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U Since 1971, every pound 
of bluegrass mixture we 
use at Merion Golf Club 
contains 75% barcJh 
Kentucky Bluegrass • " 

U.S. Plant Patent # 3 1 8 6 Dwarf Variety 

Richard Valentine, Golf (bourse Superintendent 
at Merion Golf Club has some interesting ideas 
about turf management. Here are some 
experience* he has shared with us. 

"I don't believe in heavy feeding, and that seems to 
suit Baron just fine. I never use more than three 
pounds of nitrogen per 1000 square feet per annum. 
Baron doesn't seem to need those high nitrogen 
applications that some people are using on blue-
grass. And, less fertilizer means less fungus and 
thatch. . .1 like that." 

Richard Valentine, Golf Course Superintendent 
at Merion Golf Club, Ardmore, Pa. is the second 
superintendent in Merion's famous 79-year his-
tory, succeeding his father, Joseph, who held 
the position for 3 4 years. 

"We cut our fairways to 
one inch all year long. 
During our regular Fall re-
novation program on ap-
proaches and drive areas, 
we use a mixture of five 
bluegrasses . . . 75% of that 
mixture has been Baron. 
We'll use the same mixture 
next Fall." 

"I've used Baron for four 
years on all my fairways 
and up to this date I 
haven't had one case of 
helminthosporium. Baron 
stays greener during the 
cold months and brightens 
up fast in the Spring." 

Exclusive North American Grower and Distributor: 

Lofts 
Pedigreed Seed, Inc. 
Bound Brook, N.J. 08805/(201) 356-8700 « ' 

Lofts/New England 
20 Beek R o t a 
Arlington, Miss. 02174 
Call collect (617)648-75 50 

Loft Kellogg Seed Co. 
322 E. Florida St. 
Milwaukee, Wis. 53201 
Call col lec t (414)276-0373 

Great Western Seed Co. 
P.O. Box 387 
Albany, Oregon 97321 
Call collect (503) 926-26 36 

"We have a tradition to 
uphold here at Merion and, 
by golly I'm going to make 
sure we use nothing but 
the best. Baron Kentucky 
Bluegrass belongs here at 
Merion." 

"I used to have much more 
thatch before I started using 
Baron. And it comes up fast too. 
I cut-in Baron and it germinates 
in 10 days . . . one half the 
normal time." Rich discusses 
Baron's auick growth with Peter 
Loft and Andy Sweeney, local 
supplier. 

"Merion has lots of hillsides and slopes . . . here's where 
Baron really stands out. We use a Jacobsen Seeder and cut 
seed into the soil. You have to plant grass seed . . . you can't 
just throw it on the ground. The only 
place I don't use Baron is on the tees and 
greens, which are bentgrass." 



















ON THE COVER 
An industry in transition gains 
the focus in this month 's 
GOLFDOM. For over 20 years, 
golf cars have served golf 
business well, adding more 
profit to clubs and opening an-
other potential market. Is the in-
dustry coming to a crossroads? 
Will cars continue to make their 
mark on courses throughout the 
country? These and other as-
pects of the business are looked 
at in depth, starting on page 6. 
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More golf for pro: All other pro 
d e p a r t m e n t m a n a g e m e n t and 
merchandising problems are simple 
compared to the difficulty of get-
ting enough golf time for the pro 
and his assistant. 

It has gotten to the point where 
the club pro almost feels guilty if he 
is out on the course playing or on 
the lesson tee where he and his assis-
tant can work on their own games 
and the games of their members. If 
the pro or his assistant is not in the 
shop, a fussy, unthinking member 
may think the pro staff is loafing. 

I do not know how to answer the 
problem. Most pros have to sup-

'In not too many instances 
does the salary a club pays 
a pro pay for the work the 
pro has to do.' 
port themselves with shop revenue. 
The pro is rarely paid enough of a 
salary to be able to do the work he 
wants to do for his members to get 
their games in shape. 

Tom Case, who started as an 
assistant under the great old George 
Sargent, who had been an assistant 
to Harry Vardon, is regarded by his 
colleagues as one of the foremost 
authorities on professional golf 
operations. He says he knows for 
the good of every man and woman 
at a club, he and every other pro 
should play a round a week with the 
course superintendent or green 
chairman. Tom says he has yet to 
find a pro who can get this time 
away from a schedule crowded with 
urgent duties. What Case did not 
say is that most of these urgent 
duties actually are paid for by the 
pro out of what he can make from 
his shop and teaching. In not too 
many instances does the salary a 

club pays a pro pay for the work the 
pro has to do. 
Salesman at turf meetings? A family 
fracas we thought had been settled 
years ago is disturbing the Golf 
Course Superintendents Associ-
ation of New England. 

Some members believe only cer-
tified members should be eligible to 
attend meetings. Others believe if 
s a l e s m e n , a s s i s t a n t s u p e r i n -
tendents, manufacturers and univer-
sity and experiment station men 
were made welcome at the meet-
ings, the association's influence 
would be stronger and its service 
more helpful. 

The New England super in-
tendents, we believe, were the first 
geographical group to organize. 
Their ventures had quick and far-
reaching effects in developing the 
standard of golf course mainte-
nance and in getting recognition for 
the golf course superintendents as 
golf business executives. These early 
New England meetings were not as 
large as their prime movers hoped 
they would be, but were big enough 
to let golfers, club officials and golf 
writers know the greenkeepers were 
progressing. 

And the grass did not care who 
joined the organization. 

The reason salesmen joined the 
New England and other organiza-
tions of superintendents and pro-
fessionals was to exchange work 
ideas and save everybody time by 
ordering at the monthly meetings. 

I can imagine the employers of 
superintendents might be able to 
suggest many subjects of far more 
importance in golf course manage-
ment that have priority ahead of 
whether a salesman working with 
superintendents should be eligible to 
at tend meetings of the course 
operating chiefs. • 
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After Cushman-What? 
An industry leader that has been a 
vital part of the golf car market 
since the '30s is exiting. With the re-
cent announcement that Cushman 
will no longer manufacture cars 
after this year, the market will likely 
be subject to réévaluation. 

Coming as a shock to its com-
petitors and even to its own dealers 
and distributors, the Cushman deci-
sion was quietly announced in late 
June. In fact, the country found out 
via a one-paragraph item in the back 
pages of The Wall Street Journal. 
The news short, which failed to men-
tion Cushman by name, was di-
rected from the corporate offices of 
the parent firm, Outboard Marine 
Corporation, at Waukegan, 111. 

Rumors about the stability of 
the golf car division existed as early 
as last January but most believed 
Cushman had a new car in line for 
'76 and the new prototype would 
shortly be shown to dealers. 

The last two or three years have 
been rough and competitive for 
everyone in the car industry with 
added stress in the marketplace and 
the addition of the foreign-imported 
Melex car. The pinch has hurt sales. 
So much so, that in March, 1974, 
Cushman filed a complaint with the 
Treasury Department stating the 
Polish cars were being dumped on 
the market and the competition was 
unfair to American companies. 

There is no indication produc-
tion dropped at Cushman's Lincoln, 
Neb., plant during the last two 

Leventhal: "Sorry to see it end." 
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years, but obviously profits from car 
sales were not sufficient to keep the 
division as profitable as expected by 
the parent Outboard Marine Cor-
po ra t i on . Co rpo ra t e f inancial 
figures indicate gross car sales for 
1974 were less than $10 million. 

Charles D. Strang, president of 
Outboard Marine, has been quoted 
that the decision was based on 
declining sales over the last few 
years and there was no real indica-
tion that the division was due for an 
upturn. "An analyzation has con-
vinced us we can utilize our capital 
and personnel bet ter on other 
products," Strang said. 

M a r k e t p r o j e c t i o n s f o r 
Cushman's share of the 1976 market 
were not encouraging, either. Only 
10 to 12 percent of the market 
appeared to be Cushman's, a sharp 
drop for a car which at one time ac-
counted for 45 percent of all sales. 

Cushman will con t inue full 
production of its line of industrial 
and turf vehicles. The industrial line 
is utilized inside large plants to help 
move people, mach inery , and 
s u p p l i e s . C u s h m a n h a s a l so 
succeeded with a line of police 
scooter vehicles, which are showing 
up in towns across the nation. 

Since 1901, Cushman has been in 
business in its Lincoln location. The 
founder, Everett Cushman, sold the 
business in 1927 and the firm began 
to build golf cars, lawn mowers and 
even a line of gasoline-powered 
washing machines. 

In 1936, Cushman came out with 
a three-wheel scooter which it sold 
to consumers and the military. The 
first golf cars emerged in force in the 
mid '50s with a two-passenger vehi-
cle going for $750. 

Outboard Marine purchased the 
firm in 1957 and made it a sub-
sidiary. In 1962, the firm became a 
division. OMC's acquisition of 
Cushman put the company on stable 
ground and geared the golf car 
production toward the financial 
prominance it initially held in the in-
dustry. From 1958 to 1965, produc-
tion rose dramatically, as unit 
production increased from 2,000 to 
more than 7,000 per year. 

Obviously , there was some 
remorse by Cushman employees 
over the decision. More than 700 
plant workers may be affected at the 
company's production facilities in 
Lincoln. Cuts in the work force were 
also made last year when some 200 
employees were shaved to allow for 
a large inventory and reduced 
production of models. 

Jim Levanthal has been golf 
product manager with Cushman for 
the past 18 months and although he 
did not comment extensively on the 
decision, he did tell GOLFDOM, 
"I 'm sorry to see an era end here." 
The same is true for the field too, 
with 60 Cushman dealers and dis-
tributors left without a golf car. 

T h o s e w h o t a l k e d w i t h 
G O L F D O M were disappointed 
about the move and typical of these 
was Merle Ellis, who since 1937 has 
sold Cushman products from his 
business in Kalamazoo, Mich. "I 
was shocked to say the least. I've 
been selling Cushmans since 1955 

No meeting this year: Cushman deal-
ers and distributors gather together at 
their last annual meeting, in Louis-
ville last year. Most were surprised at 
the decision to stop production of the 
car. 



and I was surprised to hear the an-
nouncement," Ellis said. 

Like most dealers around the 
country, Ellis admitted that the 
market had become highly com-
petitive with the influx of Melex and 
"they can sell them for less than I 
can buy mine." When the cars first 
came into his area, Ellis was puzzled 
on how to beat the competition and 
save some of the customers he had 
had for more than 15 years. 

"Most of the people that had 
gone with Melex told me it was 
nothing to do with me or Cushman. 
It was just a matter of economics. 
All I can say is, we're going to stay 
in this market and keep fighting," 
Ellis added. 

Like most distributors, Ellis 
plans to look over his prior competi-
tion for another car to handle. 
Several of the companies are 
scrambling for Cushman dealers 
and distributors to get new outlets 
for their cars. 

One man who has already found 
another car is Harland Baker, a 
C u s h m a n dealer fo r G r e a t e r 
Cleveland, whose family has been in 
business since 1942. Two years ago, 
Baker began to supplement his 
Cushman sales with sales of Johns-
Manville's Club Car. 

" I was surprised with the 
Cushman decision, but we'll go on, 
though. I think it was ridiculous for 

them to quit," Baker commented. 
Like Ellis, Baker admitted that 
Melex had hurt him, but that his 
business had handled upwards of 
960 cars in season. 

Baker believed that Cushman 
would have a new car for 1976 and 
before the announcement still ex-
pected the company to have its an-
nual dealer and distributor meeting, 
which was in Louisville last year. 

Probably the largest volume 
Cushman dealer in the country is the 
Watson Distributing Company in 
Houston. Craig Watson, vice presi-
dent of the firm, told GOLFDOM 
that after 32 years with Cushman, 
they, too, were jolted with the deci-
sion. 

"We have always had good rap-
port with the Cushman people and I 
guess that's why we were so startled 
to hear the decision," Watson said. 
Although, the Texas distributor has 
had some competition from Melex 
in his market, it hasn't been that 
great. Watson's dealership handles 
more than 2,000 golf cars a year. 

"With a year-round market, we 
d o n ' t h a v e t o o m a n y l ea se 
agreements. Most of our customers 
buy. It doesn't take a long time for a 
buyer to get his money back from a 
car," the Houston dealer added. 

Although the focus of a change 
in the industry centers on Cushman, 
GOLFDOM has learned that Otis 
also has left the market for lack of 
sales. Otis' golf car sales manager 
Joe Folkedale told GOLFDOM 
that a car hasn't rolled off the 

Last of the line: A row of Cushman 
cars waits for riders. Cars such as 
these will cease to be manufactured 
after this December. 
assembly line in Stockton, Calif., for 
two months and the models were 
only prototypes. 

A four-month strike in 1974 and 
a lack of marketing ended Otis' ef-
fort in the market and rumors on the 
continuance of the line had been 
rampant in the industry for several 
months. 

Leaving the golf car market be-
hind it, Otis is currently producing a 
street line of electric vans, that are 
currently being sold in California. A 
model of a city car for consumers 
also is in the works. 

Reaction of the industry to 
Cushman's exit varied. Most of the 
company executives that talked to 
GOLFDOM were surprised. 

"We regret to see them go," said 
AMF/Harley-Davidson's golf car 
sales manager Ralph Zickert, "But, 
we'd like the shot at the extra 
business." 

Harley has been one of the big 
three car companies for several 
years now, and along with E-Z G o 
and Westinghouse, takes on a larger 
share of the market. Harley's latest 
model is its DE-40, which is getting 
a lot of media exposure. 

Overseeing 18 years in the golf 
car bus iness , W e s t i n g h o u s e ' s 
marketing manager Joe Camp sees 
Cushman's departure as the death of 
an old friend. "I guess, we could 
conceivably benefit from them leav-
ing, but I am truly sorry to see them 
go. They have always been a credit 
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Cars-Make Them Mandatory? 
Freedom of choice to walk a golf 
course could conceivably be a thing 
of the past at many courses a round 
the nation, if a new look at golf car 
use is adopted by some clubs. 

Mandatory car usage policies are 
already in effect at several oper-
ations and management swears in-
creased car usage will speed play 
and hike use of fleets. One of the 
current examples of the plan in ac-
tion is at the All Seasons Country 
Club in Lake Ozark, Mo. 

Gary Grigg, superintendent of 
golf and grounds at the Robert 
Trent Jones-designed course, says 
mandatory golf car usage expedites 
play, overcomes the rugged terrain 
and generates more income. 

The heavily-wooded 6,600-yard 
course cost $1 million, took three 
years to build and is in its second 
year of operat ion. It is adjacent to 
the Lodge of the Four Seasons 
luxury-resort and the Land of the 
Fifth Season land development. 

Grigg states it would be virtu-
ally impossible to walk 18 holes be-
cause of the course's rugged terrain. 
Even if a player were able to walk 
the hilly course, he added, play 
would become bogged down be-
cause of the time involved. 

" W e d o n ' t a l low t r a n s i e n t 
( p u b l i c ) b u s i n e s s , " G r i g g re-
marked, "bu t our course receives 
pretty heavy play anyway. We've 
been averaging almost 75 rounds 
daily with play moving along at a 
steady clip." 

On a nat ional average, the 
bespectacled superintendent said, 
less than 40 percent of players rent 
golf cars. He believes mandatory 
golf car usage could expand any 
course's annual round capacity by 
15 percent. 

" I 'm not talking about packing 
players in like sardines," Grigg said. 
"I 'm talking about generating more 
rounds of golf than could be accom-
modated without mandatory golf 
car usage — and at a more com-
fortable pace." 

Play is limited to Fifth Season 
property owners and Lodge of the 
Four Seasons guests. Fifth Season 
residents presently are charged a $10 
golf car rental fee for 18 holes plus 
an annual $100 greens fee. Lodge 
guests pay $15 per 18-hole round, 

including greens fee and car rental. 
"Golf cars are a highly profit-

able pa r t of our over-al l oper-
at ion," Grigg said. "Figuring two 
persons per golf car, we automati-
cally receive 50 cents in car rental 
for every dollar made in greens 
fees." 

Without the compulsory golf car 
requi rements , and assuming the 
course's ridership rate would not 
have exceeded the national average, 
Grigg's fleet of 76 cars would have 
brought in $15,000 less income last 
year. The figure is based on 6,200 
actual r o u n d s af ter the course 
opened last July. The hypothetical 
difference between the mandatory 
requirement and voluntary rider-
ship would be slightly more than 
$50,000 in 1976, based on 20,900 
p r o j e c t e d r o u n d s . T r a n s l a t e d 
another way, Grigg noted, the man-
datory golf car policy will enable the 
course owners to pay off its $100,-
000 fleet investment within 24 
months of its five-year financing 
plan. 

"Ga ry plans on getting seven 
years out of our fleet," Fred Davis, 
vice president and general manager 
of the lodge, commented. "So, with 
the exception of preventive mainte-
nance and refurbishing expenses, the 
last five years should be clear 
profi t ." 

Davis said car rentals and greens 
fees should contribute one third of 
the course's projected gross reve-
nue. Other revenues will stem from 
the clubhouse and pro shop oper-
ations. Davis did not reveal his 
operational budget forecasts, but 
said the golf operation will produce 
a "very nice profi t ." 

Equally important, he said, the 
course indirectly aids ownership's 
bottom line figure by drawing more 
guests to the lodge. Davis offers 
three-day golf packages to broaden 
the lodge's appeal outside its tradi-
tional six-state market. The course 
also will be the keystone in selling 
the first-phase of a condominium 
project to start later this year. 

Jones' selection as designer and 
the mandatory golf car policy both 
evolved f rom a comprehensive study 
of more than 50 resor t -owned 
courses, including the Boca Raton 
Hotel & Club, Marco Island and 

Sea Pines Plantation. Ownership 
developed a five-year "game plan" 
with monthly projections based on 
answers to questions ranging from 
fleet management to locker rental 
rates. 

Bill Stacey, the All Seasons club 
professional, anticipated some diffi-
culty last summer in convincing 
players to accept compulsory golf 
car rental. His apprehensions have 
since disappeared. 

"If anyone catches flak it's me," 
Stacey said. "I rent the cars so I 'm 
on the firing line. Ninety percent of 
the people don't comment . The first-
time guest is the only guy who 
grumbles." 

However, Stacey added, once 
guests play the course they realize 
that walking it would be an Everest 
challenge. He said property owners 
realize car rentals and profitability 
are vital to maintaining the first-
class golf facility. 

"Sure a few of them would like 
to drive their own golf cars," Stacey 
said. "But most of them are success-
ful or retired businessmen who 
know the score." Golf cars at All 
Seasons are confined to a continu-
ous eight-foot-wide limestone path. 
The path will be paved next year at 
an estimated cost of $50,000. "The 
path has been worth its weight in 
gold," Grigg said. "I t eliminated un-
necessary wear to our turf and 
helped the course get off to a good 
start last year." 

Grigg said it costs about $20,000 
a month to maintain the course in 
peak season. Without mandatory 
car usage and an all-weather path, 
he said, maintenance costs could 
average five percent higher. "We 'd 
either have to raise our greens fees 
or settle for less than a first-class 
opera t ion," the superintendent said. 
" I t ' s that simple." 

Furthermore, Grigg observed, 
the paths save money because riders 
are less likely to damage golf cars 
He said annual non-mechanical re-
pairs to the fleet have averaged less 
than $10 per car. 

"I think mandatory golf car 
rental will become the rule rather 
than the exception at resorts," Grigg 
said. "The policy makes just too 
much sense to be ignored any 
longer." • 
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A Club Responsibility 
Lightning: 
Protection, 

by Marvin Frydenlund 
Executive Director 
Lightning Protection Institute 

Sometimes golf and lightning can 
become a dangerous mix. That last 
hurr ied drive before the pelting rain 
may prove to be one that should 
have been forgot ten. Yet, though 
the danger is by now well known, 
golfers will s tubbornly ignore it, 
once again address the ball, and 
tempt the thunderbol t . 

Golf course owners and man-
agers, knowing golfers, worry about 
these questions: Just when is it pru-
dent to insist that players beat a re-
treat f rom an approach ing thunder-
storm? How can golfers be influ-
enced to take personal safety pre-
cautions? How far does manage-
ment ' s responsibility reach? What is 
a "p ruden t and reasonab le" safety 
p rogram — of warning , of protec-
tion? 

A recent , p a i n f u l exper ience 
shared by Lee Trevino, Jerry Heard, 
and Bobby Nichols demonst ra ted 
the effects of this dangerous combi-
nat ion of popular spor t and power-
ful phenomenon . The three were 
s tunned and burned as lightning 
struck near them at Butler Nat ional 
Gol f Course, Oak Park , 111., during 
the Western Open. 

T rev ino , H e a r d a n d Nicho l s 
were far luckier than have been a 
n u m b e r of other golfers severely 
hur t and even killed by lightning this 
year . Ending wi thout lasting harm, 
the incident can be used to d rama-
tize critical points: 

• Lightning does not have to 
strike a person directly to cause in-
jury or severe d iscomfor t . Trevino, 
Heard and Nichols were victims of 
l ightning's per ipheral effects — a 
high ground potent ial over a con-
siderable area a r o u n d the main path 
of the bolt. 

• Lightning casualt ies are not 
rare and u n c o m m o n . It was the 
f ame of the golfers, no t rarity of the 
event, that widely publicized this 
par t icular lightning strike incident. 
The odds for this k ind of painful but 
n o n - f a t a l c a s u a l t y were g r ^ a t 
enough to embrace three men f rom 

the top echelon of professionals; 
many similar unrepor ted incidents 
occur every year. 

• Prudence varies: Mike Fetch-
ick, fourth par ty in the Trevino-
Heard group, took a look at the 
darkening skies and decided tha t 
danger lurked there. He headed for 
the clubhouse and safety. 

• Fallacies reign. In the af ter-
math of the incident at Butler N a -
tional, interviews with experts on 
weather phenomena quenched some 
fallacies abou t lightning and light-
n ing safe ty , b u t u n i n t e n t i o n a l l y 
created others . F o r example, an 
electrophysicist correctly stated tha t 
the kind of umbrel la one carries is 
only incidental to lightning danger , 
bu t then went on to minimize the 
impor tance of avoiding tall objects 
and seeking a low profile. 

Today, the roll of legal thunder 
in courts is signalling a new era of 
liability for public lightning safety 
by property owners , including golf 
c o u r s e s . U n d e r l aw , l i g h t n i n g 
always was an unavoidable "ac t of 
G o d " . It still is, but protect ion 
against its ha rm, being possible and 
available, has become man ' s re-
sponsibility. 

There is a case pending at this 
time, for instance, of a person se-
verely injured by lightning while 
s tanding on a s t ructure mainta ined 
by a municipali ty. The individual 
suffered t empora ry disability, sub-
stantial scarring due to first, second 
and third degree burns, and a per-
manent hearing loss in the right ear. 

The claim is that failure of the 
municipality to provide adequa te 
lightning protect ion amounted to 
negligence. The content ion is tha t if 
the proper ty had been equipped 
with a complete and properly in-
stalled lightning protect ion system, 
this misfor tune may have been pre-
vented. 

The LPI recently conducted a 
study of 1,000 lightning casualties, 
of which var ious recreational areas 
were the sites for 329. Of that 329, 
52 of the cases occurred on golf 
courses with 41 casualties and 11 
deaths. 

Of the 329 casual t ies , m a n y 

could have been prevented if (1) ade-
quate lightning protect ion had been 
provided and (2) warnings abou t the 
h a z a r d s of l igh tn ing had been 
posted. 

A " D u t y to W a r n " theory is also 
emerging in the legal area of publ ic 
liability. In addi t ion to providing 
adequate shelter against lightning, a 
property owner may be required to 
post warnings for the public to seek 
shelter during an electrical s to rm. 

Here are five steps golf course 
owners or managers can take to pro-
vide "prac t icable and reasonab le" 
protection against lightning. 

1. Protect open areas dis tant 
f rom the c lubhouse by either erect-
ing ra in she l te rs e q u i p p e d with 
protection systems, or erect over-
head protect ive wires. 

2. Equip lone trees under which 
people are likely to seek rain shelter, 
with special tree protect ion systems. 

3. Ins ta l l s t a n d a r d l igh tn ing 
protection systems on the club-
h o u s e , p r o s h o p a n d o t h e r 
buildings. 

4. P ro tec t a n d / o r g r o u n d if 
metal, f lagpoles, towers and similar 
structures. 

5. Prominent ly post personal 
lightning safety rules. 

Erecting a rain shelter wi thout 
lightning protect ion relieves people 
of a t h u n d e r s t o r m ' s d a m p dis-
comforts , bu t gathers them as a 
body to face what may be the 
s torm's only real danger. 

Such structures, whether open or 
closed, should be provided with a 
s t a n d a r d l i g h t n i n g p r o t e c t i o n 
system which has air terminals at 
specified roof locations, conductors 
forming a closed roof loop and lead-
ing down to at least 10-ft. deep 
ground rods at opposi te corners of 
the s t ructure; and at least two such 
groundings. 

D o w n c o n d u c t o r s s h o u l d be 
shielded to a height of 8-f t . with 
non-conduct ive material, to protect 
anyone leaning against the pole or 
wall. A dry, non-conduct ive f loor is 
impor tan t . If the shelter has a dirt 
f loor, g rounding should include a 
bare, buried lightning conduc tor en-
circling the building, at least 10-ft. 
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