Signature International enters golf market

ORLANDO, Fla. — Real estate develop-
ers and golf industry executives formed
Signature International LP, which is being
backed by the Yale University Endowment
Fund, to acquire and develop real estate.

The new company acquired Harbor Hills,
a 2500-acre master-planned community,
north of Orlando, Fla.

Signature International LP is a limited
partnership with Yale University, Dev.-Con
(a Toronto, Canada-based development
company) and three managing principals.
The three managing principals are Presi-
dent and Chief Executive Officer F. Chris-
topher Ansley, who is also CEO of Dev-
Con. which during the last 15 years
completed almost $1 billion of real estate
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development; Peter C. Ansley, a Canadian
businessman; and Adam Solomon, formerly
managing director at E.M. Warburg, Pincus
and Co. The principals are also SI partners.
The partners already own several resort
and residential properties, including Starr
Pass, a master-planned community in Tuc-
son, Ariz., St. James Place, a time-share
resort in Beaver Creek, Colo. and Hans
Lollick Island in the U.S. Virgin Islands.
Harbor Hills is being developed as a
master-planned community and destina-
tionresort. Itincludes an 18-hole golf course
designed by Lloyd Clifton, an upscale coun-
try club with formal restaurant and grill, a
complete tennis facility and a fitness center.
“The indigenous wildlife is a most distinc-
tive aspect of the property. We are already
working with the World Wildlife organiza-
tion to enhance and protect our “Harbor Hills
bird sanctuary,” said Christopher Ansley.
Don Vance was appointed general man-
ager of Harbor Hills Country Club. Vance
has 24 years of experience in the golf in-
dustry and was most recently director of
management services at Arnold Palmer
Golf Management Company. Vance also
serves as a director of operations for the
Signature Golf International subsidiary.
Signature International, L.P. has offices
in Toronto and Orlando.

AGC takes control at
historic Hershey CC

American Golf Country Clubs (AGCC),
a division of American Golf Corp. (AGC),
has taken over management of The
Hershey Country Club. National Golf Prop-
erties recently purchased the property and
turned management over to AGCC. AGCC
operates 32 private country clubs in the
United States and United Kingdom.

Hershey CC includes the award-winning
East and West courses as well as Hershey
Parkview Golf Course. The West Course is
hosted its 20th Ladies Professional Golf
Association Keystone Open in mid-May. It
also hosted the 1940 PGA Championship.

Glasser on media
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ply want to announce upcoming activi-
ties, let the media know. Invite them out
for complimentary golf. Meet them in
person and introduce them to your staff.
Actively pursue their support.

Group business should be vigorously
pursued since it has the greatest poten-
tial for dollars spent per golfer. Groups
ofhotel conventioneers, corporate man-
agers, employee association members,
civic organizations, charitable institu-
tions and other organizations can be a
boon to your operation.

You can promote meeting facilities,
catering functions, golf clinics and award
ceremonies to complement a day of golf.
Ideally, you can hold a group function
where the participants spend a full day
enjoying all the profit centers at your
facility.

Many facilities will designate a staff
person whose sole responsibility is so-
liciting group business. At Marriott's
Camelback Golf Club in Scottsdale,
Ariz., we made an assistant pro the group
meeting coordinator and isolated him
from the rest of the business, leaving
him to concentrate on coordinating
group functions and tournaments.

He met with hotel managers and so-
licited golf business from their opera-
tions. We even provided bus transporta-
tion. Not only resorts, but regular
daily-fee operations should also con-
sider designating a group business co-
ordinator.

At Camelback, we rotated the posi-
tion every year among the assistant pros.
Many of them went on to very success-
ful careers. Chuck Eade is now director
of golf at Springhouse Golf Club at the
Opryland Hotelin Nashville, Tenn. Tony
Austin is golf director at Marriott’s Or-
lando World Center and was recently
named the PGA’s National Merchan-
diser of the Year. Claye Atcheson is
national director of golf operations and
business development for Marriott Golf.

Consider forming alliances, particu-
larly in more-isolated markets, with
other area facilities. The highly suc-
cessful Golf Holiday program at Myrtle
Beach, S.C., is a good example.

You can pool resources to advertise
special packages or simply promote op-
portunities in your area. Many regions
ofthe country have statewide or citywide
promotions with participating facilities
allowing discounted golfand other privi-
leges for members of associations, or to
benefit charities.

Develop your brochures and other
promotional materials — such as
scorecards, yardage guides, golf school
programs — as early as possible in the
construction process. During construc-
tion, your representatives should be
knocking on doors, meeting corporate
officers, hotel managers and tourist
bureaus. Speak at civic group meetings
to communicate what you are develop-
ing and how you can cater to the golfing
public.

Repeat business depends on the ex-
perience you provide. If it exceeds the
golfer’s expectations, you have taken a
giant step toward developing a regular
customer. You must duplicate this ex-
perience at every future visit.

To encourage repeat business, de-
velop a customer mailing list. Use it to
target direct mail or newsletters to an-
nounce special promotions and upcom-
ing events. Send out special invitations
for functions, tournaments and an-
nouncements.

The success of any daily-fee golf fa-
cility depends on aggressive market-
ing. Getting the word out to potential
customers means using the media,
implementing a group solicitation strat-
egy and cultivating repeat business.

Joe Glasser is president of ACE Con-
sultants, a development and manage-
ment consultant business in Colorado
Springs, Colo. Glasser previously spent
14 years as a golf professional and execu-
tive with Marriott Hotels and Resorts.

" Iron and micronutrient deficient
turf and ornamentals respond
quickly to MultiGreen II. Iron,
zine, copper and manganese are
chelated in natural sugars which
prevents chemical reaction with
soil and keeps the micronutrients
available for maximum plant
uptake. Nothing improves root
growth, color and stress tolerance
more.

MultiGreen Il tank mixes with
many pesticides for beneficial
results. Its natural spreader sticker
properties enhance the results of
many chemicals while providing
all the micronutrients needed for
the healthiest possible turf and
ornamentals. And all this without
burning the foliage.
Regal Chemical Company
.O. Box 900
Alpharetta, Georgia 30239
Phone: 404-475-4837
1-800-621-5208
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Brouwer is the power in vacuums.

BV-85 & BV-138 POWER VACS

Whatever your need in vacuums,
Brouwer delivers. From the mid-size
BV-138 Vac that's easily maneuverable
in tight spaces, through to the BV-85
Vac, the largest capacity vacuum on
the market today, you can trust
Brouwer for the ultimate in efficiency
and reliability.

TURF EQUIPMENT LIMITED

289 N. Kurzen Road
P.O. Box 504
Dalton, Ohio USA 44618

Tel. (216) 828-0200
Fax (216) 828-1008
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