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manager down the line lacks the over-
view to choose the broad objectives, 
but he is expert on the detail. So it 
takes a continuing dialog between top, 
middle, and line managers to make 
them work as a really effective team." 

While it is true that this consultant 
was, like most authors on the subject , 
referring to the utilization of Manage-
ment by Object ives in a somewhat 
larger organization — normally, a 
good-size corporation — the same 
principles can be applied equally as 
well to a private or public golf oper-
ation. Indeed, McConkey, in M B O for 
Nonprofit Organizations, refers to the 
implementation of M B O in the nine 
"enterpr ise funds" (each of which 
"constitutes a minibusiness within the 
municipal government") of the city of 
Madison, Wis. — including municipal 
golf courses. 

MBO in golf business 
It really is not hard to apply the fore-
going to a typical organizational chart 
in a golf business of medium size — 
public or private. The " m a n at the 
top" or "top b r a s s " would be the 
owner or the board of directors, the 
middle managers would be the course 
superintendent, the golf professional, 
and the club manager; the " l i n e " 
managers would be the maintenance 
foreman, the assistant pro, the assis-
tant or office manager, the chef or 
kitchen manager. Each person at each 
level has his or her own expert ise and 
exper ience to contribute in setting, 
evaluating, and achieving the objec-
tives of the organization. 

For example, the board or the 
owner might set as one object ive "to 
increase business in all phases of our 
club by 40 percent in the next fiscal 
year . " The club manager, however, 
might point out that that would be 
phys ica l ly imposs ib le without in-

particular period (establishing the 
overall objectives and priorities). 
Second, all key managerial, profes-
sional, and administrative personnel 
are required, permitted, and en-
couraged to contribute their max-
imum efforts to achieving the over-
all objectives. 
Third, the planned achievement 
(results) of all key personnel is 
blended and balanced to promote 
and realize the greater total results 
for the organization as a whole. 
Fourth, a control mechanism is es-
tablished to monitor progress com-
pared to objectives and feed the 
results back to those accountable at 
all levels. 

M B O is, in other words, a plan of 
management involving practically all 
of an organization's personnel — not 
just the top brass. Its main strength, in 
fact, lies within that involvement. But 
to make it work, there must be a dialog 
— communication up as well as down 
— between the various levels of per-
sonnel in the organization. 

A professional management con-
sultant said, in an article in Industry 
Week magazine, that " the top of the 
house has to determine where they 
want to go, how they want to get there, 
when they want to get there, and what 
resources they have available to get 
them there. These basic parameters 
have to be communicated downward 
so that the down-the-line managers 
can then outline how they think they 
can achieve these things." 

But, he continued, "without a con-
tinuing dialog, you'll never get mean-
ingful objectives. The man at the top 
i s n ' t f a m i l i a r e n o u g h w i t h t h e 
specif ics to say, 'Here are the five 
things we have to do' — he can only 
provide the broad directions. The 

That quotation may at first seem to be 
a strange way to begin an article in a 
trade magazine, but think about it. 
Maybe read it again. Because it tells 
exactly what Management by Objec -
tives (MBO) is all about: 

You can't determine which direc-
tion to go if you don't know where you 
want to end up; you can't chart a 
course of action if you don't know 
what you're trying to achieve. 

That is the reason for Manage-
ment by Objectives; now this article 
will explain what M B O is and how it 
can help those who manage golf busi-
nesses — whether in the front office, 
on the course, in the pro shop, or in 
the clubhouse. 

What is MBO? 
One frequently quoted expert, Dr. 
George S. Odiorne, author of the book 
Management by Objectives: a system 
of managerial leadership, has defined 
MBO as a process " w h e r e b y the 
superior and subordinate managers of 
an organization jointly identify its 
common g o a l s , d e f i n e e a c h in-
dividual's major areas of respons-
ibility in terms of the results expected 
of him, and use these measures as 
guides for operating the unit and 
assessing the contribution of each of 
its members." 

Dale D. McConkey, a popular and 
prolific writer on the subject , has said, 
"In essence, MBO is a systematic ap-
proach to achieving desired ends . " 

In his latest book, M B O for Non-
profit Organizations, h o w e v e r , 
McConkey goes on to give a lengthier, 
more formalized description which is 
well worth repeating here : 

First, those accountable for directing 
the organization determine where 
they want to take the organization or 
what they want it to achieve during a 



Original research by GOLF BUSINESS tells what sells in the pro shop and the dining room, 

how much superintendents spend on equipment and chemicals, where owners/operators make 

and spend their money (and how much), and many other facts and figures that point up how 

big the golf business is — and which way it's headed. 

This special report will profile the 1976 golf course market, including gross sales for: 

Woods Apparel Food Putters Liquor 

Irons Gloves Mowers Shoes Fertilizer 

Balls Club Repair Tractors Car Rentals and many more 
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HOW NOT TO MANAGE BY OBJECTIVES 
Don't clarify objectives common to the entire organization. 

Set goals too low to challenge individual employees. 

Don't clearly shape each unit's common objectives to fit those of the larger unit 
of which it is a part. 

Overload individuals with patently inappropriate or impossible goals. 

Fail to cluster responsibilities in the most appropriate positions. 

Allow two or more individuals to believe themselves responsible for doing ex-
actly the same things, even though you know having one man responsible is 
better. 

Stress methods of working rather than clarifying individual areas of respon-
sibility. 

Emphasize tacitly that pleasing you, rather than achieving the job objective, is 
what really counts. 

Make no policies as guides to action, but wait for results and then issue spur-of-
the-moment judgements in correction. 

Don't probe to discover what program your employee proposes to follow to 
achieve his goals, but accept every goal uncritically without a plan for its 
successful achievement. 

Be reluctant to add your own (or higher management's) known needs to the 
program of your subordinates. 

Ignore the real obstacles that are likely to hinder the subordinate in achieving 
his goals, including the numerous emergency or routine duties which con-
sume time. 

Ignore the new goals or ideas proposed by your subordinates and impose only 
those which you deem suitable. 

Don't think through and act upon what you must do to help your subordinates 
succeed. 

Fail to set intermediate target dates by which to measure employees' progress 
toward their goals. 

Don't introduce new ideas from outside the organization, nor permit or en-
courage subordinates to do so, thereby freezing the status quo. 

Fail to permit subordinates to seize targets of opportunity in lieu of stated objec-
tives which are less important. 

Be rigid about scrapping previously agreed-upon goals that have subsequently 
proved to be unfeasible, irrelevant, or impossible. 

Don't reinforce successful behavior when goals are achieved, or correct un-
successful behavior when they are missed. 

creasing the s ea t ing of t he d i n i n g 
room. The golf p r o migh t c o n t r i b u t e 
the informat ion tha t a n o t h e r d o z e n 
golf cars would be n e c e s s a r y in o r d e r 
to facili tate i n c r e a s e d p l a y on the 
c o u r s e i n t h a t a m o u n t . T h e 
maintenance f o r e m a n migh t p r o v i d e 
the insight — w h i c h p r o b a b l y w o u l d 
not occur to the top m a n a g e m e n t w i th -
out prompt ing — tha t s e v e r a l of the 
tees would h a v e to b e m a d e l a r g e r so 
that the i n c r e a s e d p l a y w o u l d not 
render them b a r r e n a f t e r t he f i r s t 
month of the s ea son . 

And so it goes. T h r o u g h c o m m u n i -
cation d o w n w a r d a n d u p w a r d t h r o u g h 
the ranks, the c lub m a y e n d u p w i t h 
the hopeful , bu t m o r e rea l i s t i c , goal of 
increasing b u s i n e s s in all p h a s e s of 
the club by 25 p e r c e n t w i t h i n the nex t 
fiscal year . 

But the p roces s d o e s not , c a n n o t , 
end there. Tha t is jus t t he f i r s t s t ep . 
Next the m i d d l e a n d l o w e r m a n a g e r s 
must set their o w n u n i t ' s o b j e c t i v e s 
which will h e l p a c h i e v e those of t he 
club as a whole . T h e s u p e r i n t e n d e n t 
would p robab ly v o w to i n c r e a s e p l a y 
by making the c o u r s e m o r e a t t r a c t i v e 
— or pe rhaps e v e n m o r e cha l l eng ing . 
The club m a n a g e r cou ld set t he o b j e c -
tive of increas ing b u s i n e s s by t u r n i n g 
over each tab le s e v e r a l m o r e t imes 
per day, r a the r t han m e r e l y a d d i n g 
seats to the d i n i n g r o o m . T h e p r o 
might make his o b j e c t i v e to i n c r e a s e 
b u s i n e s s by l e a r n i n g to d i s p l a y 
merchandise in the p r o s h o p m o r e at-
tractively. 

Proceeding on d o w n the l ine , o t h e r 
personnel can a n d s h o u l d b e se t t ing 
objectives also. T h e f o r e m a n , to k e e p 
the t raps c l e a n a n d r a k e d m o r e 
smoothly; the chef , to a d d n e w a n d in-
teresting i tems to the m e n u , the ass is-
tant pro, to be s u r e a m e m b e r or o t h e r 
customer is g r e e t e d as soon as h e or 
she enters the shop . 

By now it shou ld b e o b v i o u s jus t 
how much d i rec t ion a n d i n c e n t i v e c a n 
be gained by se t t ing c o n c r e t e o b j e c -
tives and involving e v e r y o n e in do ing 
so. As that m a n a g e m e n t c o n s u l t a n t 
said in Industry Week, " T h e d i a log 
process e n h a n c e s u n d e r s t a n d i n g a n d 
mutual respect , a n d b r i n g s i n c r e a s e d 
credibility both fo r t he o b j e c t i v e s a n d 
for the ent i re p l a n n i n g p r o c e s s . " 

But there a re e v e n g r e a t e r r e w a r d s 
in following th rough a n d r e a l l y t ry ing 



LEGEND SHAFT 
YES. We've removed weight in all the right places. The Legend-shafted clubs* are 

a total concept involving removal of weight from both head and grip, as well 
as the shaft. Yet, swingweight has been kept constant. In fact, our Legend-
shafted clubs are 7 to 10% lighter than our lightweight Apex-shafted clubs. 

YES. This means easy swinging for less-tiring play. A measure of the effort needed 
to swing a club is called the "moment of inertia'.' The lower the "moment" j 
the easier a club is to swing. The reduced weight of the Hogan Legend-shafted 
clubs is distributed so it lowers the "moment','' making Legend easier to swing. 
This means your customers can play stronger, clear through the back nine. 
Conventional steel can't make this claim. Neither can graphite. 

YES. With Legend, your customers will feel the difference...because we've im-
proved our balance. By moving the balance point closer to the club head 
than ever before, we have increased club head feel. 

YES. Balance plus steel equals "feel'.' A steel shaft, like Legend, transmits the 
impulses f rom the club head to the hands very efficiently, giving your cus-
tomers greater "feel" of their shots. 

Graphi te shafts, on the other hand, dampen these impulses, providing 
reduced feel. 

YES. Legend helps keep your customers' game under control. Our clubs are engi- I 
neered with the torsional stiffness of steel for less club head deflection at 
impact . . . and shot control. Something graphite just can't promise. 

In fact, with Legend, your customers may be able to use a stiffer shaft... 
which can improve their accuracy. You might want to suggest this. 

YES. A strong reason for your customers to play Legend. Legend-shafted clubs 
give your customers the strength of steel. So, unlike graphite, they won't 
have to worry about shaft breakage under pressure. Our tests show that 
Legend passed strength tests by substantial margins. 

YES. Lightness means greater club head speed for more distance. Legend s lower 
weight and lower "moment of inertia" produce increased club head speed. 
The result is increased distance. *Patent Pending 

FEATURE 

LOW CLUB WEIGHT 

LOW MOMENT OF INERTIA 

LOW BALANCE POINTS 

MORE "FEEL" 

HIGH TORSIONAL 
STIFFNESS 

STRENGTH 

MORE CLUB HEAD SPEED 

Lightness, distance, control and feel — only Legend has it all. Exclusively from 
Circle 121 on free information card 



of steel to stop excessive torquing. 

This exclusive design is here now. It's available only 
from the Ben Hogan Company...and it's worth its 
weight in performance. 

CONVENTIONAL STEEL SHAFT 

NO 

NO 

NO 

YES 

YES 

YES 

NO 

2912 West Pafford Street, 

Fort Worth, Texas 76110 
the Ben Hogan Company. 

GRAPHITE SHAFT 

YES 

NO 

YES 

NO 

NO 

NO 

NO 

HAS IT ALL 



"Setting objectives focuses the minds of 
managers on the most important aspects of 
managing that organization. Trying to achieve 
those objectives concentrates the energies of 
managers and employees on those tasks and 
activities most necessary." 

of 1,100 managers, reported by Dr. 
Odiorne. 

T h e i m p l e m e n t a t i o n or oper-
ational phase of a Management by 
Object ives program comprises three 
functions for managers, according to 
David E. Olsson. Author of a book 
titled (naturally) Management by Ob-
jectives, Olsson had successfully prac-
ticed what he preached as an ad-
ministrator of a medium-sized non-
profit hospital before listing the three 
f u n c t i o n s to b e p e r f o r m e d by 
managers in implementing objectives: 
motivating, coordinating, and con-
trolling. 

In order to achieve high goals, it is 
necessary to "get people to want to do 
something wholeheartedly , " Olsson 
says. It is then necessary to "make the 
work of several people fit together 
into an in tegrated e f f o r t " and to 
"bring their activities into line with 
expectat ion." 

If these precepts are followed and 
the pi t fa l ls previous ly l isted are 
avoided, you can be well on your way 
to a s u c c e s s f u l M B O program. 
Whether you have succeeded or not 
will become apparent when you come 
to the final phase: review and evalua-
tion. 

Taking stock 
Reviewing and evaluating the perfor-
mance of an individual, a unit, or the 
organization as a whole is the natural 
final step in any type of managerial 
process. The beauty of Management 
by Object ives is that the objectives 
everyone helped set in the beginning 
will now make a handy yardstick to 
measure success by. 

The reasons for, and uses of, the 
review and evaluation are several : the 
a d m i n i s t r a t i o n o f s a l a r i e s , 
promotions, and training of employees 
and managers alike, as well as ap-
praisal of the M B O program itself. If 
the objectives were properly set, writ-
ten, and implemented in the first 
place, every employee should know 
without question whether he now de-
serves a raise or a promotion — and 
his supervisor should know it too. 

And, perhaps most important of 
all, everyone in the organization will 
know whether M B O has worked for 
them. Chances are, it has. • 

to achieve the goals that have been 
formulated. 

Implementation 
Merely setting object ives probably 
will not improve your golf course or 
club. Your plans must be properly im-
plemented if they are to succeed. The 
first step could be to put the object ives 
in writing — clearly stated and easily 
understood — and put them where 
they can be seen by those who must 
try to achieve them. This goes for top 
management as well as the lowest-
level employee. 

Robert Townsend, former presi-
dent of Chrysler Corp., said in his pop-
ular book Up the Organization, " I t 
isn't easy to concentrate. I used to 
keep a sign opposite my desk where I 
couldn't miss it if I were on the tele-
phone . . . or in a meeting in my office; 
'Is what I'm doing or about to do get-
ting us closer to our object ive? ' 

"That sign saved me from a lot of 
u s e l e s s t r ips , l u n c h d a t e s , c o n -
ferences , junkets, and meetings." 

That is a great part of the value of 
Management by Object ives . Setting 
o b j e c t i v e s f o c u s e s the m i n d s of 
m a n a g e r s on the most important 
aspects of managing that organi-
zation. Trying to achieve those objec-
tives concentrates the energies of 
managers and employees on those 
tasks and activities most necessary to 
the well-being of the organization. 

Proper implementation and follow-
through is contingent, however, upon 
setting object ives properly in the first 
place. For some advice on what not to 
do, see the box on page 25. These are 
common errors managers make in set-
ting goals. The list is based on a survey 
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M E L E X D i s t r i b u t o r s 
a c r o s s t h e N a t i o n : 

Riv lex I n d u s t r i e s , Inc . 
301 E. Stevens Avenue 
Santa Ana, CA 92705 
Phone: 714/540-8814 

G o l f C a r s 
I n t e r m o u n t a i n , Inc . 
2125 South Jason Street 
Denver, CO 80223 
Phone: 303/934-5588 

J u s t i c e G o l f C a r C o . , Inc . 
4301 S. Robinson Street 
Oklahoma City, OK 73109 
Phone: 405/634-8444 

R o s s P r o d u c t s , Inc . 
145 NW 20th Street 
Boca Raton, FL 33432 
Phone: 305/395-4414 

D u n c a n B a t t e r y 
C o m p a n y , Inc . 
4329 Choctaw Drive 
Baton Rouge, LA 70805 
Phone: 504/355-2578 

B o y l a n L e a s i n g , Inc . 
607 North Main Street 
Plainwell, Ml 49080 
Phone: 616/685-6911 

E d d i e t r o n , Inc . 
Route 1 
Belew Creek, NC 27009 
Phone: 919/595-8775 

F e r n C l o G o l f C a r 
C o m p a n y 
420 Penn Street 
Spring City, PA 19475 
Phone: 215/935-1111 

Choice dealerships still available 

Q 
K J ure, you'll agree m e l e x terrain. Add the luxury of undercoating. Choice of 3 
is a classy looking electric relaxed seating plus and 4 wheel models, 
golf car. But, that's just the convenient, stand-up bag 
beginning. It has everything racks and you've gained a Available optional 
else going for it, too! m e l e x steady, enthusiastic equipment includes: hard 
is expressly designed and customer. Other owner/rider top, tinted windshield, rear 
engineered by experts for features include: 4-speed— view mirror, wheel covers, 
the discriminating, economy forward or reverse, industrial conversion kits, 
minded buyer. automatic seat brake, 

reverse safety warning To further insure your 
Strongly built for a long life buzzer. Also, heavy profitability in me lex , we 
of dependable, low- duty batteries, automatic have a network of "ful l 
maintenance service. charger, extra stong tubular service" dealers aided by 
Automotive steering and steel frame, automatic hill computerized parts and 
suspension, together with holder, automotive baked warehouse facilities, plus 
abundant power, gives an enamel paint, rib-traction dealers' "mobile service 
easy, comfortable ride over tires for better traction and vans" equipped to service 
the steepest, roughest minimal turf wear, protective m e l e x Golf Cars. 

"Are you sure it said the next tee was this way?" 

Circle 137 on free information card 

M E L E X U . S . A . , INC . 
1201 Front Street • Suite 210 
Raleigh, North Carolina 27609 
Phone: (919) 828-7645 



Avery Beck, Pro; Curt Wall, Maintenance 
Supervisor, Whispering Pines C.C., Whispering 
Pines, North Carolina. 

Mr. J. P. Garvin 
Marketing Manager, ESB Brands, Inc. 
P.O. Box 6949, Cleveland, OH 44101 

• Please send information on the full line 
of Exide*Willard golf car batteries. 

• Please have a salesman call. i |_J 

I PHONE: 

NAME: 

I TITLE: 

| CQMPAN' 

- ADDRESS 

1 CITY: 
I 

STATE ZIP 

Circ le 114 on f ree i n fo rma t ion ca rd 

Sure-Fill batteries are available in two 
models: The SF-106 for 106 minutes of con-
tinuous running on one char°^' ^ 
SF-88 for 88 minutes. 

Time savings and longer battery 
life means money in your pocket, 
so take the advice of pros w1^ 
know. Try Exide«Willard 
Sure-Fill batteries and see 
whv ESB's golf car batteries 

outsell all others 
>y a mile 

The Sure-Fill® 
battery is a 
realtime-saver 
Curt Wall of 
Whispering 

Pines reports he can fill two Sure-Fill batteries 
in the same time it takes to fill one conven-
tional battery. 

That's because the Sure-Fill battery 
has just one dial instead of the usual 
three vent caps. Turn it to "Fill" and all 3 
cells get water at the same time. When the 
dial is full, turn it to "Use" and the vent 
wells are closed. The patented dial assures 
that the water level is the same in each 
cell; that means longer battery life. And 
corrosion is reduced, too, because gas is 
vented farther from the terminal posts. 

"I really like it," says Avery Beck, 
"and I wouldn't hesitate to 
recommend it to others." 


