
Tree even though they play most of 
their golf somewhere else. 

O n e m e m b e r s h i p ca t egory , 
which might wind up being called 
" s u p e r m e m b e r s h i p , " will cost 
$1,000 a year. Gerring's label for it 
is "charter membership." For that 
category, the member and every 
member of his family will get all 
their range balls free. They will have 
use of all facilities. It will even cover 
club storage, locker rental and that 
member 's share of any electric car 
usage and allow him one free guest 
each month." 

O t h e r m e m b e r s h i p ca t ego r i e s 
include juniors (ages 21 to 32) and 
sen iors (over 60), each at $50 
annually and $15 a month for golf; 
and non-resident memberships at 
$25 a year, with activities paid for on 
a per use basis. 

As Gerring sat in his office this 
spring discussing his plans, the first 
formal invitation for membership 
had not yet been extended. None-
theless, he had a file of projected 
figures, months in the preparation, 
which he describes as conservative. 

"Based on those," Gerring says, 
"we expect th ree- four ths of our 
course budget to come in through 
renewals." 

That will make each May 1 a very 

l a rge day for Hol ly Tree , pa r -
ticularly as those $1,000 checks 
from charter members arrive in the 
mail. 

It will be some time, Gerring dis-
closes, before the club knows how 
many members it will permit. He is 
determined to keep the size of the 
membership comfortable so that 
the club will not be crowded to the 
point of jeopardizing the pleasure 
of those who use it. 

Q U A L I T Y AT L O W COST 
From its inception, Gerring wanted 
a "27 hole membership" and a 27 
hole course. " I have made some 
studies," says Gerring, "and found 
out that tyou're so close to taking 
care of the same amount of play on 
27 holes as you do with 36, that 27 
seems to be what we should have. On 
27 we can give good service, have a 
super golf course and a quality staff 
at inexpensive rates." The third 
nine holes are inc luded in the 
original land plans, and they will 
find a place reserved for them when 
the times comes for them to be built, 
with very l i t t le add i t i on to the 
maintenance staff, adds Gerring. 

Gerring is certain that even at the 
club's low prices, his club can "be a 
class operation," and he is deter-

The indefatigable Gerring discusses the nine and 18 double greens with one of his new assistant professionals. 

mined that it will. 
"We'll have a guardhouse at the 

gate and there will be a guard in it ," 
he emphasizes. "Members will be 
issued stickers for their cars. We will 
have starting times for Saturdays, 
Sundays and Wednesdays. We are 
going to install a telephone f rom 
the ninth and 18th tees to the club-
house grill, so players can order their 
food while they are playing those 
holes. 

"We will designate a special table 
for quick service for those making 
the turn. We'll serve breakfast on 
Saturdays, on Sundays and on holi-
days." 

Gerring believes food should be 
served only during daylight hours, 
based on his belief t ha t mos t 
coun t ry c lub d in ing r o o m s lose 
money. Holly Tree, therefore, will 
not serve at night. Besides, as he 
points out, "There are so many fine 
restaurants in Greenville, we don' t 
want to ask ou r m e m b e r s h i p to 
subsidize a d in ing room. If the 
members want to rent the club for 
special occasions, they can arrange 
for their own caterers and pay only 
a nominal fee for its use." 

REVENUE T H R O U G H USAGE 

Gerring, whose previous responsi-
continued 
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bilities have included management, 
has given a lot of thought to which 
aspects of a club are assets to the 
member and which are liabilities, 
and he has fashioned his master 
plan for Holly Tree accordingly. 

The availability of caddies will be 
one Holly Tree feature, which 
Gerring plans to encourage by pro-
hibiting the use of pull carts until 3 
p.m. on Sa turdays and Sundays 
and possibly Wednesdays when the 
youngs t e r s a re not in schoo l . 
(Electric cars, of course, will be 
available.) Gerring plans to com-
bine a golf training program with 
his caddie program, limiting the 
caddie roster to those who are sons 
of members or residents of Holly 
Tree Plantation even if they aren't 
members. 

"1 believe our members will like 
the caddie program. It will give 
their sons a chance to earn money, 
while they are learning about golf," 
he adds. 

Gerring holds definite ideas about 
member policy making. At Holly 
Tree, "members will participate in 
the running of the club and in set-
ting policies. That is unusual for a 
corpora te c lub . " Gerring has ex-
panded that idea to avoid the con-
fusion that of ten can result when 
c o m m i t t e e m e m b e r s serve only 
one year. " I would like to try hav-
ing c o m m i t t e men serve th ree 
years," he says. 

Gerring's home is only 60 miles 
from Greenville in Union, and his 
exposure to the ways of S o u t h 
Carolina golf and golfers includes 
growing up as the son of golf 
professional A1 Gerring. He has seen 
enough to make him cautious about 
idle dreaming, but also enough to 
help him think big. 

The package for Holly Tree that 
he is designing will allow him to 
realize several of his ambi t ions . 
He has for years wanted to take 
what he describes as a "quality golf 
p r o g r a m " to the age and income 
group he visualizes as Holly Tree's 
membership. And he is convinced 
that his program can be achieved 
without sacrificing pro shop sales. 

"The people in the income levels 
and age groups who will be attracted 
to Holly Tree are the backbone of 
the game today . They have fine 
a u t o m o b i l e s , fine houses , good 

careers and they want the best in golf 
equipment and conditions." These 
are the people, comprising a large 
market, who have sizeable recrea-
tion budgets and who could make up 
a good club membership, but who 
are not anxious to lay out $3,000 or 
more at one time for a club mem-
bership. These people are invest-
ing in c o m m u n i t i e s , not jus t in 
Holly Tree Plantation, but in other 
areas of the United States, in which 
the focal point is the golf course. 

Another advantage of Gerring's 
approach to Holly Tree is his em-
phasis on a prodigious member-
ship, which increases member en-
thusiasm in tournament play. The 
more participants for thdse events, 
the more, he believes, the members 
enjoy competing. 

"The ultra-rich member is not, 
it may surprise you, the best reve-
nue producing member for a golf 
club. He has so many other things 
he can afford to do—travel to Eu-
rope, extended vacations—that he 
does not spend as much time play-
ing at his home c o u r s e as the 
younger people with less money. 

" M r . Skinner's philosophy was 
revenue through usage, and our in-
f o r m a t i o n and expe r i ence indi-
cates that couples in their 30s and 
40s are the ones who will use these 
facilities the most." 

Equipment purchases in Ger-
ring's shop can be made on the in-
stallment plan in cases where the 
price of the purchase would suggest 
it. But, he interjects, he has done 
tha t at o the r , m o r e expens ive 
clubs. 

"We will let a man buy a $300 set 
of clubs and sign 10 $30 tickets. 
Each month, one of these $30 tickets 
will be added to his bill. I might add 
that I have never yet lost a cent in 
one of those deals," he relates. 

M E R C H A N D I S I N G T O S E R V E 

THE MEMBER 

Turning to the subject of service to 
members through sales, Gerr ing 
will r e t a in many m e r c h a n d i s i n g 
ideas that have served him well at 
other courses. 

" W e will mail i n f o r m a t i o n 
regularly to our members. They like 
to hear f rom their pro s h o p , " he 
says. One holdover from the past, 
which has been particularly effec-
tive, and which Gerr ing will ob-

viously retain, is his habit of mail-
ing thank-you notes to those mem-
bers whose purchases totaled more 
than $15. The appreciation that this 
pe r sona l touch has c rea ted is 
summed up by one of Gerring's ad-
mirers: "1 bought a car for $7,000 
and didn't get a thank-you note, so it 
was nice to get one for buying a few 
golf gloves." 

Ano the r successful practice of 
l ong - s t and ing t ha t will be in-
corporated into Gerring's pro shop 
merchandis ing plan is the giving 
of baker 's dozen golf balls when a 
member buys a dozen balls. 

Al though Gerr ing dislikes the 
s a l e s m a n image , he real izes the 
necessity of making his merchan-
dise attractive. "I like to take the 
role of counse lo r r a the r t h a n 
s e l l e r , " he m a i n t a i n s . " I m a k e 
suggestions when I 'm asked, but I 
try to let my assis tants actually 
finish the sales when it's not incon-
venient." 

Although he avoids the discount-
er role, he keeps an eye out "for 
anything that stays in the shop over 
three months. Everything seems to 
depreciate after three months, and 
I've always believed that one's first 
loss will be the smallest, so we put 
things on sale that haven't moved 
well." 

The prestige and integrity of the 
pro shop, Gerring has long believed, 
is essential to creat ing that first-
c lass qual i ty he bel ieves he can 
ach ieve . T h a t in tegr i ty is c o m -
promised, he mainta ins , when it 
carries non-golfing items, such as 
watches or clock radios, solely for 
profit. Gerring has made a practice 
of opera t ing a t t rac t ive and well-
stocked pro shops that serve only 
the golfer and his needs. 

The way Gerring expresses it, the 
soundes t business p rac t i ces a re 
those that best serve the member 
and his game. 

One of his most successful, in-
volved promotions was his "Swing 
and S l i m " exerc ise golf lesson 
classes for women. (This particular 
service was cited by G O L E D O M as 
one of the 10 best ideas submitted 
for its "Buy It At the Pro Shop" 
contest O c t o b e r / N o v e m b e r issue, 
p. 34A.) He retained an instructor 
to conduct the class in light exer-
cises. After a hour on the exercises, 
"we worked on their golf swings. We 

continued on page 51 



$100 invested today, 
can save your club 
at least $20^000 on 
automating its quick 

I coupling system 
a o u a - m e c h t i m e r IISJKMCl »»i'»5*8« " 

INSTRUCTIONS 

5 

GRASS LEVEL 
JlI 

PRESENT 
QUICK 
COUPLING 
VALVE 

PRESENT 
QUICK 
COUPLING 
VALVE 

PRESENT WATER LINE TO QUICK COUPLING VALVES 

As you wel l know, based on average contractor bids. attached to your ex is t i ng quick coupl ing system. It 
the cost of a fu l l y automated water ing system can takes about an hour per outlet and can be done by your 
range from $70,000 to $120,000 - a fa i r l y prohib i t ive greens crew. There 's no wi r ing — just rugged compo-
f igure for most c lubs . nents that can ' t be offected by water, sand or s i l t . 

But now a new turf i r r igat ion t iming sys tem has been Best of a l l . you can convert ex is t ing sys temsone va lve 
developed - the AQUA-MECH* — enab l ing your fac i l i t y at a t i m e - Or. if you wish. ten. th i r ty , or f i f t y . Or the 
to be converted from manual to automatic for about 60% ent i re course. Whatever plan best f i t s the c lub budget, 
less . . .and wi thout the extens ive, t ime consuming in- AQUA-MECH can be set for whatever water ing t ime is 
sta 11 at ion. desired. Set manual ly, it goes off automat ica l ly every-
Composed of three, easy and simple to ins ta l l parts t ime . . . and on t ime. Saves labor, t ime and water. And. 
(valve, timer and spr ink le r ) , the AQUA-MECH can be of course, money. ^ _ _ . 

* P o t e n t P e n d i n g 

TRY IT... 
YOU'LL LIKE IT OFFER! 
Invest $100 now for an AQUA-MECH k i t . Each 
k i t conta ins the AQUA-MECH Timer, one VA" 
Model 111GE Buckner automatic v a l v e , one 
Model 8282-P Buckner pop-up spr ink ler (150' 
d iameter) ,and complete ins ta l la t ion d i rec t ions . 
Try the AQUA-MECH in act ion for 90 days . If 
you aren't sa t is f ied , return the k i t for fu l l re-
imbursement. Order now for September 1973 
de l ivery for i ns ta l l a t i on during the s lack 
season. 

Checko r P.O. on letterhead should accompany 
order. 

F i l l out coupon below and send to: Dept. A. Aqua-Mech Company I 
2609 Cedar Springs 
Dal las , Texas 75201 

Please send k i t s at $100.00 each. 

Name . T i t l e . 

Name of Club 

Address. 

C i ty . .State. . Z i p . 

AQUA-MECH CO. 
2609 Cedar Springs • D a l l a s , Texas 75201 • (214)744-0092 J 

AUTOMATING? 



INSURANCE FOR THE 
FUTURE 
b y STEPHEN W. BYERS 

GOLFDOM looks at youth programs 
and young adult incentives at coun-
try clubs across the nation as a way 
to ensure clubs an involved future 
membership and as a way to perpet-
uate the success of the golf industry 
as a whole 

BUILDING UP MEMBERSHIPS 

..Youth 
Programs: 
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A majo r concern in the golf indus-
try in recent years has been how to 
p e r p e t u a t e a c o n t i n u i n g in te r -
est in golf and golf club life among 
juniors and young adults, the ab-
sence of which would amount to a 
death warrant for the fu ture of the 
industry as we know it today. 

The 1967 survey reported by the 
Wal l S t r e e t J o u r n a l s h o w i n g a 
514,000 increase over 1960 in the 
number of youths unde r 18 who 
play regular golf, has not allayed 
the fears expressed by golf club of-
ficials, feeling the empty spaces on 
their membership rolls. 

The celebrated chasm separating 
the values of youth of the 60s and 
70s f rom those of their inevitably 
m o r e c o n s e r v a t i v e p a r e n t s , in-
volves myriad ramificat ions bear-
ing on v i r t ua l l y every a s p e c t of 
life for both generations. 

It should not be the purpose of 
this article to proclaim the virtues 
of o n e g e n e r a t i o n ove r a n o t h e r . 
These points of con ten t ion have 
been, are being and will surely con-
tinue to be fully aired by spokesmen 
for each side. 

S u f f i c e to say t h e r e a r e f i re-
works in the chasm, and if clubs are 
to su rv ive the r e v e r b e r a t i o n s 
they must find some sturdy bridges 
to gulf these ideological differences. 

MOTIVATING Y O U N G A D U L T S 

Just as necessary to the future of 
golf as juniors and more immedi-
a te ly c o n v e r t i b l e t o f u l l - c l u b 
member status, are young adults 
between the ages of 21 and 35. 

In the recent past, this age group 
served as a " h y p e " to o u t m o d e d 
club doctrine and injected pizzazz, 
u rgency and v i t a l i ty i n t o s lug-
gish club programs. 

T h i s c o n t i n u a l r e s u r g e n c e of 
fresh blood or the lack of it usually 
determines the survival of any so-
cial institution. 

The apparent lack of interest ex-
pressed by this age group in country 
club life has already begun to take 
its t o l l . F o r every c l u b l ike the 
Scarsdale CC, N.Y. , which boasts a 
surfei t of eager m e m b e r s h i p ap-
plicants, there are three clubs strug-
gling for survival in the wake of 
higher property taxes, runaway 
inflation and the specter of a dan-
ge rous ly d e p l e t e d m e m b e r s h i p 

as the coup de grace. 
Amazing ly , G O L F D O M ' S poll on 

how clubs are bearing up under the 
above tr iple t h r ea t , showed tha t 
c lubs , which were ret icent about 
o f f e r i n g incen t ives to y o u n g 
adults in the form of dues and initi-
a t ion fee b reaks , were invariably 
t h e c lubs in the w o r s t f i nanc i a l 
shape, and judging f rom the age of 
their average member , future im-
provement appears a slim hope in 
the absence of policy reform. 

Most of their spokesmen felt of-
fering less than full paying mem-
berships was a demeaning (to the 
club) "p loy ," t an tamount to door-
t o - d o o r sol ic i ta t ion, or they were 
not appraised of or not convinced 
of the success of such "p loys" at 
many other clubs. Some of them 
seemed to be relying on the pas-
sage of time to cure their sagging 
membership problems. 

The most successful clubs were 
those that offered special rates to 
m e m b e r s under 35 and presented 
t h e wides t v a r i e t y of m e m b e r -
ship activities. 

T h e L a k e w o o d C C , D e n v e r , 
found it could add 50 new members 
a yea r if needed, with a "spec ia l 
m e m b e r s h i p p l a n , " which p r o -
vides that at 21 years of age, a young 
member is eligible for club mem-
bersh ip for a fee of $800. He is 
c h a r g e d ano the r $800 at 26 and 
again at 31. On his 39th birthday he 
pays $2,000, mak ing the to ta l of 
his four payments $4,400, which is 
the amount of the bond required for 
normal full membership. 

Norma l monthly dues are $50, but 
unde r the "spec ia l m e m b e r s h i p " 
this fee is graduated also, starting 
at $15 when the member is 21 years 
old and so on until he reaches age 
39. 

Under this plan the benefits of 
full m e m b e r s h i p are a f fo rded the 
"special member " at age 21 even 
though he pays less than a quarter 
of the bond and monthly fee as a 
full club member. 

The Pinehurst CC, Denver, un-
der the supervis ion of Laur ice T. 
( B u d ) H a l l , . o f f e r s a va r i e ty of 
m e m b e r s h i p s ranging f rom a $16 
a month social membership to the 
$38 .50 a mon th regula r m e m b e r -
ship fee, with a refundable $1,500 
initiation fee. 

" P i n e h u r s t is not jus t a social 
c l u b with a t h l e t i c f a c i l i t i e s , " 
says Hall, " n o r are we just in the 
food and beverage business . W e 
are in the people business and en-
riching the lives of our members , 
employees and our c o m m u n i t y is 
our goal. People and pride are the 
important ingredients." 

The extras offered at Pinehurst 
besides the regu la r golf and ten-
nis t o u r n a m e n t s , s w i m m i n g 
meets, dinner-dances, bridge part ies 
and fashion shows, which s t i m u -
late the interest of young adults, in-
clude a boa t ing academy pe r iod -
ically coached by marine experts, 
a fishing a c a d e m y , scuba diving 
lessons, c h a r m classes for y o u n g 
girls, swimming and tennis classes 
taught by physical educa t ion in-
structors, teen dances, hairstyling 
and wig fash ion shows, t r ave log 
adventure film series, ar t c lasses , 
cul inary classes ( running doub le 
sessions because of demand), wa-
ter skiing classes, a mental cyber-
netics lecture series, a great deci-
sions discussion paneled by f o u r 
un ivers i ty of M i n n e s o t a p r o f e s -
sors, and club sponsored trips to the 
Orient and Africa. 

SUCCESS: AT LEAST 

AN I N D I C A T O R 
The manifold avenues for channel-
ing member interest at P inehurs t 
are s tupi fying to most c lub m a n -
age r s and i m p o s s i b l e to c o m -
pletely dup l ica te unless the c lub 
enjoys the 60 ,000-square feet of 
roofed f loor space , as does Pine-
hurst. 

But many Pinehurs t p r o g r a m s 
are possible for any club, and as 
Hall is a f o r m e r president of the 
Club Managers Assn. of America 
many managers feel his would not 
be a bad lead to follow. 

MOTIVATING JUNIORS 

Unan imi ty of unde r s t and ing be-
tween juniors and their seniors is a 
very tall o rder and cer ta inly too 
much to hope for, but failing that , a 
few peop le in t h e golf i n d u s t r y 
have dedicated themselves to com-
municating to young people what 
is good in the game of golf. 

One such man is Frank Emmet , 
director, Junior Golfers, of Wash-

cominued on page 27 



f - ^ y U M P g i J f ' • f-i ** 
You can be sure...if it's Westinghouse 

Westinghouse golf cars tackled theBaja. And beat this tough, ragged waste. 
VP 

We drove our cars into the formidable Baja.* Dust, sand, wheels. The important thing is they're built to operate ^ 
rocks, and brush. Westinghouse electric golf cars took from dawn 'til dusk, day after day, on an overnight charge, 
them all on and won. How tough is your course? Looking for power? Reliability? Look to Westinghouse J 

Westinghouse electrics deliver. Powerful. Ruggedly electrics. Westinghouse Electric Vehicles, Westinghouse c 

reliable. Built to take it mile after mile when the going gets Building, Pittsburgh, Pennsylvania 15222. 
rough. And they're priced right to help you make money. ^ . T T O A . . . . . , , < 

b r J *Test was sanctioned by the U.S. Auto Club with Westinghouse 3-and Safe, too, with automotive-type brakes on both rear 4-wheel golf cars using six McCulloch 6-volt, 110-minute batteries. 
F o r m o r e i n f o r m a t i o n circle n u m b e r 1 6 1 o n c a r d 



New, 

Y O U T H from page 25 

ington, D.C. Emmet realized 46 
years ago that mere coexistence 
with youth in the hope that the pas-
sage of t ime will supply the im-
petus for golf enthusiasm was not 
enough. He knew that simply build-
ing a short link course for juniors 
separate from the adult course and 
saying "go play" was not the kind 
of m o t i v a t i o n needed to s a t i a t e 
the golf club membership rolls of 
the future. 

C O M P E T I T I O N : A KEY T O 

E N T H U S I A S M 

Since 1927, Emmet has worked to 
encourage high school golf pro-
g r a m s and the e s t a b l i s h m e n t of 
na t i ona l and i n t e r n a t i o n a l golf 
tournaments . The Wil l iams Cup 
Tournament that he worked to es-
tablish 10 years ago, in which eight 
teams of young American and Ca-
nadian golfers compete, is one of 
many success fu l E m m e t e f f o r t s 
to motivate young people, through 
competition, to embrace golf as a 
life's profession and avocation. 

Emmet stresses that, though much 
can be accomplished in high school 
and mun ic ipa l golf p r o g r a m s , 
country clubs could provide a great 
service to the industry by devel-
oping and v igorous ly s u p p o r t -
ing jun ior golf p rograms , clinics 
and summer golf camps. 

Emmet 's efforts to promote the 
joys of golf and golf club life have 
not been singular. More recently, 
the names of Mike Hebron, coor-
dinator for the Met PGA Junior 
Championships and head profes-
sional of the Smi th town Landing 
GC and Jimmy Jackson, head pro-
fess ional at New Y o r k ' s oldest 
municipal golf course, Van Cort-
landt Park, have been added to the 
growing list of professionals "get-
ting involved." 

Before Hebron was approached 
three years ago to be junior chair-
man of the Met PGA, the Met was 
the only district that didn't spon-
sor a j u n i o r c h a m p i o n s h i p golf 
tournament. Now they do. Profes-
sionals donate prizes and take ads 
in a J u n i o r J o u r n a l , which lists 
t ou rnamen t winners and provides 
some wr i t t en golf l e s sons . The 
Chemical Bank in New York City 
was persuaded to provide scholar-

ships to juniors suffering from fi-
nancial hardships and the Y M C A 
donates trophies along with other 
civic-minded municipal groups. 

Hebron says, "Junior tourna-
ments are my way of giving back to 
golf what it has given me. Junior 
go l fe r s f o r m e r l y c a m e f rom the 
caddie ranks, but with the advent of 
golf cars and the movement of golf 
courses to the more remote sub-
u rbs , the cadd ie sys tem can no 
longer be c o u n t e d on to supply 
young golfers. There were former-
ly many municipal and private 
courses located in the city or on its 
near periphery that young caddies 
could get to on foot or with a short 
bus ride. This distance problem, 
combined with the advent of the 
golf car and the fact that suburban 
kids that live near courses don't 
need the money as badly as city 
kids, has cut into the caddie system. 
It 's just a lot tougher to keep kids 
interested in golf without tourna-
ments." 

Hebron's golf clinics are held ev-
ery Saturday at 1 p.m. for ages 6 to 
14. The size of the class, he says, de-
termines the number of instruc-
tors. He doesn't recommend pri-
vate lessons for the young kids, even 
if they can afford them, because he 
feels golf is more fun for them when 
they are surrounded by their peers. 

This is a tip that country clubs 
shou ld note , because the fun in 
playing golf is surely the prime mo-
tivation for playing it. With older 
chi ldren or kids who have devel-
oped expertise at the game, pri-
vate lessons are more applicable, 
b e c a u s e the m o t i v a t i o n is m o r e 
intrinsic and honing their game to 
a fine edge becomes a more person-
al experience. 

Hebron gives the learning of eti-
quette and safety an equal priority 
with learning expertise in his les-
sons, s tat ing that "cons idera t ion 
for rules on the part of juniors is the 
biggest factor in getting adults in-
terested in playing golf with the 
young people." 

He emphasizes the advantage of 
a c lub having a sho r t n ine-hole 
course on which the very young and 
beg inne r s can m a k e m i s t a k e s 
without curtailing the play and en-
j o y m e n t of adu l t s on the ma in 
course . But he does not feel tha t 
making a special place for youth to 

I continued on page 561 

important improvements 

N E W ! • Functional axle location 
• Control positioning 
• Coring improvements 
• Better lubrication 
• Easy tine changing 
• Simplified chassis 

Write for detailed information. 

When its t ime to replace 
worn out t ines it can be 
quickly and easily done 
wi thout the need of spe-
cial tools. Only an al ien 
wrench is necessary to 
remove the t ines f r om 
the clamp-style holders. 

The contro ls on the new 
Greensaire II have been 
relocated to offer the 
o p e r a t o r t he eas ies t 
possible operat ing po-
si t ions and max imum 
safe ty . M i n i m u m of 
stretching or bending. 

TURF EQUIPMENT 
Outboard Marine Corporation 

1726Cushman Drive 
Lincoln, Nebraska 68501 

73-R-3C 
For more information circle number 158 on card 
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truly make the 

Greensaire II 
the wor ld 's 
most 
ef f ic ient 
aerator. 

The Greensaire II is completely 
redesigned. Sturdier, to withstand 
the constant punishment of aerat-
ing. Simplified, but mechanically 
improved construction lessens or 
eliminates many of the wear and 
part replacement characteristics of 
its predecessor. Performs better, 
longer, and with less maintenance. 

The Greensaire II removes 36 
clean cores from every square foot 
of turf. One pass relieves soil com-
paction, reduces thatch and an op-
tional attachment windrows cores 
for easy collection. Straight in and 
out penetrations. Holes are 3" deep 
and uniformly spaced on two inch 
centers. Different size tines for 
various ground conditions. You'll 
always get dependable, precision 
aerating. 



BUILDING UP MEMBERSHIPS 

COUNTRY 
CLUB 

LIFE FOR 
EVERYONE 

b y JERRY CLAUSSEN 

Through a great variety of economical 
plans, Heather Ridge CC is putting the 
"good life" within the reach of more 
people—and profiting from it 

Heather Ridge as a " n e w " image of country club has 
caused a stir in Denver. Says Heather Ridge golf 
professional Dick H a r t m a n , " L o t s of people are 
moving here or joining the club who never played 
golf before . Now they can and at a cost they never 
thought they could a f ford . I t ' s the a tmosphe re they 
have always wanted ." 

A golf member , pausing between nines on a fre-
quent midweek round with friends, enthuses, "I 
spend more time on the golf course than I do in the 
office and once in a while m a k e more money here, 
t oo . " 

As of last May, the club had signed up about 2,000 
members (1,400 non-resident) . Tha t included about 
300 non-resident golf and 400 non-resident tennis 
members . The goal is 1,500 golf and 750 tennis. 

Residents pay $12 a year for club membersh ip , 
plus golf and tennis fees, when they use those facil-
ities. Hea the r Ridge has four non-resident member -
ship categories . As the living units fill up, non-resi-
dents will be dropped, and early joiners will have the 
longest opt ion . 

The choices for non-residents are: golf-tennis-so-
cial, $300 for one adult or a couple, plus $50 per 
child under 21 years; golf-social only, $200 plus $50 
per child; tennis-social, s ame as golf; social only 
$25 plus $30 annual dues, no extra for chi ldren. An-
nual fees do not include use fees for tennis and golf. 
Those charges are the same for everyone. 

A " F U N C O U R S E " 

The golf course itself is one of the s t rongest of 
Heather Ridge 's many drawing cards and is different 
than anyth ing else in Denver. All 27 holes were avail-
able for play this year and golfers loved it. 

The m a i n 18, playing out of the c lubhouse, is a 
short haza rd filled par 70. Length is jus t 5,879 yards 
for men f rom the middle tees and is 5,585 ya rds for 
women. 

It covers only 93 acres, while winding through 
a p a r t m e n t buildings and townhouses, over and around 
five lakes and 50 t raps . It s tar ts with a par- three of 
190 yards , finishes with a narrow 318-yard par four, 
has four other par fours under 320 yards and two par 
fives. Greens are large and difficult to read. 

Denver Post golf writer Ralph Moore , who briefly 
held the back nine course record of 37 on opening 
day, July 4, 1972, repor ted the course " t r ea t s the 
player 's ego much like the a t tent ion a pampered lap 
dog receives." 

His counterpar t at the Rocky M o u n t a i n News, 
Dave Nelson, views it as " a fun course which will 
present a distinct challenge without the demoral izing 
d imension of length." 

Both the front nine of the 18 and the adjoining 
Hea the r Gardens executive nine (par 32, 2,220 
yards) , officially opened Memor ia l Day this year. 
The shor t nine, opera t ing f rom a separa te clubhouse, 
covers 42 acres of the rolling, sandy ter ra in over-
looking Denver. It is, incidentally, Denver 's first 
executive length course. 

V A R I E D G O L F P R O G R A M 

The golf program under H a r t m a n offers something 
for everyone. 

For tou rnament play and a computer ized handi-
cap, men may join the Men ' s Golf Assn. for $20; 
women pay $ 16 for their associat ion. 

Men are grouped into three handicap classes (0 to 
10, 11 to 17 and 18 and over). T o u r n a m e n t s go on 
every Sa tu rday and Sunday . In one recent month , 
events included three point pars, an 18-hole medal 
gross and net and a best 18 of 36 net over one three-
day weekend. The women are divided between nine-
hole and 18-hole players, four handicap groups and 
c o m p e t e Tuesdays and Fridays. 

H a r t m a n also had extensive g roup lessons sched-
uled this year for beginners. Men ' s and women's 
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classes, up to 10 at a time, worked on fundamentals 
in series of five one hour sessions. The fee was $15 
apiece. 

The always smiling professional takes a great in-
terest in juniors, too. He conducted two junior les-
son series to open the season. One offered six one 
hour lessons plus six tournaments on Saturday af-
ternoons for $15. The other consisted of eight half-
hour lessons, no tournaments, for $10. Age groups 
were 10 to 12, 13 to 15 and 16 to 17. 

His individual lessons are priced $6 per half-hour 
for members, $7 for non-members. The practice tee 
is large and located directly in front of the pro shop 
next to the number 10 tee. 

All golfers, resident, non-resident members or 
guests, pay green fees of $1.75 for nine holes on 
weekdays, $2.50 weekends and holidays, $3.50 for 18 
holes on weekdays, and $5 on weekends or holidays. 

A member may bring an unlimited number of 
guests; but each guest may be invited only twice a 
month. Young people may play any time, the only 
restriction is that those under 13 years must be ac-
companied by an adult. Otherwise, there are no time 
blocks reserved just for men or just for women, ex-
cept tournaments. Reservations are encouraged by 
phone before 4 p.m. the day before. 

Hartman holds a standard PGA-sanctioned con-
tract with Environmental Developers, Inc., owners 
of Heather Ridge. He runs the pro shop and club 
storage, which has room for only 125 bags, rent free. 
He gets a percentage of the fees from the 45-car 
electric fleet, all driving range and lessons income 
and profit from sales in the pro shop. 

A C T I V I T I E S NON-STOP 
The clubhouse at Heather Ridge is a modern, two 
story brick-and-glass structure of 25,000 square 
feet. The dining room is upstairs and has a capacity 
of about 225, lounge seating 70, kitchen and offices. 

Pro Dick Hartman, above, practices in front of the 
pro shop. The entrance, below, of this "new image" 
of country club. 

Downstairs are the swimming pool, saunas, locker 
rooms and golf shop. 

Activities are coordinated by General Manager 
James Gatewood; the new Heather Gardens club-
house has its own general manager, Wayne Bishop. 
They both report to EPI Vice President Norman 
Sheldon. 

Food and beverage operations are leased out to a 
concessionaire. Club manager is Jack Fishburn, for-
merly at Lakewood (Colo.) CC. He and Chev Joseph 
Thurston came from Lakewood to Heather Ridge 
when the clubhouse opened in November, 1971. 

Food service for members and their guests is 
available from 11:30 a.m. to 2 p.m. and 5:30 to 
10 p.m., everyday except Monday. Volume runs 
about 2,000 covers a week, Fishburn reports. Res-
ervations are requested. There is no monthly mini-
mum use charge. 

Sandwiches and a la carte items are available in 
the afternoon. The menu offers variety—30 selec-
tions for lunch alone. Wednesday is buffet night, 
with themes such as Polynesian Nite and Fiesta Nite. 
Sunday brunch is served 11:30 a.m. to 2 p.m. There 
is live music and dancing in the dining room on Fri-
day and Saturday nights, and nightly entertainment 
in the lounge. 

The club does not solicit outside party business. 
Members may arrange for private events Tuesday, 
Wednesday and Thursday nights or weekend morn-
ings or afternoons. Minimum size of such an event 
is set at 100 persons. 

All tabs must be paid in cash, by personal check 
or through one of three specified credit cards. No 
signing for later billing is allowed. 

Along with golf, tennis is a major attraction to a 
growing membership. Near the clubhouse is a com-
plex of 10 lighted outdoor courts surrounding a large 

continued on page 55 
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pros 
par M O R E ON FALL FASHIONS . . . GOLFDOM'S 

preseason shopping last month for fall fashion 
items in the golf industry went on and on. Our 
editors did not know where to start looking 
since there are so many exciting designs now 

by JEAN C O N L O N being produced for pro shop distribution this 
fall. Then, once out in the 7th Avenue market, we did not know where to 
stop, the never-ending fashion manufacturers always ready with just "one 
more." So we've decided to carry the Pro's Par of last month over into this 
month, once again previewing for the golf professionals the active sports-
wear fashions being shown now in showrooms for fall delivery to pro shops. 

AU ILLUSTRATIONS BY 
VIRGINIA TERLEMEZIAN 

If golf professionals begin to complain about the escalating prices of golfwear, 
they will be joining the thousands of department store buyers shocked by the 

same thing. Softgood prices have risen, noticeably so, and will be rising again 
come fall. The reason, according to the Wool Bureau is basic: the supply can-

not satisfy the demand, especially this winter when there will be an expected 
consumer demand for natural fibers, primarily wool. The mill consumption 

of wool has had a 4 per cent increase all over the world between 1971 and 
1972. But, unfortunately, production has declined 2 per cent. Actually, 
international mill production has been declining since 1969, which is 

why fashion prices today are up so sharply. Wool costs in the United 
States have increased because of both the decline in production 

and the dollar devaluation. Such financial insecurity has 
caused the price of natural fibers to escalate from supplier 
to mill, from mill to manufacturer, from manufacturer to 
consumer. Within these guidelines, costs will continue to grow, 

making natural fibers infinitely more valuable, as they become 
far more in demand. Although consumer buying of natural 
fibers appears to be increasing from every market indication, 

pro shop buyers can serve their customers by stocking softgood 
items made with man-made fibers. The wholesale buyer will then 

be able to keep the ultimate retail price reasonable. A perfect ex-
ample of "reasonable pricing" is the IZOD, LTD., sweater, shown here, which retails for $20. It is made of 
100 per cent acrylic and is an easy care item for the active sportsman. Merely throw the soiled sweater in a 
washing machine and tumble dry. It will retain its color, shape and style. Maybe that 's the answer: going back 
to synthetics to keep wholesale and retail shopping within budget reason 

FOOT-JOY is calling a match play! They have 
come up with some very snappy belts, shown here, 
to be a color coordinated accessory matched up 
with the famous Foot-Joy golf shoes. The de-
signers have combined patent and leather into one 
handsomely tailored look. The color combina-
tions available: brown patent, blue patent and 
washable leather; black patent, gray patent and 
white washable leather; blue patent, red patent 
and white washable leather; white patent and white 
washable leather; brown patent, beige patent, beige 
patent and white washable leather. All belts are 

packaged singly in even 
sizes 32, 34, 36, 38, 42 and 
44. Each has a suggested 
retail of $20. (The pro-
fessional, however, may 
want to cash in on a buy-
ers bargain: the wholesale 
price per belt for orders 
under six un i t s is $ 1 1 
each, but the price drops 
$ 1 a belt on orders for more 
than six belts.) 




