
When it comes to 
new nine-gang mowers, 
here's where we stand. 

Meet Bob Snider, of Moon Equipment 
Company, the Jacobsen Distributor in 
Cincinnati, Ohio. He was one of the first 
customers for the big news in mowing 
tractors from Jacobsen. 

The new nine-gang F20. 
Like all the rest of us Jacobsen 

Distributors, Jacobsen had to sell him first 
before he takes on any new Jacobsen 
equipment. The reason: he's an independent 
businessman. That makes him a buyer 
before he's a seller. And that means he's 
convinced the new F20 will perform the 
way it's designed to. 

For instance, the F20 is designed to get 
the big jobs done in a big hurry. And it 
does. Because it cuts a huge 19 foot swath, 
it can mow aboat 76 acres in a 8-hour day. 
And move between mowing areas up to 
25 M.P.H. 

Equipped with rear wheel steering, 
the F20's reels turn in the same arc as the 
steering wheels. The result? No skipping, 
no skidding, no uneven cutting in the 

turns. And because the wheels are behind 
the mowing units, there are no wheel 
streaks in the straightaways, either. 

It's also highly maneuverable. Gets 
close to bushes or buildings, in and around 
trees. The rugged front drive delivers sure 
traction on grades and sidehills. And the 
front mowing technique gives the operator 
a safe, unobstructed view of the cutting 
area and outboard mowers. 

About versatility: all nine reels may 
be lowered and raised from the driver's 
seat with finger-tip controls. Use any 
combination of reels for cutting. Median 
strips are cut right from the roadway with 
an outboard mowing unit. 

We also sell a seven-gang F10 mower. 
It works just like this new nine-gang 
model, and cuts a 15 foot path. 

For the really big mowing jobs come 
and see any of us Jacobsen Distributors for 
the new nine-gang F20. 

We're always up on the latest 
developments. 

Your Jacobsen Distributors 
Before we sell it, we buy it. 

For the n a m e of the distr ibutor near you write: J a cobsen Turf Dis tr ibutor Directory, 1721 Packard Avenue , Racine, Wisconsin 53403 
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Goodyear's golf car tire 
treads lightly 

Puts less pressure on the turf than your heel. 
It's a golf car tire with a soft touch. The 
Goodyear Rib Terra-Tire low pressure tire. It 
has a wide tread to spread the load evenly. This 
means less turf damage. For even with a fully 
loaded car, pressure is only 10 pounds per 
square inch compared to the 24 pounds a man's 
heel can exert. 

The tread design also gives you positive 
traction. Carcass flexibility and low inflation 
pressure make this tire an easy roller on soft 

surfaces—which equals more miles per battery 
charge. 

For full information on the Rib Terra-Tire 
low pressure tire, write: Terra-Tire Dept., The 
Goodyear Tire & Rubber Company, Akron, Ohio 
4 4 3 1 6 . TERRA-TIRE—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 

G O O D f Y E A R 

For more information circle number 142 on card 



10 members of our 10-venr dub 

Fallbrook 
Country Club 
FALLBROOK, C A 

Fenway 
Golf Club 

WHITE PLAINS, NY 

Canoe Brook 
Country Club 
MILLBURN, NJ 

East Lake 
Country Club 

ATLANTA, GA 

Hollywood 
Country Club 

DEAL, NJ 

Hayward 
Golf Club 

HAYWARD, CA 

Idle Hour 
Country Club 
LEX INGTON, KY 

Green River 
Golf Club 

CORONA, C A 

Worthington Hills 
Country Club 

WORTHINGTON, O H 

Irvine Coast 
Country Club 

C O R O N A DEL MAR, CA 

Prouff tha t Philadelphia lus tum 
spikeproof carpet is a real pro 

Ten is only the beginning. This is the largest 
club of its kind. More N-282 woven Wilton is 
installed than any other country club carpet. 
In almost every case, 10 years and more of 

JOIN OUR 1983 10-YR. CLUB. SEND 
COUPON FOR FREE CARPET SAMPLE. 

Philadelphia Carpet Co. 
Allegheny Ave. & C St., Philadelphia, PA 19134 

Please send free spikeproof carpet samples and 
brochure listing clubs using it. 

Name 

Title — 

Address 

City, State, Zip 

spikes, mud and beverage spills have not 
appreciably lessened the carpet's freshness 
and luxury. Fully customized, with your 
emblem, initials or special design woven in. 
Or select from our extensive library of club 
designs. All in colors of your choice. No price 
premium on medium size orders. 
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MALLINCKRODT 
Offers a NEW 
Broad-Spectrum Systemic 

Fungicide with a high degree of safety 

FUNGO 

F U N G O ™ W O R K S SYSTEMIC ALLY AND BY CON-
TACT TO CONTROL MOST MAJOR TURF DISEASES! 
F U N G O ™ i s a Non -Mercu r ia l , SYSTEMIC B road -
Spectrum Fungicide that controls most spring, sum-
mer and fall turf diseases. FUNGO is ideal because 
even the highest treatment rates do not cause dis-
coloration (as some systemics do). Widely tested 
at major experiment stations, it has shown excellent 
performance. 

Another big feature . . . FUNGO may be tank mixed 
with KOBAN K Fungicide to further broaden the spec-
t rum of summer effectiveness to include Pythium 
disease controlf 

Ask your Mallinckrodt distributor about FUNGO today/ 

F U N G O ™ B R O W N PATCH • DOLLAR SPOT • FUSARIUM PATCH • 
r m i T D n i c FUSARIUM BLIGHT • COPPER SPOT • STRIPE S M U T . 
C U N T H U L b POWDERY M I L D E W 

MALLINCKRODT CHEMICAL WORKS 
\ ST. LOUIS 

Jersey City • Los Angeles • Montreal 
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Low cost, low-bed ut i l i ty trailer with big 35" x 
66" bed, available as optional equipment. 

Big, soft 6 . 5 0 x 8 tur f tires on 
vehicle and trai ler protect turf 
. . . provide smoother ride. 

Hauling a 3-gang ball picker. Easily tows up 
to 250 lbs. of tools, chemicals, spikers, t rash 
containers, and other equipment. 

When it comes to wasted work-t ime the 
Ryan Turf Minute-Miser is a stingy vehicle 
. . . b u t very generous wi th the savings it 
returns on your investment. Whatever the 
grooming responsibil it ies (golf course, 
park, plant ground, cemetery, etal.), you'l l 
f ind the Minute-Miser a rugged, quality 
built mobile utility t o o l . . . n o corner-
cut t ing construction. Eliminates "c lock-
eat ing" walking. Gets you or your workers 
to the job without tying up a golf car or 
other equipment as a range vehicle. Fea-
tures a powerful 8 hp engine; capable of 
doubl ing as a l ightweight towing vehicle. 
Responsive acceleration . . . zips to a safe 
and smooth cruising 15 mph. The Ryan 
Turf Minute-Miser shrinks your wasted 
minutes, and stretches them into produc-
tive hours. 

TURF EQUIPMENT 
Outboard Marine Corporation 

1721 Cushman Drive 
Lincoln, Nebraska 68501 

Saves the minutes 
that help pay for the 

hours! 

The 
Ryan Minute-Miser 
multi-purpose utility turf vehicle. 



Shop supplies 
for the 

professionals 
It stands to reason that the finest 
maker of custom golf clubs also 
produces the finest and most 
complete line of supplies for pro 
golf shops. Ken Shop Supplies 
by Kenneth Smith has everything 
the pro shop needs—specialized 
tools, scales, stains, lacquers 
and adhesives. Also available are 
cleaning supplies, grips, grip 
conditioner, listing, whipping, 
shaft collars, plugs, sheathing 
and many other items. Write to-
day for a complete list and order 
form of Ken Shop Supplies. 

P.O. Box 41GF-5 
Kansas City, Missouri 64141 

For more information circle number 184 on card 

Short 
handle, 
light 
weight. 
Golfer can 
rake trap 
while 
holding club 
in other hand. 

HIGH DENSITY 
PLASTIC_WEATH ER- PROOFED 

T h e b r i g h t , y e l l o w -
h a n d l e d R A K E - E z e e 
R a k e f lags a t t e n t i o n , 
reminds golfers to rake 
trap. Stands erect on 
blunt metal point. 

Sturdy, attractive, won't 
rust, yet low in cost. Rake-Ezee 

stands erect on point, reminds golfer to 
rake trap. Fully guaranteed with tough 
plastic head. See your distributor, or 
write: E> 

W H Y A U N I F O R M BALL? 
The United States Golf Assn. by 
returning to all match play for the 
amateur champion returns golf to 
the people from the television net-
works. So there won't be millions 
watching a TV program of the Na-
tional Amateur. Those millions 
will be playing golf, which primarily 
is a participant's game, not another 
exercise in sitting on the fanny. 

The USGA's Green Section has 
been more effective than any other 
sports organization in arousing the 
nation to the urgent need of pro-
tecting natural beauty. 

Now, with the complex problem 
of trying to agree with the Royal 
and Ancient Golf Club of St. An-
drews on the specifications for a 
worldwide golf ball, the USGA is 
at the potentially most dangerous 
period in its history. 

As one of the few who has ob-
served for many years USGA's 
nervous efforts to control the dis-
tance of the golf ball, I continue to 
wonder why. That fear of Nicklaus, 
Palmer and a few others hitting the 
ball too long for my course is 
something I survived when Jimmy 
Thomas was the longest h i t te r . 
Those who hit the ball too long for 
courses I've paid to play can stay 
off. If they want to play a different 
game than my kind, okay with me. 
I am representative of at least 90 
per cent of the world's golfers and 
I've yet to see a ball I could hit too 
far. " 

The unfortunate previous experi-
ence of the USGA in legislating a 
new ball—the short-lived "balloon 
ball"—was the result of one of its 
older officials aging past the stage 
where he could out-hit opponents. 
He still could f inesse the ap-
proaches. He was an honorable and 
persuasive man. He cost American 
golf miUions and didn't do it any 
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good by his ball obsession. 
Now I am afraid the USGA and 

R&A in their striving for a uniform 
worldwide golf ball aren't going to 
do a bit of good for anybody ex-
cept the Japanese ball makers. 

For them the change of specifi-
cations will virtually destroy the 
golf ball market for American and 
British ball makers. 

And who would the proposed new 
ball help to enjoy golf more? 

Not me or the vast majority of 
other golfers the world around. 

So why a new ball? 
Last year during the PGA I heard 

the USGA officials tell of the con-
cessions the R&A had made to sat-
isfy the USGA's ideas for a new 
ball. The R&A had come along 
with the USGA on the steel shaft, 
the center-shafted putter, the mod-
erately-ribbed faces of iron clubs 
and the abolition of the stymie, but 
I couldn't see the "why" of the uni-
form ball and I, like USGA and 
R&A officials, had grown up ask-
ing first, " Is it good for golf?" 

I grew up in golf as a customer 
with professionals telling me what 
ball to use for the game I played. 
Then came the compression ratings 
that were presumed to substitute 
for pro advice on balls, but the 
compression ratings didn't gener-
ally work. The ignorant and sol-
vent hopefuls wanted to play the 
same high compressed balls the 
hard-hitters played. The soft-pat-
ting ordinary golfers hitting high 
compression balls is like trying to 
drive a croquet ball. 

Is the golf ball played under the 
same cond i t ions in New Jersey 
and New Z e a l a n d , in C a r n o u s t i 
and C a l c u t t a , in Tennessee and 
Tokyo? 

I don't think so. And I am one of 
many millions who has bought golf 
balls in many countries. And that 's 

continued on page 8 



Photographed at Miss ion Lakes Country Club. Desert Hot Springs, Cal i forn ia 

Beautiful drive! Just par for the course for us. 
High-fashion elegance isn't the main 
reason Harley-Davidson golf cars 
are the most popular in the world. 
But it doesn't hurt. 

There are other reasons. 
Engineering excellence. Special 
features. And quiet. 

Engineering? Our four-wheel cars 
have independent front wheel sus-
pension, mounted on trailing arms. 
Plus coil spring shocks. For the 
rear wheels—coil springs, hydraulic 
dampers and a torsional stabilizer. 

And both our four-wheel and 

three-wheel models deliver sharp, 
effortless steering. And all Harley-
Davidson golf cars are protected by 
rugged, chrome-plated bumpers, 
front and rear. Plus side moldings 
to guard against nicks and scrapes. 

And now... quiet on the tee! 
And the fairway. And beside the 
green. Our gasoline golf cars are 
quieter than a voice in normal 
conversation. 

And our electrics run much farther. 
Because they go longer between 
charges. (Thanks to less power 

requirement at low speeds.) 
That's our story and we're stuck 

with it. Happily. Gas or electric golf 
cars. Three wheels or four. The 
most popular name in the game is 
Harley-Davidson. Why not get in 
touch? Make us prove it. 
AMF Harley-Davidson 
Milwaukee, Wisconsin 53201 

Harley-Davidson 



G R A F F I S from page 6 

more than can be said of profes-
sional playing specia l is ts who 
haven't spent as much for initiation 
fees and dues as 1 have. 

Wha teve r the U S G A and the 
R&A do in fooling around with 
changing ball specifications will 
be right for a few, wrong for many 
millions more. 

The R&A has a trustworthy prec-
edent in Queen Elizabeth I, who 
created an empire by side-stepping 
in a crisis and letting nature take 
its course. 

The costly cast head irons have 
given professionals the merchan-
dising awakening jo l t many of 
them needed. 

Players are buying these clubs in 
surprisingly larger numbers. 

"Buy ing" is the correct word. 
Quite often the golfer would come 
into the pro shop and tell the pro-
fessional to get him a set of these 
new irons. The professional didn't 
do any selling. He didn't have any 
idea the cus tomer wanted new 
clubs and sometimes was dazed that 
the customer didn't faint when the 
price was mentioned. The profes-

sional may have thought the buyer 
was too tight to buy expensive new 
clubs. It turned out that the profes-
sional was the one scared by the 
higher price. 

The spurt the aluminum shaft 
gave club sales was, to a large ex-
tent, another case of the alumi-
num-sha f t ed c lubs being bought 
rather than sold. 

Pro salesmen say there is a big les-
son in the quick sales surge of the 
aluminum shafted and cast head 
clubs. They declare the lesson is 
tha t too few p ro fess iona l s and 
their assistants really know how to 
sell clubs or even try to sell them. 

During the past three or four years 
I've asked pro salesmen what per-
centage of professionals they re-
gard as being good at selling clubs. 
The highest answer I've got is 20 
per cent. 

"Good at selling clubs. Hell, half 
the pros I see don't even do a good 
job of displaying clubs so they'll at-
tract buyers and sell themselves," a 
pro salesman in one of the central 
states told me. "They don't seem to 
know that eye-catching display of 
clubs will get buyers just as buyers 

respond to the appeal of a well-dis-
played golf apparel." 

Remember 15 years ago when 
you'd go into a pro shop you'd al-
ways see one or two gol fers in-
specting clubs. Now you seldom 
do. 

Why not? The professional had 
better find out. 

About a quarter of golf clubs now 
probably don't fit the player, but 
the player seldom knows by any 
means other than accident that his 
game could be improved by new 
clubs with a "feel" that in itself is a 
lesson. 

Club fitting is a service to golfers 
that is pro-only and the courts can't 
put you in jail for boldly display-
ing new clubs and offering a valu-
able and unique pro-only club fit-
ting service to buyers. 

John Gerring becomes golf di-
rector and co-owner of 27-hole 
Holly Hill CC, near Greenville, 
N .C . , which will open late this 
year . . . . Bill Delk goes to Deer 
Track GC, Surfside Beach, S.C. , 
being buil t , f rom his pro j o b at 
Pineland CC, Nichols, S . C . . . . Bill 
Vach now professional at Lehigh 

continued on page 32 

YOU JUST CAN'T BEAT 

TURF TYPE 

PERENNIAL 
RYEGRASS 

EXCELLENT FOR ALL 
HARD USE AREAS 

FOOTBALL, BASEBALL 
and SOCCER FIELDS 

Ideal for SCHOOLGROUNDS 
GOLF TEES, CEMETERIES and PARKS 

IT'S GOLFER PROOF" 
WHITNEY-DICKINSON SEEDS, INC. 52 L e s l i e St., B u f f a l o , N Y 1 4 2 4 0 

Certified Manhattan Is grown by the 

M A N H A T T A N R Y E G R A S S G R O W E R S A S S N . P.O. Box 145, Hubbard, Ore. 97032 

Exclusive World-Wide Distributors: 
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We've built a 
better 
ball washer! 

We built the best ball washer on the market. 
Most of you agreed, according to the sales figures. 
BUT Standard continually strives to improve the 
products that are made available to you. And we 
have done it again with the Professional ball 
washer. 

The specifications have been slightly changed. 
We have beefed up the sides of the ball washers, 
as shown by the arrow on the photo. The wall 
thickness has been increased by 25% which will 
give more strength and resistance to abuse. Al-
though you can't see it from the outside, we have 
made improvements on the inside too. 

It's the same basic Professional ball washer 
that is being used on hundreds of golf courses 
coast to coast. They're still being made from Cy-
colac®. They're still available in three colors . . . 
red, yellow and avocado green. And they're still 
fully guaranteed. 

Standard continues to maintain their policy of 
improving the quality of their products. Once new 
concepts have been proved in the field, the im-
proved product is then released to you. That's one 
more reason Standard is known as the standard of 
the industry. 

For complete details, write to Standard for their 
FREE, descriptive literature on their Professional 
ball washer. Also, a complete line of golf course 
equipment is available from Standard Mfg. Co. 
Write today. 

STANDARD MFG. CO. Cedar Falls, Iowa 50613 



"he leader's 
bag 
Producing super golf turf isotj ' bag it s me business we 
know best—from tee to g reer 
As a matter of record. 90% of our professional business 
is golf. That's the kind of recor: • ou e> oect the 
nation's leading fertilizer corrpar y ^ 
You also expect custom programs at vviil over-
come your turf problems wh e - eec ng you 
one up on your budget. And -ve meet that 
challenge. too. Wave proven • a thousand 
times over. A// over. / 
For the help you need to build arc . 
maintain tournament quality tu^-' ^ K P ^ 
look to the leader. j y ^ ^ / A 
Agrico. of course. , ^ ^ ^ K k K M i 
That s our bag. X ^ ^ ^ E d r n g 


