Bart McCloskey
makes it better.

He's a Cushman mechanic,
trained at our specialized,
factory Service School
in Lincoln, Nebraska.

He works for Mr. Golf Car,
your Cushman distributor.

Bart wants to keep
your Cushman fleet

CUSHMAN OMC-Lincoln. a Division of Outb

on the course. So if
mechanical problems arise,
he has the parts,
know-how and equipment

Mr. Golf Car.
Reliable
Service.
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to take care of it—
quickly, efficiently,
dependably.
Good mechanics,
like Bart McCloskey
mean good service.
And that makes Cushman
an even better investment.

vard Marine Corporation, 4109 Cushman Drive. P.O. Box 82409
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Count Basie and his band had been
in last week for a big party at the
club; tonight was the second of three
celebrations thls week for victor-
ious state congressmen in the capi-
tal city of Harrisburg.

Charley Knisley was in his ele-
ment. Hob nobbing with political
bigwigs (after all, wasn’t Gov.
Milton Shapp an honorary member
and didn’t he hold his 1200-person
inaugural ball at West Shore?),
walking around the ballroom check-
ing last-minute details as more of a
time-killer than necessity, and bask-
ing in the atmosphere of another
event running smoothly.

About the time the empty salad
bowls were being removed from the
tables, the word came out from the
kitchen — the dishwasher had failed
to show for the evening. A make-
shift crew had to be assembled and
guess who ended up running all the
dishes from the party through the
dishwasher? A shirt-sleeved Charley
Knisley.

You would think 27 years as
club manager at West Shore Coun-
try Club in Camp Hill outside
Harrisburg, Pa. would merit Charles
M. Knisley a better break than this.

Running a 750-member country
club has had many moments like
this for Knisley. But the same factor
that enables him to wash dishes be-
side his kitchen help is one that has
made Knisley successful over the
years in the area he feels is most im-
portant in running a club.

*My people call me ‘mister’ but
we are still able to work together,”
Knisley said. “I give them respect,
and they give it back to me and we
get along well. Club pro Ed Tabor
has more to say on this subject
about the man he has worked with
for 27 years. ““He makes them work.
I mean it isn’t a case of him being a
good guy that makes them like him.
He gives the orders and gets the
work out and there is no resent-
ment involved.”

Knisley must be doing some-
thing right in the way he handles his
people, because he has had the same
bartender for 26 years, and four
others who have worked for him
over 20 years. West Shore has a staff
of about 50 regular persons work-
ing at the club. During peak times of
the year, there are about 30 extras
involved.

continued



Wherever golf is played. ..

Par Aide Products Company has been

servicing the needs of the golf course

superintendent since 1955. Because its

products are designed to be functional FOR COMPLETE LINE OF PAR AIDE GREENS

and are bUi't to withstand rugged use, AND TEES EQUIPMENT — WRITE FOR CATALOG

it's just natural to find Par Aide equip- PAR AIDE PRODUCTS COMPANY
ment “wherever golf is played.” 296 NORTH PASCAL STREET e ST. PAUL, MINN. 55104
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*“It is getting more and more dif-
ficult to get help that really cares
about the customers and mem-
bers,”” Knisley said. “The new
generation is not that accustomed to
club conditions, and not enough
attention is paid to getting the
younger generation started in the
club management business.

“l come from the old school,
where the club is open six days a
week, and it is a second home to the
members,” Knisley said. “This is
what | try to impress the help with,
that a member spends a lot of time
here and that he should be catered
to. If a member has a particular
cigar or whiskey that he prefers, I
try to have it on hand for him, and |
want my help to feel the same way.”

Knisley also faces the same
problem many club managers have
to contend with, that being it is
sometimes difficult to find people
that are interested in a long-term
relationship with a club. He said the
unemployment rate is only about
three percent in his area, and that
people move from job to job quick-
ly. This is one reason why it is so
amazing that he has people who
have been with him for over 20
years.

West Shore opened July 14, 1928
with 128 members. It has 69 acres
and the original stone house built by
a Samuel Bowman in 1821. Dues
were $35 a year. Today the club is
four times larger in acreage, and in

a year. Within five years, the state of
Pennsylvania legislated against slot
machines, and the club had to raise
dues to stay in business.

When Knisley took charge, the
place was so poor he had his desk in
the dining room and personally
typed out the menus. Knisley in-
quired if there was a walk-in
refrigerator, and one of the mem-
bers asked what that was. He took a
look at purchasing and found the
usual order was for six steaks and 10
heads of lettuce. ‘Frankly, I ex-
pected to stay about two years,” he
says now. He, his wife and son and
daughter lived upstairs for two
years. He remembers the apartment
fondly. It had a bathtub with legs
and the only television in the club,
so friendly members were always
dropping in.

Knisley believes promotion is
the best way to get the members in-
terested in what is going on at the
club and to get them out. He pub-
lishes a monthly newsletter called
“What’s Cooking.” This newsletter
plus daily promotions keep the
members informed and give them a
chance to plan for the events. Some
regular parties he has that are popu-
lar are Seafood Night, New Orleans
Night, Roman Holiday, October-
fest, summer poolside barbecues,
luaus, Riverboat Night, and formal
dances at Christmas and other times
of the year.

Many of the members live very

“I go back to the days when the thought was that the
club should sell itself on its own merits without having
a minimum to induce members to come to the club. . .
but it has really paid off. The $20 minimum is nothing
to the members, but I have found it gets them into the

club and spending money.”

Knisley’s time has increased its in-
come, as well as its tax payments, by
10 times. It now costs $600 to begin
a full membership at the club, plus
$500 a year dues.

When Knisley arrived at West
Shore in 1948, the club had 452
members, and its books were bal-
anced by rows of slot machines in
the cellar. The good, old West Shore
residents were pulling the one-
armed bandits to the tune of $35,000
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near the club along its fairways. The
members have cocktail parties that
Knisley and his crew cater. His
secret here is to be very flexible, and
serve exactly what the members
want. Some members want their
own recipes, and if it means Knisley
has to get into his station wagon and
driving to New York for special sau-
sage, or dusting off a Scandinavian
cookbook, so be it. One of Knis-
ley’s toughest parties of this nature

involved a member wanting a very
special affair for his daughter’s wed-
ding. Knisley set up two large circus
tents, one for the wedding cere-
mony and one for the reception of
350 persons. There was an elevated
stage for the orchestra and a por-
table dance floor. There were also
four buffet lines with 20 items.

“It was tough, and we worked
on it for a long time,” Knisley said.
*“I didn’t get much sleep the week
we held it. The logistics alone of
organizing it, then preparing the
food, then transporting it and keep-
ing it hot, and keeping it hot while
we served it was quite a task. But it
came off perfect.”

Food and its preparation is the
main thing in the way Knisley looks
at his job and keeping his members
happy. He does a lot of research, has
a roomful of cookbooks and is
always open to suggestion from
members and attends Club Man-
agers of America meetings to keep
up-to-date.

“I have a good chef,” he says, I
write menus, and we both work to-
gether and plan out our own recipes.
Our Country Club Salad is big with
the members, and my bible is the
gourmet cookbooks I have.
Gourmet cooking in itself is not big
around here, but there are many
ideas in the books that have gone
over well at West Shore. I try to
keep close tabs on food,” he says,
“it is always my number one inter-
est. When I go to big cities, I try to
go to the finest restaurants to see
what is new. I used to have a bache-
lor friend living in New York, and
every time I would go there we
would hit all of the finest spots to
keep up on trends.”

West Shore has a daily flyer
menu along with the usual ala carte,
with thousands of different entrees
served in a year. For special parties,
Knisley is big on different kinds of
hors d'oeurves, Some of the more
popular ones include scampi in a
pernod sauce, and scallops pre-
pared in the same manner. At some
parties he has over 50 different
varieties of cheeses and a variety of
different kinds of meatballs.
Another popular item is pieces of
filet in a bearnaise sauce, and for
one retirement party the appetizer
was corned beef and cabbage.

Rising food prices have hit West
Shore as they have for club man-



agers elsewhere. Knisley said he
does not kn ‘w from day to day what
food prices are going to be, and
hidden costs continue to creep up on
him . “We were planning our Christ-
mas party recently, and when I went
to the committee with the figures on
what it was going to cost, they made
me justify on paper why it was so
high,” he said. *““We did not have the

a profit on the food and liquor side
for his million-dollar-plus oper-
ation at West Shore. And the club
has not had any year-end assess-
ments on members to pay for
deficits in the time he has been there.

“The way to make it is to keep
the volume up and the costs reason-
able,” he says. *“The two go hand-in-
hand. That is, if you keep the costs

“. .. a member spends a lot of time here and he should
be catered to. If a member has a particular cigar or
whiskey that he prefers, I try to have it on hand for
him, and I want my help to feel the same way.”

party last year, and they just could
not believe that food prices had
risen 50 percent for the items for the
Christmas party in two years and
that beverage prices were up 20 per-
cent.

“All prices are up, including
linen and paper,” he said. *“You
order from suppliers, sometimes you
don’t get what you ordered on time,
sometimes you get substitutes that
you do not want. I buy from a num-
ber of markets — local, Phila-
delphia, Washington, New York —
and I have a pretty good idea of
what the best price is on most items,
but everything is up. It is an entirely
different ball game.”

When Knisley started out, he did
not believe in a minimum charge at
the clubhouse for members. Now he
says it is the best thing that ever hap-
pened to him since a minimum was
instituted at West Shore recently. *I
go back to the days when the
thought was that the club should sell
itself on its own merits without hav-
ing a minimum to induce members
to come to the club,” he said. *‘I had
to be sold the hard way, but it has
really paid off. The $20 minimum in
itself is nothing to the members, but I
have found that it gets the members
into the club and spending money.

“The minimum has helped a
great deal. It has stirred new inter-
est in the club, and been quite a
profitable deal for us. People just
flock to our mixed grill. It seats 60
people, and we sometimes turn it
over a few times on a good night.”

Some clubs operate on the basis
. of yearly dues to pay for operating
costs, new member fees to pay for
improvements, and realize that they
are going to take a beating on food
and liquor service. Knisley does not
operate that way, and in fact shows

reasonable, the volume will go up.”

In his 27 years at West Shore,
Knisley says there has been a lot of
change, and admits that there prob-
ably should have been a lot more.
*“It used to be that we would try to
keep the golf apart from the social
section of the club. You could have
one or the other, but not both.

“There is definitely a generation
gap now in more ways than one, and
because 1 want to be clued in, I try
to read as much as I can and attend
as many conferences as I can. There
are things that are being done differ-
ent now than in the past. For exam-
ple, maybe more clubs should have a
steak and brew room to cater to the
younger members who are less for-
mal than their parents were. There
has to be a way to reach a happy
medium and satisfy both the young
and old members.”

This is the area Knisley thinks
more club managers should be look-
ing at these days — how to cater to
the younger generation. The true
country club now has tennis and
swimming integrated into the entire
program, he said. He also said West
Shore is projecting construction of a
health club addition to its facilities,
although this is admittedly in the
future. This might also be a way to
pick up more members on a part-
time basis in the future, he adds.

All in all, Knisley feels the great-
est asset a good club manager can
have is being able to get along with
all kinds of people. The manager is
the one in-between employes and
members. there is a very diversified
mix of people the manager has to get
along with. That includes dining
with members and their wives, and
also working alongside the kitchen
crew, and in his 27 years at West
Shore, Knisley has done it all. O

SETTING UP from page 28
The first day is best ball, and the se-
cond day it is a low net twosome.
Each winner receives a set of irons
for a prize, a set of woods as second
prize. Then a golf bag for third,
Johnston-Murphy shoes for fourth,
a cashmere sweater for fifth, a
Pickering shirt for sixth, and golf
balls for seventh.

All of the prizes are then placed
onto his “wall of prizes’ which is at
one side near the entrance of his 20 x
30 shop. They go up about a month
ahead of time, and serve two pur-
poses: (1) to lure the members into
the tournament; and (2) to remind
the members about the tourna-
ment. The prizes are chosen by the
tournament committee.

McDermott makes a point about
merchandise and displays that might
be useful to other pros setting up
shop. “I like to have something that
nobody else is offering. Here in Al-
buquerque, we are somewhere in be-
tween California and Florida styles
and a little New York as well. I feel
that if I can get something on an ex-
clusive basis, I've got an added at-
traction. I can’'t compete with the
department stores, but I certainly
can with other proshops. The Quan-
tum line is a good example. It
brought in a great deal of traffic.
This doesn’t mean to pass up the
brand names we all know such as
Haymaker. But I think you have to
be willing to experiment.”

McDermott credits the PGA
Merchandising Show just held in
Disney World in Orlando, Fla., as
an important factor in helping him
make his buying decisions. He feels
that one *‘can get an idea of the
overall picture once you get there.
You can see what’s happening na-
tionally and then you can fit in.”

McDermott has started out
successfully at Albuquerque, and he
believes sound planning has been a
major reason. He lists the following
factors: (1) make contact with your
assistant and keep a running tally on
what is selling until you get on the
scene; (2) know your membership
and cater to specific categories
rather than having one overall
presentation; (3) try for exclusives in
merchandise; (4) shop around for
ideas to keep your displays up-to-
date and fresh; and (5) buy a wide
variety and keep it on display.

2/75 GOLFDOM MAGAZINE 35



by Harry Eckhoff

National Golf Foundation Consultant

Mid-Atlantic Region

Fact: About half

the golfers play on

13 percent of the

nation’s courses. It’s startling that
5.4 million of the game’s followers
cram onto less than 1,500 facilities.
That’s an average of more than 3,-
800 per course.

Straddled with such a burden-
ing population load, the municipal
courses of America are still viable in
the face of spiraling costs and fewer
and fewer tax dollars. Logic would
suggest more and more municipal
courses blossoming yearly, but
statistics show that although the
number of such facilities has grown
in the last 20 years, the percentage of
the total has not.

Owned and operated by govern-
ment agencies ranging from states to
park districts, a municipal courses’
chief goal is to provide facilities to
the greatest number of citizens at the
most reasonable costs. In view of the
increased costs at private and daily
fee operations, golfers have turned
to the municipal course as an answer
to the escalating price of play.

Figures from the National Golf
Foundation show that over the
years, the municipal course has kept
its position sturdy in the business
scheme. In 1931 there were 5,691
courses in play of which 543 were
municipal. From 1931 to 1953,
America’s course growth stagnated.
In fact, there were 635 fewer courses
in 1953 than reported in 1931.

With the addition of television
into the golf picture and an illumi-
nating personality like Arnold
Palmer, the game came into a
renaissance period, rejuvenating
building prospects on all levels. In
the 21-year span from 1953 to 1974,
the facility number has soared to
nearly 11,000, a 115 percent jump in
the period.
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The need for courses in many
areas of the country is becoming
critical and with the addition of
matching Federal grants, many local
governments are taking the first
steps at building their own oper-
ations. Urban population pres-
sures, public interest in open space
and ecology have given local
governments an opportunity to app-
ly for aid from the U.S. department
of Interior’s Bureau of Outdoor
Recreation. Many municipalities
hope to take advantage of the 50
percent matching grant program for
land acquisition. The Federal
government also has a plan avail-
able in which certain lands can be
turned over to local governments
gratis, if the areas are used for recre-
ation purposes.

Such funded operations often in-
clude the additional aspects of ten-
nis courts, swimming pools, arti-
ficial ice skating rinks, playground
and picnic areas, a community cen-
ter, camping, hiking, nature study
and sometimes ski areas and horse-
back riding trails. A prominent ex-
ample of this type of facility was ex-
hibited recently during the 56th
PGA Championship at Tangle-
wood Park in Clemmons, N.C.
Donated to the state of North Caro-
lina by the late W. N. Reynolds,
Tanglewood became one of the na-
tion’s finest recreation areas in 1951.
Besides most of the features re-
ferred to above, the park also has a
14-acre lake.

West Virginia is another state
that has added golf facilities to its
park system. Four of the West Vir-
ginia state parks offer courses. The
latest addition was opened last June

at Cacapon State Park near Berke-
ley Springs.

Located 40 miles east of New
York City, Bethpage Park is prob-
ably the world’s busiest municipal
golf complex. Bethpage facilities in-
clude five excellent 18-hole regula-
tion layouts, all operating out of the
same clubhouse. Over 320,000
rounds are played yearly at Beth-
page.

Historically, golf has always
been a game of the people. The
renowned St. Andrew’s Golf Course
in Scotland was founded in 1754 as a
public facility. To this day, two of
the four 18-hole courses at St. An-
drew’s are public operations.

Municipal courses in the United
States are as old as the game’s his-
tory in this country. Tracing as far
back as 1880, the nation’s firs
municipal course opened for play at
Van Courtland Park near New York
City. It proved so popular, the city

‘built a second course at Pelham Bay

in 1897,

For any size community, a
course creates both tangible and in-
tangible benefits. Affording a wel-
come stretch of maintained open
space, adding freshness and color to
the landscape — and making the
community more attractive to citi-
zens and visitors alike, the course
becomes an asset.

It furnishes a central location for
civic events including golf tourna-
ments, public meetings, awards ban-
quets, picnics and outings. It offers a
financial base for larger recreation
complexes and programs. Since the
course is usually the largest revenue
producing unit in a municipal recre-
ation program, the income will help
pay for additional facilities. 1 page 3



Meet the CHIEF and his Indians
at the New Orleans Show

We’re clearing out the reservation and
packing our new uniforms. We’re about to
leave the cold north country and ready to

head for the sunny southland . . New
Orleans, when you see this announcement.

The booth has been shipped. New prod-
ucts have been approved for distribution this
year and will be on display. The 1975 edition
of our 32-page catalog has been completed
and will be available at the show.

The CHIEF . . . Bob Waseskuk . . . and
his Indians shown above, will be on hand to
help answer any questions you might have
on golf course accessories. Reading left to
right are Barb, our cover girl; Chief Bob
Waseskuk; Maynard K. Voorhees; Steve Bur-
rell; and John Christiansen.

Be sure to check your program for the

location of the Standard Golf Company ex-
hibit. Find out the tremendous progress that
has been made by Standard the past 50
years. Help us celebrate our 50th anniversary.

STANDARD
GOLF
COMPANY

220 East Fourth Street
Cedar Falls, lowa 50613

STANDARD
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Fact from page 36

Surrounding property benefits
from a more enjoyable environ-
ment, pride of ownership, higher
sales and tax values. A center for
school connected and summer youth
activity programs is established for
both social and recreational events.
The course will attract more conven-
tions, longer visits for family and
friends, more professional and busi-

ness persons as new residents and
more money to the local economy.

New business employing up to
20 or more persons in season with a
budget often ranging from $100,000
up is another factor. An outdoor
sport that can be enjoyed equally by
citizens of all age groups and of both
sexes is thus provided.

Golf is rapidly becoming a popu-
lar pastime for senior citizens desir-
ing mental and physical activity in

Buy now,
spray lar.

Once.

You have time now to plan for spr-
ing. If you used trimec®-based
“Fairway” for broadleaf control
last season, your herbicide deci-
sion will be easy. You'll use the
same thing. With a new name:
“Fairway weed-no-more®.” It has
the same single application ef-
fectiveness and economy. The
same safety for shrubs, flowers
and sensitive grasses.

Trimec® makes “‘Fairway” work.
Our patented formula of 2,4-D,
MCPP and dicamba intensifies
the effect of each chemical. They
work better together, so it takes
a smaller amount of each to do
the job. Safely, economically, ef-
fectively.

U.S Patent 3,284,186
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GT 74-24

No common broadleaf weed yet
has been able to withstand
proper “Falrway weed-no-more®”
applications.

Get some.

£D-corbon corrorATION

300 SOUTH THIRD STREET KANSAS CITY, KANSAS seiis

VISIT OUR BOOTH #150 AT
GOLF COURSE SUPT. SHOW
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retirement. The Milwaukee County
Park Commission reports that
senior golf play on its 14 municipal
golf courses increased from 4.7 per-
cent of the total rounds played in
1966 to 17.5 percent in 1973. The
year by year percentages were: 1967
— 5.7: 1968 — 6.7; 1969 — 8.1; 1970
— 99; 1971 — 11.7; 1972 — 13.2
and 1973 — 17.5. Senior citizens
(age 62 and over) may play 18 holes
of golf for $1.10. Juniors pay $1.25
and adults $3.50. Junior and senior
rates are not in effect on weekends
and holiday. No season permits are
offered. All golfers play on a daily
fee basis.

In 1973, Milwaukee County’s 14
courses enjoyed 601,350 rounds with
senior play accounting for 105,322
of the total. Junior play — also pop-
ular — totaled 56,890 rounds dur-
ing the year.

Milwaukee County’s complex,
one of the nation’s finest, includes
135 holes of regulation golf (seven
18’s and one nine hole course) and
63 holes of par-3 golf (five nines and
one 18). Total acreage for all courses
approximates 1,377.

Last year, 58 new municipal
courses, 16 of which which were
additions to existing facilities,
opened for play in the nation. This is
a new high for a given year. A simi-
lar, or larger, number is expected to
open for play in 1974.

What positive action can a
municipality desirous of developing
its first municipal golf course take in
getting such a project underway?
Governments considering new golf
facilities often establish an execu-
tive course study committee com-
posed of certain council members or
park and recreation board members.
The practice of appointing a citi-
zens advisory committee to work
with the study committee often
proves effective. An expense budget
should be authorized by the city for
use of both groups. Membership of
the citizens advisory committee usu-
ally ranges from nine to 15 persons,
representing a cross section of busi-
nessmen, civic group leaders, per-
sons prominent in golf, men and
women, young and old.

Not exactly holding the priori-
ties of police protection, street im-
provement and schooling, munici-
pal golf courses can still be a good
investment and pay off in the long
run. m|



National Golf Foundation

EDUCATIONAL CONSULTANTS

' Luca Barbato

PGA Professional
Acadian Hills C.C.
Lafayette, Louisiana

Larry Berres

Golf Coach
University of Missouri
St. Louis, Missouri

Barbara Brown

North Georgia College
Dahlonega, Georgia

Jean Cerra

Stephens College
Columbia, Missouri

Betsy Clark

University of Wisconsin
LaCrosse, Wisconsin

Edwin Cottrell

Ed.D.
West Chester State College
West Chester, Pennsylvania

Brown Cullen

PGA Professional
Hunting Creek G.C.
Prospect, Kentucky

William Cullum

Ph.D., Golf Coach
California State University
Northridge, California

Margaret Cummins
Golf Coach .
Indiana University
Bloomington, Indiana

David Delmer

Montgomery College
Rockville, Maryland

4. Lubbock, Texas

SE William McCluskey
% Golf Coach

.. Adams High School
& Portland, Oregon

Jim Ewers

Ph.D.

University of Utah
Salt Lake City, Utah

Brad Fowler
Golf Coach
East High School
Rockford, Illinois

Joan Gearhart

LPGA Professional
Golf Coach

lowa State University
Ames, lowa

Dorothy Germain

LPGA Professional
The Farm
Randleman,

North Carolina

Hank Johnson, Jr.
PGA Professional
Youghiogheny C.C.
McKeesport,
Pennsyivania

Pat Lange

LPGA Professional
Golf Unlimited
Tucson, Arizona

Richard Mackey
Ed.D.

Miami University
Oxford, Ohio

Danny Mason

Ed.D., Golf Coach
Texas Tech University

Alex McNeil

PGA Professional
Arrow Wood C.C.
Roanoke, Virginia
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Hal Morrison

Golf Coach

East Tennessee State
University

Johnson City, Tennessee

De De Owens

LPGA Professional

Golf Coach

University of North
Carolina

Greensboro, North Carolina

Conrad Rehling

PGA Professional

Golf Coach

University of Alabama
University, Alabama

Walter Ricketts

State Education Department
Cheyenne, Wyoming

Jackie Riggs

Golf Professional
Lake Hefner G.C.
Oklahoma City, Oklahoma

Maurita Robarge

Golf Coach
University of Wisconsin
LaCrosse, Wisconsin

Barry Rodenhaver

Golf Coach
Odessa College
Odessa, Texas

Ronald Scales

PGA Professional
University of Maryland
College Park, Maryland

Robert Slusarek

Golf Coach
University of Arkansas
Fayetteville, Arkansas

Jerry Vroom
Golf Coach

San Jose State University
San Jose, California



HOT BEVERAGES are a snap with
the new Silex Super Six Coffemaker.
Just a push of a button is all that’s
needed to draw piping hot water for
soups, tea, cocoa or any beverage.
Five warmers hold beverages at
perfect drinking temperature, while
the sixth warmer (on top) has a
three-position switch so water can
be boiled, if desired. The Super Six
is tankless, eliminating stale water
taste. An electric eye measures the
flow of coffee into the serving
decanter and is adjustable for all
standard size glass decanters. An
adjustable thermostat can be
regulated to desired brewing
temperature.

Circle No. 701 on Reader Card

HUSKY STORAGE Systems is
currently marketing a new, easy to
install metal storage rack for golf
cars. The Cleveland-based firm
offers its **Crash-Gard"” system that
can handle six cars. Snowmobiles
will fit into the same installation
with as many as eight units per rack.
Easy to dismantle and move, the
racks are considered ideal for sales
outlets or repair shops where
storage space is limited and volume
heavy.
Circle No. 702 on Reader Card
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FOR SAFETY or traffic marking of
indoor or outdoor concrete, General
Scientific Equipment Company
offers its new Easy Stripper. Utiliz-
ing high pigmented paint applied
from easily changed aersol cans, the
Easy Stripper can be used on asphalt
or gravel surfaces or in commercial
buildings. A single operator can
stripe a 50-car parking lot in just 30
minutes.

ALL-ELASTIC and all-purpose,
the Cambro Camcart is one of the
newest innovations in the trans-
portation of frozen and refrigerated
foods. The Camcart is another addi-
tion to the Cambro line of fiber-
glass and plastic products for com-
mercial and institutional food and
beverage service. The cart utilizes a
dry ice system to hold temperatures
below 40 degrees Fahrenheit in the
refrigerated section and zero degrees
in the freezer compartment next to
the dry ice container. The Camcart
holds chilled and frozen foods at
those temperatures for up to 30
hours on a single filling of ice. A
comparable cart is available for hot
food.
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WITH 60 PERCENT of the weight
concentrated directly behind and
slightly under the center of gravity
of the ball, Lil'’ David’s Slingers
offers a new look in irons. With a
revolutionary shape and design, the
Slingers feature a rounded leading
edge that promotes hitting down on
the ball. Irons come boxed 2-9 plus a
matching wedge is available upon
request.
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CONTOUR MOLDED for
comfort, Plymold booths are sci-
entifically designed to be customer-
pleasers. The Plymold seat shape is
body-contoured to give full leg and
back support. Designed for use in
lounge areas or meal facilities, Ply-
mold booths offer a variety of colors
and wood tones. Made of high-
pressure laminate, the booths are
engineered to take all the punish-
ment that customers can dish out
and are designed for easy cleanup.
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TO ENHANCE the recording
capabilities of portable color video-
cassette decks, TEAC Corporation





