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!t’s surprlsmg how often you can analyze a
turf care chore and discover how to get the
same job done faster and cheaper with the
right kind of turf care equipment.

Jacobsen Distributors can help you figure
out, in black and white, just how much it’s
costing you in man-hours to sweep, or mow, or
even seed an area.

Then compare the same operation with
getting it done by one man and new Jacobsen
equipment. You can see for yourself how time
and money can be saved.

That’s just part of what a Jacobsen
distributor considers as giving good service.

We not only want you to buy the best
equlpment for the job, we want to make sure
that you're convinced it’s the smartest thing
you can do.

Beyond that, we can probably help you
arrange a financing or leasing program to help
you get the equipment that will start saving
you money right away.

Why not ask your Jacobsen distributor to do
a cost analysis on your turf care chores? It
won'’t cost you anything to get an answer.

But it could be costing you something if
you don’t.

Your Jacobsen Distributors

Great products deserve great service.

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

Circle 124 on free information card
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RON-LEE SALES, INC. o

SAND BLAD

YOU CAN'T AFFORD
NOT TO OWN ONE

designed exclusively For The Toro Sand Pro

Permanent installation

WELDING
13432 CAVES ROAD o

Does not interfere with other attachments

Maintenance Free

Hydraulic System

Designed for pushing sand in place on banks of traps after
NO washouts in rainstorms, also can be used for back filling of

trenching water lines, drainage lines etc. Use it for grading of
new construction of Tees and Greens.

CHESTERLAND, OHIO 44026

Ties into Factory
Easy to Install

Circle 115 on free information card
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by David J. Slaybaugh, editor

It was in the early morning hours of a
typical muggy Ohio summer night:
Sunday, August 3, 1975. The assistant
manager of the Kirtland Country Club
was watching television with club
bartender Frederick Burke in Burke'’s
apartment in the main clubhouse
building. About 12:15 a.m. Burke
smelled smoke. He went to a nearby
wall and put his hand to it. It was hot
to his touch.

The two men called the fire depart-
ment and roused a couple from
Florida sleeping in a guest room on the
second floor. Firemen arrived and
began pumping water directly from
the East Branch of the Chagrin River,
which winds through the club’s 530
acres. They also took water from the
club swimming pool, eventually
pumping it dry.

By the time the blaze was brought

This could happen to youl!
Would your club
have enough
insurance?

under control 5 hours later, some 60
firemen from Kirtland and three
neighboring communities had joined
in the battle. Six of them were treated
at a nearby hospital for smoke inhala-
tion and exhaustion. Assistant Fire
Chief Edward Kalman of Willoughby,
one of those who helped, said the next
day that the thick stone walls of the
mansion clubhouse had caused
temperatures inside the building to
reach an estimated 1,100 degrees.
According to Kalman, the fire
started either in an air conditioner or
wiring on the third floor, then spread
to the second floor. The third floor
was destroyed, and the second suf-
fered extensive damage. The first
floor was damaged by smoke and
water. Club President Douglas Wick
and Vice President Edward L. Meister
said the next morning that they con-
sidered the building, built as a private
home in 1910 and taken over by the
club in 1921, to be nearly a total loss.

Kalman estimated the damage at more
than $1 million.

The aftermath

Wick and Meister met with other
club officials within a few days after
the fire. Since the building was in-
sured for $1.7 million, it was decided
to go ahead with a reconstruction
program.

Other buildings at Kirtland in-
cluded a carriage house, a men'’s
locker room, and a golf clubhouse;
these were used to carry on club ac-
tivities as well as possible until the
new main building could be com-
pleted.

Almost a year later to the day — on
Sunday, August 1, 1976 — Kirtland
Country Club opened its new club-
house to members. A handsome,
spacious two-story building, it cost
more than $2 million. Most of the
funds came from insurance, with
assessments on the members paying
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the balance. (The club has 300 resi-
dent members, who pay $100 a month
dues.)

Architects Collins and Rimer main-
tained much of the look of the original
building in the new clubhouse, which
was built on the original foundation
and utilized the walls which were left
standing after the fire. The decorators
also tried to match the original club’s
feeling as closely as possible — though
it was impossible to replace the
beautiful old paneling — and used
what furniture they could of that
which was carried from the burning
building a year earlier.

Could your club do as well?

Kirtland Country Club has one im-
portant thing in a quantity that many
private and most public golf facilities
could not match. That thing is, of
course, money.

When it was founded, Kirtland’s
membership roster carried such
names as Hanna and Bolton and
Blossom. Today, it still includes most-
ly the uppermost crust of Cleveland
society. Because its members — and,
in turn, the club itself — had access to
enough funds, and because the club-

house was fairly well insured, Kirt-
land Country Club recovered rather
well from its disastrous fire.

But what about your club or
course? You probably don’t have 300
well-to-do members to turn to for hun-
dreds of thousands of dollars to
replace or rebuild your clubhouse
after a disaster. That means you
would have to depend on insurance.

Perhaps now is the time to ask
yourself or your manager these
questions: Do you have the right kind
of property insurance? Do you have
enough? Should you work with a
broker or deal with the underwriter
directly?

We talked with insurance ex-
ecutives to get some answers that
could apply to most golf facilities.

What is property insurance?
There are two aspects to consider
in defining property insurance. The
first concerns what will be insured.
A club can buy insurance on its
clubhouse and/or any other part of its
physical property and the contents
thereof. The usual golf club property
insurance policy — the type we’ll be
discussing here — covers the club-

Kirtland Country Club in
northeastern Ohio opened its new
clubhouse (above) one year after
fire destroyed practically

all of the original building (facing
page). The new grill room, with

a beamed ceiling and tile-look
carpeting on the floor, is

typical of the new decor.

“You probably don’t
have 300 well-to-do
members to turn

to for money.”

house (foodservice facility, bar,
lounges, lobby, locker rooms, and pro
shop, if part of the building) and its
contents (furnishings, equipment;and
inventory of sale goods).

The second aspect concerns the
perils you will insure your property
against. Normally these would include
fire, theft, vandalism, and natural
perils such as lightning or wind.
Another item to consider, especially if
your facilities are so limited that you
absolutely could not run the club with-
out them, is business interruption in-
surance; this would insure your club
against losses of profit and continuing
expenses incurred if you had to shut
down after a fire or other disaster.

Depending on what company in-
sures your club, the policy can be
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written two ways: 1) naming
specifically those perils insured
against, or 2) naming those perils ex-
cluded from coverage. Either way, just
be sure the policy says what you want
it to. Too often, people (and busi-
nesses) think they are insured against
something, only to find after the fact
that they were not.

Try to get coverage as broad as
possible, tempered by the cost. Ob-
viously, you pay more for broader
coverage.

One way to hold insurance costs
down, however, is the consideration
of deductibles. This works the same
way for a club’s property insurance as
it does for your personal home or car
insurance: in case of a claim against
the policy, the insuror pays the
amount of the damage above and
beyond the deductible amount.
Damages which do not add up to more
than the deductible must be absorbed
by the policy holder. A deductible
often is a wise choice, since many
clubs do not need first-dollar
coverage, but rather must have in-
surance against large losses.

Buy direct?

One of the first decisions you must
make in buying insurance is whether
to buy through a broker or direct from
the underwriter.

The bases for making this decision
are basically these: buying direct is
usually cheaper, but a broker can
provide the experience, contacts, and
familiarity with different types of
coverage that you as a layman lack.
What the broker offers you is service.
When you buy insurance, he will shop
for you and, presumably, find the
coverage that suits you best at the best
possible price. When you have a
claim, he will act as your agent in
dealing with the insuror. You pay for
the broker’'s services through the
premiums you pay to the insuror.

How much is enough?

That is undoubtedly the most
asked, if not the most important, ques-
tion in regard to any kind of in-
surance.

If your facility is new, you should
have no trouble answering the ques-
tion. You already know what it would
cost to replace what you just built —
and that is how much property in-
surance coverage you should buy, plus

T A i e e G P VT M
“What you must
determine is the
replacement cost.
However, this is not
the same as cash
value.”

coverage for the contents of the build-
ing.
For older facilities, the answers
are harder to come by. What you must
determine is the replacement cost. Be
aware, however, that this is not the
same as the cash value. It often will
cost more to replace a building than
you could have sold it for before it was
destroyed. Too many people arrive at
a replacement cost by making a
“guesstimate’ based on the cost of the
original building, no matter how old it
was. Sometimes they come close to an
accurate figure, but more often than
not they end up under-insured.

To be sure your club is properly in-
sured, you should consider having a
commercial appraisal made by profes-
sional appraisers. This could cost
several thousand dollars if yours is a
large, well-furnished facility — but it
would be worth it in the long run to in-
sure adequate coverage. If your club-
house does not contain elaborate
lounge or dining rooms with expen-
sive furnishings, you could possibly
save some money by forgoing ap-
praisal of the contents.

Another reason for getting a
professional appraisal of your club’s
property is that many insurors have
“co-insurance” provisions which re-
quire that your policy with them
provide coverage in the amount of
some percentage (usually 80 percent
or more) of the replacement value of
the property; they may require a com-
mercial appraisal to determine the
amount of coverage. “Co-insurance”
means simply that you will share any
losses with the underwriter in ex-
change for a lower premium.

Need to update

The insurance executives we talked
with were, not surprisingly, unani-
mous in their opinion that most golf

clubs are not adequately insured.
Most clubs are on a tight budget, many
are nonprofit organizations, and all of
them would rather spend their money
on the golf course than on insurance.
You should, however, review your in-
surance coverage annually — whether
you have to or not.

At one time, most property in-
surance policies were contracts for a
3-year period. That is still true for
many smaller clubs, but the common
practice now is to have to renew the
policy once a year. This gives the in-
surors, of course, a chance to rid them-
selves of unnecessarily bad risks; it
also gives the opportunity to keep
coverage up to date. Coverage should
be increased in proportion to the
value of improvements made in the
property during the year, if any; or in-
crease coverage to keep up with infla-
tion and spiraling building costs.

It is not necessary to have the
property reappraised every time you
renew your insurance policy. Many
appraisers do offer an updating ser-
vice at a nominal cost for clubs which
have had a full-scale appraisal done
by them in the past. In most cases,
however, you can plot any insurance
increases by “factors” compiled and
provided by the industry. These fac-
tors will not vary more than a point or
two between companies; all of them
are based on current rates of inflation,
construction costs, and interest rates.

How rates are set
The rates your club pays for
property insurance will depend not
only on the type of coverage you want,
but also on the type of facilities you
have and where they are located.
Many factors are taken into account in
determining these rates (construction
materials and their combustibility,
presence of cooking equipment, water
availability, proximity of fire depart-
ment, sprinkler systems, fire alarm,
etc.), and the rates are not just set
capriciously by the insurance com-
panies. They are regulated by the
state governments (except in Illinois).
For information on how to improve
your facility and get a better rate on
property insurance, contact your
broker, insuror, state Insurance Ser-
vice Office, or the National Fire
Protection Association (470 Atlantic
Ave., Boston, MA 02210). O



Certified

Manhattan Perennial Ryegrass has
those desirable characteristics long
sought in a turf grass.

Consider these data facts in your turf
program:

® Superior fast establishment.

® Long term performance.

® Depth of crown assures better
recovery from turf damage, greater
wear tolerance, holds better under
short mowing.

® Good density . . . more competitive
with unwanted weeds and grasses.

e Less thatch development.

® Maintains vegetative tillers.

® Performs better in fall, later in spring
and summer.

® Resistant to brown patch.

® Dark green color.

® Deep rooted, requires less water.

¢ Fine leafed.

Manhattan fine leaf perennial ryegrass
is the versatile grass. Excellent for golf
tees and fairways, parks and athletic
fields, home lawns. Developed at
Rutgers University, New Brunswick,
New Jersey, grown in Oregon under
rigid certification and quality control.

MANHATTAN

Perennial Ryegrass

School grounds in St. Paul, Oregon gets
plenty of traffic but still looks great.

LY

Manhattan fairways at Elkhorn Valley
Golf Course, Mehama, Oregon. Imparts
beauty and wear tolerance to this mountain
course.

Home lawn near Woodburn, Oregon
after three years in 100% Manhattan.

Sprague football stadium, Salem,
Oregon holds up well even in the soaking
rains of Oregon’s fall months.

For more information write:

Manhattan Ryegrass E
Growers Association

1349 Capital N.E. :
Salem, OR 97303 HH
Distributed by: ;
Whitney Dickinson Seeds, Inc. 4
52 Leslie Street
Buffalo, N.Y. 14240

“TURFTYPE”
PERENNIAL RYEGRASS

“The Versatile Grass for Professional Use”

Circle 138 on free information card



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

S ure, you’ll agree melex
is a classy looking electric
golf car. But, that’s just the
beginning. It has everything
else going for it, too! melex
is,expressly designed and
engineered by experts for
the discriminating, economy
minded buyer.

Strongly built for a long life
of dependable, low-
maintenance service.
Automotive steering and
suspension, together with
abundant power, gives an
easy, comfortable ride over
the steepest, roughest

terrain. Add the luxury of
relaxed seating plus
convenient, stand-up bag
racks and you’ve gained a
steady, enthusiastic
customer. Other owner/rider
features include: 4-speed—
forward or reverse,
automatic seat brake,
reverse safety warning
buzzer. Also, heavy

duty batteries, automatic
charger, extra stong tubular
steel frame, automatic hill
holder, automotive baked
enamel paint, rib-traction
tires for better traction and
minimal turf wear, protective

undercoating. Choice of 3
and 4 wheel models.

Available optional
equipment includes: hard
top, tinted windshield, rear
view mirror, wheel covers,
industrial conversion kits.

To further insure your
profitability in melex, we
have a network of “full
service” dealers aided by
computerized parts and
warehouse facilities, plus
dealers’ “mobile service
vans’” equipped to service
melex Golf Cars.

MELEX Distributors
across the Nation:

Rivlex Industries, Inc.
301 E. Stevens Avenue
Santa Ana, CA 92705
Phone: 714/540-8814

Golf Cars
Intermountain, Inc.
2125 South Jason Street
Denver, CO 80223
Phone: 303/934-5588

Justice Golf Car Co., Inc.
4301 S. Robinson Street
Oklahoma City, OK 73109
Phone: 405/634-8444

Ross Products, Inc.
145 NW 20th Street
Boca Raton, FL 33432
Phone: 305/395-4414

Duncan Battery
Company, Inc.

4329 Choctaw Drive
Baton Rouge, LA 70805
Phone: 504/355-2578

Boylan Leasing, Inc.
607 North Main Street
Plainwell, M1 49080
Phone: 616/685-6911

Eddietron, Inc.

Route 1

Belew Creek, NC 27009
Phone: 919/595-8775

Fern Clo Golf Car
Company

420 Penn Street
Spring City, PA 19475
Phone: 215/935-1111

melex

3 &4 WHEEL

Choice dealerships still available

ELECTRIC GOLF CARS

Circle 137 on free information card

MELEX U.S.A., INC.
1201 Front Street e Suite 210
Raleigh, North Carolina 27609
Phone: (919) 828-7645
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by Nick Romano, managing editor

Working the road is not a fun job. But
traveling from club to club, course to
course, mile after mile is something
you live with if you are a golf product
salesman in the field.

There are hundreds of them out
there. Most work for manufacturers as
part of their staffs, but many operate
on their own, as independent repre-
sentatives. Often these reps and sales-
men see the industry more clearly
than many club professionals and can
get an overview that is unique in the
business.

Golf salesmen are viewed by the
pro as either allies or enemies, de-
pending on the experience the pro has
had over the years. There is little
doubt that the experience salesmen
bring to their jobs can be a valuable
asset to the golf professional. The
problem is, many pros never take or
ask for the advice of the rep, even
though it is there for the asking.

Ideas on display, use of lighting,
salesmanship, promotions, and a
variety of other sales techniques are
available from the golf rep. If the pro-
fessional is wise, he will utilize the
free information. As one rep told
GOLF BUSINESS, ‘“The pros think
they know it all. When I walk into a
shop, I look at myself as going into a
partnership with the pro. I supply
suggestions that are going to help
move more product, my product.”

In a random sampling of golf sales-
men and reps all over the country,
GOLF BUSINESS found many of the
field people felt they did not get
enough of their accounts’ time. Pete
Knezevich, Acushnet's salesman in
central Ohio, says the pro has missed
the boat when it comes to merchan-
dising.

“There is so much disorganization
in pro shops today. Many pros just
aren't interested in display. Maybe it's
the time element involved,” Kneze-
vich said. With over 200 accounts in a
region revolving around Columbus,
Knezevich attempts to look at each

FOR PRODUCT, DISPLAY, SALES EXPERTISE

Take advantage of
the salesmen who call

“The younger pros
and the older smart
ones do listen. They
are the ones with
profitable shops.”

operation separately, determining the
problems or pluses.

Knezevich thinks the pro has failed
in utilizing his edge in market knowl-
edge against the competition that has
sprung up from the sporting goods
dealers and golf speciality shops that
have acquired pro line equipment.
The Acushnet salesman insists the
professional must have a gimmick to
get people to look at his equipment.
That gimmick can be his golf ball line.
The ball can be offered as a loss
leader to stimulate interest in the
shop.

Besides the golf professionals in

on your pro shop

his area, Knezevich also covers the
daily fee, public operations with an
assortment of owner-operators in the
shop. He contends this group is not in-
terested in moving equipment for the
most part. Such operators are caught
up in the revenue supplied by green
fees and car rentals and are leery of
being tied to an equipment inventory.

In the final analysis, Knezevich
considers many owner-operators to be
really unqualified to talk about the
subtleties of equipment and to not
have adequate product knowledge,
necessary to get more of their custom-
ers to buy.

Reps offer experience

The independent representative is an
active part of the marketplace today.
Many of these men got started with
the old-line companies and then
decided to try it on their own, repping
several lines. Such is the case with
Dan Barbaro in metropolitan New
York City. Barbaro spent 9 years with
PGA/Victor, became disenchnated
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with the product line, and decided to
try it on his own. He handles Brown-
ing golf equipment and Munsingwear
apparel in over 350 pro shops in the
metro New York area along with sub-
urban Orange and Fairfax counties,
and Fairfield county in Connecticut.

“Golf professionals are funny crea-
tures. There are many that don't want
to accept your ideas. The younger pros
coming in and the older, smart ones do
listen. They are the ones with profit-
able shops,” Barbaro noted.

Unlike Knezevich, Barbaro’s ac-
counts are primarily at the private
county clubs and are PGA pros. In his
10 years as a salesman in the area,
Barbaro feels his customers are more
knowledgeable about product than
ever, mostly due to the concerted ef-
fort made by the Metropolitan PGA
section. The section puts out one of the
most comprehensive newsletters in
the country, keeping its pros abreast
of the business activity of the section
and of the salesmen within it.

Progressive thinking is important

to Barbaro and he attempts to convey
this to his accounts, especially the new
ones. When he talks to a new pro-
fessional at a club, he will try to get
him around to thinking about
merchandising, but builds the individ-
ual relationship between salesman
and buyer first. “Establishing trust is
very important in this business,”” Bar-
baro added.
. Salesmen and reps must be selec-
tive in the items they will try to sell to
various shops. For example, there are
many courses that do not have the
type of customers interested in buy-
ing high-priced sweaters and slacks.
The rep can caution the new pro
against this decision, if he knows the
club’s buying habits. This is just an-
other way to build the relationship.

Southern view

In the south, the 12-month season is
prevalent and the golf salesman works
the year round. Such is the case with a
pair of AMF Ben Hogan fieldmen: Bill
Awalt, who covers the Miami and
southern Florida markets, and Ray
Colemen, who works out of Birming-
ham, Ala., but whose territory crosses
parts of Georgia and Tennessee. Cole-
man has more than 225 accounts,
while Awalt handles 120. Both work
with private and semi-private clubs as
the bulk of their accounts.

“Product knowledge and the will-
ingness to share it with his customer is
the biggest thing a salesman has going
for him,” Coleman said. Now in his
third year in the region, Coleman has
worked for Hogan since 1967, when he
started in the Fort Worth factory.
Eventually he was put in charge of
quality control. He probably knows
the inner workings of his company’s
equipment line better than anyone in
the firm.

Awalt also worked for Hogan,
before his assignment to Miami. He
was in the public relations business in
the Dallas area and worked some of
the PGA tour events. Like Coleman,
Awalt is a firm believer in establish-
ing rapport with the pro first. “If the
account knows I will work for him, the
personal basis of the relationship is
established,” Awalt said.

Emphasizing the service aspect of
the business is the key for Coleman. If
he can convince his accounts that ser-
vice is the edge they have over the golf
speciality shops and retailers, Cole-
man has achieved his mission.

Most salesmen realize the day of
the 40 percent markup is over. “I know
some people in my area,” says Cole-
man,*‘that are working on 20 to 25 per-
cent, and it's tough to get that.” It has
not been a good year for hardgoods in
the south, but Coleman points to the
fact his sales are up over last year.

In the Miami area, Awalt stresses
the softgoods market, which he con-
tends has taken over in his region. At
this time, 70 percent of the space in
shops in southern Florida is allocated
for softgoods. “The stiff discount com-
petition the pros get in the area from
golf retailers has forced them to look
at the apparel possibilities at their
club,” Awalt commented.

Going a step beyond the norm is
the key for Awalt. With his public
relations background he is a good
speaker and readily volunteers to
speak for the pros at their clubs. Most
presentations are made to the men’s
or women's associations. Hogan has a
strong film presentation underscoring
its product line, and Awalt works off
this to answer any questions golfers
may have on club making.

Some see both sides

With 11 years under his belt in the
northern New Jersey area, Pat Man-
turi has been one of the top salesmen

for Wilson. A former club pro-
fessional with experience in both New
Jersey and Colorado, Manturi knows
both sides of the counter. This insight
has guided him well in knowing what
his customers want and need.

Most of the courses Manturi calls
on are daily fee operations. Like his
counterparts in other areas, he has
seen a significant slowdown in hard-
goods. “Most of these people want to
deal with the firms that will be around
tomorrow,” Manturi pointed out. A
good part of his market is made up of
farm families who had some land and
decided to develop a golf facility.

“Owner-operators tend to be more
limited in their product knowledge of
the various clubs around. They prefer
to stay with the more known brands
and shy away from the deals that
creep up from newer companies on
the scene,” said Manturi.

Another former pro turned sales-
man is Dennis Metzler, handling the
Philadelphia territory for Mac-
Gregor. With more than 3 years under
his belt, Metzler services 165 accounts
in eastern Pennsylvania, southern
New Jersey, and Delaware.

“People in my area are concerned
with the growing retail competion. It
has been hard over the last 2 years to
get accounts to look at the big ticket
items like clubs and bags,” Metzler
said. Although Metzler thinks the
emphasis of lighting and display is im-
portant in a shop, he doesn’t make
suggestions to the club professional
unless he feels the pro is asking for
assistance.

No substitute for experience
Probably one of the biggest territories
in size and geographic scope belongs
to Ted Horvath in St. Paul, Minn. For
28 years, Horvath has worked the area
of Minnesota, North Dakota, South
Dakota and northern Iowa for Spal-
ding. He works with more than 500 ac-
counts.

Weather over the last 2 years has
played havoc with the golf market in
the upper midwest. A crippling
drought that devastated courses in
that region last summer hurt rounds
and, indirectly, sales.

“Last August had to have been the
worst month I ever saw for golf. Ball
sales were the lowest I can re-
member,” Horvath said. Stiff retail
competition from Minneapolis



