
The 499 billion yard drive. 
Whether you buy one golf car at 
a time or fifty, you want and 
deserve years of dependable 
performance from each one. 

That's why so many of the 
nation's top golf clubs go with 
Cushman. They know that 
Cushman cars are consistently 
reliable. 

And they should be. Each year 
since the first Cushman rolled 
off the production line in the 
early '50s, we've made important 
design and engineering 
improvements. 

1974 is no exception. This year's 
Gran Cushman has a bag rack 

design that speeds up loading 
and unloading. The car is 
6 inches shorter with no sacrifice 
of leg room or superior ride. 
And it sports a brilliant white 
color with charcoal accents. 

We've modified the gasoline 
model for more power, faster 
acceleration and no-stall 
performance, too. 

CUSHMAN 

Cushman. Proven performance 
For new. full color catalog, write 
OMC-Lincoln, a Division of Outboard Marine Corporation 1437 Cu 
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But we haven't touched the 
Cushman standard extras: A 
premium suspension system. 
Automatic seat brake. 
Automotive-type steering. A 
full year's warranty on parts and 
service. So many more. 

Buy a Gran Cushman, 3-wheel 
or 4, gas or electric, and you buy 
proven performance. We 
estimate over 499 billion yards 
of proof in over 20 years of 
on-the-course driving. That's 
experience that pays off. You 
can expect a Cushman golf car 
to spend more time earning its 
keep on the course and less 
t ime waiting for repairs. 

p o x 82409 Lincoln. NB 68501 
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See you 
under 
the 
tent. 

P.G.A. Merchandise Show 
Port St. Lucie 

January 26-29,1974 

IZOD/HAYMAKER 
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Westinghouse golf cars 
. were tested on the 
; toughest courses 

to make sure they'd 
> stand up on yours 

Hills. Distance. Rough terrain. The Westinghouse 
electrics have power to spare. They're built to take it. 
Day after day. On a simple overnight charge. 
For more information write: Westinghouse Electric 
Vehicles, Westinghouse Building, Gateway Center, 
Pittsburgh, Pa. 15222. „„...» 

* Westinghouse golf cars tamed the Bonneville Salt Flats. 
> 33.9 miles without recharging. 

Westinghouse golf cars topped Pikes Peak. 
A grueling 12.42-mile climb. 

| 
Westinghouse golf cars tackled the Baja. 50 miles of tou 
rugged waste. All tests sanctioned by the U. S. Auto Clut 

Westinghouse 
helps make it happen 



FOURTH PLACE WINNER 
PENNCROSS SUCCESS STORY 
CONTEST ^ ^ ^ ^ \ 

F o r Y o u r F r e e C o p y 
o f O u r N e w B o o k l e t , W r i t e 

CHAMPIONSHIP TURF GUIDE 
1 3 4 9 C a p i t o l S t . N . E . S a l e m , O r e g o n 9 7 3 0 3 
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^^.^•""•"""world-Wide MarketersB 

T E E - 2 - G R E E N f c O R P . 
1 2 1 2 W E S T E I G H T H S T R E E T 

K A N S A S C I T Y , M I S S O U R I 6 4 1 0 1 

( 8 1 6 ) 8 4 2 - 7 8 2 5 



AN OPEN 
PENNCROSS 
ABOUT THE 
PENNCROSS 

LETTER TO 
CUSTOMERS 
SUPPLY OF 

TEE-2-GREEN CORP.. 
1212 WEST EIGHTH STREET 

KANSAS CITY, MISSOURI 64101 

(816) 842-7825 



A l l A l l I I I I P I / n n n T ' C Tan -Tar -A , on beaut i fu l Lake of the 
I V I M L b I b I I i I w I V K w U I 9 Ozarks , in Missouri , has one of the 

^ ^ ^ ^ ^ ^ m m o s t b e a u t i , u ' > a n d p layab le golf 
I ^ ^ B m J I C j I I l T T H I 1 | m I J Z , courses anywhere , thanks to Jim 

m l l f l V s * L . • ' I C L k I I T Lewis a n d his "a rsena l" of Mal l in-
ckrodt 's f ine turf chemica ls . Jim's 

" T " ! I D C D ^ l ^ ^ r ^ l l f * T C consc ient ious turf p rogram, using 
W l I U n r r K U U W W I O the MalJinckrodt line, has protect -

_ M _ m wmkmm. m a , , . - . e d — a n d improved — his f ine turf. 
I C P P A f l V i f j l A f D P K Doesn' t your o w n beaut i fu l course 
• /TTfrnmhF^fc* • • W l f l \ deserve the s a m e t rea tment? 

• ^ J f H I U U • • • I m p r o v e m e n t arid Protect ion Sys-
t e m book le t , with futf deta i ls of the 

' c o m p l e t e program. See for your-
self w h a t -Malf inckrodt has going 

V • • , ; ; ; , J .. - . ' "V tar Y6U£< • . -

W E ' V E GOT LOTS OF 
GOOD THINGS 

G O I N G FOR Y O U 
- t, . ' . t' 'v' i • f .»,,•»'. r.k, *« - • "> 



SHORTAGES WILL 
AFFECT CLUBS 

The news from Washington these days 
is concerned mostly with shortages, 
present and future. With speed limits 
being reduced on highways, Federal 
and state governments converting to 
smaller cars for transporting staff mem-
bers and store owners being asked to 
eliminate excessive or unnecessary 
electric signs, clubs, too, are begin-
ning to give some thought to whether 
or not the new state-of-the-nation will 
affect them. 

If you haven't thought about the 
question yet, the answer is " y e s . " 

Many club managers, particularly 
those in the North, are re-evaluating 
their supplies of heating and fuel oil. 
The majority of these clubs use natural 
gas as a fuel. They are also on what 
is termed "interruptable service," 
which means that during periods of 
protracted excessive cold they will be 
asked to convert to oil to conserve 
natural gas for vital community facili-
ties. Many clubs count on being able 
to refill their oil tanks during these 
times of conversion; they depend on 
1,500 or 2,000 gallon storage tanks to 
provide them with a 10-day to two-
week supply of fuel. 

Now it is clear that refilling these 
tanks will be neither as simple nor 
as sure as it has in the past. Accord-
ingly, these clubs already are beginning 
a careful evaluation of their facilities 
and heating practices to conserve what 
little they have. (It should be noted 
that "Weather Trends" predicts a 
long-range forecast of "colder in the 
Northeast and from the Carolinas to 
the Great Lakes and Minnesota-
Dakotas.") 

Even clubs in the more temperate 
zones of the country should take an 
equally hard look at their energy use 
with an eye to conservation and effi-
ciency. When no actual shortage exists 

for a particular club, it still must con-
sider its image in the eyes of the 
community. It is not likely that a town 
that has been asked to conserve elec-
trical energy will approve of a lavish 
electrical Christmas display on the 
clubhouse grounds or will watch elec-
tric golf car use on the club's course 
without critical comment. 

Many other shortages now are be-
coming evident. These also will have 
an impact on clubs. Some of them 
will not be immediately evident, but 
consider the following list of crucial 
shortages: propane and butane gas; 
anti-freeze solutions; fertilizers; plas-
tics of most kinds; glass products; 
paper, cardboard and shipping con-
tainers; leather goods and, of course, 
gasoline. 

Gasoline, alone, is going to create 
some unexpected problems for clubs. 
Many clubs in the northern areas make 
a practice of plowing out club mem-
bers' driveways after heavy snows. 
This practice probably will have to be 
discontinued. 

It takes about 1,500 gallons of gas 
to run the equipment necessary to keep 
the greens and fairways cut. Even last 
year many clubs found that their sup-
pliers were allocating less than this 
amount to them. This condition, if con-
tinued, will require hard decisions by 
the golf course superintendent. 

The image problem also raises its 
head in this regard. Consider the recent 
request to Minnesota's Governor An-
derson asking him to ban the use of 
snowmobiles, notorious gas guzzlers, 
for the duration of the shortage. The 
governor replied that he recognized 
the need to conserve gas, but did not 
feel that any one sport should suffer 
at the expense of others and that he 
would consider snowmobiles in the 
same category as night baseball, foot-
ball games, basketball and hockey. 
Can golf cars be far behind? 

To those who have felt all along 
that a golf course was meant to be 
walked, not driven, the elimination 
of golf cars, at least the gas operated 
ones, will be welcome news. Other 
shortages, however, will create more 
difficult problems. 

Our children have grown up in an 
economy in which, given the money, 
they could buy almost anything. We 
now face a period when, money or 
not, what we want won't be available. 
The test will come when we decide 
whether to become frightened by it or 
challenged. 

The situation is somewhat analogous 
to that faced by clubs two decades 
ago. At a time when the income from 
slot machines in the club's grill and 
bar seemed to be the difference be-
tween profit and loss, many clubs were 
positive they could not survive their 
removal. The well-managed club, 
however, met the challenge and came 
through with flying colors. Hopefully, 
today's clubs will face this new chal-
lenge with the same amount of deter-
mination to solve the problem. Un-
doubtedly, it will mean considerable 
belt-tightening, but it can be done. 

A less obvious problem, but one 
that is there nonetheless, is that of the 
possibility of a depressed economy. 
Should the country face a real eco-
nomic crunch, clubs may find that 
members, already hard-pressed to meet 
increased dues, may begin to drop 
some of their club affiliations. Should 
such a turn of events actually occur, 
the club industry may once again have 
to look at such measures as mergers 
or other cooperative operations to con-
tinue to provide facilities to their 
memberships. 

This column only begins to touch 
on the problems and possible solu-
tions. We will have more on short-
ages and how clubs are meeting them 
in subsequent issues. C 



invite you, 
MR. PRO 
to be our guest 
for a full week's 
Gdlf Vacation. 
Bring 15 Golfers and your GOLF 
PACKAGE WILL BE COMPLI 
MENTARY 
Choose from 18 Championship 
Courses including The Dunes and 
Arnold Palmer's Myrtle Beach 
National. 
Make your plans now in order 
to obtain the desired tee times 
and courses. 

THE VALUE OF A PRO 
What is a golf professional worth to 
his employer? 

The answer, generally, is, "What-
ever he can make out of his j o b . " 
That , usually, isn' t the businesslike 
answer. 

I 've seen cases in which the answer 
should be corrected to, "About what 
the club is w o r t h , " because during 
World War II, there were country clubs 
that were kept alive through the work 
of their professionals. 

I 've seen other cases in which the 
professional has been a liability to 
his club. 

One of the many bright examples of 
a professional's high value to his club 
was told to me by a friend. He had 
been considering buying a home in 
Southern California for retirement or as 
a winter residence. 

He said, " M y wife and I played golf 
at many attractive places. At a dozen 
spots we had friends who formerly 
had lived around Chicago. Something 
went bad with my game, and I was 
losing interest in golf and in Southern 
California. When a game goes from 
bad to te r r ib le , w i n t e r is winter 
anywhere. 

" M y wife kept shopping around. 
Finally, we rented a place at Rancho 
Bernardo, without much enthusiasm on 
my part. 

"Then , bored and disgusted with my 
golf, I thought I'd kill some time by 
taking a few lessons. I went to Bob 
Gutwein, the Rancho Bernardo pro. 

" H e watched me hit a few shots. 
He said, 'When you get home, have 
your pro get you clubs with more 
flexible shafts. You've outgrown these. 
Those springier shafts will put the life 
in you r swing that you r musc les 
haven't got anymore. ' 

"Gutwein wouldn't sell me the clubs 
he recommended. He laughed and said, 
' Y o u r pro has been wai t ing long 
enough for this sale. ' 

"Gutwein showed me how to teach 
myself the body turn I needed to get me 
really hitting shots again. He is one of 
those pros who teaches you how to 
teach yourself. 

"The Rancho Bernardo scenery and 
its course and everything about the 
place began looking good to m e . " 

My friend remarked, "You can tell 
anybody that Bob Gutwein gives fine 
golf lessons. They should be great. 
They cost me the price of a lot and a 
house at Rancho Bernardo." 

Here's an instance that shows how 
much a pro is worth to his c lub . 

Early returns, to the highly satisfying 
extent of 25 per cent of the question-
naires mailed, indicate that the Na-
tional Golf Foundation's survey of golf 
facilities and their use will be im-
mensely valuable as a marketing guide. 

Don Rossi, the foundation's exec-
utive director, knew from his experi-
ence as a golf salesman that marketing 
statistics urgently needed up-dating. 
His directors emphatically agreed. 
Lack of an authentic scorecard of the 
golf market was penalizing buyers 
and sellers. Judging from the returns 
to the initial questionnaire, the exec-
utives of golf clubs and fee courses 
also are very interested in learning the 
correct score of amount and location 
of golf play. 

An impressive, but not at all un-
expected fact, is that the returns to 
date have been from the more effi-
ciently operated facilities. They have 
their figures readily available. 

It's no news to anyone who's been 
around in the business that a lot of 
clubs and pay-play course officials 
have only the vaguest idea of how the 
business stands. 

Several years ago, GOLFDOM sug-
gested that those professionals whose 
responsibilities and work at clubs went 
beyond the conventional, be known as 
golf directors. We've been surprised 
at the way the term has caught on and 

continued on page 12 

For further informat ion 

CALL TOLL FREE 

800 -845 -0621 
(inS. C. 803 448 7191) 

The Breakers Golf & Beach Lodge 

P.O. Box 4 8 5 G L 

Ocean F r on t at 21st Ave. IM. 

Myrt le Beach, S.C. 2 9 5 7 7 
For more information circle number 199 on card 


