
BRIEFS 

NCA NAMES WEGRZYN VP 

WASHINGTON, D.C. —The National 
Club Association has selected Susan 
Wegrzyn as executive vice president. 

"Her appointment 
demonstrates the 
association's con-
tinuing commit-
ment to member 
service, said NCA 
President James 
Maser. Wegrzyn 
most recently was 
assistant executive 

director of membership and marketing 
serves at the American Dental Associa-
tion in Chicago. Prior to ADA, she held a 
similar post with the American Bar Asso-
ciation. 

NGP ACQUIRES THIRD PROPERTY 

PALM SPRINGS, Calif. — National 
Golf Properties, Inc. has acquired Mes-
quite Golf & Country Club here. The 
property was acquired from Morry Cali-
fornia, Inc. for approximately $6,200,000 
and marks National Golf Properties' third 
acquisition since its initial public offer-
ing last August. Located in the heart of 
Palm Springs, Mesquite is a daily-fee 
course with easy access to the airport, 
convention center and numerous local 
hotels. It opened in 1985 and has won 
awards from the Desert Beautification 
Society for the past two years. 

PGA TO BUY VALHALLA 

PALM BEACH GARDENS, Fla. —The 
Professional Golfers Association of 
America is considering buying Valhalla 
Golf Club in Louisville, Ky. Valhalla will 
be the site of the 1996 PGA Champion-
ship and is rated 36th among America's 
top 100 courses by Golf Digest The PGA's 
option to purchase the course was final-
ized Nov. 8. 

STUBBS TO LEAD BOULDERS 

CAREFREE, Ariz — Head profesional 
Stuart Jay Stubbs has been named director 
of golf at The Boulders Resort Club. He 
replaces Robert Irving, who is leaving to 
play on the Senior PGA Tour. Stubbs will 
supervise the golf program and both 18-
hole courses. He has been at the Boulders 
since 1986. He previously worked at Edina 
and Interlachen Country Clubs in subur-
ban Minneapolis and SentryWorld Sports 
Center in Stevens Point, Wis. 

UNIVERSITY RIDGE PROMOTES URBEN 

MADISON, Wis. — Golf pro Mike 
Urben has been named director of golf at 
University Ridge. Urben has served as 
golf professional since its opening in 1991. 
He was formerly golf professional at 
Desert Mountain in Scottsdale, Arizona. 

Susan Wegrzyn 

Palmer Management plans major expansion 
Pacific Golf mgmt. contributes $50 million acquisition war chest 
By PETER B LAI S 

ORLANDO, Fla. — Travelers stay at 
a Marriott, Hilton, Hyatt or Ritz Carlton 
because they know what type of 
accommodations they can expect. 

Golfers show a preference for a Pete 
Dye, Tom Fazio, Art Hills or Jack 
Nicklaus layout because they know the 
type of course they are likely to 
encounter. 

But will those same golfers make a 
special effort to play a particular course 
because it's managed by a ClubCorp, 
American Golf Corp., Kemper Sports, 
Fairways Group or Arnold Palmer Golf 
Management Co? 

Not yet, but that day is coming, 
according to Palmer President Peter 

Nanula. 
'The golf industry has been 

underbuilt, until recently," Nanula 
explained. "But as soon as there is the 
slightest hint of an oversupply of 
courses, golfers will become more 
discriminating. Then the brand name of 
the management company will become 
important." 

Nanula sees that day fast approaching. 
Florida is largely overbuilt already, he 
said. If the current new course construc-
tion pace continues, other parts of the 
country will become oversaturated with 
golf facilities over the next five to 10 
years, he predicted. 

"The growth rate in demand for golf 
courses will slow," Nanula said. "Instead 

of the 5 to 10 
percent annual 
growth we saw in 
the 1980s, it will be 
closer to 3 to 5 
percent. That's still 
a good, solid 
underlying growth 

Peter Nanula figure> especially 
considering the 

population is increasing at just a 1 
percent annual rate. 

"But it also means the excess demand 
for golf will be sucked up. There will be a 
shakeout and some good acquisition 
deals will be available on golf courses." 

Palmer Management is poised to take 
advantage of those opportunities, Nanula 
said. 

Continued on page 61 

New Kiawah Island management 
to undertake extensive renovations 
By PETER B LAI S 

KIAWAH ISLAND, S.C. — Pete Dye, 
Tom Fazio, Jack Nicklaus and Gary Player 
will all return to Kiawah Island over the 
next few years to help renovate their cre-
ations as part of the $15 million facelift 
planned by the Charleston-area resort's 
new owners. 

"We want to make Kiawah the very best 
resort that it can be," said Prem Devada, 
the new managing director of Kiawah 
Island Resort. 

AMF Inc. took control of the former 
Landmark Land Co. property in late Octo-
ber. Subsidiary Kiawah Island Inn Co. 
will manage the resort's amenities, in-
cluding the Inn and Conference Center, 
two tennis centers, restaurants, food and 
beverage services, resort rental manage-
ment and three AMF-owned courses — 
Osprey Point (Fazio), Turtle Point 
(Nicklaus) and Marsh Point (Player). 

AMF entered a joint ownership agree-
ment with the Audubon Society of New 
York for The Ocean Course (Dye). 

"Dye was here recently [mid-Novem-
ber ]. He's going to help us take The Ocean 
Course to a higher level of maintenance," 
said Chris Cole, project director for golf 
and tennis. He will oversee the changes 

An alligator patrols Kiawah's Ocean Course. The 
creature became famous during the '91 Ryder Cup. 

to the three courses. 
The Ocean Course is the newest and 

best known Kiawah layout. It opened in 
1991 and hosted that year's Ryder Cup. 
Cole plans to clean out some vegetation to 
make the course more playable. A walking 
policy at the currently-carts-only course, 
along with a first-class caddy program, 
should be in place by March, he added. 

Being the newest of the four layouts, 
The Ocean Course is in the least need of 
updating, Cole said. The effects of finan-
cially strapped Landmark's final years are 
more visible at Marsh Point (opened in 

Continued on page 63 

Owners group 
honors Dedman 

DALLAS—Robert Dedman, chair-
man and chief executive officer of 
Club Corporation International 
(ClubCorp), will receive the Award 
of Merit at a banquet to be held in his 
honor Feb. 9, at the Four Seasons 
Resort here. 

The Award of Merit is given annu-
ally to recognize an individual or 
organization who have made a sig-
nificant and long-term contribution 
to the game of golf and who have 
made the game more popular. This 
banquet is a part of the NGCOA An-
nual Conference. 

ClubCorp is the holding company 
for several highly successful golf, 
hospitality, and financial services 
companies. ClubCorp's subsidiaries 
include 36-year-old Club Corporation 
of America, Club Resorts Inc. and 
GolfCorp. 

In 1957, Robert Dedman, Sr. was 
convinced that the golf and country 
club business presented a great op-
portunity for a profit-oriented owner/ 
operator. At that time he purchased 

Continued on page 63 

Marketing Idea of the Month 

Kids-play-free program at Hilton Head increases revenues 
By PETER B LAI S 

A family putts out on the 4th hole of the Clipper Course at Port Royal Golf& Tennis. The Family Special has 
increased off-season revenue by allowing children to play for free. 

It was a mystery. 
Summer was Port Royal Golf & Tennis 

Ltd.'s busiest time of the year. Hotel 
rooms were full, restaurants packed and 
the Hilton Head Island (S.C.) beaches 
swarming with people. 

But at the facility's 81 golf holes, play 
was well below spring and fall levels. In 
fact, from 2 to 4 p.m., the Port Royal Golf 
& Racquet Club and Shipyard Golf Club 
layouts were basically empty. 

"What gives?" asked Chief Operating 
Officer Mike Tinkey. 

Being a sound business person, Tinkey 
decided to survey his summer custom-
ers. He asked them why they came to 
Port Royal and why they didn't play more 
golf. 

Continued on page 62 



Palmer Management 
Continued from page 63 

Headquartered at the Bay Hill Club 
here, Arnold Palmer Golf Management 
came under the leadership of Nanula and 
Chief Operating Officer Blake Sonne in 
September. The two formerly owned and 
operated Pacific Golf and brought with 
them a $50 million commitment from 
Apex Investment Partners, a Chicago 
venture capital firm, to acquire, lease and 
manage golf facilities nationwide over 
the next five to seven years. 

Nanula said Palmer will target quality, 
existing (open at least one year) layouts, 
although not necessarily signature 
designs, with annual revenues of 
$750,000 or more. A minimum popula-
tion of 250,000 within a 30-minute drive is 
needed for serious consideration. 

The firm plans to develop those 
facilities into what Nanula terms "the 
quality and price leader" in that market. 
Basically that means Palmer striving to 
make it the top-conditioned course with 
the best service in the area, a combina-
tion that should also allow it to charge 
the top greens fees, whether that be $25 
or $100 per round. 

Nanula points to Palmer-designed 
Spencer T. Olin Community Golf Course 
in Alton, 111., near St. Louis as a good 
example. 

"It's considered among the top courses 
in the Midwest and is being looked at as 
a possible U.S. Open site. We want 
courses that can become showplaces for 
their communities," Nanula said. 

Palmer has reviewed many courses 
since early October and made offers on 
several, Nanula said. Plans are to acquire 
or lease three to four in 1994 and 
increase the yearly number slightly 
through the 1990s. 

What will differentiate a Palmer-
managed course from the handful of 
large firms that, Nanula says, manage 
basically generic properties? 

"They [other major management 
firms] do a good job of fixing up and then 

Good times could be over 
for Palatine, III. golfers 

PALATINE, 111. — Season pass holders 
at Palatine Hills Golf Course may be get-
ting too good a bargain. 

The Palatine Park District is consider-
ing elimination of this unlimited play pass 
which costs $610. 

"It is clearly my recommendation and 
that of my golf course staff that season 
passes as we have traditionally offered 
them not be available in 1994," said 
park district Executive Director Fred 
Hall. 

Hall cited one particular cardholder, who 
played 109 rounds of golf this year, saving 
$1,146 over what he would have paid at the 
existing standard resident identification 
card rate. 

Discount cardholders would pay a lower 
season fee for a golf card that would entitle 
them to reduced fees on every round of 
golf, saving money over the course of a 
year while making it profitable for 
cardholders to remain loyal to Palatine Hills, 
Hall said. 

Ernie Sakowicz, a member of the Pa-
latine Hills Golf Association, warned that if 
this year's pass holders can find better 
deals at other area golf courses in 1994. 
Palatine Hills could lose some regulars, he 
said. 

maintaining a golf course for the 
customer," the Palmer executive said. 
"But there is nothing that allows the 
consumer to differentiate between a 
ClubCorp, AGC or Fairways facility. 
They are like the first generation of old 
hotels that paved the way for the 
Marriotts, Hiltons and Hyatts. 

'The new generation of courses will 
attract golfers because they are managed 
by companies that let the golfer know 
what to expect in terms of course quality 
and customer service." 

"We believe Palmer Management is 
uniquely positioned to capitalize on 
golfers' needs to identify with a brand 
name management company." 

What will set a Palmer-managed 
course apart? 

First and foremost will be the quality 

of the course, Nanula said. That responsi-
bility will fall primarily on the shoulders of 
Director of Agronomy James Ellison. 
Ellison was head superintendent at Bay 
Hill, Palmer's home course, for 15 years 
before taking over the director's post. 

Ellison heads a staff of Palmer-trained 
superintendents, many of whom have 
worked throughout the United States, 
Europe and Asia. Ellison will retain as 
much of the existing staff as possible at 
acquired courses. 'There's no substitute 
for hands-on knowledge of a golf course," 
Nanula said. 

Second will be the presence of Palmer 
memorabilia. Photos and paintings of 
The General will line the walls of the pro 
shop, where Palmer-endorsed products 
will be sold. 

Third will be the level of customer 

service. 
"We're determined to do any of our 

competitors one better," Nanula said. "If 
that means a municipal course having a 
cart boy meet you in the parking lot and 
take your bag to the first tee, that's what 
we'll do. If it means having the pro shop 
staff wear Arnie blazers, that's what we'll 
do. But it won't be a cookie cutter 
approach. It will vary with the market." 

Then there is the Palmer mystique, 
which Nanula said plays right into the 
growth of public golf. 

"Arnold is a great champion and has 
endorsed many high-end products, from 
Rolex watches to expensive cars. But 
he's also a regular guy who has attracted 
public support— Arnie's Army. That 
should help in the municipal market," 
Nanula said. 

When you build. 
When you rebuild. 
When you aerify. 

SAND-AID improves 
the performance of 
any sand-based putting 
and playing surface. 
Boosts the Organic Matter 
Content of sand/peat rootzone 
and topdressing mixes more 
than 60% without negative 
effects on infiltration or per-
colation rates* 

Increases Carbon Release 
Rates in USGAtype sand/peat 
mixes by as much as 60% — 
making more raw material 
available to build better turf-
grass plant tissue* SAND-AID's 
C:N ration is 20:1—ideal 
because it won't compete with 
turfgrass for soil nutrients. 
Significantly Increases Stress 
Tolerance to high temperature 
and drought-induced senescence 
and wilt. Increases moisture 

holding capacity up to 12% in 
USGA-type mixes and up to 30% 
in all-sand mixes* 

Improves Fertilizer Efficiency. 
Its extremely high CEC increases 
nutrient holding capacity and 
reduces leaching losses of 
potassium and micronutrients 
(usually very mobile in sand-
based systems). 
Improves Quality and Vigor. 
In tests at Michigan State Uni-
versity, SAND-AID "improved 
turf quality as well as stress 
tolerance." Its "effectiveness 
increased overtime and the 
more intense the stress, the 
more obvious" the benefits. 

Jump-Starts Microbial Activity 
by serving as an immediately 
available food source for soil 
microbes. SAND-AID's rapid 
organic fraction helps reduce vul-
nerability to diseases associated 
with high sand content/low organic 
matter like Root Pythium, Curvularae, 
Take-All Patch and Summer Patch. 

Won't Layer or create localized 
dry spots. 

The most agronomically 
effective, economical and 
cost efficient organic 
amendment available. 
To optimize the perfor-
mance of the sand-based 
systems you design, build 
or maintain, specify 
SAND-AID. 

(¡A 
Emerald 
Isle, Ltd. 
1-800-628-GRQW 

*Tests conducted on USGA-type rootzone mixes In 1991 and 1992 by Turf Diagnostics and Design, an independent testing Is 
©1993, Emerald Isle, Ltd. 




