Palmer Management plans major expansion
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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.

Susan Weg

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
golfprofessional since its openingin 1991.
He was formerly golf professional at
Desert Mountain in Scottsdale, Arizona.
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By PETER BLAIS

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

growth we saw in
the 1980s, it will be
closerto3to 5
percent. That’s still
a good, solid
underlying growth
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.

Peter Nanula

Continued on page 61

New Kiawah Island management
to undertake extensive renovations

By PETER BLAIS

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
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Marketing Idea of the Month

Klds-p|ay free program at Hilton Head increases revenues

Afamzly putts out on the 4th hole ofthe Cltpper Course at Port Royal Galf& Tennis. The Famlly Speual has
increased off-season revenue by allowing children to play for free.

By PETER BLAIS

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 asound 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
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NGF Conference
set for early Jan,
in West Virginia

WHEELING, W.Va. — Reserva-
tions are now being accepted for the
11th annual National Institute of Golf
Management to be held Jan. 9-14 at
Oglebay Park Resort and Confer-
ence Center here.

The event is co-sponsored by the
National Golf Foundation.

During the five-day program, stu-
dents cover all aspects of golf facil-
ity management including: club-
house and golf shop merchandis-
ing; course maintenance and secu-
rity; food, beverage and range op-
erations; personnel, customer and
press relations; publicity and pro-
motions; golf car economics; rules
management and tournament play.

Students must attend for two
years to complete the program.
Those who do receive five continu-
ing education credits from North
Carolina State University.

For each year, PGA of America
members earn three certification
credits, Golf Course Superintendent
Association of America members
receive two-and a-half CEUs. The
LPGA offers certification credits to
members. Program completion also
entitles students to attend special-
ized graduate seminars held each
year.

The faculty includes authorities
from the USGA, PGA of America,
GCSAA, American Society of Golf
Course Architects and NGF, as well
as members of the Board of Re-
gents, course owners and operators,
developers, and manufacturers.

The registration fee is $325.

For further information, contact
Oglebay's Department of Continu-
ing Education at 800-624-6988, ext.
278 or the NGF at 800-733-6006.

Deer Creek Golf Club reopens following $3 million facelift

DEERFIELD BEACH, Fla. — South
Florida golfers and visitors alike will have
the chance to play a new course on an old
site. The Deer Creek Golf Club, host of the
LPGA’s Mazda Classic season opener in
past years, reopened late in 1993 after a $3
million face-lift by designer Arthur Hills.

One of Hills’ jobs was to design new
greens to USGA specifications and rede-
sign all approaches and bunkers surround-
ing the greens. The new greens average
5,800 square feet, providing about 500 to
1,000 additional square feet per green. The
new course includes the addition of “gold”
championship tees, offering more than
7,000 yards of play and four sets of tees.

LN J

In a related move, Boca Raton Resort
and Club, winner of the AAA Five Diamond
and Mobile Travel Guide Five Star hospi-
tality awards, isjoining forces with Franklin
Golf Properties, Inc. which owns and oper-
ates Deer Creek.

Under a lease agreement signed in Au-

Deer Creek reopened in November after a six-month, $3 million renovation.

gust, the Boca Raton Resort and Club will
operate the clubhouse facilities and all food
and beverage operations at both golf clubs,
including the restaurants, lounges, outdoor
cafes and meeting and banquet facilities.

Franklin Golf Properties will continue to
use its own team of professionals to run the
golf courses, driving ranges, South Florida
Golf Academy and golf shops. All facilities
will remain open to the public.

Port Royal counts on families during slow summer months

Continued from page 59

The problems he found and the solu-
tions he implemented led to a a 50 percent
increase inafternoon rounds played as well
as added pro shop and snack bar sales over
the past three years.

What jumped off the survey forms right
away was the fact that most of Port Royal’s
summer clientele consisted of families,
Tinkey said.

“We quickly learned,” he said, “that the
first reason they came to Port Royal was for
Dad to spend some time with the children.
The second thing was that Mom insisted
everyone know about Reason 1. She didn't
come all the way down here to provide
child care while Dad played golf.”

Port Royal offered child care. But many
parents were concerned about leaving their
children with strangers.

So, why not bring the kids on the course?

“Cost was the main reason. The percep-

tion was that golf was just too expensive for
parents to take kids out on a lark,” Tinkey
said.

“We recognized that if we were going to
get more customers on the course during
the summer, we needed to create a more
friendly environment for fathers, mothers
and children to play together. And after all,
child golfers grow into adult golfers.”

So, three years ago, Port Royal instituted
“The Family Special” program, allowing
kids aged 7 to 17 to play free when accom-
panied by a parent or grandparent.

“For a typical family with two kids, that
cut greens fees in half, from $200 down to
$100,” Tinkey said.

“The Family Special” helped dispel the
notion that golf was too expensive. But
would the kids be truly welcome on the
golf course? What about non-parents? How
would they feel about paying S50 to play
behind a foursome that included a pair of

Laminated

WOOD

BRIDGES &
SHELTERS

Order Direct From the Leading
Glued-Laminated Wood
Manufacturer in the U.S.

® Designing & manufacturing laminated wood

structures for over 50 years

e Complete Prefabricated Packages

e Ready for Fast Erection

62 January 1994

CIRCLE #158/BOOTH #4348

e Highest Quality-Rigorous Inspection

e 2 Strategically Located Plants - Morrisville, NC & Magnolia, AR
e Custom Design & Engineering Available

e Direct Distribution Throughout the U.S.

Combined engineering with the
aesthetics for greater versatility . . .

1-800-777-UNIT

NIT
g'rnuc'runss

4 SPECIALTY PRODUCTS GROUP, INC.

Post Office Box A » 5724 Koppers Road
Morrisville, NC 27560
Tel. 919/467-6151 « FAX 919/469-2536

rug rats?

Tinkey dealt with this by limiting the
program to selected afternoon hours. Prime
tee times were reserved for childless golf-
ers.

“Actually, we found in many cases that
families played faster than all-adult four-
somes,” Tinkey said. “It’s like women golf-
ers. The perception is they play slower
than men. But they don’twant to be branded
with that reputation and often play faster
than men.”

Families are the same, Tinkey explained.
Parents rarely let their children waste too
much time searching for lost balls. Often just
parents hit off the tee. The kids hit three or
four shots in the fairway and then pick up
their balls while the parents putt out.

“Most of the kids are just happy to be
with Dad and get to sit on his lap and drive
the golf cart,” Tinkey said.

Members account for 20 percent of Port
Royal’s play. Many are grandparents. Tinkey
extended the same “kids play free” offer to
them during a membership meeting.

“I've never seen so many tears of grati-
tude,” Tinkey said. “Most of them said they
never got to spend more than an hour of
quality time with their grandchildren. They
loved the idea of spending 4-1/2 hours,
one-on-one with their grandkids in a golf
cart. And grandparents are so patient, they
make great instructors.”

As for the kids, “They loved it,” said
Tinkey, noting that golf courses typically
do little to make children feel welcome.
“You know how kids are. You tell them
they can’t have something and they want it
all the more. Golf is good for them, they
enjoy being outside and we're building a
client base for the future.”

Any lost greens fees are partially offset
by ancillary sales, Tinkey said. When chil-
dren play, parents usually rent a second
golf cartand two sets of clubs. Children eat
at the snack bar and buy merchandise at
the pro shop. Junior clinic participants have
increased,

“We managed to keep the program a
secret for two years. But this spring, two or
three other courses copied it,” Tinkey said.

“The program has provided a friendly
environment for families, increased the
number of juniors introduced to the game,
increased revenue for the golf courses and
created lasting vacation memories.”

GOLF COURSE NEWS





