$59 

15.8% 

$510 

100.0% 

$80 

15.6% 

$97 

19.1% 

Increases ig60-ig67: 

ig60-ig64: 

Dollar 

Percentage 

$30 

16.2% 

$13 

100.0% 

$10 

33.3% 

$33 

12.1% 

$2 

6.3% 

$11 

23.4% 

$38 

13.9% 

$9 

25.7% 
$5 

10.4% 

ig64-ig67: 

Dollar 

Percentage 

$100 

46.5% 

$10 

38.5% 

$23 

57.5% 

$67 

22.0% 

$13 

38.2% 

$1 

1.7% 

$19g 

64.0% 

$36 

81.8% 

$44 

83.0% 

1960-1967; 

Dollar 

Percentage 

$130 

70.3% 

$23 

176.9% 

$33 

110.0% 

$100 

36.8% 

$15 

46.0% 

$12 

25.5% 

$237 

86.8% 

$45 

128.6% 

$4g 

102.1% 



Beauty 
Reflects Their 
Performance 

HILLERICH & BRADSBY CO. 
P. O. Box 506 

Louisville, Kentucky 40201 

Sold exclusively in pro shops 
For m o r e in format ion circle number 2 7 2 on card 

Put LIQUID LUSTRE 
Golf Ball Wash in 
Your Ball Washers 

C O S T S A S 
L I T T L E A S 2 ( 
P E R W A S H E R 

P E R W E E K 

• Keeps golf balls sparkling 
white 

• Pays off in player satisfaction 
• Helps stop rust in washers 
• No unpleasant odor—ever! 

Reduce costs with other 
DBA maintenance aids . . . 
D B A G E N E R A L P U R P O S E 

M A C H I N E C L E A N E R 
Speed shop maintenance work 
by quick, easy removal of oil, 
dirt and grease from metal 
parts. Easy to use—available 
in 1 or 5 gal. 

DBA S E A L S T O N E ® 
A real work saver—dries to hard 
semi-gloss finish to give long-
lasting beauty to stone, slate 
and similar type flooring. Easy 
to apply—available in 1 or 5 gal. 

Order from your Dealer or write direct 

DBA PRODUCTS CO., INC. 
22 Skokie Hwy. Lake Bluff, III. 60044 

Strangling club cost squeeze 

I960, $125,000 to $200,000 in 
1964 and $200,000 to $300,000 in 
1967; 

• Large c o u n t r y c lubs—clubs 
with membership dues revenue 
of $200,000 to $400,000 in 1960, 
$200,000 to $500,000 in 1964 and 
$300,000 to $500,000 in 1967. 

The amounts have been calcu-
lated on the basis of an arithme-
tical average of the total amounts 
of the item involved within the 
group, divided by the total num-
ber of members within the group. 
In addition to analyzing the effect 
of increasing costs of fixed char-
ges on country club operations, I 
have also ana lyzed the main 
causes of those increases, name-
ly, increases in real estate and 
other property taxes and insur-
ance on building and contents. 

A casual review of the ratios 
of taxes and insurance and fixed 
charges to dues revenue may not 
indicate any significant trend or 
startling increases in the cost of 
these items. However, this is far 
from being true with respect to 
dollar amounts. The portions of 
the increases in dues dollar re-
quired to cover the rises in these 
costs are summarized in Table 1. 

As can be seen from the fore-
going table, the percentages of 
the dues dollar increases have, 
in most cases, been somewhat 
greater than the ratios of these 
items to dues revenue, shown in 
Table 2. 

In Table 2, I have presented the 
dues revenue, taxes and insur-
ance e x p e n s e and total f i x e d 
charges on an average-per-mem-
ber bases and as ratios to dues rev-
enue by club group for the years 
1960, 1964 and 1967. Also, I have 
shown the dollar and percentage 
increases of these three items 
from 1960 to 1964, from 1964 to 
1967 and from 1960 to 1967. Thus, 
T a b l e 2 c l e a r l y indicates the 
amount of the dues dollar required 
to be allocated to taxes and insur-
ance and total fixed charges and 
the extent to which the average 
increase in dues per member has 
kept pace with the average dol-
lar i n c r e a s e in these e x p e n s e 
categories. 

Continued from page 54 

In both Tables 1 and 2, it can 
be seen that the increases in taxes 
and insurance and total fixed 
charges have outweighed the in-
creases in dues revenue. This is 
more startling when it is remem-
bered that these types of charges 
usually are not expected to rise 
that much from year to year and 
also would be expected to de-
crease on a percentage bases, 
when dues revenue increases as 
substantially as it has lately. For 
instance, the ratio of taxes and 
insurance to dues revenue in large 
country clubs increased from 12.9 
per cent in 1960 to 14.6 per cent 
in 1967. This increase occurred 
despite an increase of $237, per 
member or because of an increase 
of $45, or 128.6 per cent in taxes 
and insurance per member, which 
increase required 19.0 per cent of 
the $237 dues increase. To have 
retained the 1960 ratio of 12.9 
per cent would have required an 
increase of $351 in dues revenue 
per member. 

I do not believe that even these 
tabulations tell the whole story. 
Had these comparisons been made 
over a 15 year period, the results 
would have been even m o r e 
astounding. Fifteen years ago, 
many clubs were on the outskirts 
of communities; the golf courses 
being surrounded largely by farm 
or unimproved real estate. How-
ever, the expansion of suburban 
areas has literally engulfed many 
clubs to the point that they are 
now occupying very expensive 
real estate. Also, in order to re-
duce the real estate tax burden, 
many clubs have sold off that 
portion of their land which was 
not actually needed for club oper-
ations. Thus, the changes inf ixed 
charges might have been even 
more startling if a number of clubs 
had not sold some of their land. 

What does the future hold? It 
is my opinion that these costs will 
continue to soar. Some clubs will 
attempt to relocate, others will 
finally accept the attractive price 
offers being made for the club 
property and liquidate, and others 
will simply pay the price of stay-
ing where they are. • 

Power Bilt 

For m o r e i n f o r m a t i o n circle number 1 6 8 on card 



INCREASE YOUR 
FLEET PROFITS? 
SIMPLY MULTIPLY WITH CLUB CAR 

APPROXIMATE ELECTRICAL AND BATTERY COSTS 
PER GOLFING ROUND FOR MOST ELECTRIC GOLF CARS. 

R E S E R V E H O W M A N Y O F T H E H O W M A N Y E L E C T R I C A L 
L E F T 4 0 0 C Y C L E S I N C H A R G E S B E F O R E C O S T OF 
I N T H E B A T T E R I E S B A T T E R I E S M U S T C H A N G I N G 
B A T T E R I E S A R E E X P E N D E D ? BE R E P L A C E D ? B A T T E R I E S 

C O S T O F L IFE 
R E M O V E D F R O M 
S 2 0 0 0 B A T T E R Y 
( $ 1 2 0 . 0 0 A S E T ) 

1 GOLFING 
ROUND 
(18 HOLES) 
2 GOLFING 
ROUNDS 
(36 HOLES) 

3 GOLFING 
ROUNDS 
(54 HOLES) 

50% 

0% 

1/2 cycle 

2 cycles 

800 charges 

200 charges 

13.6 cents 

27.2 cents 

15.0 cents 

60.0 cents 

THE HEAVY GOLF CAR WILL NOT GO THREE ROUNDS ON ONE CHARGE 

Approximate electrical and battery costs per golfing round for CLUB CAR. 

R E S E R V E 
L E F T 
I N 
B A T T E R I E S 

H O W M A N Y O F T H E 
4 0 0 C Y C L E S I N 
T H E B A T T E R I E S 
ARE E X P E N D E D ? 

H O W M A N Y E L E C T R I C A L 
C H A R G E S B E F O R E C O S T O F 
B A T T E R I E S M U S T C H A N G I N G 
B E R E P L A C E D ? B A T T E R I E S 

C O S T O F L I F E 
R E M O V E D F R O M 
S 2 0 . 0 0 B A T T E R Y 
( $ 1 2 0 . 0 0 A S E T ) 

1 GOLFING 
ROUND 
(18 HOLES) 
2 GOLFING 
ROUNDS 
(36 HOLES) 
3 GOLFING 
ROUNDS 
(54 HOLES) 

83% 

66% 

50% 

l / 6 t h cycle 

l / 3 r d cycle 

1/2 cycle 

2400 charges 04.5 cents 

1200 charges 09.1 cents 

800 charges 13.6 cents 

.05 cents 

. 10 cents 

15 cents 

CLUB CAR OF CANADA now manufactured in Kingston, Ontario, Canada, 141 Ontario Street. 

The name of the game is PROFITS. 
The above charts document a cost 
of 87.2 cents in electricity and bat-
tery drain for two rounds of golf 
with any electric golf car other than 
CLUB CAR. Two rounds with CLUB 
CAR costs only 19.1 cents. This is a 
savings of 68.1 cents. 

Only CLUB CAR can give both a 
second and third round without 
deep-cycling batteries to the critical 
point below which no golf car should 
be operated (1.210 specific gravity 
-50% reserve) and the cost of elec-
tricity and battery drain on CLUB 

CAR for three rounds is the same as 
for one round with any other golf car. 

Are you tired of having to deep-cycle 
batteries to get a second round of 
golf, pulling them off the course at 
the end of the day or buying bat-
teries too frequently? CLUB CAR 
will go 2-1/2 times further on a bat-
tery charge than will any other golf 
car and the batteries in CLUB CAR 
will last 2-l/2times longer than they 
will in any other golf car. Move up 
in the profit picture. Call or write 
us for a CLUB CAR demonstration. 

For more information circle number 270 on card 

P.O. BOX 897 • AUGUSTA, GA. 30903 
• Send technical bulletins: "How to 

Predict Golf Car Electricity and Battery 
costs per Golfing Round". Care and 
Feeding of Golf Car Batteries", etc. 

• We'd like a CLUB CAR demonstration. 

NAME 

CLUB 
ADDRESS 

CITY COUNTY 

STATE ZIP 
Limited Number of Distributorships Avail-
able Write for Details. 
ORIGINATOR OF THE 4-BAG GOLF CAR 



Take a closer look at your insurance coverage. 
Does it cover loss of earnings in the event 
your clubhouse is damaged or destroyed? 

your country 
club's intangibles 

By J o h n F. G leason, Jr. 

W h i l e most country clubs are 
cognizant of the need to provide 
adequate physical damage insur-
ance to protect real and personal 
property, few carefully evaluate 
the need to purchase coverage 
which protects the country club's 
earning power should this also be 
interrupted by a fire, windstorm, 
vandalism or any other insurable 
peril. 

There are various forms of loss 
of earnings protection and they 
may be procured rather inexpen-
sively. Inexpensive considering all 
the financial obligations which 
will continue, even if the club-
house is burned down and normal 
operation does not take place for 
a year or more. 

Although the cost for most time 
element coverage is lower than 
the premium to insure buildings 
and contents, it is, perhaps, the 
most resisted form of insurance 
that can be presented to a board 
of directors for consideration. 

Country clubs will insure old 
maintenance buildings, battered 
storm shelters, depreciated furni-
ture and n e a r - w o r t h l e s s gol f 
course equipment—perhaps be-
cause they are tangibles—butwhen 
it comes to protecting earnings, 

the insurance proposal is regarded 
as unnecessary or too expensive. 

In this article three forms of 
time-element coverage will be ex-
plained: 1) business interruption 
insurance; 2) earnings insurance; 
3) extra expense insurance. 

First, let 's consider just what 
the policy indemnifies the country 
club for should a fire or other in-
surable perils render the club-
house inoperative. 

Modern country club operations 
are big b u s i n e s s and r e q u i r e 
enough earnings to meet many 
ob l iga t ions . O v e r and a b o v e 
monthly dues, an active country 
club derives from $250,000 to 
$750,000 (40 per cent or more in 
the main) from the operation of 
its dining facilities and cocktail 
lounges. In other words, the in-
come derived from the social ac-
tivities can make or break a coun-
try club. If this income disappears, 
it may mean the country club's 
demise. 

Dues alone cannot meet the pay-
roll, taxes and other continuing 
obligations, while a clubhouse is 
being restored from rubble and 
debris. By the time an assessment 
is enacted to meet these obliga-
tions, valuable personnelmay have 

gone elsewhere to find employ-
ment. 

Reliable lockerroom attendants, 
amiable waiters, a good chef and 
a trustworthy office staff are hard 
to find. Screening and training 
new employees is precarious, fre-
quently expensive and creates 
membership unrest. Furthermore, 
the unforeseen assessment may 
create dissension within the mem-
bership from which it may take 
years to recover. 

All these inevitables can be 
avoided. If a country club pru-
dently considers the benefits of 
time-element insurance, it can sur-
vive interruption and keep both 
the membership and the employees 
tranquil until normal clubhouse 
operations are resumed. 

The purpose of time-element 
coverage is to see that the coun-
try club does not suffer a reduc-
tion in its earnings because of 
physical damage to or destruction 
of the buildings in which these 
earnings are derived. The policy 
is designed to see that as far as 
it is possible, the club's profit 
and loss statement will not suffer 
because of the interruption of nor-
mal operations by an insured peril. 

Many factors mustbeconsidered 
before deciding which form of 
time-element coverage will best 
protect a particular country club 
and its unique circumstances. 

Each form, however, has obli-
gations and limitations. A com-
petent insurance man can explain 
the policy provisions to the board 
of directors. 

Some country clubs will decide 
that business interruption insur-

Co nlinued 
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Announcing the 
greatest sound 
in aolf. -
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ than any other method. Result: more spring, more snap 

^ ^ ^ ^ in the new PGA. And the loudest, longest, most satisfying 
Now, with the all-new PGA ball, you can actually golf shots you've ever made. 
hear the sound of distance. Put a new PGA to the test. If you don't think it's the 

For 1969 we rebuilt the PGA from center to cover— best ball you've ever played, return it to your golf 
and in the process gave golf a great new sound. professional. 

The secret behind this sound is Sonic-Winding, a PGA You'll get your money back, 
exclusive. It's a completely new way of winding the rubber PGA Division, Victor Golf Co. 
thread around the center. Morton Grove, Illinois the pga ball ^ L J golfs great new sound. 

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 2 7 8 o n c a r d 



I n s u r e . . . 
Continued 

ance covering the entire payroll 
and all other obligations is the 
form of protection which should 
be carried. Others may feel that 
the more limited forms would be 
adequate for their needs. Earnings 
insurance or extra expense insur-
ance may be procured. 

BUSINESS INTERRUPTION 
This form will cover the entire 

loss of net gross earnings. Cover-
age is usually limited to the club-
house or other activities buildings 
and the perils insured against 
usually include fire, windstorm, 
hail, riot, civil disorder, vandal-
ism, and malicious mischief. Club-
houses under automatic sprinkler 
protection usually include protec-
tion from losses attributed to 
leakage. 

Buildings insured for broader 
perils such as earthquake, collapse 
or flood, will also want their 
business interruption policy ex-
tended to include these perils. 

Under the net gross earnings 
form, the entire payroll can be 
indemnified or the payroll cover-
age can be limited to a specific 
number of days or the payroll 
can be excluded entirely, except 
for certain vital employees such 
as the manager, chef, head waiter 
and the office staff. 

Business interruption insurance 
provides an emergency fund of 
tax-free dollars to meet continu-
ing obligations and, moreover, en-
ables the club to protect its surplus 
and credit rating. By including the 
entire payroll, the club also safe-
guards its unemployment compen-
sation rate. 

Because the policy penalizes an 
insured who fails to carry insur-
ance to the full amount of its 
earnings potential, care must be 
taken to ascertain the actual 
amount of coverage required. 
Therefore, a calculator is pro-
vided whereby each club can ac-
curately determine the amount of 
business interruption insurance it 
must carry. 

To arrive at the net gross earn-
ings requirement, briefly, the cost 
of the merchandise sold is de-
ducted from the total annual net 

sales. However, in the case of a 
country club, certain income may 
be excluded. For example, most 
clubs deduct monthly dues as 
fixed income which would con-
tinue despite a disaster to the 
clubhouse, but the locker rental 
charges should not be deducted 
because this income might be lost 
if the lockerrooms were destroyed. 

The total income from the din-
ing rooms, lounges, grills and 
other activities' rooms should be 
included because losing the use 
of these areas would mean losing 
earnings. 

If a country club regularly sched-
ules—and has already contracted 
for—outside parties involving a 
package price which includes golf 
fees, car rentals, lunch and dinner, 
then the entire package income 
could be included. Otherwise, 
green fees would be excluded be-
cause this income probably would 

continue despite the inability to 
use the clubhouse facilities. 

A complete understanding of 
which income items are to be in-
cluded in the business interrup-
tion coverage and which will not 
be indemnified* must exist in ad-
vance between the country club 
and the insurance company. 

Earnings may be protected for 
an entire year or for as little as 
six months. Many clubs purchase 
coverage for a shorter period of 
interruption than would actually 
be the case. They forget that more 
than six months or a year may be 
required to rebuild a clubhouse 
completely gutted by fire. 

If it is determined that it would 
take 18 months or two years to 
rebuild the present clubhouse if 
completely destroyed, then the ac-
tual amount of coverage might be 
150 to 200 per cent of the antici-
pated annual gross earnings. 

Recovery of earnings and pay-

ment of continuing obligations 
are limited to the time it normally 
would take to repair or replace 
the damaged or destroyed portion 
of an insured structure, using sim-
ilar materials. 

Because many clubhouses in 
operation today no longer struc-
turally conform with the present 
building code regulations for a 
public assembly building, another 
serious problem must be con-
sidered. Modern building codes 
require that a frame clubhouse, 
for example, which is 50 percent 
destroyed be completely torn 
down and restored with materials 
which conform to the present 
building code. 

Reconstruction then would take 
longer than the time to restore 
the frame structure which was 
only 50 per cent destroyed. This 
would be a reconstruction period 
beyond the length of time spelled 
out in the basic policy form for 
which the country club would be 
entitled to reimbursement for lost 
earnings. 

Special additional endorsements 
may be attached to the business 
interruption policy to cover the 
earnings lost while the undamaged 
portion of the clubhouse was 
being demolished and the entire 
structure was being rebuilt with 
approved materials. 

Every country club, therefore, 
should learn whether its club-
house structurally conforms with 
the current building code for a 
public assembly building. 

EARNINGS INSURANCE 
This is a simplified form of 

business interruption protection 
with certain limitations. 

Earnings insurance does not re-
quire a country club to carry a 
specific amount of coverage. No 
loss-adjustmentpenalty is imposed 
should the country club fail to 
carry coverage equal to, for ex-
ample, its annual or semi-annual 
gross earnings. 

Instead, the country club may 
elect any amount of coverage de-
sired, but the policy form limits 
recovery during any 30-day period 
to one-third, one-fourth or one-
sixth of the total amount of insur-
ance purchased. 

A country club with seasonal 
Continued on page 76 


