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“Color is an important consideration, not
just from an aesthetic point of view, but
from a soil masking standpoint.”

(speckled) or multi-color carpets con-
ceal footprints, soil, and stains better
than do solid colors. The color used in
a carpet should blend with color of the
local soil when using a solid color.
When using a tweed, it is best to have
the speckles blend with the soil. The
background color should be subdued
and mellow for the best results.

Initial cost is an important con-
cern, but long-term cost should be the
primary consideration. Should a small
club with little traffic invest $70 per
square yard in a carpet that will wear
for 10 years, but due to atmospheric
and sunlight conditions, fade in 5
years, when it can buy a $30 per yard
carpet which will service adequately
for the same 5 year period? By the
same token, a resort club would be ill-
advised to purchase a $25 per yard
fabric and expect to get 2 years’ wear
out of it when it can buy a $60 per yard
product that will last 5 years.

In the case of the small club, the
$70 initial cost divided by a longevity
factor of 5 yields a long-term cost of
$14 per yard per year. The $30 product
divided by 5 years' wear gives a cost of
$6 per yard per year, costing less than
half of the $70 carpet in the long run.

If the large resort club were to
spend $25 per yard on a carpet that
will last 2 years, it would be paying
$12.50 per year of use, while the $60
carpet lasting for a period of 5 years
would cost $12 per year.

These figures must be considered
along with installation and under-
padding costs, down-time and
inconvenience, and maintenance costs
to get a reliable picture of the real cost
of the carpet specified.

It should also be noted here that
expecting a carpet to wear longer than
5 years is unrealistic, as this is seldom
possible with stock carpets — though
it may be possible with custom-made
products. A change is in order after a
5-year period in any case, as an ‘‘old
hat" product does not contribute posi-
tively to the image of the club.

What else to consider?

A major consideration in specifying
commercial carpeting is the various
governmental regulations that apply
to the particular installation. These
regulations may be administered
either federally, by state, or by local-
ity and enforcement may be accom-

plished by agencies ranging from the
U.S. Department of Commerce to the
local fire inspector. The most strin-
gent regulations are those pertaining
to flammability. Although the impli-
cation of flammability connotes ease
of ignition or rapidity of burning, in
reality, flammability applies only with
respect to performance of a specific
carpet fabric subjected to a specific
flammability test.

The U.S. Department of Com-
merce requires a test of flammability,
commonly called the “Methenamine
Pill Test" (designated DOC FF 1-70 or
the alternative ASTM Standard
D2859-70T), on all carpets to be sold in
the United States before marketing.
This test determines the resistance to
ignition and surface pile flamma-
bility of a carpet when exposed to a
small, burning methenamine tablet
used as a source of ignition in a draft-
free chamber. If the carpet specimen
burns 3 inches or more in any direc-
tion in the allotted time, it fails the
test.

Local fire authorities usually re-
quire an additional test of flamma-
bility called the “Steiner Tunnel Test"
(designated ASTM-E84-70). In this
test, a carpet specimen 25 feet long
and 1 foot 8 inches wide is mounted
upside down in a test tunnel and sub-
jected to heat and flame in a tempera-
ture range of 1600° to 1800°F. (871° to
982°C.) under normal draft condi-
tions. The test duration is 10 minutes
or until the sample has burned out
completely, whichever occurs first.
The progress of the flame along the
length of the test sample is observed
every 15 seconds and the greatest dis-
tance of flame spread is then used to
calculate a flame-spread rating. Most
municipalities use the NFPA 101 Lite
Sagety code classifications as follows:
A flame spread of 0 to 25 yields a class
“A" rating, 26 to 75 is class “B", 76 to
200 is class “C", and 201 to 500 is class
“D". Class "A" fabrics are usually re-
quired in exit hallways and stains,
class “B” is normally required in
areas of public assembly, though class
“C" is sometimes allowed if the build-
ing is sprinklered. It is best to check
with the local fire marshal for spe-
cifics before specifying a carpet.

The selection of carpet fabric for a
golf club is sufficiently complicated to
require the assistance of profession-

als in the field of design who are not
committed to the sale of specific prod-
ucts. Salesmen are usually well
briefed on their products, but I have
seldom had one send me to another
source admitting that his products
would not suit my requirements.

Guarantees on carpet are meaning-
less in most cases. Many manufactur-
ers will only guarantee the pile fiber
against excessive wear. This is fine,
provided the carpet has been prop-
erly constructed. The pile fiber could
last forever, but if the construction
will not retain the fiber, what good is a
guarantee? If the construction is
guaranteed, find out under what
conditions it will be honored. In any
case, if you buy a carpet from a dealer
who has not been in business very
long, you run the risk of losing any
guarantee because carpet dealers go
in and out of business so fast thateven
the mills can’t keep up with them. You
can’t enforce a guarantee against a
nonexistant entity.

No one in their right mind will
guarantee against cuts, spills, stains,
or on areas like entrances or stairs
where traffic is concentrated, and
improper installation may void any
guarantee offered.

In summary
Buy carpet from reliable professional
dealers — they know the industry and
will stand behind their recommenda-
tions. Buy the best carpet you can af-
ford. Price is a very good gauge of
quality in carpet, but remember that
initial cost is not as important as long-
term cost. Pick your carpet from the
largest sample you can see. Small
swatches of carpeting are sometimes
difficult to choose from because it is
hard to judge color and, in some cases,
the overall effect of the pattern. Have
reputable carpet installation tech-
nicians install your carpet; the
appearance and servicability of your
new carpet can be harmed by impro-
per or negligent installation. Be sure
that the grain of the carpet all lies in
the same direction, that the edges are
parallel and flush to the walls, that
there are no ripples or bumps, and
that all pieces are properly joined
without seams showing.

Carpet is an investment which,
when carefully selected and in-
stalled, will serve your clubwell. O



When your golf game takes a dlve, take one Melex i
and call your pro in the morning.

A little professional advice
can do a lot for your clients’
golf game. So can a Melex.
It's got everything but a
built-in ball detector to make
their game more fun.

For starters, it's an easy rider.
Automotive steering and
suspension deliver such a
smooth, quiet, comfortable
ride, players practically float
down the fairway. With easy
between shot maneuverability.
A stand-up bag rack for easy
club access. And rib-traction
tires that take on any terrain,
yet take it easy on your turf.

Beyond that, the Melex can
follow lost balls almost to
the ends of the earth. On a
single charge. With ample
climbing power and four
speeds in forward and
reverse. Plus the convenience
of an automatic charger and
hill holder.

And it’s not just another
pretty golf car. Beneath the
Melex’ classic design and
baked enamel paint lies a
tough tubular steel frame. A
protective under-coating.
Heavy-duty batteries. And its
quality engineering comes

with full service assurance.

Our network of dealers has
computerized parts
warehouse facilities and

On top of being economical
to operate, it’s inexpensive
to maintain. So you can

mobile service vans on tap to easily afford to help your

keep your Melex rolling.

clients improve their game.

If it’s options you're after,

you can deck out the 3 and
4-wheel models with hard

Melex. It's good medicine
for both of you.

tops, tinted glass, rear view

mirrors and wheel covers. Or

Circle 116 on free information card

turn our pleasure car into an

industrial hustler with a

conversion kit.

But the best part is the
bottom line: the car that’s
the last word in comfort is
the first choice in economy.

melex

& 4 WHEEL
ELECTRIC GOLF CARS

MELEX U.S.A., INC.

1201 Front StreeteSuite 210
Raleigh, North Carolina 27609
Phone: (919) 828-7645

MELEX
Distributors

Across the Nation:

Eddietron, Inc.

Route 1

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

Fern Glo Golf Car
Company

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

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

5 Oak Industrial Park
Rt. 1, Box 220VW

Hillsboro, OR 97123
Phone: 503/644-1342

9922 West Santa Fe
Sun City, AZ 85351
Phone: 602/974-5859

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

5730 Northwestern Ave.

Hwy 421
Indianapolis, IN 46208

9954 Webber Drive
Box AF
Brighton, M1 48116

764 Thomas Drive
Bensonville, IL 60106

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

4500 Phillips Hwy. (U.S. 1)
Jacksonville, FL 32207
Phone: 904/733-6123

1058 Westcliff Circle
Warner Robins, GA 31093
Phone: 912/923-5024

2551 Farrington Street
Dallas, TX 75222
Phone: 214/630-5155

5728 Hartsdale
Houston, TX 77036
Phone: 713/781-7030

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

Duncan Battery
Company, Inc.

4329 Choctaw Drive
Baton Rouge, LA 70805
Phone: 504/355-2578
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Aggressive approach
revitalizes pro shop

by Joe Gambatese, contributing editor

Is your golf shop facility up-to-date?
Does it measure up to the needs and
desires of your members or custom-
ers?

Or could it be that your shop has
outgrown present facilities, which has
led to inconveniences for both the cus-
tomers and the professional staff?

Such a situation confronted Manor
Country Club, Rockville, Md., which
for years had been regarded as hav-
ing one of the better shop operations
in the Washington, D. C., area. The
club, which has hosted the USGA's
1957 and 1971 junior and 1959 girls' na-
tional championships, is proud of how
it dealt with it and the change that has
come about.

It began when the golf profession-
al, who had been on the job 37 years,
retired to Professional Emeritus
status. Club officials then, in keeping
with Manor’s tradition of providing
the best for its members, sought and
found another professional who was
young and well trained. He also had
the progressive ideas and imagina-
tion to create an entirely new opera-
tion and professional atmosphere
which the club was seeking. That was
almost 3 years ago.

Today Manor Country Club has the
finest golf shop setup any club would
want, and the members couldn’t be
happier with the change. For they now
enjoy a new, modern golf shop more
than three times larger than the old
one, a newly constructed golf car stor-

age building and a new fleet of 80
electric cars.

The golf shop and the car and bag
storage facilities, previously separat-
ed, are now centrally located and
more efficiently managed.

The entire operation is being run
by a 31-year-old, expertly trained pro-
fessional with a larger, conscientious
staff, who has been able to more than
triple the volume of business utilizing
modern merchandising techniques.

A very professional pro

The golf professional who has turned
things around so remarkably at Manor
Country Club is Kim Hand.

He had the good fortune to be
trained in good business practices by
Max Elbin of Burning Tree Club, Beth-
esda, Md., former national PGA presi-
dent, and two other professionals who
had also worked for Elbin.

Kim left college to work for Alan
Johnson, an Elbin protege, at Burling-
ton (Iowa) Golf Club. Then in 1969,
while in Washington winding up his
Army career after service in Viet-
nam, he worked part-time for Elbin
alongside the No. 1 assistant, Don Say-
lor.

When Saylor moved to become
head pro at River Bend Country Club
on the other side of the Potomac River
in Great Falls, Va., he took Hand with
him. Under Saylor’s tutelage, Kim ab-
sorbed more of the Elbin concepts of a
sound business approach tc the golf

professional’s job. He became a PGA
Junior A member in 1972.

By 1975, when the Manor post
opened up, Hand was more than
ready to move up to head profession-
al. He went for his interview armed
with a detailed, colorful presentation
between plastic sheets in a looseleaf
notebook.

Howard Seney, then Manor presi-
dent, and his selection committee
were most impressed by the excel-
lence of the presentation.

Hand used color pictures to illus-
trate his duties at River Bend, how he
functioned, and what he was confi-
dent he could do for Manor. In busi-
ness-like fashion he laid before the
committee a positive approach to a
new program and the new, profes-
sional climate Manor was seeking.

“l gave them completely new
thinking on what we could do to-
gether for Manor, while at the same
time giving me a fair opportunity to
make a good living,” Hand told GOLF
BUSINESS.

A professional proposal

Hand and the club agreed that the golf
shop should be moved from the inade-
quate quarters in the clubhouse to the
old carriage house of the property’s
original estate, where the cars and
bags were being stored. This would
bring all three functions close togeth-
er, with the shop about 50 feet from
the clubhouse and convenient to the
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“A printed folder, sent to all members
each month with their bill, is devoted
largely to information on sales.”

locker rooms and parking.

Then, Hand proposed that a new
building be erected for the golf cars,
making room in the existing structure
for a much larger golf shop next to the
bag storage.

He illustrated and promised to pro-
vide a modern golf shop stocked with
top-quality apparel and equipment
which would be professionally mer-
chandised. He made sales and profit
projections which would adequately
support the enlarged operation and
larger staff he was planning for. And
he assured the committee he would
run a highly professional operation
with improved rapport between the
shop staff and the club committees
and members, and that the satisfac-
tion they received would be worth the
club’s investment in both new facil-
ities and their young pro, Hand.

The golf car storage building, de-
signed by Hand, is of white cinder
block, 40 by 90 feet. It stores 60 cars in
six rows of 10. Cars are brought in
from the rear and taken out the front,
in rotation, through three 10-foot
doors.

“The charging units are on shelves
suspended from the ceiling,” Hand
points out, “and there is plenty of aisle
space and room for walking along and
between the cars. This eliminates any
need to climb over them or back them
up, which cuts down on wear and
tear."”

Dirt and debris are removed after
each use with a high-pressure washer
at the rear of the building. Detergent
is used on the seats. The cleaning is
done by two part-time workers on a 4
to 8 p.m. shift; They also clean the
clubs and gather the range balls.

The bag storage room, about 1,300
square feet, is connected to the golf
shop. It has a capacity of 400 bags and
room for 20 carts and a work bench.
When planned improvements are
made, it will hold 900 bags, 20 carts,
and a complete club repair shop.

When Hand took over in mid-1975,
only 125 bags were being stored, on a
monthly basis for $1.25. Through ser-
vice and salesmanship, he has in-
creased the storage to 320 bags de-
spite a gradual increase in the charge
to $33 a year.

Clubs are cleaned electronically
after every use and minor repairs are
made without the asking.

A professional shop

The golf shop is Hand's pride and joy.
It is almost 1,350 square feet — 28 by
48 — three times the size of the old
shop in the club house, and includes a
corner office, 8 by 12 feet.

The club gutted the inside of the
old golf car shed, poured a new con-
crete floor, installed a dropped ceil-
ing with built-in fluorescent lighting,
paneled the walls in mahogany, built
the office, and carpeted the entire
floor to Hand'’s taste.

Hand took care of the rest. He de-
signed and invested more than $20,000
in custom-made showcases, cabinets,
racks, fixtures, and furnishings.

Cabinets along the walls are 4 feet
wide, covered with the same paneling
as the walls, with rust-colored For-
mica tops to match the carpeting.
Glass shelves above the cabinets can
be added to or removed, depending on
the amount of merchandise on hand.

The Hand-designed shoe rack ex-
tends from floor to ceiling along an 11-
foot wall, with some shoes on display
and boxes of 200 more pairs visible
covering all size ranges.

Clubs are displayed on a wall with
the bags below them.

Hand also designed revolving um-
brella and putter racks. The center
support posts consist of an interlock-
ing of his initials, K and H, about 2 feet
high and covered with the same panel-
ing as the walls. On rainy days the
umbrellas, with all colors visible at a
glance, are placed near the door.

Focal point of the shop is a circu-
lar glass showcase, near the center,
which Hand also designed. It contains
the customary balls, gloves, compli-
mentary tees, bug repellents, and
other small items. But more impor-
tantly, it serves as a command post
from which one person can manage a
cluster of activities and survey virtu-
ally the entire shop while facing the
front door to greet incoming members
(who later exit through a side door,
thus viewing and being able to touch
much of the merchandise along the
way).

Charge slips for golf cars, guest
fees, and goods purchased are signed
at this counter. By telephone with
intercom connections, whoever is
manning the counter can get in touch
almost instantly with the first tee, bag
room, and the pro’s office.

Hand’s office has an 8-foot coun-
ter with fluorescent lighting for gift
wrapping, with cabinets above and
below for storing wrapping paper,
bags, and other supplies. A curtained
area at one end for trying on clothes
will be converted into a separate try-
on room with entrance directly from
the shop.

Professional business practices
Many other factors besides the facil-
ities contribute to Hand's merchan-
dising success at Manor. Other ele-
ments include arrangement of the
shop, timely buying and display of the
right merchandise, accounting and
handling of credit, marketing and
sales promotion, and service.

As previously noted, the service
counter with balls, gloves, etc., faces
the front door. On the back wall fac-
ing the member as he enters is a 4- by
6-foot bulletin board which usually
features a poster announcing a sale or
calling attention to an approaching
gift-giving holiday. To his right are the
shoe and equipment departments. To
the left and right, as the member exits
through the side door where the car
and clubs are waiting, are the men’s
and ladies’ departments, with appar-
el on reachable circular racks as well
as on shelves. Wall space is utilized to
the maximum to give the floor space
an open feeling.

Displays are changed weekly to
give the shop a new look. Glass
shelves are adjusted to accommodate
the merchandising comfortably and
avoid a look of being over- or under-
stocked.

Merchandise is ordered well in ad-
vance, so that it is stocked in suffi-
cient quantity, variety, styles, and
sizes as a new season approaches,
Hand deals with all of the major sup-
pliers, buying only top quality. He em-
phasizes the old standbys, like cardi-
gan sweaters, but will also sprinkle
newer offbeat items like rugby shorts
when they came on the market (and
sold so fast he had to reorder quick-
ly).

Smart buying helps avoid the need
for special orders, which Kim dis-
courages because of the difficulty in
filling them. By the time you place the
order the manufacturer quite often
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Introducing the John Deere “thtle-Blg
tractors. New small-size tractors with bi
tractor features. 22 or 27 PTO hp. Liquid-
cooled diesel engines. 8-speed transmission.
Differential lock. 3-point hitch. 540-rpom PTO.
Adjustable rear-wheel tread. All at an easily
affordable price.

Ifalawn and garden tractor is too small for instrumentation and a non-glare finish.

the jobs you have todo,anda farm or in- Both hand and foot throttles are standard.
dustrial tractor is too large...John Deere There's a 3-point hitch (Category 1) for
has the tractor you need. In fact, two of easy hookup of integral equipment. The
them! The brand-new John Deere 850 seat is adjustable and fully cushioned for
and 950 Tractors. Rugged. Reliable. And operator comfort; it tilts forward for

built to handle the jobs you'll give them. weather protection.

Big-tractor features. The closer you Big-tractor versatility. These are

get to these beauties, the more they look tractors you can match to the job. The

like brutes. Beneath the lift-up hood IS a wheel tread W|dth adjusts both front and

liquid-cooled, fuel-- rear. The 850 has
efficient diesel nearly 14 inches of
engine. The 850 = ground clearance;
packs 22 PTO hp. d the 950 more than
The 950 delivers 15 inches. And talk
27 PTO hp. i about maneuverabil-

= ity—the 850 and 950
== turn within a 10-foot
ge radius. So whatever
p = the application...
ji= mowing, loading,
= plowing, digging,
@\ & planting or cultivat-
i ing...these tractors
B can handle the job.
tilling to almost 12 . Service you can
mph for transporting. B i count on. Your
Several other big-tractor features John Deere Dealer is always ready to
are standard, such as a differential lock help. That's why his expert mechanics
that engages on-the-go for added traction completed 850/950 service training before
in slippery conditions. There's a 540-rpm these tractors were shipped from the

Both tractors
have smooth-
running transmis-
sions with 8 forward
speeds, 2 reverse.
These are well-
spaced speeds, from
a ‘creeper’ speed of
less than 1 mph for

rear PTO that's fully shielded. Also indi- factory. His inventory of genuine

vidual rear wheel brakes that lock John Deere service and replacement parts
together for highway transport and lock Is complete. Implements for both tractors
down for parking. There's a heavy-duty, are also ready to go. Turn the page and

4-position drawbar. The dash has full you'll see what we mean.



Choose from a family of John Deere
tractor-matched implements for all the jobs
you heed to do.

50 Utility Box Scraper 31 Integral Disk Johnson-Arps Model 30 Loader 350 Mower

71 Flexi-Planter 45 Integral Plow 31 Posthole Digger

30 Integral Plow

=

40 Rotary Tiller 45 Rear Blade 25A Flail Mower

For tractors, implements, parts, and ser- complete story behind the new “Little-Big"
vice, the one person to see is your nearby Tractors. For freeliterature, write
John Deere Dealer. Stop by soon for the John Deere, Box 63, Moling, IL 61265.

Nothing Runs Like A Deere"® ‘onuoesns
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has stopped making the item because
he may already be producing quite
different apparel for the next season.

The Manor shop honors all major
credit cards. This involves some ad-
ded cost, but Hand feels it is worth it
for convenience to some members,
particularly those with expense ac-
counts. Cash is acceptable.

Most of the sales are charged to the
member’s club account. The club’s
billing cycle is from the 26th of one
month to the 25th of the next. On the
10th of each month the club pays Hand
by check for all shop charges through
the 25th of the previous month.

As for his own credit with sup-
pliers, Hand believes in ordering
early and spreading the purchases
over a period of several months so that
he can pay the bills easier from sales
revenues as he goes along. For exam-
ple, instead of placing a $5,000 order,
he will spread the same amount over,
say, 3 months, with several purchases
of around $1,500. As the later bills
come in they will be easier to pay with
income from the sale of goods
delivered earlier.

“You've got to be able to project
your sales and inventories — and how
you are going to pay for what you
buy,” he advises.

“Each day my staff totals up sales
and makes deposits. I run the book-
keeping and purchasing. I hire a com-
puterized accounting service which
gives me a monthly operating analysis
sheet showing my purchases, sales, in-
ventory, and profit and loss. It's
broken down into six sales depart-
ments — men'’s, ladies’, equipment
(clubs, bags, and accessories), balls,
gloves, and shoes.

“The analysis also includes five
other revenue-producing areas — cart
fees, bag storage, club repairs, prac-
tice range, and lessons.

“I try to turn over my inventory
four or five times a year for the entire
shop. My inventory usually ranges
between $25,000 and $35,000, so that
my annual volume runs about $130,-
000.”

Perhaps Hand's best marketing
tool is a printed folder, called “PRO-
grams,”” which is produced for him by
a friend in the advertising business at
a cost of about $100. All 1,000 mem-
bers, 700 of them golfers, get it every

everything you do,

month with their bill and the News-
ette sent out by the club.

PROgrams is devoted largely to
information on sales, accenting gift-
giving occasions like Christmas,
Mother’s Day and Father’s Day, or dis-
counts on merchandise which the
shop wants to clear out.

“When an item isn’t selling, it costs
money to keep it in stock,” Hand says.
“It's better to get rid of it with as little
loss as possible and put the money to
work buying other goods that will
move."”

To cope with discount house and
department store competition, Hand
gives 20 percent off on all clubs and
bags, hoping to get full prices for
shirts, sweaters, and other items.

A special feature of PROgrams,
however, is a personal column by
Hand, illustrated with his picture.

“I try to communicate with my
members on a professional basis,”” he
says, ‘‘discussing new developments
in golf or merchandise or anything
else I may want to get across to them.”

On one occasion he discussed the
importance of keeping golf equipment
in good repair and enclosed a price
list for repairs. On others he has
talked about the training of a golf
professional, the problems of running
the business as well as the rewards,
the USGA Handicap System, shaft
characteristics, club grips, a device
available in the shop with which a
member can test a used ball's concen-
tricity and compression, and Hand's
visit to the Foot-Joy plant in intro-
ducing a discussion of the compli-
cated process for making good golf
shoes.

He also has used PROgrams to in-
troduce new staff members, with their
pictures.

Kim's staff consists of two assis-
tants (two more added during the
season) and two men for bag and car
storage, plus part-time help. Staggered
shifts start at 8 and 12 o’clock.

“I look for young assistants who
are conscientious, want to get ahead,
and have the potential to become a
head pro,” he says. "I bring them
along as quickly as I can. I don’t want
future tour players.”

One assistant is Dennis Myers, 27,
from Indiana, who Kim had trained to
succeed him at River Bend. He

Kim Hand: “Above all,

do in a professional manner.”

became a PGA Junior A member last
September. The other is Skip Tendall,
25, graduate of Arizona State, who is
working toward PGA membership.

The shop staff is paid a weekly
salary by check every Sunday for the
previous week's work. Occasional
bonuses are passed out based on per-
formance and sales and after big holi-
day weekends and tournaments like
the 3-day member-guest.

The professional whom Hand suc-
ceeded is Clagett Stevens, who has
continued an interest he has long had
in a distributorship of E-Z-Go golf
cars. With his retired Pro Emeritus
status he was given a lifetime
membership and pension.

Golf cars, too

Until this year the club leased 65 cars
from Stevens, with Kim sharing in the
revenue, supplementing his salary.

Under a new 6-year agreement
which became effective January 1, the
club turned the golf car operation
completely over to the golf shop in
return for a share of the revenue. One
reason for relinquishing the cars was
a desire to reward Hand for the fine
job he was doing.

In turn, Hand bought — not leased
— an entire fleet of 80 brand-new E-Z-
Go cars from Stevens, 15 more than
the old leased fleet. They are snappy
looking, white with black trim to
match the shop and clubhouse
buildings, with wire sweater baskets
between the seat back and the clubs.
Kim borrowed in excess of $100,000 to
make the purchase. He plans to repay
the bank in 4 years.

Naturally the members are
delighted to be riding the new and bet-
ter cars and having less, if any, wait-
ing time during peak periods.

To sum up, Kim feels that good
facilities are a big help but, in the end,
the “real key to a profitable shop
operation is service to your members.

“To meet competition with a
limited club membership, you have to
give better service — something your
member can't get elsewhere.

“You also have to plan, work hard,
invest in the future — in terms of both
people and merchandise — and not be
afraid to take sound risks. Above all,
everything you do, do in a profes-
sional manner."” a
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We think that the price of a set of top grade
lightweight clubs is ridiculous, and we've
designed our own set to prove our point —
new Titleist” LITE 100’s' They have all the
features of the best lightweight clubs on the
market —and more —yet sell for up to

$150 less. We invite you and your pro to take
them out on the course and test every

- claim that we make on the opposite page.
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