
A beautiful 
way to make money. 

Let's face it. Most golf cars are 
bought for one basic reason. To 
make money for a golf course. 
So, if you're looking for the car 
that'll give your course the best 
margin of profit, look our way. 
At Cushman, we've been 
manufacturing golf cars and 
other small vehicles for a 
quarter of a century. And all that 
experience has taught us how to 
build a better golf car. Which, in 
turn, can build better profits for 
you. Here's how. 
First, our little differences. Little 
differences that save you money. 
An enclosed foot switch, for 
example. Some others are left 
open to dirt and moisture, and 

wear out faster. Or our strong, 
steel bumpers. They're bolted to 
the frame to help prevent body 
damage. But, if something does 
happen, our lead-coated, 
rust-resistant body panels are 
replaceable. Another difference: 
our golf cars use one dependable 
solenoid, not seven. And that 
lowers your repair and 
replacement costs. 

Cushman. 
Proven 
performance. 

Second, our extras. Extras that 
are standard, costing you no 
more. Like an automatic seat 
brake, premium suspension and 
automotive-type steering, to 
name a few. 

Third, our warranty. A warranty 
that covers both parts and labor 
for one full year. 
And fourth, Cushman. A name 
synonymous with dependability 
and performance. The kind of 
performance that keeps your 
cars on the course, and out of 
the shop. 

If you want golf cars that make 
you money, consider Cushman. 
They do a beautiful job. 

/ V I V I " For your free color copy of 
I >1 . l O n i V I M I l l the Cushman golf car catalog write OMC-Lincoln 1443 Cushman Drive. P O Box 82409 Lincoln. NB 68501 
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Dear GOLFDOM Readers, 

Your next issue of GOLFDOM, datelined August, 
1974, will come to you under new auspices— 
but with unbroken continuity of subject matter, 
editorial vigor and dedication to the strength 
of the industry. 

As we go to press, the purchase of GOLFDOM 
from Times Mirror Magazines, Inc., by Harvest 
Publishing Co. of Cleveland is so new that full 
details are not yet available. You should know, 
however, that Harvest, a subsidiary of Harcourt 
Brace Jovanovich, Inc., has a solid century of 
publishing experience to its credit, with a roster 
of special interest magazines which includes 
two other business publications. We have great 
confidence that in turning over GOLFDOM to 
its new management, we are assuring that you 
will continue to be served well and faithfully by 
your industry magazine. 

The new publisher of GOLFDOM will be Arthur 
V. Edwards, and you will be hearing from him 
frequently in these pages from now on. We 
expect, too, that a number of the editors you 
know will elect to continue with GOLFDOM, but 
their decisions are not yet on record. 

For ourselves, we want very much to tell you 
how much we have enjoyed our association with 
you—to thank you for your warm interest in 
GOLFDOM—and to wish you and the magazine 
continued growth and success. 

Sincerely, 

Robert E. Cowin 
Publisher 

Vincent J. Pastena 
Editor 
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Poa annua problem... 
"In our area, as 
soon as real hot 
weather hits, the 

Poa browns out no 
matter how much 

"Around here, 
Poa's a problem 
if we get a spell 
of unusually hot 
dry weather." 

"My main complaint 
is that Poa annua 
grows clumpy and 
stays green here 
when everything 

else goes dormant." 

inate, gradually reducing the stand so 
desirable grasses can fill in. And Balan keeps 
on working month after month . . . not only 
against Poa, but prevents germination of 
crabgrass, goosegrass and foxtail as well. 

No matter what your particular Poa problem 
may be, your Balan distributor salesman will 
be glad to help plan a full-course weed grass 
control program to solve it. 

Elanco Products Company 
A division of Eli Lilly Company 
Dept. E-455 
Indianapolis, Indiana 46206, U.S.A. 






