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after seeding. Among the ryegrasses,
Italian ryegrass produced the most
shoot growth whereas Pennfine peren-
nial ryegrass had the slowest vertical
shoot growth rate of the ryegrasses.
As a group, the Kentucky bluegrasses
and fine leafed fescues had a slower
vertical shoot growth rate than the rye-
grasses. Individually, Pennlawn red
fescue had the highest vertical shoot
growth rate of these two species rank-
ing comparable to Pennfine perennial
ryegrass.

The ryegrasses proved quite diffi-
cult to grow toward the latter part of
the winter growing season. The tips of
the cut leaves tended to be shredded,
which produced a grayish-white cast
over the plots. This resulted in a sub-
stantial reduction in turfgrass quality
in both April and May on those plots
containing ryegrass. However, there
were several ryegrass cultivars that
had acceptable mowing quality during
this period. Those of particular note
were Manhattan and Pennfine peren-
nial ryegrasses.

The transition from the cool season
turfs to bermudagrass in late spring
and early summer was quite poor for
those plots containing monostands or
polystands where the ryegrasses pre-
dominated. Here again there was one
exception. Specifically, Pennfine pe-
rennial ryegrass tended to persist sub-
stantially longer than the other rye-
grasses ranking comparable to Park
and Prato Kentucky bluegrass. The
fine leafed fescues ranked interme-
diate in favorable spring transition,
whereas the Kentucky bluegrasses
persisted for the longest time.

The authors concluded that the best
approach to winter overseeding of
bermudagrass greens in south Florida
was the use of a compatible mixture,
possibly including blends of the better
ranking cultivars. They do not specify
a mixture whose composition of culti-
vars would be preferred.

Comments: Winter overseeding in-
volves the planting of cool season turf-
grasses into warm season turfs to pro-
vide a green turf during the winter
period when the warm season species
are normally brown and dormant. This
winter overseeding practice is nor-
mally achieved sometime during the
fall period. The alternative to winter
overseeding of dormant turfs involves
the application of a colorant, prefer-
ably a pigment type material. This

approach is most effectively utilized
on turfgrass areas where the intensity
of traffic does not result in severe wear
and damage to the turf. Winter over-
seeding of cool season species is pre-
ferred where traffic and damage neces-
sitate a certain degree of recuperative
potential during the winter period.

The characteristics desired in a cool
season turfgrass seed mixture for use
in winter overseeding include (a) rapid
establishment to provide good transi-
tion from a green, warm season turf
to a green, actively growing, cool sea-
son turf; (b) good turfgrass quality in
terms of color, uniformity, smooth-
ness, and density, and (c) a minimal
spring transition period from a green,
actively growing cool season turf to a
green, actively growing warm season
turf.

A mixture of cool season turf-
grasses is preferred for use in winter
overseeding because no one species or
cultivar is available which possesses
all the desired qualities. By utilizing a
mixture, there is greater genetic diver-
sity and adaptability to the needs of
winter overseeding. Specific cool sea-
son turfgrass species rank superior in
certain characteristics desired for win-
ter overseeding. For example, the rye-
grasses and fine leafed fescues provide
rapid fall transition and very good
wear tolerance. The Kentucky blue-
grasses provide better spring transi-
tion and improved winter color. The
bentgrasses also provide improved
spring transition.

The preferred mixture utilized for
winter overseeding of greens may
vary from location to location through-
out the warm climatic region. Thus, it
is suggested that the golf course super-
intendent check the results of experi-
ments conducted in their respective
states or regions to determine which
species and cultivars are ranking su-
perior in terms of winter overseeding
characteristics.

Finally, it is interesting to note the
performance of the improved peren-
nial ryegrasses as a new type of cool
season turfgrass for use in winter over-
seeding. Specifically, Manhattan and
Pennfine perennial ryegrass possess a
more diminutive growth habit, a
slower vertical shoot growth rate, im-
proved mowing quality, greater per-
sistance and better color than the class-
ical perennial ryegrasses while still
retaining a rapid establishment
capability. O
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Impact
of excellence

The major effect of building a
better product is the increased
capability of the user of that
product to do a better job.
Excellence begets excellence!
The Moody Impact Pop-Up
Sprinkler for large area sprinkling
provides the extra measure of
efficiency for grounds
maintenance men. Special
features include: built-in surge
protector to prevent head damage
... exclusive high flow stainless
steel spindle. .. exclusive
long wearing Turcite and Turcon
thrust bearing washers. .. parts
standardization, with parts for
full and part circle heads
completely interchangeable .
positive reversing mechanism
. retracting spring to insure
positive pop-down when water
is turned off. . . outer sweep
and inner sweep nozzles set at
dissimilar angles to prevent
stream interference. .
completely removable internal
assembly from above ground
for easy field maintenance.

Itis a product of excellence;
ergo, it does an excellent job!
Write for
our catalog

/ 9
Ramm

MOODI'

MOODY SPRINKLER

CO., INC.
3020 Pullman Street
Costa Mesa, Calif. 92626
714/556-8730
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EPAIR DIVOTS
EPLACE TURF
AKE TRAP

THANK YOU

Since 1955, Par Aide’s products have
been serving the needs of golf course
superintendents throughout the United
States and abroad. Because these prod-
ucts have been functionally designed
and are built to stand up under rugged
use, it is just natural to find Par Aide
equipment “wherever golf is played.”

FOR COMPLETE LINE OF PAR AIDE GREENS
AND TEES EQUIPMENT— WRITE FOR CATALOG

PAR AIDE PRODUCTS COMPANY
296 NORTH PASCAL STREET e ST. PAUL. MINN. 55104




MISSOURI TURFGRASS CONFER- I
ENCE, Ramada Inn, Columbia,
{4

Mo., November 7-8.

PROFESSIONAL GOLFERS’ ASSN.
ANNUAL MEETING. Sheraton Overseed your greens, tees and fairways with Annual Ryegrass

Dallas Hotel, Dallas, Tex., No- and your course will show the green of summer in a matter of days.
vember 13-16. Ryegrass is the old reliable for overseeding not only because of

OHIO TURFGRASS CONFERENCE rapid germination, but it's the one turf you never need baby.
AND SHow, Convention-Expo-
sition Center. Cincinnati, Ohio, e Stands up well to overtreading e Germinatesin 6 to 14 days

November 27-29. e Protects native grass plants e Recovers rapidly from injury

1973 ILLINOIS TURFGRASS WORK- during dormancy

|
!
SHOP AND CONFERENCE, Ramada \ FOR FREE INFORMATIONAL BROCHURES
Inn. Champaign, Ill.. November \ write to:
28-30. |
TEXAS TURFGRASS CONFERENCE, \ OREGON RYEGRASS COMMISSION
Texas A & M University, College : Dept. 1  Suite One / Rivergrove Bidg
Station. Tex., December 3-4.

28TH OKLAHOMA TURFGRASS CON-
FERENCE, Student Union, Oklaho-
ma State University, Stillwater,
Okla., December 4-6.

MICHIGAN TURFGRASS CONFER-
ence. Kellogg Center, Michigan
State University, East Lansing,
Mich., January 15-16, 1974.

CLUB MANAGERS ASSN. OF AMERI- |
CA ANNUAL CONFERENCE, Marriott
Hotel, New Orleans, La., January

VIN

For more information circle number 154 on card

Save time and money with...

POWER SPIKE #e2mse

PGA MERCHANDISE SHOW, Port St.
Lucie G & CC Resort, Port St.
Lucie. Fla., January 26-29, 1974.

VIRGINIA TURFGRASS CONFER-
ENCE. Sheraton Motor Inn, Fred-
ericksburg, Va., January 29-30,
1974. -
RUTGERS UNIVERSITY THREE-DAY b
TURF CcOURsES. Lawn and Utility Ry

Turf Management, January 28-30, B o sl
1974. Golf and Fine Turf, January s
30-February 1, 1974. College of Smaaitart
Agriculture and Environmental .

Science, New Brunswick, N.J.
-uu? L..m.;::, ::;Rl:nxm-\m ‘ VvV STRONG, HAND CRAFTED CONSTRUCTION
GOLF ( i eyl el vV FEWER PARTS, LESS MAINTENANCE

ASSN. OF AMERICA TURFGRASS

CONFERENCE & SHOW, Anaheim ' vV PROVEN DEPENDABILITY, THOUSANDS NOW IN USE
Convention Center, Anaheim, |
Calif., February 10-15, 1974. POWER SPIKE

MANUFACTURING CO WALTERS, OKLAHOMA

For more information circle number 155 on card



Any way you LOOK at it

GOES ANYWHERE Carries Up To FOUR BAGS SPIKE-PROOF Mats, Lots of Legroom

Ball-Tee Compartment, Large Pedals Built-in Ice Chest or Storage compartment

and Spill-proof drink holders

RUGGED SUN ROOF Rugged Front end — Vintage Car Styling
Automotive steering

PlayMaster has it A1l

This rugged car was designed speci- electric drive and automotive steering Write for descriptive literature,
fically for the golfer by engineers makes driving the PlayMaster a unique price and delivery information.
who know and love the game. Every experience. Upkeep is kept to an easy
outstanding feature is the result of and economical minimum. Test drive PlayMaster
knowing the needs and desires of the PlayMaster at your favorite course CORPORATION
thousands of players, pros and and look for our booth at the 1974 2714 G West Kingsley Rd.
maintenance personnel. The smooth PGA Merchandise show. Garland, Texas 75041 (214) 271-3641
For more information circle number 196 on card
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BUYING FOR THE CLUB:

ISSUE 1974

Who Says Yes or No¢

When considering the operation of a
golf club, we tend to departmentalize
the administrative titles with their
particular functions and products. If
someone says, ‘‘superintendent,’”’ we
immediately think, ‘‘course mainte-
nance, turf materials and equipment’’;
say, ‘‘golf professional’’ and we reply,
“‘pro shop, golf equipment, golf
apparel’’; “‘club manager’’ brings to
mind ‘‘clubhouse, foods and bev-
erages.”’

Although such associations make
a neat and simple mental framework,
a formal GoLFDOM survey of club
administrators and officials tells us
that in actuality the different functions
at a golf club are not that distinct.
There is much overlapping and cross-
ing of lines.

Some administrators and officials,
the survey shows, work more inde-
pendently than others; none works
autonomously, particularly in the
spending or decision-making for his
major area of responsibility. Nor did
any of the hundreds of administrators
or officials surveyed reveal opposition
to a certain amount of multiple involve-
ment in his area of responsibility,
because the survey responses showed
an open and voluntary seeking of
advice from fellow administrators and
officials.

The basic setup of most clubs, with
their committees, chairmen, joint
meetings and member involvement,
precludes the isolation of any adminis-
trator or official. Even the owner of a
club, with all of his singular, potential
power, would not hire a staff of pro-
fessional administrators—super-
intendent, club manager and golf pro-
fessional—and then, in dictatorial
fashion, fail to consult them or listen
to them. As a businessman, he would
see the wisdom of regularly bringing
together his executives, so ‘‘one hand
knows what the other is doing."’

Today’s economic conditions, the

GOLFDOM’s recent survey
shows a stronger-than-ever
emphasis on collective
decision-making in the
buying process at golf
clubs. How do you stack up
against the national norm?

by VINCENT J. PASTENA

high cost of club operations and the
significant investment represented by
certain club purchases also demand
multiple decision-making. Indeed, it
would be rare to find a club adminis-
trator who has authority to commit
thousands of dollars for the purchase
of a piece of equipment without prior
consultation and approval.

Simply put, the basic question that
GOLFDOM’s survey attempts to answer
is: Who influences who in decision-
making and to what extent? Of course,
questions delving into one’s influence
on another person and one’s contribu-
tion to the buying decisions of another
person are to some degree subject to
each respondent’s interpretation. In
each survey question, some individuals
preferred not to respond, indicating
that these individuals were not suf-
ficiently certain about their degree of
influence on or contribution to a par-
ticular function to answer flatly **Yes™’
or “*No.”” The “*No Answers,’’ there-
fore, were computed in the survey
results. In the survey report that
follows, when it is stated, for instance,
that 50 per cent answered ‘‘Yes"' and
30 per cent answered ‘‘No,’’ the reader
should be aware that the remaining 20
per cent were ‘‘No Answers,”’ even
though this percentage is not given.

This report has been organized by
job and position titles—superinten-
dents, golf professionals, club mana-
gers, presidents and owners and green
committee chairmen. However, to

visualize a complete picture of the
relationship of one administrator or
official to the other two, we suggest
reading all sections.

SUPERINTENDENTS
GOLFDOM asked golf professionals,
managers, presidents and owners, and
green committee chairmen if they
contribute to any buying decisions
made by the superintendeni. As ex-
pected, the green committee chairmen
showed the greatest amount of involve-
ment. Responses, in order of affirma-
tive answers, broke down this way:
Green Committee Chairmen: Yes,
40.7%; No, 6.2%

Managers: Yes, 31.3%; No, 12.0%
Presidents/Owners: Yes, 26.9% No,
8.7%

Professionals: Yes, 19.6%; No, 8.7%.

Those who replied ‘‘Yes’’ were
further questioned as to whether or not
their influence extends to the selection
of capital equipment and/or turf
products. In view of the investment
represented by capital equipment, affir-
mative responses by all groups were
greater in this product area than in
turf products.

On capital equipment, *‘Yes’ re-
sponses were: green committee chair-
men, 92.5%; presidents/owners,
89.8%; managers, 84.6%: profession-
als, 81.0%.

On turf products, **Yes’’ responses
were: professionals, 68%; green com-
mittee chairmen, 64.2%; managers,
61.7%; presidents/owners, 55.1%.

Superintendents were then asked if
the green committee chairman’s buying
influence on capital equipment and
turf materials actually gets to the fine
point of brand selection.

On brand selection of capital equip-
ment, 29.1% of the superintendents
said *‘Yes,”’ the green committee
chairman has an influence; 54.2%
replied **No.”” On brand selection of
turf materials, 20.0% of the super-

continued
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YES OR NO continued

intendents said **Yes'';61.1%, ‘*No."”’

The green committee chairmen,
however, exercise considerable power
over money matters involving capital
equipment. Asked if the green com-
mittee chairman has an influence on the
budget allowance for capital equip-
ment purchases, 56.7% of the super-
intendents replied, ‘‘Yes,” 23.3%
said “*No.”

GOLF PROFESSIONALS
It is generally assumed that the pro-
fessional, more than any other ad-
ministrative employee, operates
independently. When asked if they
contribute to any buying decisions
made by the professional, the sur-
prising responses of the other adminis-
trators and officials were these:
Superintendents: Yes, 40.7%; No,
16.1%.
Managers: Yes, 31.3%; No, 14.7%.
Green Committee Chairmen: Yes,
26.6%; No, 15.0%.
Presidents/Owners: Yes, 21.9%; No,
14.4%.

Of those in each group who replied
“Yes,”’ GoLFpoMm asked if their influ-
ence extends to the selection of golf
equipment, apparel andlor golf ac-
cessories. ‘“Yes'' responses by the
four responding groups for each
product category were as follows:
Golf equipment: managers, 70.7%;
presidents/owners, 58.4%; superin-
tendents, 53.7%; green committee
chairmen, 51.4%.

Golf apparel: managers, 62.6%; presi-
dents/owners, 50.5%; superintendents,
37.0%; green committee chairmen,
35.1%.

Golf accessories: managers, 66.7%;
presidents/owners, 57.4%; green com-
mittee chairmen, 48.6%; superin-
tendents, 42.6%.

GOLFDOM turned to the professionals
to elicit their views. Asked if they
consult any other administrators or
officials in the purchase of pro shop
merchandise, 13.6% of the profes-
sionals said ‘‘Yes,” 79.5% replied
**No."" Those professionals who re-
sponded “*Yes'’ were asked which
officials they consulted. The specific
officials most frequently mentioned
by the professionals were the club
managers (named by 38.8%) and
presidents/owners (named by 30.6%).

All professionals were asked if they
felt shop managers are important to
the merchandising aspects of the pro
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shop. Almost 64% replied affirma-
tively.

Outside of their direct area of re-
sponsibility, professionals appear to be
involved most in course maintenance.
Part of the reason for this may be
found in the responses to the question:
Do players come to you with com-
plaints about the playing condition of
your course? More professionals—
85%— responded ‘*Yes’’ than those in
the other four groups—superinten-
dents (70.9%), green committee chair-
men (81.2%), managers (70.5%), and
presidents/owners (66.1%).

In view of this, 72% of the pro-
fessionals said they are consulted
about course maintenance. Of that
group, almost 92% spent time with the
superintendent and green committee
chairmen on matters concerning course
maintenance. Whether they presently
are or are not, almost 80% of all pro-
fessionals surveyed felt they should
be consulted on course maintenance.

CLUB MANAGERS
Asked if they contribute to the buying
decisions made by the club manager,
other administrators and officials re-
plied as follows:
Superintendents: Yes, 59.4%, No,
12.7%.
Professionals: Yes, 49.0%; No, 12.7%.
Presidents/Owners: Yes, 34.7%; No,
8.0%.
Green Committee Chairmen: Yes,
29.1%; No, 10.0%.

Those who responded “‘Yes™* were
asked whether their influence extends
to tHe selection of materials for club-
house improvement and/or food and
beverages. Responses revealed con-
siderable involvement in clubhouse
materials—presidents/owners, 87.8%;
green committee chairmen, 75.5%;
professionals, 73.5%; and super-
intendents, 52.3%. Less influence is
exercised in food and beverage de-
cisions. Some 53.2% of the presidents
and owners, who contribute to manager
decisions, said their influence extended
to food and beverages. Affirmative
responses by others were: profes-
sionals, 47.8%; green committee
chairmen, 34.7%; superintendents,
27.9%.

Managers themselves were asked
what areas of the club operation they
are associated with on a decision-
making basis. Some 81.3% of the
managers said the clubhouse; 66.9%,
locker room operations; 62.2%, dining

room; 58.2%, other recreational fa-
cilities; 57.0%, pro shop; 55.8%, golf
course.

PRESIDENTS AND OWNERS
Who advises and influences the club
presidents and course owners? Re-
plying that they contribute to the buy-
ing decisions of presidents and owners
were 71.8% of the superintendents,
63.7% of the managers, 41.2% of the
professionals, and 38.4% of the green
committee chairmen.

Presidents and owners, in tum, in-
dicated considerable involvement in
most aspects of the club or course
operation. Almost 55% serve on club
committees. Of that group, almost
37% serve on all committees. A ma-
jority of the presidents and owners
said they have an influence on pur-
chases in every product category
surveyed. Affirmative responses to
purchasing influence were: capital
equipment, 82.4%; materials for club-
house improvement, 81.6%; turf ma-
terials, 62.4%; food, 54.7%; pro shop
merchandise, 42.9%.

Among the major areas of respon-
sibility for a majority of presidents
and owners are: overseeing all office
and administrative personnel, estab-
lishment of dues and assessment prac-
tices, purchase of insurance, purchase
of land and establishment of com-
mittees. However, in the performance
of their duties as presidents and
owners, they do not seek autonomy.
Almost 67% said they consult with
other officials and administrative per-
sonnel. Only 9.8 per cent said they
do not.

GREEN COMMITTEE CHAIRMEN
As would be expected, the super-
intendent is the administrator most
heavily involved in the buying de-
cisions of the green committee chair-
man. Almost 71% of the super-
intendents said they contribute to the
green committee chairman’s purchas-
ing decisions. Minimal involvement
was indicated by other administrators
and officials in their **Yes'’ responses
to the question of contributing to the
buying decisions of the green com-
mittee chairman—managers, 28.8%;
professionals, 21.8%; and presidents/
owners, 21.8%.

On the green committee chairman'’s
role in brand selection, 70.6% said
they were consulted on brands of
capital equipment, and 55.3% said

continued on page 70



Look great, feel great in Comfortissimo™
by DiFiI'Ij. Comfortissimo. Greatest new idea in sportswear-. ..

miracle fabric that stretches, recovers, breathes, absorbs,
resists snagging and pilling. The secret is in its two
faces. 100% polyester outside for brilliant color,
easy care. 100% cotton inside for cool comfort—
never clammy. The anytime, anywhere knit that
combines the best of two worlds. And it’s
exclusively in actionwear by DiFini. First name in golfwear.

Contact your DiFini representative, or write: DiFini, 367 Southem Boulevard, New York, N.Y. 10454

For more information circle number 140 on card
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: : i
the ultimate eolf car

"o |

We’ve always built the Gran Cushman with one
goal in mind...to offer you the ultimate in styling,
comfort and performance. Each year we make
subtle improvements to keep the Gran Cushman
one step ahead of the “top of the line” of other
golf cars.

This yecr is no exception.

There’s a new bag rack design that speeds loading
and unloading. A brilliant new white color with
charcoal accents. We've cut 6" off the car’s length
without affecting wheelbase or the Cushman superior
ride. And our gas model has a more powerful
engine for faster acceleration and starts.

When you buy a Gran Cushman... 3- or 4-wheel,
gas or electric...you're buying quality that pays
off. In resale value, in dependable performance
day after day, in reduced maintenance costs and
in player satisfaction.

Write for the new, full color brochure. See why
the Gran Cushman is the ultimate golf car in every
way. OMC-Lincoln, a Division of OQutboard Marine
Corporation, P.O. Box 82409, 1434 Cushman Drive,
Lincoln, Nebraska 68501.

For more information circle number 168 on card

Some of the
premium features
standard on the
Gran Cushman...

Automotive steering
standard

New 12 hp, 4-cycle
engine delivers quicker
acceleration, faster starts
than ever.

New, one-piece
molded fiberglass
bag deck. Easy-on,
easy-off. No
restrainers

needed

Deep foam, individual
contoured seats with
adjustable backs.
Automatic seat brake
still standard
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UNLEASH
THE

POTENTIAL
IN YOUR
SWING

Pursuit of a lower score is the motivation behind
a golfer's dedication to the game. In search of
improvement, most often the answer is found right
in your hands. .. the club you hold can be the limit-
ing factor. Now, thanks to ALDILA carbon graphite
shafts, you can raise your game to new heights by
unleashing that pent-up potential in your swing.
The lightweight ALDILA shaft contributes to a faster
swing that delivers an unequalled surge of energy
at the point of impact, with less effort that results
in greater accuracy. ALDILA means increased

GRAPHWE
SHAFTS

SPEED, POWER and ACCURACY. Choose from 15
personal preference flexes. Ask your club pro for
a demonstration. Pros! Introduce your members to
a new game...with ALDILA.

See the professionals play

with ALDILA Magnamite* Graphite Shafts at the
San Antonio Open, San Antonio, Texas on Nov. 1
Lady Errol Classic, Orlando, Fla. on November 2e
World Open, Pinehurst, N.C. on November 8
Disney World Open, Bay Lake, Florida on Nov. 29

ALDILA, INC., 4883 RONSON COURT, SAN DIEGO, CA. 92111, PHONE (714) 279-0074

OR CALL TOLL FREE IN CALIFORNIA 800-542-6021, ELSEWHERE 800-854-2786.

For more information cir

*Trademark of Hercules Incorporated

cle number 137 on card




