
• FAST! With an 84 and 68-inch cut, NATIONAL 
Triplex mowers cut grooming time in half around 
greens and traps. 
• E F F I C I E N T ! Nat iona l ' s Tr ip lex maneuve rs 
sharply, climbs banks and hillsides easily and 
safely. Three, power driven, free-floating reels fol-
low ground contour. Reels do a precision job wi th-
out skip or scalping. Handles the clubhouse lawn 
and practice areas, too! 
• DURABLE! Timken bearings; automotive-type 
transmissions; heavy duty, tubular steel tie rods 
and bed knife frame; and cutter lip bar. . .a l l add up 
to more years of use! 
• S E R V I C E A B L E ! No -nonsense des ign makes 
normal service faster than any mower on today's 
market! 
NATIONAI our reputation is your guarantee of 
quality! Our start in 1919 makes us one of the (if 
not the) oldest power mower manufacturers in the 
U S A 

NATIONAL 
M o i u e r C o m p a n y 
662 Raymond Avenue • St. Paul, Minnesota 55114 
Phone: 612/646-4079 

For more information circle number 199 on card 

B E A R D from page 19 
the number of bluegrass plants es-
tablished from seed but had no effect 
on subsequent tiller development. 
T h e a u t h o r s p r o p o s e d tha t the 
growth inhibition could be the re-
sult of allelophathic effects of the 
tree roots. 

Comments: Tu r f s g rowing under 
the shade of trees have a drastically 
a l tered mic roenv i ronmen t . There 
is not only a reduction in light in-
tensity, but also (a) an alteration 
of light quality, (b) moderat ion in 
t e m p e r a t u r e e x t r e m e s , (c) de-
creased wind movement , (d) a high-
er w a t e r v a p o r c o n t e n t , (e) in-
creased atmospheric carbon dioxide 
con ten t and ( 0 compe t i t i on f rom 
the tree root system for both water 
and nutrients. 

T h e effects of t ree shading in-
clude three major aspects. One in-
vo lves a severe r e d u c t i o n in the 
amount of light energy available for 
c o n v e r s i o n to c a r b o h y d r a t e s by 
p h o t o s y n t h e s i s . T h e s e c a r b o -
hydra t e s are vitally i m p o r t a n t in 
the maintenance of root and shoot 
growth and subsequent shoot den-

sity-turfgrass quality relationships. 
The second aspect involves a 

m o d i f i e d m i c r o e n v i r o n m e n t in 
terms of (a) increased moisture and 
(b) reduced temperature extremes 
and wind m o v e m e n t t h a t f a v o r s 
disease development. The shaded, 
moist env i ronmen t also p roduces 
a s u c c u l e n t , d e l i c a t e t u r f g r a s s 
tissue that is more prone to fungal 
infect ion and subsequent d isease 
development. 

T h e t h i r d a s p e c t involves the 
detrimental effects of the tree root 
system in compet ing for water and 
nutrients. The study of root interre-
lationships among species in a soil 
media is very difficult to achieve. 
T h e techniques developed by the 
authors have facilitated an evalua-
tion of tree root- turfgrass root in-
te r re la t ionsh ips when growing in 
a c o m m o n soil m e d i a . M o s t of 
GOLFDOM'S r eade r s recognize the 
significance of tree roots in compet-
ing for light and nutrients. This par-
ticular investigation indicates that 
there are other factors that also af-
fec t t u r f g r a s s r o o t g r o w t h . T h e 
a l le lopha th ic e f fec t s p roposed by 
the authors may involve the volatile 

r e lease or e x c r e t i o n of o r g a n i c 
compounds from the tree roots into 
the ad jacen t soil so lut ion or a t -
mosphere where they are capable of 
adversely a f fec t ing t u r f g r a s s root 
and shoot growth. This is a very in-
teresting aspect of shade turf cul-
ture, which needs add i t i ona l in-
vestigation. 

The main point which should be 
stressed to GOLFDOM r eade r s re-
viewing th i s p a p e r is t h a t even 
though you are able to m a i n t a i n 
a d e q u a t e n u t r i e n t and m o i s t u r e 
levels on a specific turfgrass area, 
the presence of tree roots in the turf-
grass soil root zone may still serious-
ly impai r t u r fg ras s g r o w t h . This 
s i tua t ion mos t c o m m o n l y occurs 
on golf course putting greens where 
large old trees are growing in the 
immediate vicinity. Over a period of 
20 to 40 years a high propor t ion of 
the total tree root system can be-
come concentrated under the putt-
ing green or tee even though the tree 
may be growing at some distance 
from the putting green. The reason 
for this is the continual supply of 
m o i s t u r e a n d n u t r i e n t s t h a t is 
applied to the green throughout the 

continued on page i9 

You won't find fancy shrouds, 
shiny hubcaps or chrome accent 

strips on a NATIONAL "workhorse." 
Our 84" and 68" Triplex Mowers 

are not designed for beauty 
...Just performance 

- ayid durability! 



Standard four-wheel stabil i ty, automotive type 
steering, drum-type brakes, and a low center-
of-gravity help make the Otis the safest car to ever 
fo rd a dry gulch. 

For the details on how to br ing your golfers out 
of the rough, contac t our factory and we' l l have 
one of our brochures in your hands before the dust 
sett les in this photo. 

Finding a golf car that wi l l operate perfect ly under 
harsh condi t ions is a tough job. So, to make your 
job easier, Otis has developed the most rugged, 
powerfu l , safe and dependable car you 'd ever want. 

The Otis body is vacuum molded of h igh- impact 
Cyco lac" , the individual seats are al l -weather vinyl 
with the driver s side easily adjustable. Combine 
this wi th a heavy-duty, 2 hp electr ic motor , 
6 heavy-duty 220 amp batteries, hypoid drive train, 
and a combinat ion spr ing /shock absorber 
suspension system and you've got hushed power, 
passenger comfort and all-day dependabi l i ty . 

Otis Elevator Company 
PO Box 8600. Stockton. California 95204 (209) 948-2751 



PLANNING: 
An Oft-Neglected Part 
Of Pro Shop Business 

It 's as simple as this: In the retail 
business, if you don't, know where 
you've been and what you've been 
doing, be fore deciding where you 
should be going next, you won't be 
going anywhere. 

The key to planning for the future 
is knowing past performance. 

You have to check very carefully 
what and how much merchandise 
you bought last year, f rom which 
supplier; what sold at what price and 
what didn' t sell. 

T h a t m e a n s you m u s t keep 
records—good records . They will 
enable you to come up with the 
necessary facts to make your plan-
ning easier. 

Here ' s the kind of r eco rds you 
should be keeping (last year ' s sales 
records, not records of purchases). 
They should be broken down by 1) 
m a n u f a c t u r e r ; 2) c l a s s i f i c a t i o n ; 
3) price, and 4) what and how much 
sold at full retail and at markdown. 

Star t first with the manufac turer 
in shirts, for example. How many 
dozens did you buy? How well did 
they sell? Make a complete evalua-
tion of your dealings with the com-
pany. (You may r e m e m b e r being 
d i sappo in ted in not receiving the 
a m o u n t of m e r c h a n d i s e you 
o r d e r e d . T h i s d o e s n ' t m e a n you 
should impetuously cross off that 
source f rom your list. Research the 
p rob lem. M a y b e his merchand i se 
was popu la r , which may explain 
why it was in short supply. The stuff 
is good and in demand. Tha t ' s the 
kind of fast-sel l ing merchand i se 
you want.) Go on down the list of all 
your o the r suppliers and analyze 
what happened last year. 

At a time when pro shop 
sales could use revital-
izing, the author, a vet-
eran merchandiser, re-
emphasizes the "how-
t o Y ' of planning as in-
surance against buying 
mistakes 

b y ERNIE S A B A Y R A C 
PRESIDENT, ERNIE SABAYRAC , INC . MIAMI. FLORIDA 

A n o t h e r p o i n t . Did you buy 
f rom too many suppliers last year? 
P e r h a p s you s h o u l d c o n c e n t r a t e 
your buying on sources of proven 
re l iabi l i ty . A few key compan ies 
can more than satisfy your needs. 
Fringe sources can cause losses as 
can fringe styles and sizes. This de-
cision, of course, is a critical one, so 
approach it cautiously. 

It 's a good idea to call a " junior 
s t a f f m e e t i n g " s o m e t i m e dur ing 
the slow part of the day. Put your 
heads together and study your en-
t i re sales ope ra t i on . Wha t i tems 
sold well; what didn' t? What didn't 
you buy enough of? The answers to 
these ques t ions can be invaluable 
to y o u , e spec ia l ly so b e c a u s e 
y o u ' r e usua l ly busy o u t s i d e the 
shop tending to the other demands 
made upon you as a professional. 
I t ' s i m p o s s i b l e fo r you to be 
famil iar with the movement of ev-
ery item in the shop. Your sales help 
can fill you in, and should know the 
answers you'll need to help you plan. 

Another way to glean informa-
tion about past performance: Ask 
the suppliers. See if the representa-
tives can fill you in on what hap-

pened to their merchandise. If they 
can't supply you with exact infor-
mat ion , m a y b e they can help by 
te l l ing you w h a t h a p p e n e d in a 
shop similar to yours. 

COUNTING LP 
There are n u m e r o u s m e t h o d s of 
t a k i n g i n v e n t o r y , but t h e bes t 
system for the average pro shop is 
the s imple mon th ly check. U s e a 
s t anda rd 8 Vi inch by 11 inch in-
ventory sheet. Separate your mer-
c h a n d i s e i n to c a t e g o r i e s — b a l l s , 
bags, woods, i rons, utility c lubs , 
wedges, putters, men's wear (shirts, 
slacks, jackets , shorts, shoes, socks) 
and women's wear (slacks, skirts, 
shorts, sweaters, shirts and shoes), 
p lus a c c e s s o r i e s , which i n c l u d e 
gloves, headcovers and umbrellas, 
and so on. 

When the merchand i se ar r ives , 
record it on the inventory sheet , 
a long with a d e s c r i p t i o n , r e t a i l 
price, cost, percentage of profit , the 
arrival date and the quantity of the 
pieces received. Do this each t ime 
new merchand i se arrives. O n c e a 
month, take an inventory to tally up 
the amount of goods on hand. I t 's 
important that this count be taken 
accurately, so put a responsible per-
son in cha rge , because the re ' s no 
sense in doing it if it's not done 
properly. 

Scrutinize daily cash sales and 
charge sales. 

PUT IT A L L T O G E T H E R 
After you've gathered as much da ta 
as you can about what happened 
last year, synthesize it so that an 
over-all pat tern emerges. Take one 

continued on page 58 



i Test drive our 
line. 

Aldila carbon-graphite shafts are in use 
right now on the professional tour, the final proving 
ground for any important piece of equipment. 

Aldila uses the dramatic new aero-space age 
material, Magnamite* graphite, 
and more than 100 touring pros 
have purchased this shaft to 
date. 

Why? Because they like the 
way it feels! It's a feeling that 
translates into confidence— and 
the power and precision only 
confidence can bring. 

To order your Aldila shaft, 
see your pro or call (toll-free) 
800-854-2786 for more 
information. In California, call 
(toll-free) 800-542-6021. 

• T r a d e m a r k of H e r c u l e s I n c o r p o r a t e d 

a L D n a 
FEEL THE CONFIDENCE ALDILA BRINGS 
A L D I L A G O L F S H A F T S , 4 8 8 3 R 0 N S 0 N C T „ S A N D I E G O , CA 9 2 1 1 1 

CARBON 
GRAPHITE 
SHAFT 
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UJhat Pre Hi/ Buying Habit/? by V I N C E N T J. PASTENA 

A recent GOLF Magazine subscriber study provides the answers and 
offers professionals statistical tools for rating their clienteles and setting 

their 1974 sales goals 
The successful merchand i se r , be-
fo re a l l o c a t i n g and c o m m i t t i n g 
funds for the coming season, sets 
sales goals for himself—goals that 
present a solid challenge, but are 
not so high that they border on fan-
tasy. How can the merchand i s e r 
know, with any certainty, that he is 
cutting out for himself a challenge 
instead of a piece of " p i e in the 
sky"? N o crystal ball is required. 
He s i m p l y g a t h e r s , a b s o r b s and 
analyzes as much pertinent infor-
m a t i o n as p o s s i b l e — h i s own 
records, price and supply forecasts, 
current economic trends and recent 
industry statistics. 

One piece of informat ion de-

veloped this year that will help the 
professional set realistic sales goals 
is a recent survey of GOLF Maga-
zine subscribers. It gives the pro-
fessional an accurate view of what 
cons t i t u t e s a good p ro shop cus-
t o m e r . W i t h th i s s t a n d a r d of 
measure , plus his past sales records 
and knowledge of his clientele, the 
p r o f e s s i o n a l c a n e s t i m a t e how 
m a n y of his c u s t o m e r s meet the 
s tandard; how many, bolstered by a 
s trong merchandising program on 
the p ro fess iona l ' s pa r t , have the 
p o t e n t i a l to b e c o m e " g o o d cus-
t o m e r s " next season, and how many 
a r e un l i ke ly c a n d i d a t e s r e g a r d -
less of his efforts . (Don ' t write dff 

the latter group completely, how-
ever . S o m e m a y never b e c o m e 
" g o o d c u s t o m e r s " , but you c a n 
strive for some improvement.) The 
c o m p i l a t i o n of these e s t i m a t e s 
gives the p r o f e s s i o n a l a key in-
gredient in de t e rmin ing his needs 
for the coming season. 

The "good cus tomer ," as drawn 
from GOLF Magazine 's study, is no 
figment of the imagination. He is 
feasible, because he is a composi te 
of actual golfers. He is a "good cus-
t o m e r " because he is well above 
a v e r a g e in t h r e e i m p o r t a n t re-
spects: 1) degree of participation in 
the game, 2) buying power and 3) 
buying habits. 

continued on page 57 



THE BRAND-NEW BAGS 
Lighter, tougher, and 

New Acushnet Golf B a g s -
Completely redesigned with new 
strengths and new sty l ing. . . All-
weather Delrin® zippers that never 
jam, made of heavy gauge p last ic . . . 
Resilient f ibreboard cylinder con-
struction . . . A wide range of colors and 
prices to satisfy all your customers. 

800 SERIES 
Acushnet's top-of-the-line golf bag. Gen-
uine top grade leather trim, body of 
lightweight Acushtex material to resist 
tears and punctures. New six-way cross 
dividers, piggy-back ball pocket, form-fit 
boot pocket, three-point adjustable 
shoulder strap suspension. Two colors 
to choose from, Sandalwood with Green 
Trim and White with Red Trim, matching 
head covers and carryalls. Suggested 
retail price, $160. 

700 SERIES 
Same styling as the 800 series. Rugged 
ring top, light and tough Acushtex body, 
indestructible bottom and all-plastic 
Delrin® zippers, extra strong nylon stitch-
ing, 4 colors to choose from, matching 
head covers. Suggested retail price, $105. 
600 SERIES 
10" top and bottom ring, body of punc-
ture* resistant Acushtex, fibreboard cyl-
inder construction, form-fit boot pocket, 
heavy-duty shoulder strap, rugged 
ring top, 4 colors to choose from, match-
ing head covers. Suggested retail 
price, $80. 



8 models to choose from 

500 S E R I E S 
New fibreboard cylinder construction, 
durable Acushtex body, inside umbrella 
well, plastic zippers, heavy-duty shoulder 
strap and drag plate, zippered hood 
cover, rugged ring top, 7 colors to choose 
from and matching head covers. 
Suggested retail price, $65. 
400 S E R I E S 
9f top ring, fibreboard cylinder con-
struction, lightweight Acushtex body, 
umbrella strap, rugged ring top, snap-on 
hood cover and 7 colors to choose from. 
Matching head covers available. 
Suggested retail price, $55. 

3 0 0 S E R I E S 
Lightweight vinyl-coated polyester body 
designed for strength, cushioned shoulder 
strap, 8?" round-sloped ring, fibreboard 
cylinder construction, large boot pocket, 
nylon zippers, umbrella strap, snap-on 
hood cover. Suggested retail price, $35. 
2 0 0 S E R I E S 
Lightweight ladies' bag of Acushtex 
material available in 5 colors with features 
and styling the same as the Acushnet 
men's 500 series except 1" shorter overall 
height. Matching head covers available. 
Suggested retail price, $65. 

100 S E R I E S 
8?" top ring. Lightweight Acushtex body 
for strength, fibreboard cylinder con-
struction, cushioned shoulder strap, 
snap-on hood cover, umbrella strap, 5 
colors to choose from and matching head 
covers. Suggested retail price, $37.50. 

ACUSHNET SALES COMPANY 
Sold thru golf course pro shops only 

For more information circle number 202 on card 



Photographed at Diamondhead Corporation's Pinehurst C.C., Pinehurst, N.C. 

Harley-Davidson. Club champions again this year. 
This season, as usual, more Harley-
Davidson golf cars will be driving 
on more golf courses than any other 
make in the world. For example, 
Diamondhead Corporation is the 
owner and operator of the largest 
fleet of Harley-Davidson golf cars in 
the world. Why Harley-Davidson? 

Because they're so good-looking? 
And so dependable? And so quiet? 

Of course. But there's more. 
Our 4-wheel cars, for example, 

have independent front wheel 
suspension, mounted on trailing 

arms. And coil spring shocks. The 
rear wheels? Coil springs, hydraulic 
dampers, torsional stabilizer. 

Both our four-wheel and three-
wheel models deliver sharp, 
effortless steering. With tiller bar 
or steering wheel. 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. 

Did we say quiet? Our gasoline 
cars are quieter than a voice in 
normal conversation. 

Another nice thing. Our electric 
cars will run longer between 
charges. (Because they use less 
power at low speeds.) 

Four-wheel, three-wheel. Gas or 
electric. Harley-Davidson golf cars 
are the champions. By popular vote. 
Naturally, we'd be happy to meet 
you at the nineteenth hole. And 
show you our scorecard. 
AMF Harley-Davidson 
Milwaukee, Wisconsin 53201 

Harley-Davidson teJ 



SHORTCUTS 
TO Here are some tips on 

how to cut down on tax 
paperwork, so that you 
can start being a golf 
professional again PRO SHOP 

BOOKKEEPING 
b y G a r y w i r e n a n d j i m b a i l e y 

EDUCATION DIRECTOR GOIF PROFESSIONAL 
PROFESSIONAL GOLFERS ASSN HYLAND HILLS GC 

WESTMINSTER, COLO. 

If you are a golf professional, we 
hope you paid a lot of taxes last 
year. Tha t ' s r ight—we hope you 
paid a lot of taxes, because if you 
did. you also made a lot of money. 
Tha t ' s a reliable way of judging 
whether or not you know how to 
run your business. 

With success comes some pain; 
the more successful you are and 
the larger those income dollar fig-
ures become, the more complica-
ted becomes the bookkeeping and 
accounting relating to taxes. This 
is particularly true as your staff 
grows. With the multiplicity of 
taxes imposed on businesses these 
days, the golf professional, who 
has an accounting degree, would 
have an advantage. But he's not 
an accountant . The professional 's 
business is service. Every hour he 
spends on tax records takes away 
the t ime that he is able to devote 
to his real job. Although dealing 
with taxes and tax records are 
unavoidable, as part of the golf 
business, the professional can min-
imize the time and energy he now 
spends on this necessary clerical 
job. 

There are three basic approaches 
the professional can take in his 
tax record keeping: 
1. Hire an accountant and turn 
the whole business over to him; 
2. Adopt a simplified system of 
bookkeeping, designed by account-

ing professionals who know the 
specialized needs of the pro shop. 
(The professional may want to 
use an accountant only for the final 
tax preparat ion and for special con-
sulting.); 
3. Bone up on bookkeeping and 
create your own system. 

HIRE AN A C C O U N T A N T 

How much money can you afford 
to pay for an accountant? That 
is a fundamental question. Do you 
need an accountant regularly or on-
ly at tax time? How sophisticated 
does your bookkeeping have to 
be? If you are not careful, you 
c o u l d end up p a y i n g a bill t h a t 
would not match the value of the 
service for the size of your pro shop 
business. 

Any accountant won't do. A 
corporat ion accountant , for ex-
ample, might be superb in dealing 
with large companies, but he may 
never be able to relate to the golf 
business. An accountant who works 
primarily with governmental agen-
cies may not be able to relate to the 
problems of a private entrepre-
neur. The complexity of these prob-
lems in a relatively small busi-
ness operation may not even re-
quire the services of a high-priced 
tax expert. You may get equally 
good results f rom a young C P A , 
who is less established and who 
charges a lower rate. If you de-

cide to use an accountant regu-
larly, get one who talks your lan-
guage in terms you understand. A 
nice bonus would be if he played 
golf as well, particularly at your 
course. 

TAX-TIME ACCOUNTANT 

There are systems and services pro-
vided by tax consulting firms that 
can set you up with a simplified 
program that requires little of their 
attention, except at tax time. An 
example would be Federal Tax and 
Record Systems in Fort Lauder-
dale, Fla. Their system is used by 
Bob Gutwein, the Golf Professional 
of the Year in Southern California 
from Rancho Bernardo. Gutwein 
uses their service, which guaran-
tees the following: 
1. Completion of annual state in-
come tax returns, Federal income 
tax returns (including self-employ-
ment Social Security return) and 
the estimated income tax returns; 
2. The rendering of advisory ser-
vice on all bookkeeping and tax 
problems submit ted to their tax 
department; 
3. A guaranteed payment of all 
fines and penalties resulting f rom 
any errors they commit ; 
4. A tax record bookkeeping sys-
tem with materials supplied for 
one business year. 

All of these services are avai la : 

ble for about $150 a year. The 



SHORTCUTS continued 

sys tem requires app rox ima te ly 15 
minu tes of bookkeep ing a day by 
the p rofess iona l , but is relatively 
easy to l ea rn and follow. O n e po-
tential weakness with a sys tem of 
this type c a n be the lack of regular 
con t ac t with an a c c o u n t a n t who 
would s tay abreas t of any changes 
you migh t m a k e in your business. 
If you r ope ra t i on r ema ins rela-
tively s tab le f r o m one year to the 
next, you could m a n a g e qu i te well 
with the mai l - in consu l t an t ser-
vice tha t is provided. If you know 
about o the r systems tha t a re worth 
r e c o m m e n d i n g , you may wish to 
pass t h e m on to the readers th rough 
G O L F D O M . 

SELF-MADE A C C O U N T A N T 

Doing accoun t ing yourself is pos-
sible, but not advisable . W i t h the 
myr i ad c h a n g e s in the tax law oc-
cur r ing annua l ly , it is very dif-
ficult for an a m a t e u r to s tay ab reas t 
of the tax law. There were roughly 
17 m a j o r t ax changes th is pas t year . 
Unless you have a par t i cu la r aff in-
ity for f igures and a knack fo r book 
work , you will m o r e t h an likely 

r equ i re ei ther an a c c o u n t a n t or the 
k ind of account ing service, previ-
ously men t ioned . 

T h e under ly ing pr incip le behind 
wha teve r m e t h o d you eventual ly 
c h o o s e to meet y o u r t ax respon-
sibili t ies is to c r ea t e a p lan and 
m a i n t a i n rel iable t ax records . 
T h e cha r t on this p a g e - Tax Ca len-
d a r and checklist is used by Golf 
P rofess iona l , Inc., a subchap te r 
" S " C o r p o r a t i o n , Inc. , f o r m e d by 
c o - a u t h o r J a m e s Bailey, golf pro-
fess iona l , Hyland Hil ls GC", West -
mins t e r , Colo . T h e ca l enda r is 
specif ical ly des igned f o r C o l o r a d o 
t ax law (each s ta te h a s d i f ferent 
r equ i r emen t s ) and is a good system 
to m a k e sure all federa l and s ta te 
p a y m e n t s are met . 

T h o s e who have been self-em-
ployed in the golf business know 
tha t when they p r e p a r e d to open 
the i r shops , it was necessary to 
c o m p l e t e the fo l lowing jobs re-
la ted to t ax laws: 
1) app ly for a Federa l I .D. num-
ber (local I R S ) ; 2) app ly for a 
s t a t e wi thholding I .D . n u m b e r 
( S t a t e E m p l o y m e n t C o m m i s s i o n ) ; 

3) apply fo r ci ty and s ta te sales 
t ax licenses ( local agencies), and 
4) file for s t a t e and Federa l un-
e m p l o y m e n t ra t ing . It would be 
t o o lengthy a j o b to ident i fy he re 
all the f o r m s an d list all the s teps 
in handl ing the above taxes . Be-
sides, i n f o r m a t i o n is ava i lab le 
f r o m each agency . W h a t m a y be 
m o r e helpful is t o note s o m e t ips 
t h a t per ta in to tax p r o b l e m s . 
Lis ted below by m a j o r ca t egory , 
he re are a few. 

UNEMPLOYMENT 

A s an employe r , you ea rn an e m -
p loyer ' s exper ience rat ing, which 
has an inf luence on how m u c h 
con t r i bu t i on you mus t m a k e to 
t he s ta te and Federa l unemploy -
m e n t p rob lems . If you exper ience 
a la rge tu rnover ra te , and a f o r m e r 
e m p l o y e e or employees file fo r 
u n e m p l o y m e n t and have valid 
c o m p l a i n t s , y o u r tax rate m a y s tay 
h igh . To avoid this, keep good 
e m p l o y e e records . If you dismiss 
an employee , s t a t e precisely the 
r easons he or she was d i scharged . 
La te r , you m a y wish to file a wai-

TAX CALENDAR AND CHECKLIST' 

JANUARY 
Give employees Copy B and Copy C of Form W-2 or W 2 P 

January 5 Records to accountant for December 
January 10 Federal depository receipts 
January 15 Balance due on 1972 estimated tax—Federal 

—State 
January 20 State sales tax due 

City sales tax due 
January 31 File Form 941 Federal Witholding Tax and 

Social Security (4th quarter) 
Last day to give W-2 forms to employees 
Deposit Federal unemployment tax 
Personal records to accountant for Federal and 
state tax returns 

FEBRUARY 
February 5 Records to accountant for January 
February 10 Federal depository receipts 
February 20 State sales tax due 

City sales tax due 

MARCH 
March 5 Records to accountant for February 
March 10 Federal depository receipts 

•Applies to Colorado only for 1972. 

March 20 State sales tax due 
City sales tax due 

APRIL 
April 5 Records to accountant for March 
April 10 Federal depository receipts 
April 16 Pay personal property tax 

1972 Federal income tax due 
Federal, one-quarter estimate due 
State, one-quarter estimate due 
1972 state income tax due 
1973 Federal declaration of estimated tax 
1973 state declaration of estimated tax 

April 20 State sales tax due 
City sales tax due 

April 30 File Form 941 Federal witholding tax and 
Social Security 

MAY 
May 5 Records to accountant for April 
May F0 Federal depository receipts 
May 20 State sales tax due 

City sales tax due 

J U N E 
June 5 Records to accountant for May 
June 10 Federal depository receipts 
June 15 2d installment, Federal, one-quarter estimate due 


