
Problems and dollars can be 
saved if designers, contractors, materials and costs 

are properly investigated before installation 

by F R E D E R I C K N. Z E Y T O O N J I A N 
President, Kenneth Barrie Corp. 

tion from the pond. The sprinklers 
stuck because they were not installed 
with crushed stone around them for 
d r a i n a g e . T h e s w i n g j o i n t s w e r e 
p laced over the p i p e , not off to t he 
side, so that when heavy equipment 
went over them, it crushed the pipe. 
T h e spr inklers did not th row the 
proper distance because the pump-
ing system could not del iver the 
gallonage at the required pressure. 
And f ina l ly , the p ipe , be ing p res -
sure pipe, was installed at an improp-
er depth, with the thrust blocks in the 
wrong places. T h e wires were break-
ing because of insufficient slack to al-
low for settling of the trenches. 

There is, h o w e v e r , a right way to 
approach the designing, engineering 
and installation of an automatic ir-
r igat ion system. The golf club su-
per in tendent should first go to the 
c lub m e m b e r s to r eques t a f ea -
sability study for the proposed sys-
tem. A commit tee should then be 
formed to select a responsible f irm 
to design, engineer and install the 
i r r i g a t i o n sys t em. Before selec-
tion, several companies should be in-
terviewed to find out how long they 
have been in business, what courses 
they have done and who they have 
worked for in the past. 

The bondability of the firm should 
be determined. T h i s indicates that 
the insurance company has investi-
gated the firm, and they believe it can 
perform the work. It also guarantees 
the club that the work will be done at 
the agreed price. 

Design fees shou ld be inves t i -
gated. In order to do the job proper-
ly, the design firm must go through a 
lot of work. Find out the cost of this 
work before going any further. 

Is the company designing the sys-
tem also in the instal lat ion busi-

ness? M a n y good design firms are in 
the installation business because of 
the special skills necessary to do the 
job proper ly . However , be on the 
lookout for f i rms that wr i te speci-
fications a r o u n d only the products 
they represent. A good firm will de-
sign the system around the club's par-
ticular needs and not their particular 
products. 

Once the designer has been se-
lected, he should be expected to meet 
wi th the s u p e r i n t e n d e n t a n d de-
cide what type system would be the 
most suitable to the part icular golf 
course. He should walk the course 
with the super in tendent and make 
notes of each^hole and the problems 
he has had to deal with—drainage, 
excessive wet areas or any others . 
He must speak to the committee and 
find out if they have any special prob-
lems to add. 

A preliminary plan must then be 
designed and gone over with the peo-
ple involved wi th a d d i t i o n a l cor-
rections made if necessary. 

T h e d e s i g n e r ' s f ina l p l a n s and 
spec i f i ca t i ons should i n c l u d e hy-
draulic tables, the type of pumping 
system to be used, a materials list, the 
terms of payment, the time necessary 
to c o m p l e t e the j o b (in w o r k i n g 
days), complete specificat ions, in-
stallation instructions and a list of 
all additional costs that may occur, 
such as rock and ledge removal, sand 
and sod r e m o v a l or r e p l a c e m e n t . 
T h i s r e d u c e s the p r o b l e m of ne-
gotiating after the contract has been 
awarded. 

The irrigation system is now ready 
for bidding. T h e designer and the 
super in tendent should ask respon-
sible people to bid on the contract 
and allow them time to get their 
prices to the club. 

Once the contract is awarded, the 
de s igne r and the s u p e r i n t e n d e n t 
should meet often to make sure that 
the sys tem is be ing i n s t a l l ed ac-
cording to specification. T h e key to 
a good instal lat ion is the super in-
tendent . His interest in the daily 
work should stop any problems be-
fore they arise. 

After the installation is complet-
ed, the installer should turn over to 
the designer a set of system blue-
pr in ts . T h i s is i m p o r t a n t , because 
after the installer has gone, the su-
perintendent must maintain the sys-
tem. He should know what is in the 
ground and where. If the installation 
and design is done in this way, the 
golf cou r se will have an e f f ic ien t 
problem-free system for many years, 
because the s u p e r i n t e n d e n t took 
the time and learned about his system 
as it was being installed. 

Installation of a good automatic ir-
r i g a t i o n system d e p e n d s on good 
communication among all the parties 
involved. If th i s is c a r r i e d ou t 
t h r o u g h o u t the j o b , no p r o b l e m s 
should arise that cannot be solved. • 

Steps Toward Successful Installation 

• Request feasibility study 
• Interview firms in irrigation field and find out 
how long they have been In business, what 
courses they have done and who they have 
worked for in the past 
• Determine bondability of firm 
• Investigate design fees 
• Explore problems for each course hole with 
the designer, once selected 
• Submit final plans which should include hy-
draulic tables, type of pumping system, list of 
materials, terms of payment, time necessary to 
complete the job, complete specifications, in-
stallation instructions and list of additional 
costs 
• Accept bids for system 
• Make frequent checks on installation in 
meetings between designer and superintendent 
• Obtain system blueprints from installer after 
installation is complete 



One type of "water hazard" 
Certain-teed pipe can eliminate! 
Scorched, hard greens and fairways don't make for 
great golf games. An irrigation system can solve the 
problem. 
There are two very important things you need to keep in 
mind when you plan an irrigation system. 1. Find a good 
contractor. 2. Use Certain-teed Pipe. Why Certain-teed? 
For one thing, we make both asbestos-cement and poly-
vinyl chloride pipe—A-C for large diameters and PVC for 
small. A-C and PVC pipe are compatiblewith one another 
and with other piping systems—tying in with old systems 
or expanding the system in the future present no com-
plications. Certain-teed PVC pipe is white—white pipe is 
more dimensionally stable than colored pipe and easier 
to handle on the job. Our PVC pipe offers the design 
flexibility of either using a deep-socket solvent weld 

joint ora unique leak-proof gasket coupling. Furthermore, 
you get the whole system from one source—deliveries 
are coordinated and everything works together. 
When it comes to an irrigation system, remember the 
two important points: 1. Get a good contractor. 2. Look 
for the bid that specifies Certain-teed pipe. 

Piping and 
Plastics Industries 
Certain-teed Products Corporation 
Valley Forge, Pa. 19481 
(215) 687-5000 

For more information circle number 193 on card 
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Now 
lower-cost, 
better, 
safer 
crabgrass 
control 
with 
Betasan 

Selective Herbicide 

Betasan is the leader for sure crabgrass 
control with one early application 
on your golf greens and other turf. Safer 
to use than many herbicides, without 
any turf burn, Betasan at this year's new 
low price saves you $8 to $10 per acre. 

Betasan also controls goosegrass 
along with several annual broadleaf 
weeds. Remember too, that 
Betasan controls poa annua that 
germinates in late winter or spring. 

For best results in control of crabgrass, 
goosegrass and poa annua at low 
cost, be sure you use Betasan. See your 
distributor now for turf-care products 
made with Betasan. Stauffer Chemical 
Company, Agricultural Chemical 
Division, Dept. HD, 299 Park Avenue, 
New York, N.Y. 10017. 

Betasan from 



controls D O L L A R SPOT-COPPER S P O T - B R O W N PATCH 
TOBAZ*™) is a systemic, the fungicide of 
the future. A systemic fungicide works 
from within as well as outside the plant 
to control disease. 
TOBAZ is economical! A little over a dollar 
per month per thousand square feet. 
TOBAZ has been widely tested at major 
experiment stations for turf disease control. 
TOBAZ also offers excellent control of 
"Resistant" Dollar Spot! 

TOBAZ ingredients include fungicidal dyes 
which aid in application. 
TOBAZ is among the least toxic of all 
fungicides to animals and humans. 
TOBAZ is conveniently packed in 5 lb. 
packages to provide correct treatment for 
all greens of the average 9-hole golf course. 
TOBAZ is non-mercurial! 

For further information about TOBAZ (TM) 
and to order, call your Ma/linckrodt 
distributor today! Mallinckrodt 

® 

MALLINCKRODT C H E M I C A L WORKS 
ST. LOUIS 

Jersey City • Los Angeles • Montreal 



Golf ANd Ecoloqy: 
A REspoNsibiliiy ANd 

AN OppORTUNiTy For 
AmerIca's C o u n t r y C l u b s 

Highlights of an address by John Fry, 
Editorial Director, GOLF and GOLFDOM 
Magazines, to the National Club Assn. 's 
annual meeting, London, England 

This address by John Fry is an outgrowth of two articles, 
"Golf: America's Vanishing Green Belt" (GOLF Maga-
zine, October, 1970, p. 35) and "The Vanishing Urban 
Course" (GOLFDOM, September, 1970, p. 36), both of 
which traced the demise of the urban golf course and 
called for a recognition of the role a golf course can play as 
a green belt in the ecology of an urban center. 
Although the amount of land in the actual hands of golf 
clubs is not particularly large, compared to the Redwood 
forests of California or the great Southwest desert, many 
of these courses are priceless islands of turf, trees and ani-
mal life in the midst of, or standing in the way of, what up 
until recently we have liked to call progress. One golf 
course in a suburb of Westchester or Chicago or Los An-
geles can be infinitely more valuable than 20,000 acres of 
Forever Wilderness land, not only in dollar terms, but more 
important, in terms of thousands of people affected by the 
use of that land. 

There is, of course, great pressure to sell bearing down 
on many private clubs and commercially-operated semi-
private and public courses. Adding to these pressures is 
the m o u n t i n g t ax load on m a n y c lubs . S u d d e n l y a 
community wakes up to the fact that the pleasant expanse 
of green in its midst, that was the country club, has been 
sold off to the developers of an industrial park or of mass 
housing. The officialdom which failed originally to see 
the long range value of such green belt areas is too 
bankrupt to buy up a natural resource which it helped to 
tax out of existence. 

Each of us as individual citizens has a.responsibility for 
the wise use of the land around us. We especially have a 
responsibility—a unique t rust—when we own that land. 
Until you change your thinking about land so that it no 
longer merely is a capital item on your club's book, a 
business t ransact ion on the way to some fu tu re land 
speculation—you don' t deserve to receive, let alone ask 
for, favorable tax treatment from the rest of the non-golf-
ing public. 

W h a t is needed is to change the a t t i tudes of our 
members—particularly the governing bodies of clubs. 
And when they have adopted new atti tudes—new values 
about the ecology of golf course land—they can become 
crusaders in the communities in which they live. Finally, 
when communities themselves alter their sense of value 
about surrounding golf course land, you're going to be 
able to talk to them intelligently abo.ut taxation. 

Golf courses do provide a relief from the unrelieved, 
continuous sprawl of housing, industry and highway. 

Therefore golfers and government at all levels, through 
taxation and zoning, have a responsibility to see that 
such land is conserved as open space. Even if the land is 
not necessarily conserved for golf. 

In the next few years the land use issue is going to bring 
about some very fundamental rethinking of some very-
sacred cows in American political and social th ink-
ing—in, for instance, our traditional reliance on dollar 
values to measure our progress and the quality of our 
existence in America. 

But perhaps the most interesting thing about the current 
debate over ecology is that the needs of sound ecology are 
very frequently in direct conflict with traditional Ameri-
can ideas about populism. T h e Sierra Club is a very un-
democratic organization, because it is telling us that it is 
more important for six dozen backpackers to enjoy walk-
ing through the High Sierra at Mineral King than it is to 
open the land to a million Californians. Golf land, too, 
falls in a special privileged classification and will always 
be discriminatory in a sense, because a large amount of 
valuable land is able to accommodate a relatively small 
number of people at a given time. But ecology tells us, 
rightly, that the preservation of open land without inten-
sive use applied to it can be a good thing. In many cases, 
h o w e v e r , it is go ing to r u n coun t e r to t r a d i t i o n a l 
A m e r i c a n p o p u l i s m — f o r ins t ance o u r ideas a b o u t 
privilege and property. 

"We need nature as much in the city as in the 
countryside. In order to endure we must main-
tain the bounty of that great cornucopia which 
is our inheritance. '' 

—Ian McHarg 

I am certainly not going to make a case here for the 
ecological benefits of open golf space out-weighing the 
civil r i g h t s c o n s i d e r a t i o n s i n h e r e n t in m e m b e r s h i p 
discrimination by country clubs. But in the next few years 
it is going to be difficult to sweep this issue under the rug, 
because every time the special property status of golf 
courses comes up at the Federal and state levels, the issue is 
going to arise. Let me just say that if golf were not saddled 
with the discrimination issue, the political swimming 
would be a whole lot easier for clubs than it's going to be. 

Some time this year, Senator Edmund Nluskie is going 
to conduct Congressional hearings on property tax re-
form. I urge you to start thinking right away about this 
opportunity to present golf's case at the level of a national 
forum. It will require study and documentation, but I 
hope the opportunity will not go begging. • 

Reprints of the article from GOLF Magazine were sent to 
House, Senate and Cabinet officials, golf writers, ecological 
and other publications and to mayors of major United 
States cities. 



Great Wood Shots 
Are Hit Off Agrico® Fairways 
That 's because golf superintendents rely on Agrico Country Club 

Fertilizers for the tough job of helping keep big fairways smooth, thick 
and weed-free. 

Golfers just naturally feel more confident when using wood or iron 
shots on thick, plush fairways. It brings out the best in their game . . . 
keeps them enthusiastic about your course. A golf superintendent's dream. 

Write us about Agrico's Custom-Tailored Golf Course Program. 
Maybe we can make your dream come true. 

AGRICO COUNTRY 
CLUB FERTILIZERS 
AGRICO Chemical Company, Memphis, Tenn. 38117 
Division of Continental O i l C o m p a n y • P h o n e ( 9 0 1 ) 6 8 2 - 1 5 6 1 
Sales O f f i c e : C a r t e r e t , N . J . 07008 • Phone ( 2 0 1 ) 5 4 1 - 5 1 7 1 

For more information circle number 181 on card 



This new TORO cuts up to 
90 acres a day. It has 35% 
more mowing capacity than 
our Parkmaster 7t or any 
comparable machine. But 
capacity isn't the whole 
story on this versatile, 
labor-saving rig. 

Cutting units are 
individually controlled by a 
hydraulic system that picks 
them up or sets them down 
in under 60 seconds. 

You can drop one or nine, 
whatever you need. 

Between jobs, you roll 
along at 30 mph, with the 
I8V2 foot spread tucked 
into a safe 8 feet. 

TORO 
We Take Cane 

Hills are no problem. 
The 6 cylinder engine 
develops 79 horsepower, and 
the cutting units are free 
floating to follow the curve 
of the turf. And while 
they're following it, they 
won't be crushing it because 
of oversized pneumatic tires. 

We think this adds up to 
a lot of mowing. So if you 
have a lot of turf to take 
care of, get in touch with us. 
tExclusive trade names of Toro Manufacturing Corp. 



PART 1 

THE 
PROFIT - CENTERED 
PRO SHOP 

A DOZEN 
EXPERTS 

GIVE THEIR 
VIEWS ON BUYING 

GOLFDOM asked 12 representa-
tives from the golf industry for their 
views on current problems in the five 
major areas of buying, ordering, cred-
it, competition and promotion. In Part 
One, buying, the participants discuss 
ordering, re-ordering, stocking in 
depth, merchandise selection and de-
livery. The panel consisted of four 
professionals, three apparel manufac-
turers, three equipment manufactur-
ers and one distributor. Individually 
they are: Don E. Fischesser, former-
ly professional, Connorsville CC, In-
diana, now, PGA's special assistant 
for sectional affairs; Don Kay, pro-
fessional, Heritage Village CC, Conn.; 
Warren Orlick, professional, Tam 
O'Shanter GC, Mich., and president 
of the Professional Golfers' Assn.; 
Bob Thatcher, professional, Aroni-
mink GC, Pa.; Jack Lust, vice presi-
dent, sales, DiFini Originals, Ltd.; 

Wall y Phillips, national sales man-
ager, Etonic Div., Charles Eaton 
Company; Richard Tarlow, treasur-
er, Brockton Footwear; L. Dean Cas-
sell, vice president marketing, Golf 
Dw., Acushnet Sales Company; Paul 
MacDonald, vice president, Dunlop 
Tire & Rubber Corp.; Howard Nan-
nen, vice president sales, Spalding 
Sales Corp.; Robert D. Rickey, vice 
president, MacGregor/Brunswick, 
and Ernie Sabayrac, president, Ernie 
Sabayrac Company. 
GOLFDOM: Particularly in ap-
parel, customers want a greater 
variety of styles and colors to se-
lect from. Women do not like to 
buy an outfit that has several du-
plicates all the way down the rack. 
Do pros feel that certain mini-
mum order requirements make it 
difficult to carry a varied stock? 
Phillips: Some minimum order re-

quirements make it difficult for a pro 
to carry a widely varied stock, but I 
don't feel this limits the styles and 
colors. Most manufacturers offer 
deals and assortments that provide 
the pro with at least two lines of ap-
parel. This eases the problem of offer-
ing members a satisfactory variety. 
Thatcher: A varied stock is fine when 
referring to styles and colors, but not 
when referring to manufacturers. 
Most manufacturers carry a line with 
five to eight styles in six to eight col-
ors each. This should satisfy the needs 
of most memberships. 
Rickey: Pros attempt to carry too 
many different brands in their inven-
tories anyway, and not enough depth 
in the major lines. This is especially 
true now with the advent of many 
new brand names. The smart pro will 
soon become sensitive to his custom-
ers' brand preferences and will con-



centrate his inventory on these lines. 
Kay: For a golf professional to carry 
a variety of merchandise, he would 
have to be at a club where there is a 
fantastic turnover. Most shops do not 
have a large enough volume to merit 
this type of buying. Also with the 
minimum order requirements, this 
could be extremely difficult. 
Nannen: A pro only helps himself in 
this area by holding to a minimum 
the number of lines he carries. Too 
many shops carry eight to 10 differ-
ent club lines. This confuses the mem-
ber who must feel that the pro doesn't 
think there is much difference among 
clubs and all clubs are alike, so why 
not buy downtown. The pro spends 
too much time going over his accounts 
payable because of the large number of 
suppliers. 
GOLFDOM: What can suppliers 
do to aid the pros in bringing 
greater variety to the shops? 
Kay: If suppliers would discontinue 
those minimum order requirements 
that we just discussed, it would do 
much to alleviate the problem. 
Thatcher: A careful study of the col-
ors and styles sold nationally and 
sectionally could be made available to 
each pro. With a forecast on style and 
color, the pro would then do a more 
competent job of buying and selling. 
Lust: Suppliers who do a large pro 
shop business can help pros by chang-
ing packaging. Packaging shirts, for 
example," in assorted colors rather 
than solid to the box and featuring a 
more extensive selection which coor-
dinates with several styles. 
GOLFDOM: Do most pros have 
the cash resources or credit to 
stock their pro shops in depth? 
Thatcher: Most pros are underfi-
nanced and are behind the eight-ball at 
the start. Many companies provide 
credit, but many are not willing to 
underwrite the beginning operation to 
any extent. It is quite difficult for the 
average pro to stock his shop in the 
proper depth due to the lack of funds 
and the lack of demand for these 
goods. Only a few clubs support their 
golf shops to the extent that a pro can 
make a decent income and profit. 
Or lick: Professionals have available 
resources and credit, especially now 
with the PGA credit union. 
Thatcher: PGA funds from the credit 
union are too slow in coming to be 
effective yet. 
Phillips: Most pros have either cash 
resources or credit to stock their shop 
in enough depth to offer their mem-
bers a sufficient variety in styling and 
fashion. But we can go back to credit, 

where in some instances pros overex-
tend themselves in their buying in an 
effort to provide merchandise inter-
esting enough to influence members 
to purchase at the shop. Today the 
burden has shifted to the supplier and 
his salesman who must obtain as 
much business as possible. In some 
cases, everyone gets hurt. 
GOLFDOM: Ordering has al-
ways been a problem area, with 
pros claiming that some suppliers 
do not meet delivery dates and 
suppliers saying pros order and 
re-order too late. When should a 
pro order his spring/summer 
merchandise? 
MacDonald: The professional should 
consider several factors. Does he have 
a market for the merchandise during 
the winter months? Will the mer-
chandise be available in February and 
March? Does the manufacturer offer 
a dating program that allows the pro 
to have the merchandise on hand and 
ready for sales over a longer period of 
time? Does the pro want to insure 
this merchandise and arrange for an 
area to store it during the slow sea-
son? All these must be considered. 
Early fall is the best time to order for 
spring/summer merchandise. 
Lust: Orders placed early are shipped 
early, and early re-orders are deliv-
ered in time, most of the time. T o de-
termine when a pro should order, we 
must consider two markets. In the 
sunshine and cruise wear market, 
sportswear manufacturers like to 
book the bulk of their spring/sum-
mer orders as early as Labor Day 

Don Fischesser 

weekend. In the northern, eastern 
midwestern and southern markets, 
major market manufacturers like to 
book the bulk of their spring/sum-
mer orders between Labor Day and 
mid-December. 
Kay: Fm able to do all my spring 
buying in four or five days at the PGA 
show in January , while keeping in 
mind my present inventory. 
Tarlow: If a golf professional wants 
to get good delivery from his sup-
pliers, his spring/summer merchan-
dise should be ordered in the fall. 
Orlick: Too many manufacturers and 
suppliers fail to deliver on time even 
when the pro gives them orders in the 
fall. Most pros order spring and sum-
mer merchandise in the fall of the pre-
ceding season. Fall merchandise is 
ordered in June for delivery before 
September. 
Rickey: It is impossible with golf 
clubs. They require a lead time of 
four to six months to manufacture. 
The industry cannot properly service 
a large order unless it is placed on an 
"advance" basis, preferably in the 
fall, for the following spring delivery. 
Early orders are so important to us 
as a hard goods manufacturer that we 

(Continued) 

Jack Lust 



How a 
Nannen 

have given extra incentives to those 
pros who help us by anticipating their 
needs. 
Cassell: It is the manufacturer's re-
sponsibility to do a proper delivery 
and service job so that the pro shop 
effectively and promptly gives service 
to its customers. To do this, forecast-
ing by the manufacturer must be done 
expertly, because there is such a sig-
nificant production lead time in most 
of the basic product lines. The great-
est aid to the manufacturer is spring 
orders which are given to the sales-
men in the North during the fall 
months. This way the manufacturer 
obtains a valuable guideline for pro-
ducing the proper products in the 
proper proportion. 
GOLFDOM: At what point in the 
season do large re-orders present 
a problem to manufacturers? 
MacDonald: This question depends 
upon the product. This type of prob-
lem usually occurs when the season is 
one-half to three-fourths over. Golf 
balls, however, are usually available 
year-round. 
Tarlow: Large re-orders do not pre-
sent a problem if we had some good 
initial orders in the fall. They do pre-
sent a problem when they come in 
June and the initial orders were poor. 
Sabayrac: Large re-orders present a 
problem at the point of re-order. Al-
though manufacturers will always al-
low for more than the original orders, 
the trend today shows that the per-
centage of over-cutting these orders 
is being drastically reduced. The 
manufacturer cannot gamble on in-
ventory that may or may not be 
picked up on a re-order. Costs are too 
high and the over-all economic con-

Robert D. Rickey 

(Continued) 

wants to get that merchandise deliv-
ered as quickly as possible because 
that means money in his pocket, too. 
When merchandise is delivered late, 
the pro's payment date is also de-
ferred; if the merchandise isn't deliv-
ered, he just doesn't owe any money. 
On the other hand, there is a definite 
time in which the pro has promised to 
pay in order to receive his discount. 
If he's late he loses the discount. I 
wouldn't say that's unfair. After all, 
the discount is a bonus for paying on 
time. 
Rickey: To my knowledge there is no 
penalty being paid by any manufac-
turer for late delivery, or would it be 
possible to do as long as it is neces-
sary that we carry so many varieties 
in stock. 
Tarlow: I do not know of any system 
by which a manufacturer is penalized. 
As a matter of fact I do not know of 
any system like this in the industry. 
We lose a discount if we don't pay 
one of our suppliers on schedule. 
MacDonald: The manufacturer is 
penalized by customer cancellations, 
which result in a loss of profit. 
Kay: Since the pro is penalized when 
he doesn't pay his bill within the dis-
count period, perhaps there could be 
some adjustment with some suppliers 
when they do not deliver merchan-
dise within the promised delivery 
date. It's important to a pro to re-
ceive goods on time because his mem-
bers are putting their trust and con-
fidence in his ability to supply them. 

ditions today are too uncertain. Nev-
er has it been more important to the 
golf pro to commit the supplier to his 
needs as early as possible. 
GOLFDOM: What lead time 
should pros anticipate on deliv-
eries of large orders? 
Sabayrac: The pro should give the 
manufacturer and himself as much 
lead time as possible. Buyers used to 
come to New York right after Labor 
Day. Today, however, the manufac-
turers find that they need even more 
time. So for 1971 spring/summer ap-
parel lines, the date is set for August 
9th through 16th. Anytime after that 
date, pros should begin buying. 
Orlick: Lead time on large orders 
should be two to three months. 
Tarlow: We don't require any special 
lead time on large orders except at the 
height of the season. This is our best 
selling method. 
GOLFDOM: Is there any system 
by which the manufacturer is 
penalized for missing a promised 
delivery date? I believe the pro 
loses a certain discount if he pays 
after 30 days or 60 days or what 
have you. 
Sabayrac: Yes, there is a penalty the 
manufacturer pays for missing a 
promised delivery date—the loss of 
the customer's good will and favor. 
No self-respecting businessman pur-
posely misses a delivery date; he 

Wally Phillips 




