K. €.. Mo. 64108

All swing wts. placed inclub Dynamic— $530.00

head thus all are equal All

Shamrock Golf Company Power Pocket
10850 Wilshire Blvd.

Ly INIZVOVIN WOA4T10D #2/030-"AON

Suite 560
L.A., Calif. 90024

Spalding
Meadow Street
Chicopee, Mass. 01013

Elite Centurion

Top-Flite

Executive

Ladies Top-Flite

Dynamic/

Lightweight/
R, S

Dynamic/

Lightweight/
R,S
Lightweight
Steel, R&S
Lightweight
Steel/L

$467.00

$400.00

$358.00

$400.00

Charcoal
Gray
Cranberry
Royale

Investment cast irons.

Dy-Nertial weighting featured in forged
irons & woods.

Forged Irons.

Stag
16224 Garfield Ave.
Paramount, Calif. 90723

Stag Irons

Classic Woods

Dynamic/L,
AR S, X
Dynamic
(A, R, S)
Stainless

Steel
(L,LA,R, S, X)
Graphite

$292.00

$140/$170/
$125 each

Walnut
Black

Investment cast, dual cavity back.

Wiison Sporting Goods
2233 West Street
River Grove, lll. 60171

Graphite || Woods

(1,3and 5)
X-31

Julius Boros
Professional

Lady 1200

Berg Staff

Berg Professional

Foreweighted woods, over
the hosel irons w/perimeter
weighting

Variable swingweight in
irons & woods

Exclusive shaft—high
torque resistance
Beveled & radiused iron
soles, Turf-rider woods

Foreweighted woods, over
the hosel, perimeter wtd.
irons counter-torque shaft

Variable swingweight in
woods & irons

R, S, (A&X
special
order) coun-
tertorque
R, S, (A&X
special
order)
Ultralite
Firm, extra
firm
R, S, (A&X
special
order) Power
Groove light-
weight steel
R, Model 600
Regular steel

Counter-
torque/L

Ultralite/L

Model 400
lightweight/L

$470.00

$399.00

$125.00/ea.

$399.00

$155.00
(8 Irons,
4 Woods)
$437.00
(8 Irons,
4 Woods)

$399.00
$207.00

Walnut

Ebony

Ebony

Natural

New improved model, expanded sweet
spot in both woods & irons.

Fairway woods not available.

New model not available until spring '75.




Cushman makes
a good golf car.

A good golf car has to  little more dependability  almost a quarter century.
be more than handsome. and performance into our  It's no surprise

It has to perform. golf cars. And we've been the '75 Cushman is the
On the course. building them for best value around.
On your balance sheet. But there are 60 more
Each year we build a CUShman. reasons to buy Cushman. ..
Proven

Performance.

CUSHMAN OMC-Lincoln. a Division of Outboard Marine Corporation, 1625 Cushman Drive PO Box 82409 Lincoln NB 68501



More than 60
Cushman Distributors.
Each is known as
Mr. Golf Car in his area
because he has
the service facilities,

They
make it better.

the trained mechanics,
the parts inventory,
the financial stability
and the desire to

Mr. Golf Car.
Reliable
Service.

For More Details Circle (104) on Reply Card
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stand behind his product
after the sale.

His service turns
a good golf car into an
even better investment.



Is Christmas Selling
Still Important?

Sometime between now and
December 25, pros will be trying to
turn merchandising ideas of Christ-
mas Past into the cash of Christmas
Present.

The Christmas selling season is
the highlight of the year in some
shops, while others continue to
report they are losing faith in its high
possibilities. Whatever the outlook, a
brisk Christmas business seems to go
hand in hand with a shop’s strong
merchandising effort. The greater
the effort, the greater the parti-
cipation of members in shopping the
pro shop for Christmas.

In the past month GOLFDOM
has been asking pros about their
Christmas business, and despite
many gloomy forecasts for the
economy as a whole, the season
looks good for this industry. A
number of shops reported that they
expect to handle 25 percent of their
1974 business through the holiday
season.

GOLFDOM'’s sampling was con-
cerned with attitudes and ideas.
While a few pro shops report they
are trying to ease up on merchan-
dising efforts in the holiday selling
season, there are still notable excep-
tions.

Cincinnati’s Kenwood Country
Club, under the direction of Bob
Foppe, makes the yuletide pay off at
the cash register with an extended ef-
fort in Christmas marketing.

Of course, Foppe uses the usual
stand by promotional items such as
club mailers, reminding customers
that his shop is open for the season
and what items are available, but he
also uses telephone contact to give
prospective buyers advice on
purchasing.

Foppe’s plan of attack begins in
September when he sends lists to
members who bought personalized
golf balls last Christmas. Then,. they
have an opportunity to buy them
again. For Kenwood and many other
clubs personalized balls still are the
leading Christmas selling item and in

turn stimulate purchasing of more
expensive merchandise.

One interesting sidelight to
Foppe’s September promotion is his
staff’s contact with local business
firms to use Kenwood’s shop as the
answer to buying Christmas gifts for
their employees. For example, one
firm bought 100 varied items for its
workers. Foppe spotlighted golf um-
brellas, suit bags and duffels in the
sale of items, each gift ranging
between $20 to $25. “In this way, we
become a purchasing agent or manu-
facturer’s rep for the companies and
generate added buying,” he said.

Christmas is always a high im-
pulse buying time for customers and
Kenwood is no different in this
regard. Foppe says an average
Christmas purchase in his shop is
$25.

In the traditional Christmas
mailing to customers, Foppe always
adds envelope stuffers supplied by
manufacturers to expand purchasing
thoughts of consumers. At the same
time this expands product knowl-
edge of his members. Foppe high-
lights those companies which offer
the most available discounts, includ-
ing some which extend to April

The ability to help the customer
is more critical at Christmas than
ever before, thus service before and
after the sale should be re-
emphasized. The reasoning is clear.
A bad sale at Christmas can in-
fluence a member’s purchasing rate
for the rest of the year.

Most shops have a standing rule
that Christmas exchanges are always
permitted. Allowing a member to ex-
change clubs which were a gift is a
smart business decision.

Besides the stable items of the in-
dustry, shops also offer softgood
lines in various colors and styles.
Some clubs emphasize reds and
greens during the Christmas season.
This kind of merchansising is also
functional and offers added decora-
tion to the store, especially if Christ-
mas decorating has already been
done.

Along with seasonal softgoods,
other items could be featured. Over-
stock of fall goods could be reduced
for clearance, while new spring lines
can give customers a look at coming
fashions. Along with the golf styles,
resort clothing could also be dis-
played for members planning trips to
warmer climates during the winter.

In addition to extended hours for
convenient shopping plus mailing and
telephones promotion, shops can
also use other ways to get people out
to the club during the Christmas
shopping days. Open houses are pop-
ular and a small informal gathering
in the shop with refreshments is
always good public relations. Some
shops also offer door prizes such as
television sets, hopefully to bring
more members through the door.

For many years it has been pop-
ular for pros to check golf equip-
ment in storage to look for Christ-
mas gift suggestions. A new bag may
be needed, or headcovers and um-
brellas. Club repair, replacements,
new grips for woods and irons and
refinishing are all gift suggestions a
pro can supply.

These and many other services
can be offered during the selling
season, but there are other ways to
make members aware of them. For
instance, some public courses have
advertised to get their selling points
across.

Clubs in smaller communities
could take advantage of advertisin
time during broadcasts of loca
sporting events on radio.

Early in the season shops might
list all the articles purchased by a
family during the preceding year.
This list, often included in the mail
pros send to members, can help
buyers evaluate gift possibilities.

Gift certificates, of course, are
always popular. Several shops offer
their members $2 discounts on
purchases of over $10, if the cer-
tificate is used before New Year’s
Day. Free gift wrapping is another
added service. o
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Lush, green tees. Thick,
beautiful fairways. Carpet-smooth,
emerald greens. Great turf gives
touring pros or week-end duffers
the feeling of confidence that
makes their game more fun. These
Chemagro turf pesticides make it
easier to have that great turf on
your course.

"DYRENE

turf fungicide

Dollar spot is only one disease
problem you have to cope with.
DYRENE controls doilar spot, plus
all Helminthosporium strains—
melting out, leaf blight, leaf spot.
Also controls copper spot, stem
rust, brown patch and snow mold.

Small fungicide cost offsets big
cost repairing after diseases get
started.

"DEXON

fungicide
Stops Pythium. Non-mercurial

fungicide is also extremely
effective in preventative programs
to control cottony blight.
Compatible with other turf
pesticides.

"DASANIT

nematicide

Broadcast DASANIT 15%
Granular for season-long control
of microscopic “eel-worm”
nematodes that destroy turf root
systems; cause grass seedlings
to wither and die. Requires no
injection that makes turf
unplayable for weeks during
spring and summer. Easily applied
with any conventional granular
insecticide applicator. Thorough
watering leaches insecticide into
root zone for maximum control.

"“DYLOX
insecticide

Fast-acting selective insecticide
gives quick clean-up of sod

Circle No. 165 on Reader Service Card

webworms. Dissolves readily in
water for application with any
type spray equipment.

"BAYGON
insecticide

Carbamate insecticide controls
turf insects, including species
resistant to chlorinated
hydrocarbons and
organophosphate insecticides.
Safe to Bermuda, zoysia, rye,
clover, colonial bentgrass and
other common varieties when
used as directed.

For great turf that gives your
golfers great shooting, order these
Chemagro turf pesticides from
your chemical distributor.

Chemagro Division of Baychem
Corporation, Box 4913, Kansas
City, Missouri 64120. 7459

RESPONSEability

Q) 1 you and nature




TOURNAMENT TURF

From the day his course is named site
of a major professional tournament, a
superintendent’s thoughts turn to
toughening it up for championship
play and making accommodations for
more than 30,000 spectators, miles of
television and telephone cables and
the national press. The superin-
tendents below were awarded a
“Citation of Performance” by the
Golf Course Superintendents Associ-
ation of America.

CANADIAN
OPEN

Turning a flooded golf course into a
championship tournament course in
less than two months for this year’s
Canadian Open was the task of
Mississaugua Golf and Country
Club’s superintendent, Paul Dodson.
The tournament finished up July 28
at the suburban Toronto course.

Although spring flooding is as
regular as spring itself in Dodson’s
area, he had anticipated those prob-
lems and was ready to deal with
them. What he did not expect in
addition was an early January thaw-
ing and rain which caused some
flooding and ice damage.

This was compounded by a four-
hour record setting rain in May
which pushed the Credit River well
over its banks, followed by 14 con-
secutive days of rain early in June
that was another record.

Critical to play on a majority of
the holes, the river grew in areas that
are normally 100 feet wide to flooded
areas that became as much as 200
yards wide, forcing Dodson to call in
bulldozers to remove layers of silt

and debris from his greens, tees and
fairways.

He then began to lay more than
10,000 yards of new sod to repair the
most severely damaged areas, with
his turfgrass management tech-
niques being called upon to restore
the remaining areas.

As if contending with the flood
problems was not enough, Dodson
was also in charge of making the
course tougher for tournament play.

Officially measuring 6,839 yards,
new tees for the first, fifth and 15th
holes and an extended tee at the 18th
added new dimensions to the par-70
course. In addition to the longer tee
at 18, the green was completely re-
built, making it four feet higher and
turning a flat green into a relatively
rolling one.

New sand traps were also placed
around the green to make the final
aproach shots even more difficult
than before.

During the final days before the
tournament, Dodson was also in
charge of preparing the course for
crowds of approximately 35,000 each
day of the competition.

This work included the erection
of four temporary bridges, the larg-
est two being 100 feet long and 16
feet wide, and more than a mile and a
half of snow fencing for crowd con-
trol along the course.

PGA

A “new” golf course faced the 56th
annual PGA National Cham-
pionship competitors this year at
Tanglewood Golf Club, Clemmons,
N.C. as a result of architect
Robert Trent Jones’ design, and
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superintendent Vance R. Price’s im-
plementation of those changes. The
tournament ended August 11.

Combining nine holes each from
the club’s west and east courses to
facilitate a new championship course
was Price’s task, along with complet-
ing modifications to toughen an
already difficult course.

This included placing 290 white
pine trees, reducing the size of the
greens from an average of 9,000
square feet to between 5,500 and 6,-
000 square feet and rebuilding each
of the 110 sand traps on the course.

Over 10,000 tons of white sand
was hauled 120 miles from Spruce
Pine, N.C. for the traps.

Another added feature to the
course is a 200 x 140 foot lake, four
feet deep, near the third green. Shots
from the new tee, set back another 50
yards, became critical because of the
lake and the surrounding traps.

While all of the course changes
were being completed, Price was also
overseeing installation of buried tele-
phone and television coaxial cable
around the course.

He had seen before the inter-
ference and tripping problems ex-
perienced by players and spectators
with above-the-ground cables, so he
determined that an extensive system
of buried cable would not only elimi-
nate those problems, but would also
improve the efficiency of the scoring
system for the officials, spectators
and press corps.

Other preparations required for
press coverage included erection of
nine broadcast towers and raising a
150 x 180 foot press tent.

For the estimated 35,000 daily
spectators attending the tourna-

to page 48



RYAN
GREENSAIRE Il
GORE
PROCESSOR.

Attach it to your Greensaire |l
and you can aerate and process
aerator cores in one simple
operation.

The self-powered Greensaire
Il Core Processor conveys
cores and plant matter over a
perforated grate, breaking
them up. Most of the loose soil
is sifted back onto

the turf through the grate as
top dressing.

The remaining plant, thatch,
roots and soil are carried to
the top of the conveyor, where
they are sifted a second time.
Remaining plant and thatch then
go into a large removable bag.
Up to 1000 square feet of
greens may be aerated before
the bag needs emptying.

An optional trailing dragmat
works the sifted soil back
into the turf.

TURF
EQUIPMENT

For more information circle number 204 on card

The Greensaire Il Core
Processor saves you time by
combining two operations into
one. No need to rake up
windrowed cores after aeration.
That saves you money. And
because it saves time, your
greens are back in play sooner,
which keeps the players happy.

For more information, write
RYAN TURF EQUIPMENT,
OMC-LINCOLN, a Division of
Outboard Marine Corporation
2101 Cushman Drive
P.O. Box 82409
Lincoln, Nebraska 68501
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TURF

ment, Price established a crowd con-
trol system around the course and set
up three bleacher areas near the most
exciting holes. The stands at the 18th
green seated 2,500 persons while the
bleachers at the ninth and third holes
were not quite as large.

U.S.
OPEN

In preparation for this year’s U.S.
Open Championship at Winged Foot
Golf Club in Mamaroneck, N.Y.
June 13-16, superintendent Ted Hor-
ton was responsible not only for the
general condition of the course, but
also for the reconstruction of several
putting, tee and bunker areas.

He placed 400 additional trees to
help beautify the course and place
minor obstacles for the tournament
players. A total of nearly 4,000 man-
hours were expended on special con-

from page 46

struction projects in these areas re-
quired for the tournament.

While he was preparing the
course for 150 tournament competi-
tors, he was also in charge of
preparations for the 25,000 to 30,000
daily spectators, as well as network
television equipment.

Over six million feet of electrical
cable (1,136 miles) were either un-
obtrusively stretched along the
course’s trees or buried in trenches.

WESTERN
OPEN

Preparing any golf course for a
major torunament is no easy task,
but to host a tournament like the
71st Western Open less than two
months after the course officially
opened required the work of an ex-
ceptionally talented superintendent.

This job fell to Edward Fischer at
the Butler National Golf Club in

LA

X A
RN

No Losses...No Laundry Problems

For samples and information:

Chicopee Mills, Inc.

P.O. Box 68, Milltown, N.J. 08850
Offices in leading cities

‘TRADEMARK CMI

For More Details Circle (135) on Reply Card
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Oak Brook, Ill. for the tournament
that finished June 25.

Special preparations included
laying over 15,000 feet of telephone
cable for network television and
scoring purposes.

In addition, there was the daily
grooming of the course just prior to
tournament play and special accom-
modations for the 15,000 to 20,000
daily spectators.

Fischer joined the Butler staff in
1971, assisting in the initial planning
and construction of the Western
Open’s new home.

USGA MEN’S
AMATEUR

When 200 of the nation’s finest ama-
teur golfers converged on the Ridge-
wood Country Club in Paramus,
N.J. to compete in the USGA
Men’s Amateur Aug. 30-31, few of
them realized the man responsible
for the playing conditions had been
at the job since before most of them
were born.

Robert Kapherr, Ridgewood’s
superintendent, joined the staff in
1930 as the assistant superintendent
and was named superintendent in
1955.

During his 44-year tenure he has
participated in hosting such tourna-
ments as the Ryder Cup, National
Seniors and the New Jersey and
Metropolitan New York Amateurs
and Opens.

While the estimated 55,000 trees
which faced the amateurs on the
6,754-yard course caused golfers
numerous problems, they were also
the source of unusual maintenance
problems for Kapherr.

Not only did he have to keep the
trees constantly trimmed so as not to
interfere with play too much, but the
grass shaded by the trees also had to
be carefully watched and treated for
growing problems peculiar to areas
shaded by trees.

The 27-hole private course was
established in 189 and is the oldest
golf club in New Jersey and one of
the six oldest in the country. The 18-
hole course played in this year’s
amateur was designed by A. W.
Tillinghast and built in 1929, a year
before Kapherr came to Ridge-
wood. O
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SR CERTIFIED

| MANHATTAN

7
/

WILL THE REAL MANHATTA
RYEGRASS, PLEASE STAND UP!

Manhattan perennial ryegrass is a fine textured perennial ryegrass developed by Dr. Reed Funk, Rutgers University.
This new, improved, fine textured grass is genetically pure and great care is taken by Manhattan Association growers who
plant only foundation seed stock. The seed is produced by members of the Manhattan Ryegrass Growers Association

~ who agree to strict rules of growing, to protect the crop from cross-pollination and other contaminants.

Y

The seed produced by these growers is closely watched and both field certification and seed certification are re
quired before the seed is released to you, the customer.

Any seed bearing the name “Manhattan” but which does not carry certification tags may not be truly Manhattan,
The variance could be drastically untrue of variety.

For your protection — buy only Certified Manhattan; why take a chance on imitations?

I a7 7 Certified Manhattan is grown by the
& TU RF TYPE MANHATTAN RYEGRASS
GROWERS ASSOCIATION

PERENNIAL RYEGRASS P.O. Box 145 ® Hubbard, Oregon 9703

EXCLUSIVE WORLDWIDE DISTRIBUTORS
mn

S WHITNEY-DICKINSON SEEDS, Inc.
52 Leslie Street e Buffalo, New York e 14240

For more information circle number 205 on card




Communications, of any type, are
probably one of the most important
but least used, tools a superinten-
dent has at his disposal to turn his
ideas to the board and membership
into improvements on the course.

If one were to cross-examine the
most successful superintendents in
the country it would undoubtedly be
found that an efficient communica-
tions network has helped immensely
towards their success.

Golf course management com-
munications can be broken down
into three major categories. They
are:

I. Essential or mandatory

Annual budget

Annual report

Board of directors meeting
Greens committee and chair-
man meetings

5. Long-range planning
II. Inter-club relations

l. Pro-superintendent-manager

relations

2. Employe relations
II1. Personal public relations

1. Local and national press

2. Member participation

3. Monthly club newsletter

In one shape or form, all clubs
will, or should have some type of
written budget to guide the year’s
projected operating expenses and
capital improvements. The degree of
detail in this budget will depend on
the planning qualities of the super-
intendent, how much elaboration it
will take to assume passage of the en-
tire budget and the sophistication of
the board of directors.

Basically, a budget should consist
of the following headings:

I. Introductory remarks

II. Annual report

II1. Proposed budget totals (with
comparative totals of present
and past budgets)

IV. Proposed labor breakdown

V. Proposed budget breakdown

(with adequate explanations of

each item, as to why they have

risen, dropped, or stayed con-
stant, and their particular need)
VI. Capital expenditures
l. Capital equipment
2. Capital improvements (fully
explain the why's and mone-
tary calculations of these
items; exact research on
equipment and improvements
will help justify these ex-
penditures)

LN —

Superintendent’s
Blueprint
For Club Diplomacy

Make

Yourself
Available

by Richard M. Bator
Country Club of Plttsfleld
Pittsfleld, Mass.

VII. Special capital expenditure
requests

No matter how well a budget is
put together, its effectiveness is not
generated to its fullest potential un-
less it is presented to the board in
person. Each board member should
have a copy of the budget at the
presentation meeting for future
reference and question purposes.

Annual report: An annual report,
listing all major and minor improve-
ments, along with explanations of
any particular problems that were
encountered during the year, is a
must at the end of each season.
Besides submitting copies to the
board, I also insert a copy into my
final newsletter of the year, which is
sent out to each member. These ac-
complishments will also serve as an
excellent justification for the follow-
ing year’s budget proposals.

Board of director meetings:
There is really no need to attend all
monthly board meetings, but several
appearances are a must in order that
a harmonious rapport be established
between the superintendent and his
superiors. Spacing your appear-
ances at key times of the season,
along with the budget proposal
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presentation, gives an excellent op-
portunity for all concerned to air
their views on what’s actually pro-
gressing or regressing under your
supervision. If there is a need for spe-
cial funding during the season, a
special presentation should be made.

Greens committee and chairman
meetings: Good relations with one’s
chairman and committee is essen-
tail. During the height of the season,
weekly or bi-weekly informal get-to-
gethers seem to serve the best inter-
ests. In this way a chairman is kept
abreast of any particular problems
on the course and will be better-
equipped to convey solutions to the
board or members.

After all, one of the major duties
of a chairman is to act as a liaison
between the membership and super-
intendent, or we would be swamped
with numerous and chaotic situa-
tions. The regularity of seeing your
chairman and committee again
depends on your club’s particular
needs; taking into consideration the
personalities involved, the avail-
ability of your chairman, and under-
standing of all those involved.

Long-range planning: When in-
itially taking a new position, an ex-
tensive long-range plan should be
formulated. It should contain im-
provements on all areas under your
jurisdiction, along with pro and con
explanations, time required to com-
plete these improvements and the
estimated capital it will take for their
start and completion.

Pro-superintendent-manager rela-
tionship: Nobody can really tell
another superintendent how to get
the most out of his employes or es-
tablish good working relations with
the pro or manager; there are too
many variables in each group’s per-
sonalities. A discontented crew, as
well as a shaky footing with the pro
and manager, is one of the quickest
ways | know of leading yourself
down the path of failure.

Besides having near-daily. infor-
mal exposure with the pro and man-
ager, luncheon meetings are held on
a regular basis during the season.
Another aspect of the relationship is
the social contact 1 maintain with
them. No matter what means are
used to achieve the end result, the
club’s and departmental success de-
pends on a well-meshed relationship
between the three.

to page 56



