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USGA, wildlife g groups
cooperate on research

By MARK LESLIE

WASHINGTON, D.C.—
Extensive research inves-
tigating golf courses as
ecosystems will be under-
taken as early as this fall,
thanks to funding from the
U.S. Golf Association
(USGA) and enthusiastic
support from several envi-
ronmental organizations.

After a meeting here
with environmentalists,
Ron Dodson, president of
the Audubon Society of
New York and chairman of
the USGA Wildlife Sub-
committee, said: “The col-

lective agreement of all
those attending was that
instead of spending so
much time looking at par-
ticular species, we should
be looking at golf courses
as ecosystems.

“And we should focus
our attention on ecosys-
tems where there are many
golf courses and lots of po-
tential for new courses to
be built — like Florida,
California, New England
and the coastal mid-Atlan-
tic region.”

Enthused by the input

Continued on page 19

Summit illustrates need for
image-building PR campalgn

By HAL PHILLIPS

SCOTTSDALE, Ariz. —
The recent Golf Summit
yielded this stark realiza-
tion: Poor public image
stands as the single larg-
est hindrance to golf in-
dustry growth.

Ifimage isn’t everything,
it's darn close. Many still
consider golf a pastime of
rich, white males. Whether
this assessment is less ac-
curate than it was in, say,
1970, is irrelevant. The
public at large has this per-
ception, and it's particu-
larly damaging because it
adversely affects golf’s
other two major obstacles:
the environment and
player development.

This became crystal
clear during Golf Summit
94, the two-day strategy
session sponsored by the
National Golf Foundation
(NGF) here in November.
In response, Summit at-
tendees agreed that golf

Continued on page 12
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The Ratings
Game

What's fair, and has it affected design?
By MARK LESLIE

he good, the bad and the ugly. The dramatic
and the costly. The bells and whistles — and

foghorns. Golf course rankings have helped
create them all.

“We accept some of the credit for elevating stan-
dards of golf architecture — which is good for the
game and the business — and some of the blame for
the escalating costs of architecture and, therefore,
golf,” said Golf Digest rating guru Ron Whitten.

“A lot of courses are built to make a great initial
impression,” said Golf magazine rating coordinator
Tom Doak, himself a course architect. “Unfortu-
nately, the surge of popularity of rankings has tended
to obscure [the fact that] a golf course is not built so
someone goes there once. Does the course have lasting
value? Is it going to be better to play the 10th time than
the first? Or is it going to get old really fast?”

The consensus is that the mere existence of the
Golf, Golf Digest and other course rankings has meant
more competition between architects — and devel-

Continved on page 42

Go

By PETER BLAIS

Pinehurst Plantation is one of the private clubs in the Golf Communities USA portfolio.

f Communities USA bucks public trend

ORLANDO, Fla. — Golf Communi-
ties USA President Warren Stanchina
has always run against the tide.

When everyone was building pri-
vate golf course communities in the
late 1970s and early 1980s, Stanchina
was buying and selling daily-fee facili-
ties. “I usually made money,” said the
head of the Orlando, Fla.-based firm.

Now it’s the 1990s. The consensus
is that daily-fee developers are the
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kings and private course developers
the jesters. While some may view
Stanchina’s recent purchases of sev-
eral high-profile private course com-
munities as the acts of a fool, he plans
on laughing all the way to the bank.
“The United States is fast becoming
a two-class country, the rich and the
poor,” he said. “That’s why affordable,
private courses will boom in the late
1990s. There are simply too many up-
Continued on page 51
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New product pinpoints golf demand

MIDLOTHIAN, Va.- A new product that
claims to quantify golf demand and potential
for specific market areas down to the zip
code level is now being marketed by Fore-
cast Golf Group, Inc. T

he Golf Course Sales Potential Report is
aimed at developers, investors and manage-
ment companies.

Forecast has been providing similar sales
potential data for range developers since
1990 and has expanded its methodology to
the course segment of the industry to
identify greens fee sales potential for public

golf courses. Forecast says it maintains an
ongoing in-house database that can generate
reports within days of a request.

“Many companies rely solely upon basic
demographic information,” said Forecast
President James Murphy. “This information
is essential, but it is only one piece of the
puzzle. What makes Forecast unique is our
ability to define golfer demand, in terms of
dollar sales potential, for every zip code in
the U.S.”

For information contact Forecast at 804-
379-5760.

Golf Communities

Continued from page 1

-scale daily-fee courses being
built. Give me 500 members with
$200 monthly dues, and I can
make some money. No one else
is chasing that market.

“If you've got a good course
you can basically trap your cus-
tomers. They build a $150,000 to
S1 million home bordering the
course, spend $5,000 to $25,000
on a course initiation fee and
you've got them. That’s my fo-
cus.”

Stanchina, a PGA professional

_SAFETY
livewithit

piece of equipment, a highly specialized installment finance program to open a new course, or revolving
credit for parts and service, John Deere Credit is ready to help. Finding out details is easy. It only takes one
call to your John Deere distributor. Or phone 1-800-468-8517 ext. 891.

Because while we may not be able to give you the recognition you

deserve, well certainly give you the credit.

CIRCLE #143

JOHN DEERE
CREDIT

You Deserve Credit for Buying the Best™

since 1974, started his real es-
tate career in 1977 as assistant
manager of a Michigan golf com-
munity. A few years later he
formed his own company, U.S.
Golf Services and Development,
which acquired and operated 15
golfproperties from 1983 to 1993.
The firm concentrated on under-
performing properties, most of
which Stanchina righted then
sold.

With an infusion of $30 million
of German investment capital
several months ago, Stanchina
formed Golf Communities USA.
The firm’s purpose was to ac-
quire, construct and operate
country club communities in
prime golf destinations through-
out the United States.

The company quickly acquired
Pinehurst National and
Pinehurst Plantation in
Pinehurst, N.C. Pinehurst Na-
tional has an Arnold Palmer-de-
signed course and Pinehurst
Plantation a Jack Nicklaus lay-
out. When fully developed, the
two communities will have more
than 1,000 homesites. The com-
pany plans to pump S7 million
into property development and a
new clubhouse.

Shortly thereafter, Golf Com-
munities purchased Cutter
Sound Golf & Yacht Club in
Marin County. In addition to an
18-hole course, Cutter Sound
includes 96 boat slips and 200
homesites. Extensive course
improvements and a new water-
front yacht club are planned.

“Our first priority with any
project is course condition,”
Stanchina said. “I have two broth-
ers who are superintendents.
We're more concerned about the
turf than the presentation of the
filet mignon in the clubhouse.”

The company is also develop-
ing Montverde Country Club in
Orlando, a 400-lot subdivision
with a Stanchina-designed
course scheduled to open next
fall; operates Pleasant Hills Golf
Club in Mt. Pleasant, Mich.; is
under contract to acquire a 9,000-
acre projectin Tennessee; and is
pursuing developments in
Naples, Fla., Atlanta, Arizonaand
the Carolinas.

“Once we get through all that,
we'll tighten our belts a little,”
Stanchina said.

In evaluating potential acqui-
sitions, Stanchina said Golf Com-
munities looks for clubs with
roughly 250 members where
membership and developer
goals may conflict; a quality,
modern course with large
greens, tees and landing areas;
at least 200 surrounding, unde-
veloped homesites; and a mini-
mum price of $5 million.

After purchasing a golf prop-
erty, Stanchina turns it over to a
management team whose mem-
bers have different responsibili-
ties but equal authority. A gen-
eral manager oversees the entire
operation with a superintendent,
food and beverage manager, golf
pro and business manager con-
tributing their expertise.
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