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Knowing your worth 

We would like to hear 

from you. Please post 

any comments you have 

about this column on our 

message board, which is 

at www.golfcoursenews. 

com/messageboard. 

It's as simple as this: Golf course 
conditions affect revenue, and super-
intendents are responsible for course 

conditions, therefore, superintendents 
are extremely valuable to a golf facility. 
For most of you, I'm preaching to the 
choir, but how many owners, managers 
and club members aren't in this choir? 
Superintendents compete daily to prove 
their value, and sometimes they need to 
proclaim their worth, especially during 
difficult financial times. 

Getting owners and members to clearly 
understand your value starts with devel-
oping positive professional relationships 
with your employers and employees. 
Generally, building solid relationships 
will help you resolve conflict and guide 
you through difficult times. 

But you can't talk about value with out 
talking about success; and success means 
different things to different people, so 
you need to know what your employers 
want and how to give it to them. It's a 
matter of being No. 1 in their eyes. 

As you're well aware, members/golfers 
view success differently, and it's difficult 
to make all of them happy because they 
all want different things. Member/golfer 
expectations continue to rise, but budgets 
don't rise along with them. Because of 
those factors, your career can be built 
and judged on the narrowest of margins. 
Never forget it takes many years to build a 
reputation and a few minutes to ruin it. 

Golf is the main revenue generator 
for a golf club, and you're responsible 
for that main revenue generator, yet club 
managers often receive annual bonuses at 
clubs that are successful. Are you receiv-
ing the credit you deserve for that overall 
success? 

Well, you can influence the bottom 
line and how your employers view your 
contribution and value to the facility. It's 
important to know your facility's finan-
ciáis and use them to your advantage. 
Take ownership of the revenues to which 
you contribute. 

So what are you doing beyond the 
norm to remain valuable other than at-
tending seminars and networking with 
peers? One general example is focusing 
on the business management aspect of 
your job. During a seminar at the Caroli-
nas GCSA Conference and Show in No-
vember, Tommy Witt, CGCS, director 
of golf course operations at Northmoor 

Country Club in Highland Park, 111., pre-
sented many ways for superintendents to 
maintain and enhance their value. Some 
include: 

1. Use photography to your advantage 
because it's a powerful and valuable tool. 
"Carrying a camera was the best thing 
I've ever done," Witt says. Photos sell 
your value to employers in so many ways. 
Even the most difficult people can't argue 
with photos. 

2. Create the right business image. 
How do you make yourself memorable 
without compromising your integrity? 
Have principles, and live by them. Make 
it a point to be accountable. 

3. Develop a public relations program 
and tell your story - internally and exter-
nally. Nobody will know it if you don't 
tell it. Invite action to gain visibility and 
recognition. Influence what people think 
of you. 

4. Improve your communication skills. 
There are different audiences (young, old, 
male, female, ethnic) who prefer different 
modes of communication, so you might 
have to communicate differently with 
each. "The top three superintendent jobs 
in the Chicago area changed because of 
communication or a lack thereof," Witt 
says. 

5. Be visible and approachable on the 
golf course. 

6. Create a "play golf with the superin-
tendent" sign-up sheet. This can encour-
age members to get to know you more and 
provides you the opportunity to find out 
what members think about the course. 

The list goes on. This space doesn't. 
You've heard it many times before, but 

as I travel to various conferences through-
out the country, I hear many top-notch 
superintendents continue to repeat it: 
You need to further develop your business 
acumen and people skills in addition to 
your agronomy knowledge. In this day 
and age, superintendents need multiple 
skills to succeed and be valued, just like 
any other businessman. 

You play an important role in generat-
ing revenue at golf facilities, and you have 
a huge financial impact on the bottom 
line. Make sure the powers that be realize 
that, too. GCN 
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