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COLBERT GOLF ACQUIRED

SANTA MONICA, Calif. — Golf Enter-
prises, Inc., hasacquired the Las Vegas-based
golf course management company, Jim
Colbert Golf, Inc.

It will be operated as a wholly owned sub-
sidiary, and the ac- ——
quired properties will
be managed under the
name of Jim Colbert
Golf.

Golf Enterprises
now manages 20 pub-
lic, private and resort
properties in nine
states. The company
will manage all facility operations, including
food and beverage and pro shops.

Golf Enterprises was founded in 1990 by
Bob Williams, former president and chief
executive officer of American Golf Corp., and
E.C. “Sandy” Burns, former senior vice
president of acquisitions.

Colbert, a 22-yearveteran ofthe PGATour,
will compete on the Senior PGA Tour but
remain affiliated with the company in an
advisory capacity.

Bob Williams

PRIVATE CC INSURANCE AVAILABLE

MANCHESTER, N.H. — The New
Hampshire Insurance Co. has introduced
Coverage Par Excellence, a comprehensive
protection program for private country clubs.

It offers an extensive array of coverages
and options, including expanded building
and fine arts coverages, pesticide and herbi-
cide applicator coverage, and Hole-In-One
coverage for tournaments.

Input was obtained from club managers,
golfpros, course superintendents and others
who live the business to ensure total tee-to-
green coverage. Building coverage has been
expanded to include bridges, walkways and
other paved surfaces, and business interrup-
tion coverage ranges beyond vandalism to
include revenue replacement.

Paul Budde, director of the standard
commercial accounts department, isincharge
of the program for the insurance company.

FERREE JOINS COLLETON RIVER

HILTON HEAD ISLAND, S.C. — Long-
time Hilton Head resident and PGA Senior
Tour member Jim Ferree has joined
Colleton River Plantation as director of
golf.

While Colleton River continues con-
struction on the Jack Nicklaus-designed
golfcourse, Ferree will serve as an adviser
to the course developers, Colleton River
Co.

He will advise on the construction of the
course, design of the planned 23,000-
square-foot clubhouse, hiring of the golf
professional and greenskeeping staff, for-
mulation of club policies and golf course
operations.
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Japanese style memberships could
provide capital for U.S. developments

By Bernard Baker

Japanese-style international member-
ships are appearing on the American scene
and may provide the foundation for new
capital markets for golf projects.

By U.S. standards, golf club member-
ships bring astronomically high prices in
Japan. Many Japanese clubs sell member-
ships for more than $1 million. Member-
shipsat Koganeinear Tokyo recently traded
for $2.7 million. The average Japanese
membership trades for about $200,000.

The high prices reflect the scarcity of

land, high development costs (often more
than $50 million) and the mere 1,800
courses for the country’s 20 million golf-
ers.

Yet another factor has sent the cost of
Japanese memberships soaring.
Tradeability.

Most memberships in Japanese clubs
can be traded. Some people invest and
speculate in club memberships. There is
an over-the-counter market for member-
ships with brokerage houses specializing
in them.

A unique feature of many memberships
is that “use” rights can be “stripped” from
other membership rights and handled
separately. A person may own the mem-
bership for its investment potential and
“rent” the right to use the club facilities to
another person approved by the club as a
“designated user.” The membership can
be traded subject to the rental arrange-
ment with the designated user.

This transferability makes memberships
suitable for purchase in blocks for later re-

Continued on page 41

Managers can win at the TV interview

By Peter Blais

The Book of Lists indicates the 10 Most
Feared Things in Life. No. 6is Death. No. 7 is
Divorce. No. 1 is Having to do a Major TV
Interview.

“It's that awesome for a lot of folks,” said
Kevin Delaney, a 30-year veteran of print and
broadcast journalism who spoke at the re-
cent Club Managers
Association of America
Conference in Dallas.

With charges of ra-
cial discrimination and
environmental negli-
gence being leveled at
golf clubs, any club
manager who hasn't
yet received an inter-
view request from a reporter may be hearing
from one in the not-too-distant future.

But there are ways to deal with the televi-
sion interview that can make it a much more

Kevin Delaney

Why can't | have
bentgrass and firs?

Editor’s note: This is the first in an occa-
sional series on golf course maintenance de-
signedto give the club manager a basic working
knowledge of maintenance issues confronting
the superintendent. Dave Fearis , CGCS, is
head superintendent at Blue Hills Country
Club in Kansas City, Mo., and has given
seminars on golf course maintenance for the
Club Managers Association of America.

By Dave Fearis

The United States can be divided into three
grass-growing regions — cool-season, tran-
sition and warm-season. Certain grasses
thrive in each particular region while others
struggle to survive.

The cool-season region coversroughly the
upper half of the country, running from
northern California in the West, across the
mid-section of the United States and tapering
up to the northern half of Cape Cod in Mas-
sachusetts.

Temperatures drop as low as minus-40
degreesinthewinterand occasionally venture
into the 90s in summer. The optimum root
soil temperature for most cool-season grass
growth is 50 to 65 degrees with a foliar range
of 60 to 75 degrees.

Bentgrassis perhaps the most cold-tolerant
of the cool-season varieties. Improved
creeping bentgrasses can be spread by seed-

Continued on page 40

pleasant and productive experience for the
club manager, Delaney said.

“Like it or not, you are very logical targets for
reporters. As the club manager of important
institutions in your communities, you're the
source, the expert. You're the one they want to
call and ask, ‘Hey, what's going on over there?
‘What's the problem we're hearing about? And
how are you dealing with it?" “

Offensive weapons
Before dwelling on the negatives, club
managers should realize they have many
positives to discuss — the millions of dollars
clubs donate to charities, the thousands
awarded in scholarships, tax dollars and eco-
nomic activity generated within the locality
and state, the many community projects, and
Continued on page 38

The graphs below show where money comes from and where it goes at private country clubs nationwide.

Food 28.6¢

1990 Country Club Income Dollar

Dues 44.6¢

1990 Country Club Expense Dollar

Real Estate Taxes
and Insurance
6.6¢

Payroll and
Related Costs
47.7¢

Balance Available
for Debt Service,
Capital Improvements
0.9¢

Cost of Food
& Beverages Sold
14.4¢

Source: Pannell Kerr Forster
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Setting own agenda and sticking to it is the key

Continued from page 36

the thousands of people employed
by clubs.

“All these are things you have a
right to talk about. This is your
ammunition when you go into an
interview,” Delaney said. “If we
asked you to list your 10 biggest
problems you could rattle them off
right away. But if we asked you to
list the 10 biggest positives, you'd
have aproblem. People have atough
time talking about their positives.
But it shouldn’t be that way, espe-
cially when the television interview
is concerned.”

Of course, the negative is prob-
ably what prompted the reporter’s
interview request in the first place.
And it must be dealt with directly.

“You do have an alternative. You
can hunker down in your office or
issue one of those nice, terse ‘No
comments’ and hope you get away
withit. Butthatusually doesn’t wash
anymore, notin this day and age. So
you eventually have to deal with
them,” Delaney said.

By using multiple practice ses-
sions before a camera, Delaney’s
television workshops help execu-
tives, politicians, astronauts, or
anyone who has to get in front of a
microphone and get their message
across in the clearest manner pos-
sible. The goal is to control the
interview rather than being con-
trolled by it.

“If you go into an interview and
say, ‘Hey, what do you want to ask
me today, anyway?’ you're setting
yourself up. It’s better to say,
‘Thanks for coming to my office. I
have two or three things your au-
dienceisgoingto beveryinterested
in?’ That's different. That’s setting
the tone. That’s control. Don’t be
passive, because you can't afford to
be,” Delaney said.

Preparation is the key to taking
control of an interview. Doing your
homework so you have your facts
straight and your agenda in order
are important because any good
reporter will have done his home-
work before the interview, Delaney
said.

Attitude is also important. The
camera picks up an ‘I-don’t-want-to-
be-here’ attitude, Delaney said.

“You've seen it, that tight, defen-
sive demeanor. That comes across.
Don’t do it (the interview) if that’s
your attitude. It's really a mindset.
The mindset should be ‘This is a
terrific opportunity. That reporter
is a conduit to a large audience and
we've been wanting to get our mes-
sage out. This is great, ” he ex-
plained.

Within 24 hours, the audience
has forgotten 60 percentofwhat the
manager said. Ninety-five percent
is gone by the end of a week. That
means the impression a club man-
ager leaves, and perhaps one or two
ideas, areall the audience will retain.
Surveys show final impression is
based less than 10 percent on what
is said, 40 percent on voice and
more than 50 percent on general
appearance. In other words. 90
percentofafinalimpressionisbased
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on cosmetics.

In this era of television news ané
five-second sound bytes, first im=
pressions are becoming increas-
ingly important.

“The American public has a very
short attention span. People want
information. They wantitin concise
terms. Get to the point and don’t
meander or I'll change the dial. Be
succinct, get the key point right up
front and be conversational.”
Delaney advised.

Proper gestures, eye contact,
posture, energy level and clothing

* third of your chair,”

all contribute to a positive first im-
pression.

“The first rule-of-thumb in a tele-
vision interview is to sit in the front
Delaney ex-
plained. “It is more attractive and
allows you to think more actively.

“Watch the ‘Today Show’ or
‘Good Morning America.’ For two
solid hoursthey’re on the front third
of their chairs. It allows you to stay
with it. So when you're in an inter-
view, don’t settle back in your chair
like Mr. Fat Cat. That registers with
the audience, too.

“We even recommend the semi-
starter’s position with one foot in
front of the other. It propels your
body forward slightly to help make
your point. Another advantage is
that it frees up your hands to use
gestures. These may sound super-
ficial. But little edges are important
in an interview situation.”

Gestures and eye contact are im-
portant, Delaney said. Gestures are a
release for the anxiety ofthe interview
situationand asubstitute forannoying
habitslikeconstantlyadjusting glasses
or tugging on earlobes.

George Bush used to wave his
hands annoyingly up and down at
his sides “like little flippers,” before
television advisers worked with him
for the 1988 election, Delaney said.

“Now he has these broad, at-
tractive gestures. He can’t stop
gesturing. In fact, ‘Saturday Night
Live’ makes fun of him. But it's
much more attractive than those
little flippers,” he said.

Interviews should not be a one-
way street with the reporter asking
questions and the club manager
simply responding, Delaney said.

Speal
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The manager should get his points
across and cite any positives. Posi-
tives should be identified and put
down on paper. But without a con-
crete example of how the positives
have benefited someone, a list sim-
ply soundslike platitudes. The story
of how a club’s donation to the
CMAA scholarship fund gave an
underprivileged student the chance
to attend college is a “sparkler” that
can make the platitude interesting
and liven up an interview.

The best sparklers are anecdotes,
analogies, personal stories orunusual

statistics. “Go into an interview with
eight or 10 positive points you want to
getacross and under each one have a
sparkler,” Delaney recommended.
“Every time the reporter asks a
question, work one in. If you did very
well, the audience will remember one
or two of those stories and have a
favorable impression of you.”
Oneofthe best sparklersinvolves
interpretation. For example, a
chemical company executive’s as-
sertion that his product makes up
just one part per billion of the local
water supply may not calm the fears

RANAGEMENT

to a successful television interview, expert says

ofaconcerned public. But his state-
ment that one part per billion is the
equivalent of one second every 32
years may help the audience realize
there really is no problem.
Howdoyouwork sparklersin?The
interviewer’s “softball” questions are
the easiest lead-in. Questions like
‘What's happening these days? or
‘What are you doing to benefit the
community?' are perfect openings to
slipintwo or three. While the reporter
isshuffling through hisnotestomake
sure he’sasked everything isanother
chance to elaborate on a previous

question and use another sparkler.
“There are no Marquis of
Queensberry rules in interviews.
Take it where you want it to go.
That's the key,” Delaney said.
Inevitably the difficult and even
hostile questions come out. The
best way to address them is to ac-
knowledge the problem and then
bridgeinto asparkler, Delaney said.
Politicians are masters of the ac-
knowledge-bridge technique and it
should allow a manager to answer
the most difficult question.
“Respond, but minimally. For ex-

[ex
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ample, Yes, we've had that prob-
lem. But let me tell you what we're
doing about it and why it will never
happenagain.’ And then bridgeinto
something you want to talk about.
Yet,” ‘but,’ ‘however’ are all bridge
words,” Delaney said.

Defensive weapons

Gestures, eye contact, sparklers
and the like are all offensive weap-
ons for the interviewee. But how
about defensive weapons?

“No Comment” is a traditional
defensive weapon, but won't work
with any reporter worth his salt,
Delaney said.

“Ifyoucan’tcomment, tell people.
‘Ican’tbecause thisisin litigation or
it'sa proprietaryissue or whatever.’
Otherwise, flesh it out a little. IBM,
if it's working on something new,
will say something like, ‘Well, as
you know, it’s our policy never to
discuss future product develop-
ment.’ That's basically a ‘No Com-
ment’ butit’smore palatable,amore
acceptable way of saying the same
thing,” Delaney said.

“And don’tbeafraid tousethethree
greatestwordsinthe Englishlanguage
— 1 don’t know.’ It is a wonderful
response. It raises your credibility
rather than lowering it. (White House
spokesman) Marlin Fitzwater says, ‘1
don’'tknow’ dozensoftimesaday. You
can'tknoweverythingaboutyourclub
or industry. ‘But I'll find that out and
get back to you' is a perfectly accept-
able response.

“If you don’t know the answer,
younever want to just pick a fact out
oftheairand try to get by withit. It's
not only the wrong thing to do, it’s
dumb because it will come back a
few days later and bite you. ”

Keeping your cool is one of the
cardinal rules for a successful in-
terview, Delaney said. If a club
manager begins ranting and raving
at a reporter it’s a sure thing that
interview will be one of the first
ones to air on that night’s news.

“That’s the sort of thing they love
on television, conflict. Editors see
that and say, ‘Hey did you see how
Jones lost his cool? Move that up to
the No. 1 story.’ That’s what they
call great television,” he said.

Negatives are a big problem.
Peoplerememberthemlongerthan
positives. So don’t repeat negatives
and don’t use the word ‘problem,’
Delaney suggested.

“Say your piece and get off. People
tend to ramble and that’s when they
get in trouble. Someone once asked
Mike Wallace what his most effective
question was. He said ‘And?" People
think they have tojumpinand filldead
air space. Wrong. ‘I think I've said
about all I need to on that, Mike’is the
best response,” Delaney said.

The media generally descends
when there is a crisis. If handled
correctly, a crisis can strengthen a
club or company, as was the case
with Johnson & Johnson during the
Tylenol poisoningscare, Delaney said.

“The first thing is to move fast, to
give the appearance to the public, at
least, that you're dealing with the is-

Continued on page 43
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York Daily News while attending
Columbia University journalism
school. Along the way he worked for
the Peace Corps in the Far East, U.S.

out. The media has a short atten-
tion span, anyway.”

Delaney started his journalism ca-
reer in 1952 as copy boy for the New

Rep. Hugh Carey, the U.S. State De-
partment and 20 years with ABC and
CBS News. He was evacuated from
Saigon on the final day of the collapse

of South Vietnam. He is a Williams
College graduate with masters de-
grees in journalism and political sci-
ence from Columbia.

Delaney ————
Continued from page 39

sue,” he explained. “You let people
know what the issue is, how you're
dealing withitand whyitwon'thappen
again. Youcan'tbacktrackand change
your story three or four times. People
don’t believe you after awhile.”
Perrier, Audi and Exxon are good
. examples of companies faced with
i crises that suffered public relations
nightmares when it appeared they
\ weren'tmoving fastenoughandbegan
changing their stories, Delaney said.
“Give the media what you can
and don't let them go elsewhere for
speculation,” he added. “You want
to be the source if you have a real
crisis on your hands. Give them
what you can and say, ‘I hope we’ll
have more for you in a couple of
hours. I hope you'll stand by.”

Break The Tablet Habit!

Now you can treat small areas with
Liquid Hydro-Wet Turf Wetting Agent.
e

Unlike tablet applicators, the new Pro-Ap
delivers quick and accurate application.

It’s unique. You can adjust rates and apply
liquids.

The Pro-Ap is sold with Hydro-Wet RTA, a
Ready-To-Apply formulation.

Emergency plan

An emergency plan should be
established and placed whereitcan
be easily found in a crisis. Test the
planand correctany flaws, Delaney
advised.

Another pre-crisis step is to get
acquainted with the local media.
“Invite them over for your open
house. Ifthey knowyou, they’re more
likely to give you a break when an
emergency occurs,” Delaney said.

“And let the media stay as long as
they like. Don't try to move them

See your Hydro-Wet distributor or
call us.
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Marketing to Golf Facilities

A 2-day seminar loaded with ways
to help you focus your marketing strategy
to the golf course industry

September 16-17, 1991 - | -
Ouk Brook Hills Hotel and Resort
Oak Brook, lllinois

Plan now to attend Marketing to Golf Facilities—a comprehensive seminar for suppliers of
products and services to the golf course industry:

e earn the latest trends on the growth of golf facilities
and the key growth segments

e Evaluate your strategy for reaching new courses or
soon-to- be renovated courses

e Discover how superintendents and facility managers
recommend, specify and purchase chemicals, rolling
equipment, irrigation devices and other supplies

e]dentify ways to reach the key individuals within
management companies who make golf course buying
decisions

For more information call (207)846-0600

*Break into the burgeoning international golfing
market—it’s easier than you think

¢ Examine the latest trends in marketing and
advertising—and how to assess a successful campaign

* Generate leads and expand your sales to beat your
competition in converting those leads into sales

Designed and developed by:
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