By Charles von Brecht
As I 'write this column on a flight,
heading home to St. Petersburg, Fla.,
after barely
escaping an
all-night
snowstormin
Maine, I re-
flect on the
last few years
of Golf Course
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three years ago, it was a non-entity.
Welaunched with apremiereissueat
the 89 GCSAA show in Anaheim,
Calif.. I'willremember that particular
event forever with both fondness and

By Mark Leslie

Some odds and ends, favorites
and not-so-favorites picked up from
the wonderful year of 1991.

Some of my favorite tidbits come
from the fall
hurricane
season. Here
are a few:

Howdothey
get those ships
in the bottles?
My favorite
story from
Hurricane
Grace, which tore into the Atlantic
Coastlastfall, came from Cape Cod,
Massachusetts. The story goeslike
this: Driven by 78-mph winds, fe-
rocious waves crashed ashore and
drove a house partially off its foun-
dation. Another wave deposited a
boat in the basement, and yet an-
other moved the house back close
to its original position on the foun-
dation. When the owner arrived
and walked down the cellar steps,
what to his wondering eyes should

PUBLISHER"S NOTE

Reflecting back and looking forward for GCN

Sadly, I buried my father just a day
or two before we headed west and,
quite frankly, 'm sorry that he is not
here to share with me the success that
GolfCourse Newshasenjoyed. Myfond
memories of the show were the con-
sistent positive comments from pro-
spective readers and advertisers on
the need for a publication like ours.
That positive reaction has come to
fruition as we end the year and begina
new one with this issue.

What's in store for 1992? You will
see some consistent, though subtle,
changes. Our commitment to the in-
dustry is stronger than ever, and our
goalis to be the Number One publica-

tionintheindustry. We're notfarfrom
thatgoal. Ouraverage qualified circu-
lation already has surpassed Golf
Course Management, and we're
growing significantly in ad pages as
they decline.

We will introduce new editorial
features in an ongoing effort to bring
to our readers all the important news
of the industry. We most likely will
expand our staffto enhance our edito-
rial quality and credibility. And we will
addatleastone moreindustry-related
conference to our schedule in the
coming year.

Many industries are suffering dur-
ing this recession, and golf is not
immune. But courses still are being

Some fids and bits from a great year — 1991

appear? A boat sitting in deep water
in his basement!

A storm, a cleanup, an auction:
“I've got a propane tank here. Do |
hear two? Yes, two, over here. Can
anyone raise that? A refrigerator?
Yes, a refrigerator over here. Can
anyone top a refrigerator? A Cata-
maran from that man in the red
shirt. That’s our bid, a Catamaran.
Do I hear... A house!?!” Hurricane
Grace left a lot of memories on the
East Coast. But mostmemorable to
some golf course superintendents
werethe thingsleftontheir courses
by the flooding ocean waters.

The Mr. Community Service
Award: Step on up and get your
plaque, Rich Caughey. The super-
intendentat Watherly Country Club
in North Scituate, Mass., Caughey
put his six-man crew to work
clearing three feet of sand off the
North Scituate and Minot roads so
people could return to their homes
following Hurricane Grace.

Best quote in the wake (sorry for

Continued on page33

planned and opened coast to coast.
The National Golf Foundation and
our editors say 250-300 new courses
will open in 1992. Added to that are
many major renovations. Italladdsup
to increased business for suppliers
and employment opportunities. Sev-
eral of our advertisers tell me 1991
was their best year ever and they are
planning for another good year in
1992.

Alot can happeninayear—and a
year from now I'will look back on this
reportand see justhowwe’re doing at
that time. I look forward to another
positive update.

Have ahappy and prosperous New
Year!

g,

© GUEST COMMENTARY

Golf's ‘Meg afactors’ in the 1990s spe

By Steven H. Lesntk

Golf in the 1980s was like John
Daly’s swing: big, successful and
something the gamehad rarely seen
before.Itwas
the “grip it
and ripit” de-
cade of easy
money. If a
project saw
any early
promise, fi-
nancing
wasn't far be-
hind.

While today’s financial conditions
are much different, they aren’t the
only thing affecting golf manage-
ment. The industry is more com-
plex, more demanding, yet for those
who succeed, more rewarding.

If the 1980s was the decade of
golf speculation, the 1990s will be
the era of the double-edged sword
in golf.

The pros and cons of golf as big
business will become more appar-
ent than ever in the 1990s as real-
14  January 1992

Steven Lesnik

ism replaces euphoria, and eco-
nomic conditions separate true golf
operators from golf speculators. It
will be an era that requires sound
management.

The need for more stringent
businesspracticesand philosophies
is caused by a variety of factors that
will affect everyone in the business.

These factors are so pervasive I
call them “Megafactors.” I don’t
think anyoneislikely to escape their
impact.

How each ofusrespondstothese
Megafactors will ultimately deter-
mine our success. Of course, some
issues will affect each of us differ-
ently. Circumstances may cause one
or more of the Megafactors to work
in one’s favor in one part of the
country while theymightbetoone’s
disadvantage in another region.

Overall, though, I believe the
Megafactorswillbe anetplus. From
potentially most harmful to poten-
tially mosthelpful, the Megafactors
I see are:

e Scarcity of capital: Golf devel-

opment is a capital-intensive busx-
ness. To flourish, it requires pa-
tient capital — a plentiful resource
afewyearsago, butscarceintoday’s
domestic credit market, especially
at S&Ls that historically have been
thefinancialbackbone of real-estate
financing.

Despiteless-than-rosy economic
circumstances — tight domestic
commercial credit, similar financial
restrictionsin Europe, government
policy-makers preparing the
economy for an election year, and
wary Japanese investors who hang
in the balance — it's my view that
economically sound projects will
nevertheless continue to attract
discerning investors.

o Environment: Environmental
hurdles are rising higher and
higher. Golf course development
isavisibleenterprisethatuseslarge
tracts of virgin land near affluent
population centers. It, therefore,
attracts interest groups who, like
responsible members of the golf
industry, are committed to pre-

lled out

serving wetlands, wooded conser-
vancies, natural sanctuaries, wild-
life habitats and waterways.

As more open space is devoured
through urban sprawl, environ-
mental pressures will continue to
mount on golf developers.

e Competition: The National Golf
Foundation says America needs
many more golf courses. That's
surely true, on a national basis. On
a micro basis, however, there is
such a condition as too much of a
good thing. Parts of the country
have become sated, where compe-
tition is fierce and another golf
course is not a “no-brainer” recipe
for success.

Chicago, a golf market that has
grown substantiallyin recentyears,
is one example. Competition in
Chicago’s upscale daily-fee market
was virtually non-existent a decade
ago. Today, that niche boasts a
number offine facilitiesand ishighly
competitive.

o Need for land: A firstclass fa-

Continued on page 15
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