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
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Harley-Davidson. Club champions again this year.

rear wheels? Coil springs, hydraulic
dampers, torsional stabilizer.

Both our four-wheel and three-
wheel models deliver sharp, effort-
less steering. With tiller bar or
steering wheel. And all Harley-
Davidson golf cars are protected by
molded rubber bumpers in the rear.
Four-wheel cars also have heavy
duty front bumpers while the
three-wheel models employ chrome
tubular steel front bumpers.

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




I’s Fun and Games at the
1975 PGA Winter Activities Program
Walt Disney World, Florida

January 13 - 16 Senior-Junior Best Ball Championship
January 18 - 19 Quarter Century Club Championship
January 23 - 27 PGA Match Play Championship
January 30 - February 2 PGA Seniors’ Championship
February 4 -7 PGA Stroke Play Championship

January 26 - 29 PGA Golf Merchandise Show
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COVER STORY

Blll Clarke, PGA president who
steps down from that post next
month In Hawall, was recently
named executive director at his
home course, Hlllendale Coun-
try Club near Bailtimore. His as-
sistant, Don Keefer, has taken
over many of Clarke’s pro shop
dutles as Clarke has assumed
responsibliities of running the
operation at Hlllendale. See
story on page 11 as Clarke
begins his new post, and why he
thinks other clubs should be
considering this type of ap-
pointment.
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Wherever golf is played...

Par Aide matched furniture makes the big
difference in appearance and comfort. End
frames are cast of high grade non-corrosive
aluminum alloy. Back and seat slats are
grade “A" treated redwood. Wide choice of
end frame colors. High impact plastic cover-
ing on boards is optional.

PAR’

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

PAR AIDE PRODUCTS COMPANY
296 NORTH PASCAL STREET » ST PAUL. MINN 55104
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SWINGING AROUND GOLF

AMONG OTHER LESSONS
EXPERIENCE HAS TAUGHT

Five-year plans for golf course or
clubhouse improvements are valu-
able except that after three years
very few remember what the five-
year plans were.

GRASS OR MEN
HARDEST TO MANAGE?

Anytime there are a few super-
intendents sitting around and dis-
cussing their work you can start an
educational debate by asking, “What
is harder to manager? Grass or
men?”’

I don’t remember hearing a con-
clusive answer.

Most of the time I heard the
testimony, the experiences indicated
that when the superintendent was
working with his chairman and his
maintenance staff, there didn’t seem
to be much trouble with the turf.

LAST OF PGA ANGELS
WINGS AWAY

Robert Hudson, the last of the
two ‘‘angels’” who first blessed pro
golf with big money, died recently in
his home city, Portland, Ore.

Pro golf was scratching hard try-
ing to dig up more money when Bob
Hudson and George May arrived
scattering money in the '40s. Maybe
he was not the man who was the
most liberal host of American pro
golfer troops, but who knows
another candidate for that distinc-
tion?

SEMINAR SEES OLD-STYLE
LESSONS DYING

The most thrilling afternoon I
have had in recent years in golf was
not at a championship. It was at the
1974 Fourth National Golf Founda-
tion Educational Consultant
Seminar.

There 1 got a glimpse of
tomorrow in the game and business
of golf. The tomorrow looks bright.
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The seminar brought together
PGA, CMA and LPGA members
who have been especially effective in
instruction, college and high school
golf coaches, college physical educa-
tion authorities and the Founda-
tion’s Educational Services Staff,
Bob Toski and Marilynn Smith.

It became evident that the
pattern of golf instruction was on the
verge of radical overhauling.

There has not been much change
in golf instruction since the present
plan of half-hour lesson tee instruc-
tion was improvised about 70 years
ago when the demand for instruction
exceeded the capacity of tutors to
give the then customary playing
lessons. there have been advances in
techniques and details of instruction
but not application of the instructors’
knowledge and no appreciable im-
provement in scoring since 1905
when a golf magazine observed that
95 percent of golfters scored 95 or
higher.

We talk about the -high cost of
slow play but do not, mention the
high cost of slow learning of the
game.

For years professionals at private
clubs and at pay-as-you-play courses
have seen that the better a golfer
scores the more he or she plays, and
the more the player buys from the
pro shop.

Women take more than 60 per-
cent of golf lessons. And why not?
Golf lessons are given at places and
times usually of the utmost in-
convenience to the working man,
regardless of what his occupation or
rating. And the old method of the
half-hour lesson is discouraging and
dreary but never has been replaced
by a modern plan which arouses a
learning attitude in the pupil and gets
him — or her — soundly and simply
grounded in a basic orderly routine,
so the pupil is helped to learn how to

teach himself.
to page 8



“Power-Bllt irons help keep
| your control game
under control.”

Bobby Nichols
Golf Professional, Firestone Country Club
and member of the H&B golf advisory staff.

Control is what the iron game is all about. So H&B designs
irons to make control come easy. The Power-Bilt®
non-scuff, contour bevel sole helps get a clubhead into
the ball cleanly and consistently. Even in tight lies. The
power-weighted flange back
distributes weight effectively
behind the face of the club. Helps
make shots that start off a little
less than perfect end up a little more on target.
And master matching gives your swing a consistent
“feel” through every club in your bag. Why settle for
anything less? See your golf professional and get

the story firsthand.
PowerBilt

experience
Hillerich & Bradsby Co.

The hardest hitting name in sports.
LOUISVILLE, KENTUCKY
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GRAFFIS from page 6

The results of the college coaches
in advancing golf ability of the kids is
amazing and the coaches say is due
to the kids coming to them in an at-
titude of eagerness to learn. How to
create the fire this attitude among
the kids without ambitions to make
the team and in adults was an area
explored by the bright minds of the
Foundation’s seminar. And how to
carry that research further into the
PGA home pros’s opportunities and
service was a self-given assignment
by Gary Wiren, a former club pro
and college golf coach and now
educational director of the PGA.

Wiren will have a difficult task
awakening club officials, fee course
owners and public course officials to
what good they could do by co-
ordinating club and pay-play course
operations with a modern plan of in-
struction which would be the biggest
booster and fun promotion operation
has had in this country since its first
golf rush in the early 1900s.

That fourth seminar of the
National Golf Foundation showed
more imagination in modernizing a
phase of golf to benefit the whole
game and business than I have heard
in any other part of the business for a
long time. Club pros, officials and
managers had better watch this
development. It can mean a great
revival of club interest, service and
business.

HOW MANY MILLIONAIRES
IN GOLF BUSINESS?

With Gene Littler becoming the
eighth tournament purse millionaire
there is increased talk about how
many pros have become million-
aires. The official count includes
Nicklaus, Palmer, Casper, Player,
Crampton, Weiskopf, Trevino and
Littler.

That is the count the Internal
Revenue Service can make from the
purses. The millionaire status of
fellows such as Snead, Hogan and
Nelson, who won more events that
most of the purse millionaires is
known only to the IRS. Snead, who
made very few bad investments, is
beleived to be the first of pro golf’s
playing millionaires.

There is one group of wealthy
pros discreetly modest about their
riches. They are professionals who
own and operate daily fee courses on
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property valued well into the
millions.

The fee courses are an immensely
important valuable part of golf busi-
ness which have not received due
recognition.

The National Golf Foundation’s
survey of courses at the end of 1973
showed there were 3,870 daily fee
courses, of which 1,823 were 18-hole
or larger, with 2,218 being nine-hole
facilities. This is a good proportion
of the 11,956 private, municipal and
daily fee conventional and par-three
and executive courses of the country.
The resort courses are counted
among the daily fee courses.

A surprise in this category of
courses is the number and character
of those owned by professionals and
course superintendents. They own
and profitably operate many golf
properties that are in the million-
dollar class. They bought their land
and built their courses and club-
houses when prices were moderate.
A few of the million-dollar plants,
such as that of Harold McSpaden in
the Kansas City district, are rather
new.

Four year ago, I asked salesmen,
pros and superintendents to help
make an estimate of the number and
value of golf properties (courses and
ranges) owned by pros and super-
intendents. The estimates varied
from 100 to 500 and the values from
$60,000 to $18 million. At that time
it was guessed there were at least 50
pros and superintendents who could
sell their properties for $1 million or
more. The guess seemed high to me
but considering that is an average of
only one per state, maybe the guess
was not extravagent.

Consider too that these golf
property owners are the real busi-
ness starts of golf. They know how to
locate and operate their properties to
make money.

STUDY WASTE OF THE
UNUSED CLUBHOUSE

The mandatory minimum house
account which George S. May
pioneered at his Tam O’ Shanter
club in northwest suburban Chicago
has been followed by another innova-
tion getting popular among Chicago
district clubs trying to attain a good
average of house revenue. It is the
proportionate assessment plan,
based on members’ patronage of the
clubhouse.

As a necessary and urgent
balance for clubhouse expenses these
plans have raised money but con-
tinue to remind us there must be a
better answer to the basic problem.
The problem is that the clubhouse at
many private clubs is too expensive
for its use. It is almost like a church
in unused space much of the time,
but the clubhouse taxes are plenty
more.

Some newer Florida clubhouses
cut the cost of golf by having small
but charming and generally adequate
clubhouses. The lack of space and
services are not nearly the cause of as
many complaints as assessments
resulting from over-built club-
houses.

The club with the expensive club-
house is stuck with it and all that can
be done is to devise profitable means
of using the clubhouse more. That is
going to be a major problem of club
officials, clubhouse managers and
general managers for some years.

It is not uncommon to see dining
rooms of metropolitan district golf
clubs with diners at only a few tables
an evening. In the neighborhoods of
those clubs, restaurants are busy
with the meals and tips, often higher
than club meal prices.

How to make the clubhouse more
attractive as an evening dining place
for members and their families
would not be beyond the ingenuity of
club management,

One way we are confident the
answer will be supplied is by use of
the modern golf lesson plan instead
of the old half-hour lesson way now
in common use.

The new and more effective plan
which amounts to effective super-
vised practice has been advocated by
Claude Harmon, the late Lloyd
Mangrum, and other professionals
who had been especially successful in
showing pupils how to learn to teach
themselves.

Under the modern plan, men who
get off the suburban trains or drive
home between 5:00 and 6:00 could
meet their wives and children at the
club, have their golf instruction with
the family play three holes or so and
have a swim before dinner and still
get out of the club before the
employes are on overtime.

You will see many improve-
ments in club operation in
eliminating the extravagance of club-
house waste.



The No.l name
- in golf course irrigation...

The country’s top golf courses use TORO

irrigation systems. For a number of very good reasons:

REPEAT CYCLE WATERING —TORO makes it prac-
tical. So you automatically get just the right amount
of water for your soil and terrain. At the right time.
And for the right price.

CUSTOM TAILORING — TORO automatic sprinkling
systems are tailored to your specific requirements.
No two golf courses are alike . ..so no two TORO
systems are the same.

THE STRONG, SILENT TYPE—TORO sprinkler
heads are made of tough CYCOLAC" Gear driven
so they're consistent and night-time quiet. Self-
contained and sealed so a few grains of sand can’t
bring things to a grinding halt.

VALVE-IN-HEAD SPRINKLERS — This TORO exclu-
sive eliminates line drain puddles and damaged
turf.

VARIABLE SPEED GEAR DRIVES —Nobody but
TORO lets your sprinkling patterns overlap with-
out overwatering.

EASY EVERYTHING — Easy servicing ... from top
to bottom instead of vice versa. Easy installation.
Easy conversion...with TORO’s big, adaptable
assortment of head sizes and variations.

MORE THAN 50 YEARS OF EXPERTISE— TORO'’s
learned a lot about total turf care in 50 years. And
all that experience is available to you whenever
you need it through our distributor network.

If you've seen a totally TORO golf course lately,
we'll let the results speak for themselves. If you
haven't, let us tell you more. Write TORO Irrigation
Division, Dept. G-1174, P. O. Box 489, Riverside, CA
92502.
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