saving extra: the Sure-Fill battery with the patented rotary cap.
Sure-Fill is a beautifully simple idea. Instead of the traditional three vent caps, a single dial, when rotated
- to “FILL,” accepts water for all three cells at once. When the cap is flooded, another twist of the dial to
“USE” closes the vent wells, drains off excess water, and the battery is ready to go. A time saver and a cell
saver because the Sure-Fill battery insures consistent water levels within all cells. And terminal corrosion
is reduced because gas is vented farther from the terminal posts.
Sure-Fill:batteries are availdble, too, iniboth. = T e T

b
= Here is all the same power performance of the great Dawn-to-Dusk Battery plus a great new maintenance-

- . . * 1 .
sizes: th F- . | Mail to: |
3 S. the S 1?6 fO(; 3106 gl};n;;gei O‘f;gntl.nuous | ESB Incorporated, P.O. Box 6949, Cleveland, Ohio 44101 [
" " running power; an e 5 o1 minutes on | Please mail information on: ____ New Sure-F'ill Battery |
one charge. I ___ All ESB golf car batteries___ Have salesman contact me |
¥ So whether you choose the regular 3-vent cap | NAME :
> model, or the new Sure-Fill battery, you’ve got Vi [
power performance on your side. Get more details | I
ST | compANY [
by sending in the coupon . I
| ADDRESS :
4
'&”) Blbce Willard’ } cITY STATE ZIp }
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ADS drainage
can keep vour greens
and fairways from
becoming water hazards.

Here are the reasons why:

® Faster, easier installation, with significant time and labor
savings

® Unaffected by freezing or thawing

® Continuous flexible lengths that make for easier grading and
require fewer fittings

® Uniform perforation slots designed to give fast drainage

® Corrugated, flexible construction eliminates misalignment in
unstable soils

® Nationwide manufacture and sales distribution keeps ship-
ping costs low and insures availability

o And DRAIN GUARD ', the patented’ one-step drainage sys-
tem for sandy and problem soils

Onto even the best-designed golf course a little rain must
fall. But with fast, effective subsurface drainage of excess
ground water, you'll have more playable hours and more
happy golfers. More and more golf course designers and
builders are specifying ADS corrugated plastic drainage
tubing to do the job.

ADS corrugated plastic drainage tubing and fittings come in 3", 4", 5",
6", 8", 10", 12", 15", and 18" diameters.
Complete line of fittings available.

il

ADVANCED DRAINAGE SYSTEMS, INC. 7

Corporate Office
3300 Riverside Drive. Columbus, Ohio 43221
(614) 457-3051

SALES AND MANUFACTURING LOCATIONS: California Box 489, Pomona, California 91769 (714) 627-1591 @ Box 1216, Tracy, Califorria 95376 (209) 835-8500 / Georgia *Dunwoody Park,
Bldg. No, 3 Suite 126, Atlanta, Georgia 30341 (404) 393-0602 e Box 89, Montezuma, Georgia 31063 (912) 472-7556 / lilinols Box 462, Harvard, lllinois 60033 (815) 943-5477 / lowa Box 2478,
lowa City, lowa 52240 (319) 338-9448 e Box 120, Cresco, lowa 52136 (319) 547-3105 / Kentucky Box 148, Versailles, Kentucky 40383 (606) 873-8046 / Massachusetts Box 192, Palmer,
Massachusetts 01069 (413) 283-9797 / Michigan Box 417, Owosso, Michigan 48867 (517) 723-5208 / North Carolina Box 367, Rowland, North Carolina 28383 (919) 422-3303 / OHIO Box
151, Malinta, Ohio 43535 (419) 256-7571 e “Box 499, Norwalk, Ohio 44857 (419) 668-8278  Box 797, Wooster. Ohio 44691 (216) 264-4949 / Tennessee *Old Wilson Circle, Peach Court Bidg
Brentwood, Tennessee 37027 (615) 373-0133 / Texas Box 731, 100 Industrial Blivd.. Ennis, Texas 75119 (214) 875-6591 e *9219 Katy Freeway, Houston, Texas 77024 (713) 465-0505 / Virginia Box
509, Buena Vista, Virginia 24416 (703) 261-6131 / Washington *Box 1807, Bellevue., Washington 98009 (206) 454-7370 e Box 134, Washougal, Washington 98671 (206) 835-8522

*Sales Office Only “U.S. Patent Nos. 3699684 and 3830373
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Some Questions Answered

Club managers around the na-
tion are wondering about the val-
ues of china. Questions arise on
the maintenance, cost and care of
the pieces and in this story
GOLFDOM along with the Ameri-
can Restaurant China Council at-
tempts to solve some of the in-
quiries.

CHINA MAINTENANCE

Q. Can you give us any tips on dish-
washing?

A. Keep in mind that the objective
of washing dishes is first, to get
the china clean and second, to
put the ware back into use.
Therefore, you should:

1. Reduce the amount of han-
dling as much as possible by good
kitchen layout, modern equipment,
and the orderly transportation and
storage of china.

2. Make certain your dishwash-
ing machine is adequate for peak
volume (any food service operation
which feeds more than 60 custom-
ers per meal can save money by us-
ing a mechanical dishwashing ma-
chine).

3. Make certain your soiled dish
table is large enough for peak hour
loads and arranged to speed un-
loading and sorting.

4. Train your dishwashing per-

sonnel. Remember that the job of a
manager is to manage and one of the
most important jobs of a manager is
training his people to do the things
he wants done by teaching and
showing them how he wants it done.

5. Avoid cross traffic wherever
possible.

6. Never stack china too high,
and for most items this means no
more than 18 pieces in a stack. Also
stack by size and shape and avoid
the nesting of cups.

7. Maintain a sensible inven-
tory of china. Low stocks force the
crew to rush pieces through the dish-
washer to get them back into ser-
vice.

Q. Isn’t dishwashing going to be-
come more and more expensive?
A. In an evaluation of dishwashing
systems in food service estab-
lishments published by the
United States Department of
Agriculture, it is reported that
the study “indicates that the
average dishwashing system in
restaurants and cafeterias evalu-
ated is operating at less than
two-thirds of peak efficiency.”
They go on to point out that if
efficiency were at 100 percent, an
annual savings of $21,000 per
operation could be realized. In
other words, if a manager looks

at his dishwashing operation as a
potential source for improving
bottom line profits, dishwash-
ing need not be a disproportion-
ately high expense. Keep in
mind, also, that what you are
really doing is maintaining and
recycling the merchandising
package that helps you sell your
menu items. Paying attention to
proper maintenance of such an
important item as your china
will pay dividends to the astute
manager in lower replacement
costs and a better looking china
service.

PURCHASING TABLEWARE
Q. How much china should I buy?
A. An answer should be based on

some basic information. For
example:

a. How large is the oper-
tion?

b. How many different items
of china will you be using and
for what purpose?

c. Is the pattern you are buy-
ing stocked by a local distribu-
tor, or is it made to order?

d. Is your dishwashing a
continuous, or intermittent
operation?

In other words, the amount of
china you should purchase is go-
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Ina continued

ing to depend on your opera-
tional needs.

. But can’t you give me some rule of

thumb?

. Yes, but remember, like any

other all-inclusive statement, it
must be modified depending on
your own answers to the ques-
tions raised previously.
However, to be as specific as
possible, your china inventory
should allow for one complete
setup in the dining room, one
complete setup in process (in the
dish room, in transit, etc.), and,
finally, one complete setup in re-
serve.

In operating a clubhouse, you
should figure on these ratios:

® Dinner Plates—2 !5 to 3 times

the number of seats.

® Salad Plates (Underliners) —

3 to 4 times the number of seats.

® Bread & Butter Plates — 3 to

4 times the number of seats.

® Cups—3 to 4 times the num-

ber of seats.

® Saucers — 3 to 4 times the

number of seats.

® Fruits — 2% to 3 times the

number of seats.

® Grapefruits — 2 to 2> times

the number of seats.

® Sugars — '» to 1 times the

number of seats.

Q.

A.

With all that beautiful china,
won’t the club have a lot of pilfer-
age?

If employees are stealing your
china, you probably have much
more serious problems as cold
hard cash, and New York strip
steaks are much more tempting.
The same careful controls that
you adopt for cash control and
food cost control should be ap-
plied to the control of your in-
ventory of all tabletop appoint-
ments.

PRICING

. Why is there such a difference in

price between companies?

First, you must recognize that
when a distributor is quoting
prices on any product, it in-
cludes the price of the product it-
self and the price of his services.
If, for example, even on an iden-
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. None.

tical product one distributor’s
price is lower than another, it
may be because one of the dis-
tributors does not stock the
product while the other one does
and, therefor, can give you
better service. Depending on the
product and your own ability to
wait, the higher price distribu-
tor may be offering you the least
expensive method of purchasing
the product.

. Let’s say both distributors are

offering the same service, why will
some china cost more than others?
There are a number of factors.
Generally, the thinner the china,
the higher the price. Also, the
number of colors in the decora-
tion will usually increase the
price as well, of course, as the
use of precious metals such as
gold and platinum.

. I have heard talk about firsts and

seconds in relation to quality and
price, what significance do they
have today?

Today each manufac-
turer has only one level of qual-
ity and it is the best they can af-
ford to put on the market for the
price they charge.

. Can you elaborate?
. As you know, prices are not set

in a vacuum. Supply and de-
mand play a part in pricing. The
cost of manufacturing and dis-
tribution also play a part in pric-
ing. In the specific case of china,
each manufacturer has a num-
ber of inspectors, as well as qual-
ity control people, checking the
china at various crucial steps in
the production process. At these
quality check points, flaws are
picked out and either sent back
for what we might call repair or
else discarded totally. Each
manufacturer has his own stan-
dards of quality to which they
adhere very rigidly. However,
because these standards differ
from manufacturer to manufac-
turer, the end price of the prod-
uct itself is also different from
manufacturer to manufacturer.
Keep in mind that quality is a
very subjective thing, and in the
final analysis, value is what the
buyer is really seeking. In other
words, when the balance be-
tween what the customer con-

siders quality and what he con-
siders a fair price for that qual-
ity has reached, the customer is
getting value.

MIXED TABLEWARE

. If the table top is so important,

why do I see mixed china pat-
terns on the tables of some seem-
ingly successful clubs?

. You may also see worn table-

cloths, dirty carpets, burned out
light bulbs, finger prints on
doors, and soiled menus. The
operator is trying to save money
rather than make money.

. Isn’t the objective of a food opera-

tion to make money?

. Yes, but in order to make money

you must have an adequate cus-
tomer count. After all, the first
objective is the sale of food and
service.

. If the members are not complain-

ing about the table top, then they
will return to the club. Correct?

. No. Members spend their money

for food and service. The eye
appeal of your food goes a long
way in making it either good or
bad.

Now, I am not going to tell you
that at first sign of a mixed table
top your members are going to
walk out en masse. But mem-
bers are observant and, in effect,
you have sent them a signal that
you are cutting corners. You
have planted the seed of doubt
and- some of the members will
begin to wonder where else you
have begun to cut corners, par-
ticularly in areas that are not as
evident as the table top. They
might think that you have be-
gun to cut corners in the kitch-
en, too.

Perhaps the most important rea-
son for maintaining your table
top is the very reason that you
selected with great care your
table top appointments when
you first went into business. You
selected it because it was a pack-
age that enhanced your menu
items. You also selected it to
compliment your decor. Now if
these were good reasons to begin
with, and the club has been a
success, isn’t it rather foolish to
destroy the winning combina-
tion? O



Now here’s a mower.

This 9-gang giant will take on the biggest Just because it’s big doesn’t mean it’s
mowing job you have and breeze right clumsy. Far from it.
through jt. There’s a ground-gripping front drive
Grady Hassell can tell you about it. He’s that gives sure traction on grades and
with Lawn & Turf, Inc.in Conyers, Georgia. sidehills.
As a Jacobsen Distributor he has all the And the rear wheel steering means that
answers about Jacobsen equipment. Like the reels turn in the same arc as the
the huge F20 9-gang mower. steering wheels. No skidding, no skipping,
He'll tell you that it cuts a wide 19-foot no uneven cutting in the turns. And no
swath. It has a gargantuan appetite that wheel streaks in the straightaways, either.
can cut through 76 acres in one work day. If you have big mowing chores ahead of
And that's mowing at a realistic pace. you, ask your Jacobsen Distributor about
But it’s easily tamed for more delicate how the mighty F20 can help you. An actual
chores because the operator can raise and demonstration ought to raise your
lower any of the reels with a fingertip eyebrows a couple of notches.
control. Things like median strips can be And you might even find yourself
mowed from the road shoulder with the saying, “Now here’s a mower.’

outboard reels, for example. Your Jacobsen Distributors

Before we sell it, we buy it.

For the name of the distributor near you write: Jacobsen Turf Distributor Directory, 1721 Packard Avenue, Racine, Wisconsin 53403.
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PGA ANNUAL MEETING:

Serious Work Way Dow Yonder

“There aren’t as many arguments as
there used to be,” an old timer com-
mented as he walked out of a ses-
sion of last month’s PGA annual
meeting in New Orleans.

But, if the arguments were fewer,
no delegate could say the 59th an-
nual meeting was merely a smiling
social event. No, the meeting was a
working conference ... a time for
critical evaluation of the policies of
the PGA, an exchange of ideas, a
discussion of problems.

Some 300 people attended the
sessions in the Fairmont Hotel — a
record. And of this group, 104 were
voting delegates . . . representatives
of the 39 sections around the coun-
try and the Tournament Players
Division. There is a potential total
of 105 voting delegates, but one past
president was absent.

Delegates in a microphone-table
relationship, not unlike the Security
Council of the United Nations,
worked hard on presenting, dis-
cussing and deciding whether to
accept changes in policy. Alternate
delegates, guests and PGA staff
members sat on the sidelines observ-
ing the action.

Proposed policy changes varied
widely ... from a suggestion re-
quirement for recertification be ex-
tended (this met heavy opposition)
to detailed requirements for Class A
membership of driving range pro-
fessionals. In the initial policy pro-
posal for this latter area, a driving
range professional could hold the
membership only if his facility had
at least 15 tees, was lighted for night
use, had ‘“‘adequate parking” (one
place for each tee), and had a golf
shop with adequate facilities to dis-
play equipment and apparel.

Several resolutions from the
PGA executive committee were de-
signed to *“‘expedite” the addition of
members to the PGA rolls once they
become eligible. Opposition devel-
oped from a number of delegates
who thought the resolutions
sounded more like a “speed-up” of
the membership process.

B sene which recened There ”\as pl nt t n on the floor of the Fairmont Hoel In Ne Orls Iasjt
. was plenty of action o or
fgvor?)%%regpopse wgs hthelsugges month. At top, PGA national hierarchy confers, as secretary Don Padgett talks it
lon FLA Business SChool exams  oyer with president Henry Poe. Changes in PGA policy were batted around at all
were difficult enough that if a  sessions and proposed changes in resolutions were discussed at length.
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: PR

NETWORK TV

ADVERTISING
AND STEWART HOT
'SANDWICH SERVICE
TO WORK FOR YOU

* All major networks

* 22 times day & night, week after week, for 3 months
% On the most popular TV game shows like . ..

People will be looking for Stewart Hot Sandwich out-
lets. You can cash in with the easy, investment-free
way to add extra profits to your business from . . .
STEWART SANDWICH SERVICE

FREE!

Complete kit

of P.O.P.

materials to -
tie in your -
business

location

with TV

advertising.

stewart

HOT SANDWICH }

Stewart Hot Sandwich Service means fast food prof-
its without even trying. The compact, infra-red oven
is loaned to you FREE. There’s FREE delivery of a
wide variety of fresh sandwiches on a regular sched-
ule. All you do is heat and SELL!

stewanrt

hot sandwich
service

How to Make Money Without Even

Call the Stewart Commissary nearest you or Clip and Mail today
Trying! Everything you want to know
about a Hot Sandwich Service that's

FREE' investment-free.

CUT ALONG DOTTED LINE = — — — — — —— — —|
Mail to: Stewart In-fra-red, Inc.

P.O. Box 207 Dept. A
Fontana, Wisconsin 53125
YES! RUSH ME THE FACTS &
MY FREE BOOKLET!

howto | ||
make money
without even

tging!

Business Name

Address

City State Zip

|
I
I
|
|
|
|
I Name
I
|
I
I
|
|
|

Telephone
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PGA MEETING:

membership candidate passed
School Exam No. 1 and School
Exam No. 2, he shouldn’t be re-
quired to also take the ‘“‘easier”
membership exam.

From sections around the coun-
try, delegates had come to report on
the feelings and moods of the pros in
their territories. After the meeting
they would take back reports of
what happened in New Orleans. A
Pacific Northwest delegate ex-
plained, for example, 225 persons
attended a meeting in his section to
discuss resolutions which would be
considered in New Orleans.

In formal sessions, Henry C. Poe
of Vanity Fair Golf Club in
Monroeville, Ala., was reelected
president of the PGA. Donald E.
Padgett, recently named director of
golf at Callaway Gardens Golf
Resort, Ga., was reelected secre-
tary. Frank Cardi of Apawamis
Club, Rye, N.Y., was reelected
treasurer.

At the President’s Annual
Dinner, Walker Inman, Jr., head
professional at Scioto, Columbus,
Ohio, was named Golf Professional
of the year for “his total contribu-
tion to golf and community.” John
Henrich, Elma Meadows, N.Y., re-
ceived the Horton Smith Award for
his contribution to golf education,
and Jack Nicklaus received the PGA
Player of the Year Award.

Nicklaus, who has won the
Player of the Year Award four
times, was present to receive the
award in person for the first time. In
accepting the award, he had high
praise for improved cooperation
within the PGA and with the Tour-
nament Players Division. He said he
felt club pros and the organization
of the PGA had contributed to the
well-being, and success of the tour.
At the same time, he feels the tour
has helped the situation of club
pros.

Beman explained that prime ob-
jectives of the tour include: pro-
moting the game of golf, providing
the highest level of competition and
maintaining integrity of the game.

“We are really holding the tour
in the public trust ... in years to
come we aren’t going to be judged
on how we exploited the game, but
how we served it,” he said. O
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Everyone at the meeting wasn't from just this country. At top, Canadian PGA
President Arnold McLean was on hand representing our northern neighbors.
Delegates listened to a number of measures on the floor, while in the third shot
from top, Michigan PGA members caucus over a resolution. Pictured from left
are section president Tom Talkington and treasurer James Applegate.
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e reall y doesn t expect any thanks for doing hlS ]Ob But we at Rhodia
' who supply him with some of the chemicals that make his
~joba little Iess impossible, think he rates a well deserved pat
on the back.

 Agricultural Division,
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Bill Lyons, owner of the Lyons Den in
Cleveland, is an example of a small
course that does a lot of business.

National Golf Foundation Workshop

SUCCESS STORIES

DAILY FEE

A daily-fee golf course is a high risk
proposition at best, but with good
management and proper financing it
can provide a handsome return.

That is the word over 100
owners, pros, managers and super-
intendents at daily-fee golf courses
got recently at a National Golf
Foundation daily-fee management
workshop held in Cleveland.
Another workshop was held a week
later in Burlingame, Calif. As little
as two months before the workshop
was set to go off, NGF officials were
not sure if it was going to be suc-
cessful. They were not sure they
could get enough interest from
daily-fee personnel. But their
worries were unfounded as men and
women attending the eastern work-
shop hailed from as far as Florida
and Canada.

At one point in the proceedings,
a suggestion that the workshop be
the initial impetus to form a nation-
wide organization of daily-fee of-
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ficials was cheered mightily, but
whether or not this comes into reali-
ty is anybody’s guess, and really up
to the daily-fee people themselves.

During the three-day meeting,
the speakers touched on various
topics, including the fact that
statistics show that daily-fee courses
are the predominant course being
built now, facilities at daily-fees are
continually being upgraded, public
daily-fee courses benefit rather than
suffer during times of unemploy-
ment, 90 percent of daily-fee
operations lose money on their food
facilities, flood plain land might not
be a bad investment for a course,
daily-fee operators have a chance to
influence about 40 percent of new
golfers, blanket liability insurance
coverage is desired at courses and
tax-exempt status for municipal
courses could be in question in
many areas.

Foundation consultant Harry
Eckhoff said that private, member-

owned courses dominated the golf
scene until about 20 years ago. At
the time of the conference, Eckhoff
said there were 11,134 courses in the
country — 4,878 daily-fee, and 4,715
private. “Daily fee is now number
one,” he said. Also, of 277 new
courses that went into operation last
year, of the 73 additions and 240
courses that went under construc-
tion, 64 percent were semi-private
daily-fee, 21 percent were private
and 16 percent were executive-
length and par-three.

“It is the predominant golf
course coming into the business, and
as I see it, will be for a long time,”
Eckhoff said of daily-fees.

William Sherman, a California-
based golf course consultant, said
there are four classes of real estate:
(1) apartments, the safest, but with
the lowest return; (2) office
buildings; (3) business-related, such
as motels; and (4) commercial
recreation, which is the riskiest, but



