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don’t really know what a golf archi-
tect has to do.

George Chane, prominent finan-
cier, is chairman of the PGA advis-
ory committee and president, Na-
tional Golf Fund. He is an alumnus
of the caddie prep schools in Massa-
chusetts. Chane was a bright kid
carrying bags at the Essex CC,
Manchester, Mass. He attracted
the attention of professional Eu-
gene (Skip) Wogan, who promoted
him into the shop as an assistant.
There he and Joe Capello, another
alert, ambitious youngster learned
to make clubs with Wogan and
Matt and Alex Campbell.

Ray Gerber, retired superintend-
ent, Glen Oak CC, Glen Ellyn, Ill.,
adds another job to his busy retire-
ment schedules. He’s now editor of
the Midwest Assn. of Golf Course
Superintendents’ monthly Bull
Sheet. Gerber is a past president of
the GCSAA and received the
Charles Bartett memorial award for
the public relations work he did for
superintendents around Chicago.

More golf directors named: Chuck

Matlack for Sea Island Resorts,
building Oristo GC at Edisto
Beach, S.C., and Brien Charter for
the three courses of the Country
Club of Miami, Fla. Bears out
what we've been saying for four
years, that the top jobs in pro golf go
to professionals who have execu-
tive temperament and knowledge
and know what’s going on in course
and clubhouse management.

Joe Lee, once the late Dick Wil-
son’s aide and now a top architect
on his own designed Errol Estate G
& TC, which opened recently at
Apopka, Fla. William H. Blakely
finished 18 for Sam Volpe's Round
Hill CC as part of a $5 million, 300-
acre near East Sandwich, Cape
Cod Bay, Mass. Course opens in
May. Owen Grifith, retired golf
writer whose *‘been around™ says
that Blakely has added a great pic-
ture to scenic country.

David H. Fritz, secretary and
superintendent, Highland Park (I11.)
Park District, recently discovered a
list of players and visitors to the
greenkeepers tournament, August
26, 1929, at A.D. Lasker’s Mill

Road Farm course, southwest of
Lake Forrest, Ill., where the USGA
Green Section had established turf
experimental plots highly valuable
to the area. About 230 registered.

Henry Williams Jr. and John In-
glis both 85 and still playing pretty
good golf, were recalling at the
PGA Seniors championship, 60
years prior, winter pro jobs. Inglis
built a course at Fort Myers Beach
and Henry was at Ormond Beach in
1904. He went north to build
courses.

No other sport comes remotely
close to golf in university scholar-
ships awarded caddies for intellectu-
al and character qualifications. The
Western Golf Assn. alone this year
has 850 at 29 universities. The
Western's Evans Caddie Scholars
held awards in excess of $2,700,000.
More than 85,000 golfers contrib-
uted over $1,200,000 to WGA
scholarships last year. There are 27
other golf associations awarding
caddie scholarships. Most sponsor-
ing associations check up on the
performances of their proteges by a
plan devised by the WGA. 0O

2200

Large Velcro
Tabs Are “IN”

The new Imperial golf glove by Champion offers
a full length opening with a large Velcro tab.
Golfers like the ease of putting on and taking
off this distinctive glove. Velcro fastener
offers complete adjustment for tightness

of palm throughout life of glove. Finest Chevreau
capeskin in a wide array of fashionable
colors. All sizes for men. Suggested retail $5.

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

For more information circle number 178 on card
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TEAM UP NOW!

There are increasing ties at clubs
and courses among the manager,
professional and superintendent.
Each is having a greater influence
on the others’ decisions—and that
more than likely includes planning
and buying decisions. These conclu-
sions are supported by GOLFDOM’s
recent Inter-Relationship Survey, in
which hundreds of managers, pro-
fessionals and superintendents were
formally polled on the extent of
their responsibilities and their con-
tact with their fellow administra-
tors at the club.

In analyzing the survey results
(shown on the next page), the influ-
ence of one administrator on the
others appears to emanate from
three basic sources: 1) frequency of
contact, 2) exchange of ideas and
advice and 3) reading habits.

FREQUENCY OF CONTACT
The key questions to this influence-
source are Number 3 (Do you meet
with the other two administrators
on a regular basis?) and Number 5
(If no to Question 3, do you ever
meet with the other two administra-
tors on an irregular basis as prob-
lems arise or to discuss future
plans?). Combining the responses
from both questions to determine
the total percentage of respondents
who have meetings on a regular or
irregular basis, the following is in-
dicated: 97.9 per cent of the man-

According to GOLFDOM'S
survey, frequent commu-
nication among the pro-
fessional, the manager
and the superintendent is
the rule, not the exception

by VINCENT J. PASTENA

EDITOR

agers, 97.2 per cent of the profes-
sionals and 97.6 per cent of the su-
perintendents reported that they do
have joint meetings.

It also should be noted that some
respondents to Question 4, on how
often they meet, indicated that they
meet with the other two administra-
tors each morning before beginning
the day’s duties.

EXCHANGE OF IDEAS AND ADVICE
Almost 95 per cent of the manag-
ers, more than 93 per cent of the
professionals, almost 86 per cent of
the superintendents and almost 91
per cent of all respondents com-
bined reported that they do fre-
quently or sometimes consult with
or seek advice from the other ad-
ministrators when faced with a prob-
lem. Not only does this indicate that
there is respect for each other’s
knowledge, but also that the opin-
ions of the fellow administrators
carry some weight. Tied to this set

of responses is that for Question 7,
which showed that the overwhelm-
ing majority of managers, profes-
sionals and superintendents fre-
quently or sometimes offer ideas or
constructive suggestions to their
fellow administrators. In general,
there is a growing rapport among
administrators, which permits them
to offer advice and suggestions
without fear of offending.

READING HABITS
In view of the flow of ideas and ad-
vice among the manager, profes-
sional and superintendent, it is ap-
parent that the interests and knowl-
edge of each administrator extends
beyond his immediate area of re-
sponsibility. And the information he
reads and absorbs feeds his desire
for broader knowledge. In checking
out reading habits, 100 per cent of
the managers, more than 98 per
cent of the professionals and almost
97 per cent of the superintendents
said that they frequently or some-
times read in publications material
or articles that are primarily ori-
ented toward either of the other two
administrators. When asked why,
the responses broke down this way,
going from most frequently to least
frequently checked: 1) further my
over-all knowledge, 2) be of greater
value to the club, 3) general inter-
est and 4) be prepared to take on
greater responsibilities. This indi-

continued
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TEAM UP continued

cates that their interests in material
outside their immediate areas of re-
sponsibility does not primarily ema-
nate from an ambition to take on
authority in other areas, but from a
desire to avoid being so narrowly
channeled into their immediate areas
of responsibility that they cannot
contribute to the total club or
course operation.

An important segment of the in-
dustry that should not be forgotten
are those who actually hold com-
bined titles and those who hold one
title but formally share in the re-
sponsibilities of other administra-
tive positions. Some 15 per cent of

the survey respondents noted dual
titles—either ~ Professional/Man-
ager, Professional /Superintendent
or Superintendent/Manager. In ad-
dition, more than 62 per cent of
the managers, 34 per cent of the
professionals and more than 24 per
cent of the superintendents said they
formally share in the responsibilities
of either or both of the other two
titles. Therefore, it is apparent that
this group has an absolute need for
information that covers the total
spectrum of positions—manager,
professional and superintendent.
(For more on this group, see “The
One-Man Trio,” p. 36.)

Over-all, the survey confirms

what GoLFpOM has long believed —
that the manager, professional and
superintendent are not, nor do they
want to be, oblivious to the others’
responsibilities. To reiterate our
editorial (GoLFDOM Speaks Out,
p- 8), each is and should be vitally
interested in what the other two ad-
ministrators are doing, because the
quality of their performances af-
fects him. The condition of the
course, the quality of the pro shop
and the level of clubhouse facilities
are not separate entities when con-
sidering the stature of a facility and
its administrators— and it is obvi-
ous that the respondents to our sur-
vey are aware of this. O




CREDIT

UNION

One of the problems that golf pro-
fessionals face is that of keeping a
high enough credit rating to secure
a bank loan. The problem is par-
ticularly discouraging for the
young, up-and-coming profession-
al. For the veteran, it is one of frus-
tration. No golf club will co-sign a
note for its professional, young or
old, so the professional is on his
own financially. Up to now, the
professional’s best bet was to take
his chances on his own local bank.
That risk was cut drastically
about a 18 months ago, when the
Professional Golfers’ Assn. came
up with a savings and loan pro-
gram for its members. The PGA
Credit Union was created in re-
sponse to the professional’s mul-
tiple but related
meeting overhead, paying bills
and maintaining inventory—all
of which takes money-—and credit.
The response of professionals to
the program has been very sluggish,
however. To date only 410 profes-
sionals have joined the program;
that’s less than 6 per cent of the to-
tal PGA membership. But one PGA
official expressed optimism, char-
acterizing the program as “‘building
slowly, but constantly.” Total de-
posits on hand come to about
$110,000 and the number of loans

problems of

The PGA’s Credit Union

is a savings and loan plan

that takes the sting out of
borrowing

that have been issued number 40,
with dollar amounts running be-
tween $85,000 to $90,000.

Reasons cited for the disappoint-
ing showing were the present tight
economy and the lack of promo-
tion of the program, although a
brochure outlining the program is
available for the asking from the
PGA. Perhaps professionals need
now a reiteration of the basic plan:
O Members deposit into a savings
account any amount of money they
wish. They must make an initial
share deposit of at least $5. Life in-
surance is provided on the amount
of the savings deposits up to a max-
imum of $2,000 without charge to
the depositor.

[0 Savings deposits earned 5 per
cent interest as of December 31,
1971 (the union can legally pay up
to 7% per cent). Dividends will be
computed on a monthly basis and
money for deposit received by the
10th of each month will earn divi-
dends for the entire month. How-
ever, if any amount is withdrawn
during the dividend period, the ac-

cumulated dividend on the amount
withdrawn will be lost.

[0 Loans for business purposes are
available to depositors in the
union. Eventually, the PGA hopes
to be able to make personal loans
available. A golf professional can
borrow up to $2,500 on his signa-
ture alone. Over that amount, but up
to $5,000, requires a security
agreement using the pro shop as-
sets as collateral.

0 The interest rate on the loan is
12 per cent annually, based on |
per cent a month on the unpaid bal-
ance. The loan must be paid back
within a time specified by the
Credit Committee.

0 Loan protection insurance covers
the outstanding balance of the loan
up to a maximum of $10,000 without
cost to the member.

One advantage of this program is
that the loan rate is computed on
the diminishing balance, as op-
posed to a bank’s computation
rate. Further, the dividend from
the savings deposit offsets the in-
terest charge for the loan, reduc-
ing it considerably.

It's a good deal, why not take ad-
vantage of it? Contact PGA head-
quarters, Box 12458, Palm Beach
Gardens, Fla. 33403 for a member-
ship application. O

4/72 GOLFDOM MAGAZINE 35



In the last few years we have men-
tioned or have heard others men-
tion that the golf professional
“wears many hats.” He is a teacher,
a public relations expert and busi-
nessman, if he performs in the pro-
fessional manner expected of
him. The successful professional
realizes that these are the stan-
dards to which he must adhere. But
throughout all of our discussions
on the role of the golf profession-
al, we usually discuss only one
guy—that guy who works spec-
ifically as a golf professional.
Very little, if any, attention is
focused on the *“pilings” of the golf
business. Webster defines pilings as
those supports which provide the
base for a solid foundation. In our
definition of pilings, we include
those men who work as a combina-
tion golf professional, superin-
tendent and manager. These are the
men who fight all the problems
daily, year after year.
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HE ONE-MAN

He wears three hats—pro-
fessional, manager and
superintendent—and of-
ten it is difficult to bal-
ance them. He plays an
important role, yet is vir-
tually unrecognized by
the industry
by PATRICK D. WILLIAMS

It goes without saying that the
view of the public is askew as far as
the profession of golf is concern-
ed. With the exception of numer-
ous club officials who work with the
business quite closely, the profes-
sion is ranked as follows: 1)
tournament players; 2) very suc-
cessful club professionals; 3) suc-
cessful club professionals; 4) club
professionals; 5) assistant profes-
sionals, and 6) the unsung heroes.
This type of thinking is natural and

TRIO

is a product of the manner we use
in deciding what goes in the lime-
light. What we need to do, some-
times, is put a little of the limelight
on some of the areas that are always
in the dark.

We are not inferring that those
men listed above the unsung heroes
are unimportant. They have earn-
ed the accolades they have re-
ceived. It is a simple proposition
related to objectives. To accom-
plish any objective requires the
same amount of time and effort if
we view everything on a relative
basis. Simply stated, the unsung
heroes warrant more attention than
they have received.

The Professional Golfers’ Assn.
of America is continually striving
to define, strengthen and structure
its membership classification. It
must change because the golf busi-
ness is dynamic, and change is man-
datory. The role played by the golf
professional 20 to 30 years ago

continued on page 38
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Last years sellout in sportswear
is back and bolder than ever.

Ryder Cup Fashions by PGA are
specially designed to keep you
looking good on or off the
course. And this year they feature
slacks and shirts in pace-setting,
color-coordinated pattems and
styles.

Choose from three kinds of ; M .
shirt collars, including our new
3-button “ltalian Roll” fype. -

Slacks are machine-washable %
knits. In straight leg and fiares, beltless and with
belt loops. Also matching gloves, jackets and hose.

Slacks $20 to $35. Shirts $12 to $15. Sold only by golf
shop professionals.

‘ Ryder Cup Fashions by POAE T | Gt & |

Division of Victor Golf, Products of Victor Comptometer Corporation
For more information circle number 180 on card
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THIS IS WHAT MAKES
OUR NEW SUPER SOX SUPER.

It's our great fat fluffy pom poms that are going to
give your sales a big fat'boost.

Wait till your customers see that Super Sox are
made of 100% Creslan® acrylic fiber.* So they can
wash them all they want without worrying about shrink-
ing, stretching or fading those bright bouncy colors.
Andtheyareavailableinl7 77000 ©Onge
different color combina- ; - '
tions. Super Sox. They

- SURER-FOM
make sense. And sales. mmm

. 3 Reliable of Milwaukee
*exclusi n
exclusive of ornamentatio 233 E. Chicago Street, Milwaukee, Wisconsin 53202

B —

S—sEamamie— Complete set of four

QreS]an nos. 1, X, 3, and 4

CES

Suggested retail (shown—Style #5030) $6.00 each. Other knit club sox styles to retail from
$2.00 each. Write for catalog showing complete line of golf accessories.

Creslan acrylic fiber is a product of American Cyanamid Company, Wayne, N. J.

For more information circle number 191 on card

GOLFDOM MAGAZINE 4/72

TRIO from page 36

does not fit today. Whether we like
it or not, this role has been greatly
expanded by the growth of the golf
business. Likewise, this growth
has created the need for the unsung
heroes’ category which we have
been discussing. Because golf has
long since been removed from the
ranks of the wealthy and elite, the
unsung heroes become increasing-
ly more important. Without them
golf would not be what it is today.
From Garner, N.C., to Chickasha,
Okla., to Red Hole, Calif., these
are the professionals that bring golf
to the masses. Without them we
would not have the other 7,500 golf
courses dotting the countryside
we would have only the 2,500 plus
affluent-type golf operations.

Some people will argue that these
men are not in fact golf profession-
als, golf course superintendents or
club managers. Some consider
them to be hybrids, who have limit-
ed expertise in each of the three
functional areas. I consider them
as representing many of the verte-
bra that make up the backbone of
golf.

Now where do these guys fit in?
You can find them in big towns and
little towns. But invariably one
finds them in situations in which the
circumstances pérmit only one
guy to do all of the work. Natural-
ly, a man working under these con-
ditions does not have the time at his
disposal to become highly pro-

DUNLOP REDUCES
GOLF BALL PRICE
Dunlop Tire and Rubber Corp. re-
duced the professional price of Max-
fli golf balls 25 cents a dozen, ef-
fective March 15.

According to Paul MacDonald,
vice president, Dunlop Sports Div.,
the price change reflects cost reduc-
tions achieved from increases in
sales volume and improved manu-
facturing techniques, plus a modern-
ized distribution system. “‘In addi-
tion,” MacDonald says, *Dunlop’s
action is consistent with the objec-
tives of the Federal government’s
Phase Il Program.”™

In line with normal Dunlop pol-
icy, price protection for profession-
als is in force for the 30-day period
prior to March 15.




ficient in each of the three function-
al areas of the golf business. He has
to do the best he can or his golfers
are not going to be able to par-
ticipate in the game, period. The
game is built on the interest of the
masses, and not just the luster of a
select few.

A case in point. The unsung hero
I have selected as an example is
Tony Doudican, the *‘golf profes-
sional” at Seminole Municipal GC,
Seminole, Okla., population 8,500.
The words golf professional were
put in quotes because in the eyes of
some, Doudican is not a golf pro-
fessional officially until he is a
member of the PGA. But rest as-
sured that in the eyes of Tony’s boss,
Don Bown, Seminole’s city man-
ager, he is one of the best in the
country. And if you lunch with the
park board, which is made up of
Hulett Edgmon, Jim Austin, Jim
Myers, Jimmy Lynn Austin and Jim
Whitt, there’s no question in any-
body’s mind that Doudican is Mr.
Golf in Seminole. And if you are a
big city golfer don’t think, *“Big
deal, what’s Seminole, Oklahoma,”
Think about the thousands of small
cities through the country that have
similar situations. To be redundant,
think about that backbone of golf.

Prior to the Doudican Days of
golf in Seminole, one could easily as-
sume that golf for that city opera-
tion was not too profitable or like-
wise very enjoyable to the players.
They had a need and they filled it.
Golf is now booming in Seminole.

Doudican’s qualifications for be-
coming a golf professional were
similar to those of most men who
want to become professionals. He
loved the game, played it decently
and had a desire to become a part
of it. Obviously, he knew very lit-
tle about being a professional,
much less that of maintaining a
golf course or managing the entire
facility. He did have a consider-
able amount of expertise in men’s
wear merchandising—a plus for
him with respect to the golf shop
merchandising program. And
Seminole, like many golf opera-
tions, could not afford the freight
for a separate professional, super-
intendent and manager. The city
realized it was taking a gamble;
however, they are the type of peo-
ple who look for desire first and

knowledge second. So 34 months
ago, they hired Tony Doudican.

I asked Tony about his excite-
ment when he knew he was in the
golf business. He said that it was
great until he realized that at 5
a.m. the next morning he had to go
out and mow nine greens and tees.
The fact that he had never mowed a
tee or green before would put fear
into the bravest soul.

It is not necessary to go through
all the trials and tribulations, the
good times and the bad that this un-
sung hero has been through. Com-
mon sense implies all sorts of head-
aches associated with inexper-
ience, limited budgets, less activity
or whatever. The point here is that
by hook or crook things are turning
out the way they should at the
Seminole Municipal GC. A few
facts that substantiate this point:

[0 About 18,000 rounds were played
at the course in 1968. In 1971,
40,000 rounds were played;

O The income to the city from the
operation has more than doubled;

O The city just approved a bond is-
sue to build a new clubhouse.

O Design drawings are being pre-
pared to expand the course to 18
holes in the very near future.

Tony Doudican does not openly
take any credit for this progress.
Even though everyone is aware that
he deserves a great deal of the
credit, there is still a need for co-
operation from everybody. Should
we say we need a lot of people sup-
porting golf regardless of whom or
where they may be? So our case il-
lustrates that a basic desire by a lot
of people can make golf successful
under any circumstances.

It is interesting how Doudican
became at least somewhat knowl-
edgeable about his business. He is
the first to admit that he now knows
only 10 per cent to 15 per cent of
what he needs to know. He has
acquired his knowledge through day
to day experience, coupled with a
lot of late night studying of every
book, article or whatever that has
been written on the facets of his golf
business.

After several lengthy discussions,
the real reason for the success at-
tained at the Seminole Municipal
GC became readily apparent. We
have mentioned that everyone had
the desire and interest. Couple this

with Doudican’s philosophy on
golf course operations and you have
it made. His philosophy? *I think
that the people who play golf at our
course deserve the same things, re-
latively, that the people get at the
large prosperous country clubs.
This includes a well-stocked clean
and modern golf shop, a course that
is well-maintained as physically
possible and a staff who are inter-
ested in providing a real service to
their customers.”

The few complaints that Doudi-
can had are the same I have heard
from many unsung heroes. None of
the professional organizations
have programs that are geared,
even in a small way, to the profes-
sional who is also the superin-
tendent and the manager. Then
there is the tendency of manu-
facturers’ and suppliers’ salesmen
to overlook all these little guys or
to handle their business by mail or
telephone with little to no personal
contact or service. And as Doudican
so aptly put it, “We don’t want them
to help us because they feel sorry
for us, we want them to help us be-
cause we really need it. You never
can tell, someday we might become
successful.”

We adjourned the interview by my
asking how he keeps up with every-
thing that is going on and needs do-
ing. He said that he thought at first
he was smart enough to keep it all in
his head. Now he walks around with
a tape recorder on his belt and it
keeps track of where he has been and
what he needs to do.

So to sum up, this is one example
of hundreds of men like Tony
Doudican throughout the golf
world. If we measure success in
terms other than dollars they are
right up there with the most suc-
cessful. I have an opinion about
how real their contribution is to
golf. If you have never given them
too much thought, take a few
minutes and formulate your own
opinion. O
PAT WILLIAMS was for four years
director of education and special
projects of the Professional Golfers’
Assn. Currently, he and partner, ar-
chitect Don Sechrest, run a golf
course architects and operations
consulting firm. He also writes
“The Professional Approach” for
GOLFDOM.
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Nick Lombardo, golf op-
erator at Rancho Canada
is a firm believer in offer-
ing the golf course for
fraternal, social and
commercial organizations
to use for their golf tour-
naments by DON CURLEE

What many public play golf opera-
tors want to do when they see out-
side golfing groups and tournaments
headed their way is duck. They
know these groups can choke off
regular play, jam up the facilities
and interfere with the routine.

But Nick Lombardo, the enter-
prising golf operator of Rancho
Canada GC on the Monterey Pe-
ninsula of California, stands tall,
takes them all in, from 25 to 500
golfers at a time. He makes them
feel like private club members for
the day at his two 18-hole courses
and sumptuous clubhouse. And
don’t feel that the two-course com-
plex is necessary. Lombardo’s pro-
motion of tournament play began
about four years ago when he was
professional-manager at Del Monte
GC in Monterey. Response to his
golf hospitality there was so great
that he began looking for roomier
quarters.

The key to making this type of
business profitable, Lombardo has
found, is to offer the full range of
Rancho Canada’s services in one
tidy package. Lombardo prefers to
think of it as a program, and he
talks about programming each tour-
nament to the needs of the group.
“*One of the major reasons for pro-
gramming was to offset the con-
stant haggling for price in the pro-
fessional shop.” he says. ““Some of
the groups were even bringing their
tournament prizes with them.” Ex-
cept for one tournament sponsored
by a men’s store, merchandise for
prizes comes from the Lombardo
golf shop entirely now. **We've cap-
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tured the prize market,” he says.

A typical program includes the
round of golf, a tee prize for every
participant at the first tee, score
keeping and posting, handicap com-
putation (Calloway system not al-
lowed), the use of golf cars, cock-
tails, dinner and presentation of the
winners’ prizes in the Rancho Can-
ada banquet room-—all arranged
supervised and supplied by Rancho
Canada. Even the dinner menu is
thoughtfully selected well ahead of
time in consultation between Lom-
bardo and the tournament chairman
of the visiting group. The cost per
individual in a tournament ranges
from $10 to $35, depending on the
needs of the organization.

“No tournament chairman I
know wants to sit in the clubhouse
posting scores and worrying about
handicapping and pairings while the
members of the group are enjoying
themselves on the course,” Lom-
bardo says. Fully sympathetic with
the chairman’s plight, Lombardo
and Rancho Canada take the entire
load off his hands, beginning with
promotional flyers and mailings to
announce and build interest in the
event. He assures the chairman that
his staff of 40 is completely tuned
to group needs, and he may call in
golf course superintendent Larry
Lloyd to discuss pin placement or
bullseye marking for the hole-in-
one contest. A quick tour of the
clubhouse and its large kitchen fa-
cilities afford the chairman reassur-
ance that this will be a memorable
event.

Because repeat business is so im-
portant, Lombardo personally sees
each program through to a success-
ful completion, knowing the satis-
faction of the participants is the
stepping stone to further tourna-
ment play. He estimates that 70 per
cent of the groups playing the course
in 1971 were repeaters. Referrals by
satisfied groups are now Lombar-
do’s number one source of new busi-
ness. But when he began promoting
tournaments, Lombardo drafted
letters “‘cold turkey™ to long lists of

fraternal. commercial and social
organizations inviting them to book
their annual tournament with him.
Now Lombardo boasts a list of 700
or more organizations which have
scheduled tournaments at his
courses. At Pajaro Valley GC in
nearby Watsonville, also operated
by Lombardo, another list of 200
groups is maintained. Although it
hasn’t been necessary to communi-
cate with these groups regularly, the
addresses are kept current in case it
becomes advisable. Lombardo also
operates Fig Garden GC in Fresno,
in partnership with his brother-in-
law, Gordon Knott.

Lombardo admits that he has lost
some groups, which found they
could hold their tournaments else-
where cheaper. **But they often
come back,” he says, “after com-
paring our treatment with some oth-
er course’s.

“*We handle every group the same
way a professional at a private club
must conduct a tournament,” Lom-
bardo says. ““This is in contrast to
selling a golf round as a clerk sells
a pair of shoes.™

A special conference room near
his office is available to the boards
of directors, or golf committees of
visiting groups if they need it. Just
one of many special touches at
Rancho Canada.

“We operate 70 golf cars, and we
may rent as many as 80 more for a
big tournament just to be sure we
don’t have breakdowns or players
without a chance to take a car,”
Lombardo says. Lombardo, who
has been a golf professional for 24
years, does not think a professional
without private club experience
should conduct a program like his.

At the same time, he recognizes
that the majority of golfers don’t
belong to private clubs, and because
they don’t, “they actually pay more
for their golf than any club mem-
ber.” Lombardo feels they deserve
a break, a taste of the private club
atmosphere and treatment. “What
business does the average golfer
have playing difficult courses such

continued on page 44



