Name one other .
TV commercial you've starred in

Or, for that matter, name one other golf equipment company that has featured a golf pro-
fessional or a pro shop in a minute commercial.

Well, Acushnet is doing it right now on network TV. Featuring you and your pro shop...
center stage...in its big, colorful television campaign for ‘71 as Acushnet sponsors the
PGA, the Tournament of Champions, the U.S. Open and the British Open.
We've done a lot of talking about our Pro Only Policy throu :

- This is an example of what we mean. o &
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Electric as that can give you
twice the distance...Harley-Davidson.

Because a Harley-Davidson electric
golf car releases only as much
power as necessary to get from tee
to green, you can drive our cars

as much as fifty percent farther
between charges. This means
batteries last up to twice as long.

It also means our cars cost far .
less to operate. Because charging
costs are reduced. And did you
know? One of the strongest parts
of our electric car is made out of
paper. It's our exclusive two-year
warranty on all major electrical
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Photographed at The Homestead, Hot Springs, Virginia

components, including batteries.
Harley-Davidson golf cars. All

the performance you need, and
more. In silence too. Your choice
of gas or electric cars.

AMF | HARLEY-DAVIDSON,
Milwaukee, Wisconsin 53201.
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Custom carpet so tough that years of pounding spikes can’t damage it
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That’s our N282 jacquard Wilton,
most widely used in the U.S.A. for
country club spike areas. Woven to
do a tough job ... down 18 years in
actual installations with no battle
scars! Keeps dirt and caked mud on
top for easy vacuuming off,

SEND COUPON FOR FREE CARPET

SAMPLE AND LIST OF CLUBS USING IT

Philadelphia Carpet Co.
Allegheny Ave. & C St.

and brochure listing clubs where it is installed.

Name

Club.

Address

City.

Philadelphia, Pa. 19134
Please send free sample of N282 spikeproof carpet
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Weaving Division: Allegheny Ave. & C St., Phila., Pa. 19134

We’ll weave any design you or your
decorators dream up. Initials, emblem,
special pattern ... anything. In your
colors, too. Or select a design from
our extensive country club collection.
Also in your colors. 100% customized,
even in limited yardage. Proven the
most for the money in performance,
beauty, easy maintenance, long life.

PHILIKDELPHIA
Capooe Corgpay

Since 1846, the quality of elegance underfoot
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Here are clubs crafted to your
game. Thanks to a little help from
over 300 golf professionals.

Our 1971 PGA clubs were de-
signed by men who've seen every
swing in the book, including yours.
And they know what it takes to
get the best results from every
swing, including yours.

We're talking about golf pro-
fessionals, of course. And not
just one or two of them but our
entire PGA staff, over 300 strong.

They advised us to put larger
¥mpact areas on our drivers, to
make it easterfor you to hit the

ball solidly.

And to make our fairway woods
a touch smaller and more stream-
lined, to make it easier for you to
get the ball up in the air quickly.

And to add more weight to the
sole of our irons, to make it easier
for you to hit the ball crisply.

And a whole lot more.

And then, to make doubly sure
we'd have exactly what you need,
they also advised us to make a
wide range of clubs. So now PGA
has the most complete selection
in the business.

We have (shown left to right be-

Pnly PGA clubs are endorsed by the Professional Golfers' Association Bﬂ/\

low) horizontally laminated woods
(our Ryder Cup model) . Vertically
laminated woods (our Custom
model). And solid persimmon
woods (our Professional model).

And shafts of exclusive Hercu-
lite lightweight steel, also regular
steel and aluminum. In every flex.
Plus grips of panel leather, rubber
and classic cordline.

Now then. Exactly which PGA
clubs are custom made for you?

It's easy to find out.

Just ask your golf professional,
the only man authorized to sell
PGA clubs.

N\

yi

\CA

are ready.

Division of Victor Golf. Products of Victor Comptometer Corporation
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Upper photo: The incomparable
Gran Cushman.

Lower photo: The economical
Trophy.

Everything you always
wanted to know
about golf cars*

K (but didn’t have time to dig out for yourself).

If you're thinking about new golf cars—or even if
you just think you might be thinking about them
someday soon—do yourself a favor.

Mail in the coupon below.

The engineers at Cushman just completed an
in-depth comparative study of the 5 major golf car
brands. (They do this sort of thing frequently to be sure
Cushman cars always lead the pack in value and
desirable features.)

It occurred to us that anyone weighing the purchase
of golf cars would be interested in what our study
disclosed..So we organized and condensed the findings.
It could take you months to dig out the kind of data
you'll find in these sheets.: Yet they’ll take only about
ten minutes to read.

We've done our best to be fair. And the information
compares important mechanical and other features
like body construction, service accessibility, suspensions,
braking systems, bag racks, engines, parts availability,
safety, stability, rider comfort, convenience—and more.

You really owe it to yourself to find out all you
can about golf cars before you make a final decision.
These sheets will really help. If nothing more, they make
an excellent checklist of questions to ask if you want
to dig out your own facts. No cost, of course.

CUSHMAN MOTORS

907 N. 21st Street, Lincoln, Nebraska 68501

Please send me the new golf car Comparative Analysis and
literature on Cushman Golf Cars.

Name.

Title

Club.

Address

City. State Zip-
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YOU OWN OR
OPERATE:

GOLF COURSES
DRIVING RANGES
PAR-3 COURSES

MINIATURE COURSES

..SEND NOW, FOR OUR

NEW CATALOG OF
GOLF SUPPLIES

Balls, clubs, tees, mats, pails,
grips, markers, retrievers, golf
bags, obstacles, ball washers,
ball pickers...and more!

EASTERN GOLF CO. DEPT. G

Please send catalog of golf supplies
for:

[ Golf Courses [] Driving Ranges
[] Par-3 Courses[] Miniature Courses

Name

Club______

City =

State Zip #

® Qur 38th year of
service to the
golf industry

EASTERN

GOLF CO.

2537 BOSTON ROAD
BRONX, N.Y. 10467

For more information circle number 263 on card
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by Ken Emerson

ACCENT ON

MANAGEMENT
e R S

More guidelines from IRS

In early January, the staff of the Na-
tional Club Assn. met with officials
of the Internal Revenue Service to try
to seek assistance and guidance in
interpreting the Tax Reform Act of
1969. Although most clubs have been
under this law for a year or more, the
IRS has yet to issue guidelines.

Prior to the meeting NCA had fur-
nished IRS with a position paper
which defined the main points we
wished to have established in the reg-
ulations. As a result of the meeting it
is now possible to reach conclusions.

The most important part of the
definition of exempt function income
—that portion of the club’s income
exempt from the unrelated business
income tax—is a determination of
what constitutes “‘exempt function
income.”’

In the case of a member who pays
his dues to the club, the income will
be deductible. When a member has
lunch at the club, alone or with his
family and pays the club for his
charges, the payment is deductible.

A question arises, however, in the
case of a member who uses his club
solely for his own business purposes
with his employer paying the dues.
In the typical case the member sim-
ply turns his club bill over to his em-
ployer’s accounting department and
the company sends a check to the
club. This will be exempt function
income and deductible. The fact that
the corporation paid the bill is not
alone determinative.

In the situation where the member
is reimbursed by the guest, a taxable

situation will nearly always arise.
Where the member’s employer pays,
a new and difficult rule will be estab-
lished. The Service will attempt to de-
termine, or more accurately, have the
club determine, whether the guest is
the guest of the member or the guest
of the employer company. The goal
of the IRS here is to provide no tax
where a salesman entertains his cus-
tomers, but to tax, for example, the
company Christmas party.

The new rules will also deal with
bona fide reciprocal arrangements
setting forth in writing some restric-
tions which had until now existed
only in unwritten policy.

For our present purposes, how-
ever, it is essential to realize that in-
come from members of reciprocal
clubs will not be considered exempt
function income and will be taxable.
The statute is clear on this point,
and clubs should expect the regula-
tions to be equally clear.

The next most important item in
the new law, after exempt function,
is the allowable deductions.

A club may not deduct expenses in-
curred in earning exempt function in-
come; the income is not taxable, so
the expenses are not deductible. The
remainder of a club’s expenses will
be deductible.

Clubs must, therefore, be prepared
to segregate business deductions.
They allocate all deductions between
exempt income and taxable income.

The new regulations will not be
specific about the method used for
this allocation. The Service is pre-
pared to accept any reasonable meth-
od of allocation. The Service indicates
that they intend to allow considerable
flexibility regarding deductions. NCA
anticipates very vague language in the
regulations. NCA will do all it can to
give specific guidance in this area and
is hopeful that it shall be able to rec-
ommend some specific, workable sys-
tems in the near future.

Many other aspects of the law as
it applies to private clubs were dis-
cussed at the meeting and it is clear
that when the regulations are re-
leased in the next few weeks clubs will
receive a large amount of material
within a very short time. Much work
will have to be done, and NCA will
make every attempt to respond to all
who ask its help.

Although NCA must first respond
to its members, it has a primary re-
sponsibility to the health of the club
industry and is available to assist
clubs as necessary for the betterment
of the whole industry. O



