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Today's golf industry problems will 
definitely influence the future of this 
business. However, despite a slump-
ing economy, golf operations are 
avoiding the red ink common to 
many industries nationwide. 

Even with the gloom of Wall 
Street and Washington, for the pros, 
superintendents and club managers 
of America, things aren't all that 
bad. G O L F D O M ' s Seventh Annual 
Golf Industry Marketing and Re-
search Report doesn't guarantee 
prosperity, but it doesn't signal 
depression either. 

Using direct , intensive ques-
tions, G O L F D O M talked with per-
sonnel at 100 golf courses across the 
count ry . Ques t ions covered the 
three fields of management, as the 
research effort attempted to factual-
ize the economic atmosphere of golf 
business. A geographic sampling 
assured balance among all areas of 
the golf business community. 

Hard facts will influence golf 
business in the days ahead. The 
equipment industry will probably 
take some severe casualties within 
its ranks, as smaller firms strive to 
compete in the marketplace. The 
smaller manufacturers face high 
prices for materials and will have to 
move their products faster to keep in 
step with the majors. 

High p r i ces for e q u i p m e n t , 
somewhat in parallel with the situa-
tion in the auto industry, was one of 
the major headaches for the pro in 
'74 and the problem is still a round. 
With the advent of the Japanese 
market and its subsequent decline, 
some manufacturers geared up their 
production schedules to cash in on 
the foreign dollar. The bottom sud-
denly fell out of the J apanese 
market, leaving many manufactur-
ers with a backstock of clubs and lit-
tle hope of quick sales. 

Along with the apparent sales de-

cline in equipment, another dilem-
ma developed which can affect the 
future, the "pro-only" suit. A New 
Orleans golf retailer took some 
manufacturers to task on the selling 
of club lines to golf pros only and if 
the retailers should win the action, it 
could set a definite precedent in the 
industry. As G O L F D O M went to 
press this month, no decision had 
been made on the suit, but everyone 
in the golf business is keeping an eye 
on New Orleans to see the con-
clusion of one of the biggest stories 
of '74. 

Pro difficulties accounted for 
only one major problem in the in-
dustry. Superintendents faced a year 
of c o n f u s i o n and u n c e r t a i n t y , 
wondering how the energy crisis 
would affect the related fertilizer in-
dustry. Prices rose alarmingly dur-
ing the past season. The danger of 
fertilizer cuts could curtail superin-
tendent practices on certain areas of 
the course. 

Strong rumors indicated that 
nitrogen would be in short supply 
and the demand for more farm fertil-
izer might in some product areas 
affect the ability of the manu-
facturers to produce products for 
the golf course. Equipment also rose 
in price and delivery t ime was 
lengthened, as costs spiraled in that 
industry. 

Club Managers were also in-
volved in the inflation battle. Their 
problem was to hold the line against 
staggering costs in the dining room 
and at the bar. Inflation masked in-
come increases. Departmental ex-
penses were up more than 10 per-
cent at most clubs, as food, rent, 
taxes and insurance increased. 

Wages also presented a puzzle 
for the club manager, as the mini-
mum wage went to $2.10 an hour. 
Along with new wage requirements, 
questions about employment prac-

tices continued to cloud the picture, 
as the Department of Labor set up 
new guidelines for clubhouse per-
sonnel hiring. 

In general, '74 presented some 
problems for golf business. The in-
dications are that higher taxes and 
wages plus increased costs at all 
levels and the uncertainty of busi-
ness itself, may continue into 1975. 

Whether it was inflation or in-
creased sales (difficult to ascertain), 
the pro shop received a sizable shot 
in the arm in '74. Gross sales in-
creased. 

G O L F D O M ' s projected finding 
for 1974 gross sales was a healthy 
$304.4 million total up from a '73 
gross of $290.5 million. Nationally, 
pro shops grossed an average of 
about $36,000. There were also 
some significant changes over the 
year and there will no doubt be a 
period of readjustment for the pro in 
his profitability evaluations. 

For example, clubs are influenc-
ing the golf car operation more and 
the results are indeed a change, as 
far as the pro is concerned. In '74, 39 
percent of the clubs gave the pro at 
least 50 percent of the rental fee. The 
balance of the pros receive less than 
50 percent. 

Even though the figures indicate 
a trend toward excluding the pro in 
the car operation, the fact is that 67 
percent of the clubs that handle cars 
are including the pro in profit shar-
ing. Some 56 percent of the clubs 
produce $28,000 or more on cars 
each season. The standard fleet of 
cars for the average course was 33. 

The pro ' s net income, af ter 
deductions, averages $12,000. More 
than 60 percent of all pros are in this 
range. One-fourth of the pros are earn-
ing $15,000 to $25,000. 

Where is the pro making or not 
making money? In G O L F D O M ' s 
sampling, the average gross income 
on irons was $3,700. Income from 
woods averaged $2,500. Putters are 
still a stable item in the shop. On the 
average, putter sales amounted to 
$620 over the counter. 

Ut i l i ty c lubs were a n o t h e r 
proven seller for the pro. Average 
sales were $315 per shop. Bag sales 
were impressive in '74 with shops 
a v e r a g i n g $1,400 per un i t . As 
always, balls were the most popular 
individual product. Shops enjoyed 
one of their best years ever on this 
item with an average of $5,700 per 
shop. 



What were expenditures for 1974 
clubhouse improvements? 
Cost Pet. 
less than 510,000 35.6 
more than $10,000 26.4 

$20,000 19.5 
$40,000 8.1 
$60,000 1.2 
580,000 2.3 
5100,000 6.9 

What is the manager's salary? 
Salary pet. 
less than $7,500 20.0 
57,500-510,000 17.9 
$10,000-$ 12,500 17.9 
$12,500-$ 15,000 9.5 
$15,000-520,000 24.2 
520,000-525,000 7.4 
more than 525,000 3.2 

What were total gross receipts 
from food sales? 

receipts 

Amount Pet. 
less than 525,000 29.2 
more than 525,000 44.8 

575,000 13.5 
5125,000 6.3 
5175,000 0.0 
5200,000 1.0 
5250,000 5.2 

What were total gross receipts 
from liquor sales? 

receipts 

Amount Pet. 
less than $20,000 16.5 
more than 520,000 32.9 

540,000 17.7 
560,000 15.2 
580,000 2.3 
5100,000 2.3 
5120,000 9.4 

What is the percentage mark-up 
on liquor? 
Amount Pet. 
less than 30% 1.1 
30% 41.0 
40% 30.7 
50% 14.8 
60% 6.8 
70% 2.3 
more than 70% 3.4 

What is the percentage mark-up 
on food? 
Amount Pet 
less than 30% 3.1 
30% 35.1 
40% 34.1 
50% 19.6 
60% 4.1 
70% 0.0 
more than 70% 4.1 

Softgoods, often referred to as 
the toughest items for most pros to 
merchandise, are steadily gaining as 
a part of the total shop income. 
Sales from men's apparel found 32 
percent of the shops handling more 
than $2,000 and an additional 20 
percent pulling in more than $3,500. 
The woman's market was slightly 
less with 25 percent taking in more 
than $2,000 and 18 percent han-
dling more than $3,500. 

Two major offshoots of the soft-
goods industry, shoes and gloves, 
both had good years at the cash 
register. Almost 60 percent of all 
stores did $2,000 each in both shoes 
and gloves. Novelty items were an-
other asset to the total shop income, 
although probably a minor one 
weighed against equipment. Aver-
age income from the survey shops 
on such merchandise was $300. 

The cost of materials and labor 
is climbing for the maintenance 
b u d g e t of t h e g o l f c o u r s e . 
G O L F D O M ' s survey shows how 
higher costs and larger budgets have 
affected the superintendent. 

Net growth in dollar expendi-
tures for the 18-hole course has in-
creased more than 67 percent since 
1969. the average budget for an 18-
hole course is now $96,000 up from 
a 1969 input of $65,000 that 's a 
$31,000 boost. 

Average budget in '74 (18-hole 
courses) included $4,440 for chemi-
cals, $6,323 for fertilizers, $57,155 
for labor, and $10,279 for equip-
ment. This compares to 1969 costs 
of $3,000 for chemicals, $4,700 for 
fertilizer, $6,862 for equipment, and 
$32,200 for labor. It represents a big 
increase. 

A chart of yearly budgets for all 
size courses shows 20 percent of the 
superintendents operated within thd 
$25,000-$39,000 category, 18 per-
cent within $100,000-$ 124,000 and 
16 percent in the $75,000-$99,900 
range. 

Most-owned items on the list of 
equipment include aerators, chemi-
cal applicators, mowers, dethatch-
ers, chain saws and tractors. Aera-
tors represented 55 percent owner-
ship. Gasoline carts among superin-
tendents edged out electric carts by a 
slim margin, with slightly more than 
half owning one or the other. 

Biggest single cost item for 
maintenance is fertilizer at $5,900. 
Next is fungicides, both contact and 
systemic, at $3,900. Pre-emergent 

What is the salary of the course 
superintendent? 
Salary Pet. 
$5,000-$10,000 24.7 
$10,000-$ 12,500 26.8 
$12,500-$ 15,000 29.9 
$15,000-$ 17,500 3.1 
$17,500-520,000 9.3 
more than $20,000 4.1 

Approximately, what is your year-
ly budget for course maintenance? 
Type Budget 
9-hole $32,558 
18-hole $96,064 
27-hole $145,000 
36-hole $197,500 
54-hoIe $237,500 

How much do you spend each year 
for chemicals for the course? 
Type Cost 
9-hole $1,130 
18-hole $4,440 
27-hole $6,340 
36-hole $16,416 
54-hole $8,250 

How much do you spend each year 
for fertilizer on the course? 
TYPE Cost 
9-hole $1,775 
18-hole $6,323 
27-hole $20,800 
36-hole $9,169 
54-hole $24,500 

How much do you spend on course 
labor? 
Type Cost 
9-hole $13,720 
18-hole $57,155 
27-hole $85,600 
36-hole $109,875 
54-hole $174,250 

In 1974, how much did you spend 
on course equipment, new and/or 
replacement? 
Type Cost 
9-hole $3,648 
18-hole $10,279 
27-hole $19,800 
36-hole $26,500 
54-hole $40,000 

What was the 1974 gross income 
from pro shop sales? 
Amount p c t 
less than $20,000 42 0 
$20,000-$25,000 100 
$25,000-$30,000 7 0 
$30,000-$35,000 6 ' 0 
$35,000-$40,000 3'n 
$40,000-545,000 2 0 
more than 545.000 26 0 



Photo and emblem 
courtesy of 
Indian Wells Country Club 
Near Palm Springs, California 

PARTIAL DEALER LISTING 
ARIZONA 
Harry's Golf Center, Inc. 
Sun City —602-933-4637 
SECCO 
Phoenix — 602-275-8574 
CALIFORNIA 
T D & H Golf Car Co. 
Concord — 415-798-1944 
Electric Car Distributors 
Rancho Mirage — 714-346-5661 
EAST COAST 
Golf Car Systems 
Florida —813-447-6995 
OKLAHOMA 
Tulsa Golf Car Co. 
Tulsa —918-247-6560 
WASHINGTON 
Seattle Golf & Tennis 
Mountlake Terrace — 206-776-4495 
N. W. Electro Car 
Spokane — 509-484-1440 
HAWAII 
Wallwil Corp. 
Honolulu —808-259-7911 

180 Tee Birds assure profit 
at famous Indian Wells... 

Originally a historic Indian watering hole and stagecoach stop 
.. . now a world-renowned golfing community 

This large fleet of c lub and privately owned 
TEE BIRDS speeds the play through the 
lushly- landscaped twenty-seven championship 
holes, which are surrounded by hundreds 
of elegant private residences. 

TEE BIRD fleet owners wi l l assure you that 
the durabil i ty and simpl ic i ty of their cars 
has enhanced their profit 
— a s k them! 

Your TEE BIRD provides low cost operation, 
low downt ime and minimum maintenance. 
TEE BIRD is designed for demanding use . . . 
and has been proven on most of the 
Southern California courses—where the play 
is heavy all year 'round. 

Before you buy or lease, arrange for a 
demonst ra t ion. . . also, write for your 
TEE BIRD brochure today. 

Taylor-Dunn 
Anaheim, Calif. (714) 956-4040 

Some valuable dealer territories available.. . inquiries are welcome. Write for brochure. 



c r a b g r a s s herbic ides expend i tu r e 
was $1,200. The new averages repre-
sent at least 100 percent increases 
from the 1969 survey. 

Final barometer of the superin-
tendents situation is salary. Of those 
in G O L F D O M ' s survey, the largest 
percentage, 29.9 percent, said they 
made between $12,500 and $15,000. 
Superintendents in the $10,000 to 
$12,500 range salary range totaled 
26.8 percent . And 24.7 percent re-
ported earnings of $5,000 to $10,-
000. 

The four major indicators of 
c l u b m a n a g e r o p e r a t i o n s a r e 
moneys spent for improvements in 
the c lubhouse, the percentage mark-
up on l iquor and food, gross liquor 
and food receipts, and the salary of 
the club manager . 

Eighty-seven percent of the club 
managers in G O L F D O M ' s survey 
said they made improvements in '74. 
Thirty-six percent said their im-
provements cost less than $10,000; 
27 percent spent between $10,000 
and $20,000; 20 percent said their 
improvements totaled $20,000 to 

$40,000; and seven percent said they 
spent more than $100,000. 

For ty- two percent of all club 
managers now plan improvements 
for 1975. 

The percentage mark-up on li-
quor and food varies f rom club to 
club, but is a good barometer on the 
shift ing economic scene facing the 
club manager . In G O L F D O M ' s sur-
vey, 41 percent of club managers 
said their liquor mark -up was 30 
percent; about one- thi rd said 40 per-
cent; and 15 percent reported 50 
percent . For food, 35 percent of the 
managers said m a r k - u p was 30 per-
cent; a third repor ted 40 percent; 
and 20 percent marked food up by 
50 percent. 

Gross receipts f r o m liquor and 
food sales also vary greatly f rom 
club to club, but G O L F D O M ' s sur-
vey sets out a s t andard that man-
agers across the coun t ry can use for 
compar i son . 

For liquor sales, 33 percent of 
the managers said they grossed be-
tween $20,000 and $40,000; 17 per-
cent between $40,000 and $60,000; 

Golf cars 
below par? 

o^Z f̂cMATIC 
keeps their running time UP and their 
charge time DOWN. Lester-Matic charger 
...the Proven Profit Maker! 

Check these time-tested features: 
• Proven Dependability: More than 150,000 Lester-Matics are 

in use around the country in all kinds of climates! 
• Proven Profit Maker: Because it automatically compensates 

for voltage variations and tapers its charge, you're assured 
of long battery life and minimal water use. 

• Easy to use: No taps or controls to set. Any novice can oper-
ate the Lester-Matic without fear of over or under-charging. 

The Lester-Matic gives you more rounds per car! 
LESTER ELECTRICAL 625 West A St. LESTER EQUIPMENT 2840 Coronado St. 
L incoln, Neb. 68522 • 402 -477-8988 Anaheim, Calif. 92806 • 714-630-2260 

and 15 percent, $60,000 to $80,000. 
For food, 45 percent grossed $25,-
000 to $75,000; six percent $125,000 
to $175,000; and five percent more 
than $250,000. 

The largest percentage of club 
managers polled in G O L F D O M ' s 
survey, more than 24 percent said 
their salary was between $15,000 
and $20,000. One-fifth earned less 
than $7,500 to $10,000; 18 percent 
said $10,000 to $12,500. Only seven 
percent said they made between 
$20,000 and $25,000; and three per-
cent reported more than $ 2 5 , 0 0 0 . • 

What is the pro's net income after 
cost, payroll, and other operation 
expenses are deducted? 
Amount 
less than $5,000 
$5,000-$7,500 
$7,500-$10,000 
$10,000-$12,500 
$12,500-515,000 
$15,000-$20,000 
$20,000-$25,000 
more than $25,000 

Pet. 
19.0 
21.0 
8.0 

13.0 
10.0 
14.0 
11.0 
4.0 

What was club's gross revenue 
from golf car rentals? 
Amount 
less than $25,000 
more than $25,000 

$50,000 
$75,000 
$100,000 

Pet. 
49.4 
30.8 
11.0 
5.5 
3.3 

How many cars does your course 
utilize? 

Amount p c j 
less than 20 42.5 
more than 20 19 1 

;; 30 11 j 
4 0 9.6 
50 9.6 
60 3.2 

" 70 4.3 
If the course pro participates in 
golf car revenues, what is his per-
centage? 

Pet. 
23.5 

8.8 
7.4 

19.1 
41.2 

Amount 
retains 100% 
retains 75-90% 
retains 50-74% 
retains 25-49% 
retains less than 25% 

What was the pro's 1974 dollar in-
come from lessons? 

Amount 
less than $1,000 
more than $1,000 
more than $2,000 
more than $3,000 
more than $4,000 

Pet. 
39.6 
28.1 
12.5 
6.3 

13.5 



Be a 
WLNjier! 

FEED TURF WITH W.I.N. FROM 

NITROFORM 
UREAFORM 

Water insoluble nitrogen (W.I.N.) is the answer 
to a turfman's prayer . . . nitrogen that keeps 
feeding turf without repeated applications. 

W.I.N, pampers delicate turf . . . feeds slow-
ly instead of causing sudden growth that 
can cause stress. 
W.I.N, feeds for months . . . to reduce labor 
costs since you apply less often. 
W.I.N, does not leach . . . stays to keep the 
turf green and healthy. 

All turf needs water insoluble nitrogen (W.I.N.) 
from Nitroform ureaform to prevent feast or 
famine fertilization. Whether it's a Blue Chip 
fertilizer quality mix with at least 50% Nitroform, 
or Nitroform 38-0-0, the W.I.N, gives predictable 
performance. Anything else just won't measure 
up. Look for Nitroform or Blue Chip as the 
source of W.I.N. It's your guarantee of quality 
performance. 

Will you like being a W.I.N.ner? Does Blue-
grass like Kentucky? Does Bermuda grass like 
the South? Feed all turf with W.I.N, (water insol-
uble nitrogen) from Nitroform. 

g»- -HERCULES INCORPORATED 
Turf and Horticultural Products, Wilmington, Del. 19899 

STH75-2 





Master 
Of 
Merchandise 
It is rainy and cold this morning as Cincinnati wakes up 
to another day. The last thing you'd think anybody 
would be talking about in the dead of winter would be 
golf. But someone is. 

A good two or three months before his peak playing 
time. Bob Foppe is patiently planning. Sorting carefully 
his proven routes, Foppe is preparing to move out 
merchandise that has yet to arrive in his pro shop. 

Maybe one of the best merchandising pros in the 
country, Bob Foppe has logged 10 steady years at 
Kenwood Country Club, an attractive operation located 
on the city's northeast side. His expertise in his own field 
is backed up by his peers in the Southern Ohio section of 
the PGA, who recently elected him their pro of the year. 
Foppe is as good a student of merchandising, as he is a 
teacher. Lately, the latter has become his forte, turning 
out qualified assistant pros with the regularity of the 
seasons. 

Maintaining price and service have been the two 
rules of Kenwood's shop under its current occupant. 
Foppe has mastered the art of giving his members a 
good price and is still able to show a profit in the shop 
year in and year out. Basing his philosophy on knowing 
his clientele, Foppe has maintained his edge as a buyer. 

" I t ' s imperative that the pro plan his buying power 
today. Selecting the right merchandise for the member-
ship is one of the most important steps in making sales. 
It isn't hard to estimate the average income of the club 
and in this way you can pretty much anticipate what to 
buy. 



M A S T E R from page 16 

" F o r example, it might be more 
advantageous to buy $25 slacks in-
stead of $18 ones, based on the buy-
ing habits of the members. For the 
most part , you attempt to sell the 
member the exclusivity of the shop. 
If he sees merchandise priced the 
same at a retail outlet, there is a 
good chance that he might buy there 
and there goes a sale," Foppe said. 

Attempting to buy for the entire 
year is another common mistake 
that Foppe feels a lot of pros make. 
Manufacturers come out with new 
merchandise several times during 
the year and if a pro is stuck with 
old goods, its tough for them to stay 
current with the market. Patience is 
an important virtue to have in the 
shop. Often, if the buyer waits till 
later in the year to purchase, he may 
get lower prices on certain items 
from salesmen cashing in on a 
greater number of closeout oppor-
tunities. 

Foppe maintains that the wise 
use of closeouts can aid in moving 
slow merchandise and at the same 
time help in turning over inventory 
quicker. For instance, closeout mer-
chandise can be purchased at such 
low prices that a pro can offer "Two 
for One" sales and thus better the 
p r o s p e c t s of b r i n g i n g m o r e 
customers into his store. 

Understanding these principles 
plus knowing the basics of business 
are essential in being successful, 
Foppe notes. "Many companies 
give e x t e n d e d t e r m s on mer -
chandise, simply because they would 
rather have their product out in the 
marketplace with a chance at being 
purchased. Another advantage to 
them is not having to pay ware-
housing costs," remarked Foppe. 

Selling starts not only in the 
shop, but on the course, according 
to Kenwood's pro. New members 
need to be looked out for and by 
taking this initiative, the pro can 
eventually build up a trust between 
himself and the member. This can 
easily transfer to the pro shop and 
added sales. At Kenwood, Foppe 
feels its his duty to make sure the 
new member is happy and content in 
their environment. 

Offering a four-point plan for 
the new member, Foppe begins right 
off the bat to show that the club 
cares. At the core of the program is 
the pro 's ability to arrange games 
for the new member. In this way, the 

member doesn ' t have to worry 
about stimulating his own play and 
is introduced to other members right 
away. After the initial welcome, 
Foppe makes it clear to the member 
that he or a member of his staff will 
always be available for lessons. 
Although, he doesn't necessarily 
think of it as a profit item, Foppe 
regards club cleaning and repair an 
additional service that a pro should 
not disregard. "There is nothing 
more meaningful to a member than 
to see someone take the time to 
make sure his clubs are well taken 
care of. 

"This is an important attitude 
that the shop staff must reflect. Dur-
ing the winter, when club storage is 
at its peak, there is time to take care 
of the member's clubs properly. 
Nothing is more appreciated by the 
member, than to come back after a 
long winter and see that the clubs in 
his bag are ready to play," Foppe 
commented. 

Finally, Foppe tries to keep up 
on other places to play in areas that 
his membership could visit for 
business or leisure reasons during 
the year. While teaching golf in 
schools in several areas of the coun-
try, Foppe meets other pros and 
g a t h e r s i n f o r m a t i o n on t h e i r 
courses. Keeping a file of the 
different spots around the country, 
the pro can aid his membership on 
where to play on their different 
trips. 

Besides these services there are a 
v a r i e t y of ways t o keep t he 
customers happy. One promotion 
that worked quite well at Kenwood 
was a tournament sponsored by the 
local distributors of a national dis-
tillery. Since these companies do a 
lot of business with the club, Foppe 
inquired about the possibility of the 
distributor putting up the prizes in a 
weekly tourney. 

A case of the liquid refreshment 
was put up along with other prizes 
and a $2 entry fee was charged for 
each participant. This type opera-
tion is an example of the pro shop 
running a profitable tournament for 
itself. Since the distributor put up 
the prizes, that was one less worry 
for the head pro and in the same 
regard the distributor did some 
pub l i c re la t ions work for his 
product. 

C o o p e r a t i o n p e r v a d e s t he 
Kenwood atmosphere. Foppe has 

good rapport with his club manager 
and superintendent . This is il-
lustrated in the golf car operation. 
Although, Foppe's shop doesn't get 
a percentage of the car business, he 
acts as a middleman between the 
m e m b e r s h i p a n d t h e s u p e r -
intendents staff, who service the 
cars. "Our part of the club sees the 
car user every day. We find out the 
complaints on the vehicles and turn 
them into the superintendent. I 
realize that the car is another exten-
tion of the club's service. They help 
create an a t t i tude ," Foppe ex-
plained. Cars are indeed an intricate 
part of the Kenwood facility, since 
the course offers 100 percent car 
paths, never losing a day of play in 
wet weather. 

Times are changing for the pro 
and Foppe is the first to admit it. As 
the face of the game and its 
economy alter, the subsequent in-
come of the pro will be readjusted. 
Looking over his entire intake indi-
vidually, Foppe has 50 percent of his 
total divided equally in shop sales 
and club repair. A combination of 
club subsidy for related help and 
salary make up 30 percent, while 10 
percent each is set in lessons and 
miscellaneous, such as speaking 
engagements, rounding out the 
remainder. 

Continually maintaining his ser-
vice theory, Foppe reasserts that the 
pr inc ip le is the first o rde r of 
business in his pro shop. "One thing 
that the pro has to do to be suc-
cessful in this business, is be more 
conscious of his member's game 
than his own. Too many pros are 
concerned with their own play and 
then can't figure out why they suffer 
at the cash register. A decision has 
to be made whether a pro is going to 
be a golfer or a merchandiser. You 
can't have both ." 

When one of his own assistants 
ventures out into the world on their 
own, Foppe is there with some ad-
vice and some needed inventory. 
Some accumulated knowledge and a 
little extra merchandise can better 
the odds for the young pro starting 
out. 

Unselfish with his own thoughts 
on business, Foppe is ready to help 
any friend with a new idea or an old 
one. Ideas are whirling in the dead 
of winter in Kenwood's shop, as 
patient planning awaits the spring 
onrush of customers. • 



Pictured above, left to right, are Palmer Lawrence, P.G.A. golf 
professional at Kuilima, along with Andrew Zorne, general manager, and 
Mits Tojo, golf cart superintendent. 
With them are a few of the fleet of 8 0 four-wheel Westinghouse electric golf 
carts, all equipped with Trojan J-21 7W Mileage Master Golf Cart Batteries. 

Shown here on the scenic North Shore of Oahu is Del Webb's beautiful Resort Hotel 
and Country Club with its own eighteen-hole championship golf course fronting the beach. 

Just a fifty-five minute drive from Honolulu-Waikiki, but it's like being on an outer island. 
All of Kuilima's 500 luxurious rooms have a spectacular ocean view. 

" G O L F C A R 
• * ' * 

M I L E A G E 

TROJAN BATTERY COMPANY • 9440 Ann Street • Santa Fe Springs 

RESORT HOTEL AND COUNTRY CLUB 
NORTH SHORE, OAHU, HAWAII 






