FROM THE EDITOR

Are sponsorships N

0 . h ke
missing the markse

=¥ hen I arrived at Golf Course News
' in 1992, there were relatively few

¥ companies shelling out the major
bucks to financially support golf industry
events. Nowadays, you can’t swing a dead
cat without hitting a corporate sponsorship.

Witness Yamaha's backing of the 1997 Energizer Senior
Tour Championship (story page 59). Of course, the pink rabbit
people will maintain their “title” sponsorship while Yamaha
will become the “sponsored by” sponsor, meaning TV guys
will say, “Welcome to the Energizer Senior Tour Champion-
ship, sponsored by Yamaha Golf Cars.”

In any case, Yamaha’s move is no doubt an expensive one
and follows hard on John Deere’s April decision to sponsor/prop
up/salvage the perennially ailing Quad City Classic — which
followed not quite so hard on the heels of The Scott Company’s
determination to sponsor the Senior Tour’s Tradition.

You can rest assured a battery of demographic whiz kids has
guaranteed these corporations that this sort of exposure is the
stuff of sales legend. Nonetheless, I believe central questions
remain: Do these sponsorships actually help sales? Are
superintendents or course owners actually swayed by these
high-profile image grabs?

I'm not convinced.

There are several levels of sponsorships now at play on the

Continued on page 19

Hal Phillips,
editor

SPIKELESS ADDENDUM

To the editor:

I read with great interest the
article by Hal Phillips in your
April 1997 edition titled, “Alter-

ATTENTION READERS!
The mailing address
here at Golf Course News

has changed slightly.

........................................................................

So, we've got a Tiger by the
tail — let's just enjoy the ride
to charm America and win an army of followers has a

N golfer burst onto the American scene with the impact of

Tiger Woods. Just as Arnold awakened the masses to the slum-
bering game of golf so, apparently, has Tiger.

While surveys had reported that growth in number of golfers
had flat-lined the last two years, look for a jump when the 1997
figures roll around. One anecdote that could
be repeated nationwide following Woods’
victory at the Masters:

“The amount of interest is amazing,” said
Del Ratcliffe of Ratcliffe Golf Services in
Charlotte, N.C. “It’s all anyone is talking
about. The interest in the game of golf is at an
all-time high. It might be bigger than when
Arnold came out. There is a huge contingent
of younger people enthralled with Tiger. But
older adults are wanting to play golf, too.
Tiger is already great for the industry.”

People who before had shown absolutely no interest in golf, are
now talking about how to get started, what they need to do,
where to buy clubs, etc., Ratcliffe added.

The interest is broad-based, crossing the lines of skin color,
age and income. Yes, the press is taking the racial angle here.
But why not just let it happen ... As the revolution came with
Arnold Palmer, let it happen with Tiger Woods, and leave the
philosophy, the greater-good-to-mankind thing alone. The press
and others seem to think this very young man must step forward
and shoulder a Jack Robinson-like burden that shouldn’t be
demanded of anyone, let alone a 21-year-old.

Indeed, those race battles are a thing of the past, according to
James Black. It was Black, not Tiger, who was the first black man
to shoot 67 in a PGA event at age 21. Black, who heads up the Right
Moves for Youths program for at-risk kids in Charlotte, N.C., fired

ot since Arnold Palmer jumped off the television screens

Mark Leslie,
managing editor

native spike industry getting com-
plicated.” In particular, I reviewed
the U.S. map you published pur-
porting to show “how many
courses have banned metal
spikes in each state.”

On the map you show 28 Colo-
rado golf courses banning metal
spikes. You are only off by a
factor of four! During March
1997, the Colorado Golf Associa-
tion contacted all the golf facili-
ties in Colorado and asked what
their policy would be for the 1997
season (we started posting
scores for handicap purposes on
March 13; thus our “season” has
begun). There are 105 facilities
(representing 114 regulation or
executive-length courses) that
told us their policy for this season
is “spikeless” (67 public facilities,
29 private clubs, 5 resorts and 2
military installations) out of a to-
tal of 194 golf facilities in the state
(representing 207 courses).

So far as I know, Colorado is
one of the states leading the
“spikeless” revolution, certainly
in terms of the percentage of
courses that have banned tradi-
tional spikes. Any way you add
up the numbers, more than half
of the courses in Colorado are
spikeless for 1997!

Warren Simmons
Executive Director
Colorado Golf Association

Ed. — As was indicated in the
April issue, the source which pro-
vided the number of spikeless
courses nationwide was Sofi-
spikes, Inc. of Bethesda, Md.
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address. As they say at
the phone company:
“Please make a note of it.”

a 67 at the L.A. Open in 1964 and was the first-day leader.

“I think what he [Tiger] is doing is more a positive thing for
golf and being an ambassador of golf,” Black said. “I don’t think
he has Jackie Robinson pressure. Those roads have been paved.
All he has to do is step in and play.”

It was John Shipman who was the first American black man to
play in the U.S. Open in the North. That was in 1896 at
Shinnecock. It was Black, who played the Tour throughout the
'60s, who was the first black golfer to qualify for the U.S. Open in
the South. That was in 1964 at Congressional, when Ken Venturi
won it and Black received the medal as most improved player,

following an 84 with a round of 72.

It was Raiff Botts, Pete Brown and Black who were the first
black golfers allowed to use the locker room and snack shop
facilities at a tournament course. That was in 1965 in New
Orleans. Later it was Charlie Sifford who was the first black man

to get a tournament player’s card.

Continued on page 64
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Sleeping Bear reissues Thomas masterpiece

By MARK LESLIE

HELSEA, Mich. — He
C may have died 65 years
ago, but my hat’s still off
to George C. Thomas Jr., and to
Sleeping Bear Press, who had
the grit and determination to
pursue, and then reprint, the
“original parts” of Thomas’ fa-
mous 1927 classic, GolfArchitec-
ture in America — lIts Strategy
and Construction. From the dust
jacket through the 342 pages of
this gem of a replication is as
like the original as possible. And
itis worth the buying for anyone
interested in golf and course
design (see GCN Bookshelf on
pages 54-55).
No doubt Thomas, a multimil-
lionaire, subsidized this book.

Book Review

Color plates, double-stamped
front cover, high-gloss paper for
perfect reproduction of more
than 80 photographs and 60
sketches... it must have been a
labor of love.

Here was a golf course design
genius who, before writing this
book, humbly pursued input from
the other pioneers of his time —
a stable that included Alister
Mackenzie, Donald Ross, H.
Chandler Egan, A.W. Tillinghast,
Hugh Wilson, George Crump and
William Bell.

“He dropped his ego and the
book is a culmination of all the

otherarchitects’ thoughts, though
it is Thomas’ genius that makes
it,” said publisher Brian Lewis. “It
clearly is the best golf course ar-
chitecture book ever done and it

is incredibly relevant today.”
Here we have this master’s
feelings on the craft of course
design. Here he shares his canny
understanding of wind, water,
grass, drainage, types of soil, seed-
bed preparation, all of the factors
in golf course design and con-
struction we may think are only

modern pieces of knowledge.
There are many jewels in this
crown. Yet, with all the fascinat-
ing talk of smooth, fading lines
and of flowing, graceful curves,
etc., my favorite Thomas Tidbit is
Continued on page 68
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LBANY, N.Y. — Saying
A that solid waste reduction
and recycling is con-
nected to a rebuilding state
economy, New York Gov.
George E. Pataki has asked for
applications for the 1997
Governor's Waste Reduction and
Recycling Awards program.
“The amount of solid waste
diverted from disposal through
waste reduction and recycling in
New York State is increasing as

Superintendent Hiroshi Eto maintains

each of Tatsuno’s 18 holes, to help

reduce stress during the summer.

two separate bentgrass greens for

@
MAINTENANCE

New York citing solid-waste reducers
with governor’s awards program

we continue to rebuild New
York’s economy and improve its
economic competitiveness,”
Pataki said. “These goals are
connected.”

Awards will be given in two
categories:

innovation and

achievement of excellence.
Applications, which will be
accepted through June 18, are
available from the Division of
Solid & Hazardous Materials,
Bureau of Waste Reduction &
Recycling, New York State De-

partment of Environmental Con-
servation (DEC), Room 212, 50
Wolf Road, Albany, N.Y. 12233;
or by contacting Kim Thurn at
518-457-8829.

Applicants will be judged by
industry experts and DEC staff on

their reduction and recycling
achievements, as well as their
overall environmental record, the
economic benefits of their overall
programs, the extent of employee
participation and benefits to the
community and environment.
“Recycled waste is diverted
from landfills and incinerators and
put to economically productive
use, creating new industries and
jobs along the way,” DEC Acting
Commissioner John P. Cahill said.

Golf Club.

cubic meters of
material were
moved in the
three years it
took to construct
the beautiful

Tatsuno Classic

Over 1.7 million

Golfers who hit one off-
line may have to choose
between a penalty or a
chance encounter with a

bamboo viper.

A popular Japanese
children’s song about
dragonflies originated
in the nearby city of

Tatsuno — inspiring

the golf club’s logo.

Players who choose to
walk get a periodic lift

from escalators placed

at some of the course’s

steepest locations.

CIRCLE #110

Phillips comment

Continued from page 14
“course” side of the golf business.

There are tournament-style
sponsorships like Yamaha's and
Deere’s. These can be effective
for the folks at Deere because,
of course, they make turf equip-
ment. However, Deere also makes
consumer products, so there’s a
[CAUTION: cheesy marketing
word to follow] “synergy” there.
Does this synergy exist for Scotts?
Yes. Does its exist for Yamaha,
maker of golf cars and... motor-
cycles? Hard to say.

Then there are testimonial-
type sponsorships, whereby a
manufacturer will pay aresort to
become the official supplier of
[insert product category here].
Ransomes has been particularly
active in this area, signing up St.
Andrews and Pebble Beach. Of
course, superintendents at these
courses aren’t obligated to use
Ransomes products wall to wall,
but the manufacturer can use the
[here comes another one| “brand-
ing” associated with the resort to
promote its own products.

We can’tforget the trade show-
oriented sponsorship like those
on display at the Golf Course
Superintendents Association of
America (GCSAA) show, where a
manufacturer can sponsor just
about anything — from the
GCSAA Tournament (Toro) to
Japanese and Spanish translation
services (Ironite). In my mind,
the effectiveness of this particular
sponsorship relies heavily on the
event. I know Toro, for example,
creates mongo good will among
superintendents with its tourney
involvement. Can the same be said
for American Cyanamid and Club
Car, who team up to sponsor the
Innovative Superintendent break-
fasts? Hard to say.

When it comes to good will, I
say it’s hard to match the sponsor-
ships that take place on the local
chapterlevel, whereby companies
pitch in to make possible all man-
ner of activities: tournaments, con-
ferences, research grants, news-
letters, etc. Because chapters are
usually small and organized
through grass-roots efforts, manu-
facturers are able to make consis-
tently positive, more personalized
impressions with their sponsor-
ships of chapter events.

It’s called getting bang — tan-
gible bang — for your buck.
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