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Practitioners 
cite success 
with ceramics 
B y M A R K L E S L I E 

Arnold Palmer, who wants nothing 
but the best for his home course, has 
taken the plunge with porous ceramics. 
Old buddy Gary Player has, too. And 
arguably the most agronomically knowl-
edgeable golf course architect, PhD-car-
rying Michael Hurdzan, has been an 
engineer on the putting-green-s^ws-peat 
train for years. 

Now, even as the debate over organ-
ics-vs-ceramics in greens mixes boils in 
the golf industry, more superintendents, 
architects and builders are venturing into 
the world of custom-designed root zones. 

"I think there is no question porous 
ceramics have physical characteristics 
that can be used to amend a sand to 

Continued on page 19 

BREATHE IT IN 
Mountain Air Country Club in Burnsville, N.C., is the latest design from Pete 
Dye disciple Scott Pool. Mountain Air ranks as the third-highest golf course east 
of the Mississippi River. In fact, it boasts both the highest nine holes, not to 
mention the highest airport runway east of the Mississippi. For story, seepage 31. 

DEDUCTION REDUX 

Private clubs 
suffer under 
new tax code 
B y P E T E R B L A I S 

ALEXANDRIA, Va. — 
More than a quarter of the 
nation's private golf clubs 
experienced a drop in 
membership sales and one-
third reported a decline in 
gross food and beverage 
revenues one year after the 
federal government elimi-
nated the income-tax de-
ductibility for club dues and 
reduced deductions for 
business entertainment, 
according to a National Club 
Association (NCA) study. 

The Government Rela-
tions Education Fund sur-
veyed NCA-member city 
and golf and country clubs 
to determine what eco-
nomic changes they had 
experienced since 1993, 

Continued on page 36 

Par-3 development gains popularity, viability 
B y P E T E R B L A I S New golfers need a 

place to learn the 
game. Developers 

can't find reasonably priced 
land for larger facilities. 

The solution: Build more 
par-3 golf courses. 

That's just what's happen-
ing as the shorter layouts Barry Frank 

dation figures, the number 
of new par-3 openings in-
creased from seven in 1989 
to 24 in 1994. The most-re-
cent figure represents 6.3 
percent of the 381 courses 
opened last year. 

"In a lot of cases, a par-3 
makes sense," said Barry 
Frank, vice president of 

are springing up as both additions to NGF Consulting. "You don't need 
existing courses and as stand-alone much land, somewhere between 15 
facilities throughout the country. and 50 acres depending on the layout 

According to National Golf Foun- Continued on page 34 
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B y J . B A R R Y M O T H E S 
ORLANDO —Upgrade. 

Upgrade. Upgrade. 
Get used to that word. It 

just might be 
the golf indus-
try mantra for 
the rest of the 
decade, and into 
the 21st century. 
Consider the fol-
lowing items 
from less than a 
week's worth of 
national news 
clippings: 

• A $2.3 million upgrade 
is ongoing at the Salishan 
Golf Links, a 30-year-old 
resort course in Gleneden 
Beach, Ore. Holes have 

Expo "upgrade" 
panelist Rees Jones 

been remodeled, a new ir-
rigation and drainage sys-
tem is being installed, and 
an 18-hole putting course 

is planned. 
• The 27-

hole, daily-fee 
Galloping Hill 
Golf Course in 
Union, N.J., op-
ened in 1928, 
has embarked 
on a $4.8 mil-
lion upgrade 
that includes a 

new automated sprinkler 
system, fairway recon-
struction, new tees and 
greens, and new cart paths. 

• The Golf Course Com-
Continued on page 38 



Tax changes 
Continued from page 1 

the year in which the latest deductibility 
rules occurred. 

Golf clubs fared much better than city 
clubs, which have been struggling for the 
past few years. For example, total gross 
revenue at private golf clubs grew 4 per-
cent between 1993 and 1994, compared to 
just 0.8 percent at city clubs. While the 
demand for golf facilities protected the 
country club market from the adverse 
effects experienced by city clubs, private 
clubs didn't benefit from the tax law 
changes either. 

John Kinner, general manager of the 
Woodlands Country Club in Falmouth, 
Maine, sees it more as a business and 
cultural shift away from the city and to-

ward the country club market. 
"City clubs may be laying some of the 

blame on the tax changes," he said. "But 
they have been dying slowly for the past 
20 years. Corporations aren't looking to 
get involved in controversial perks for 
their employees. Buying a membership 
for key employees at a men's only city 
club doesn't sit real well with the human 
resources department." 

Jerry Gelinas, a long-time ClubCorp 
marketing executive and president of re-
cently formed Jerry Gelinas & Associ-
ates, explained the city club/country club 
differences this way. 

"City club memberships have long been 
a perk provided by corporations," he said. 
"It was part of an executive's job to eat 
there with clients. But corporations have 
been cutting city club memberships to 

save money for some time. The deduct-
ibility changes have just sped up the pro-
cess. 

"Companies have offered to subsidize 
a portion of their employees' city club 
memberships or asked them to take over 
the whole thing themselves. Many em-
ployees have chosen to just leave the 
club. That's taken 10, 20, 30 members 
away at a time. Small business owners 
and professionals have been picking up 
some of the slack. But they join one or 
two at a time. So the general trend at city 
clubs has been toward diminishing mem-
bership numbers. 

"Some companies give their employ-
ees several memberships split between 
city and country clubs. When they cut 
that back to just one, employees fre-
quently choose to stay with the country 

club rather than the city club because of 
the extra benefits for their families. 

"Also, unlike city clubs, most country 
club memberships are not corporate. At 
least 75 percent of our [ClubCorp's] mem-
berships are individually owned. People 
are choosing to keep them because they 
enjoy the country club atmosphere. 
There's been minimal loss in the indi-
vidual membership area." 

According to the National Club Asso-
ciation study, 29 percent of private golf 
clubs reported a decline in membership 
size between 1993 and 1994. That is up 
slightly from the 25 percent reporting a 
drop-off in 1993, the year before the de-
ductibility changes. On the other end, 23 
percent reported membership increases 
in 1994, up from 21 percent a year earlier. 

Average golf club food and beverage 
sales jumped 3.7 percent, from $1.236 
million in 1993 to $1.281 million in 1994. 

"Most companies we deal with have 
responded to the changes by bumping up 
their F&B budget at the home office," 
said the Woodlands' Kinner. "It's what 
the market demands. If they don't do it, 
they may lose out to their competition." 

Added Gelinas: "Food and beverage 
profits have been nibbled away at. But it 
hasn't been a big deal. And corporate 
outings continue to be big money mak-
ers." 

Other golf/country club figures from 
the survey included: 

• The number of meals served in-
creased for more than half the respon-
dents in 1993 and 1994. 

• Eight percent in 1993 and 11 percent 
in 1994 reported staff reductions. 

• More than two-thirds made a change 
in dues or initiation fees for members. 
Most increased dues or fees. Some of-
fered limited-time discounts on initiation 
fees. 

• Forty-five percent expanded mem-
bership development campaigns. 

Bar te r i ng fo r a d v e r t i s i n g 
Continued from page 35 

interested in getting its sales people onto 
a top-quality golf course where they could 
play and close deals with potential adver-
tisers. A match made in heaven. 

"We were able to barter rounds during 
off-peak hours in exchange for commercial 
spots touting the improvements at Cranbury 
during Friday, Saturday and Sunday tour-
nament coverage," Katz said. "We satu-
rated the area within a 30-mile radius." 

As a result, rounds increased by a third 
through the first half of the year. BCGM is 
happy. The cable company is happy. And 
the course owner is definitely happy. 

"We expect to make back the money 
we spent on capital improvements within 
three years," Katz said. 

When determining how many rounds to 
swap for advertising, Katz recommended 
sticking to a 2:1 ratio in the course's favor. 
"Never include among your outlay hard 
costs such as merchandise or food and 
beverage," Katz said. "Also, whereas you 
would waive green fees, you should usually 
make cart fees mandatory. When appli-
cable, simply cite that carts are leased on a 
revenue-sharing basis, and exceptions to 
cart fees contractually out of bounds. It 
makes for an accounting nightmare." 

BCGM has worked out other trades, 
Katz noted, including tee times for direct-
mail drops, seasonal memberships for 
equipment leases, group or corporate 
outings for insurance premiums and in-
structional clinics for fertilizers. 

1992 Un ive rs i t y of F lo r i da D o r m a n t B e r m u d a g r a s s 
O v e r s e e d i n g Trial - Ga inesv i l l e , Fl. 

"BEST OVERSEEDED GRASSES ON THE 
PUTTING GREEN WERE SABRE AND 

CYPRESS® CULTIVARS OF POA TRIVIALIS" 
Private a n d univers i ty tr ials 
have s h o w n C y p r e s s to be a 
premier ove rseed ing grass . 
Cyp ress Poa tr iv ial is es tab-
l ishes fast a n d c a n be cut 
c lose immediate ly , e v e n after 
overseed ing . A s you r Ber-
mudag rass g o e s do rman t , 
Cyp ress wil l p rov ide the f inest 
dark g reen put t ing su r face 
wi th no in ter rupt ion in play. 
Cyp ress is to lerant to shade 
a n d d a m p soi ls. Th i s un ique 
prost rate g row ing var ie ty 
thr ives in coo l wea the r a n d 
wil l surv ive co ld wea the r that 
wil l d a m a g e tur f - type 
ryegrasses a n d C y p r e s s wil l 
ma in ta in its dark g reen co lor 
all w in ter long. 
A s the wea the r tu rns hot in 
the spr ing, C y p r e s s wil l d ie 
out natura l ly as your Ber-
m u d a g r a s s beg ins to grow. 
Cyp ress wil l not c h o k e out 
your B e r m u d a g r a s s in the 
spr ing as s o m e heat to lerant 
perennia l r yegrasses do. 
Cyp ress is ava i lab le a lone or 
in b lends. 

Cypress is grown under the 
auspices of the Oregon 
State University 
Certification Program. 

TURF 
MERCHANTS 
33390 TANGENT LOOP 
TANGENT, OR 97389 
PHONE: 
(503) 926-8649 
OUTSIDE OREGON: 
800-421-1735 

CIRCLE #130 

"Go tfith 
a proven 

winner.. < 
Easy Marker 

Mike 
Ditka 

.Also 

Coaching Great Mike Ditka says, 
"Easy Marker is the perfect tool for your 

temporary marking needs!" 
easy marker® 

"Meets temporary marking needs for special 
events, construction and utility projects, 
golf course and landscape work. Saves 
money by clearly marking work sites with 
instructions to avoid costly mistakes." 

from FOX VALLEY SYSTEMS 

SUPER STRIPER 
STRIPE... $49 

• Parking Lots! 

|95 

• Warehouse Floors! 
• Athletic Fields! 

SUPER STRIPE® TRAFFIC POWER 
PAINT CARTRIDGES Per fec t for e i ther 
cove r i ng o ld f a d e d l ines or for s t r ip ing 
n e w ones . Paint is fas t d ry ing , o f fers 

o n e coa t c o v e r a g e e v e n o n a var ie ty of su r faces a n d c o m e s 
in e igh t c h o i c e s of co lo rs . O n e c a s e wi l l cove r abou t 2 , 4 0 0 
l inear feet of br ight c r i sp 3" l ines. 

12 (18 oz.) cans per case $4995 

SUPER SUPREME® TRAFFIC 
POWER PAINT CARTRIDGES O u r 
bes t pa int is spec ia l l y f o rmu la ted 
w i th mod i f i ed acry l ic for a harder 
f in ish. Ideal fo r h e a v y traf f ic a reas . 

12 (18 oz.) cans per case 
U.S. patent numbers 4126273, 4895304, 4940184, 4943008, 4946104, D320757, D324053 

GREAT FEATURES.. 

SPRAY CAN - specially 
designed with the patent-
ed EASY MARKER/TRIG-
A-CAP nozzle for consis-
tent paint flow, easily 
inserted into the holder 

Lightweight 
EASY MARKER 

HANDLE 
is the Ultimate 

Temporary Marking 
Tool! 

Only $895 
© 1995 FOX VALLEY SYSTEMS, INC. 
U.S. and foreign patents pending 

NEW COMFORT 
HANDLE -
revised plastic 
grip with locking 
option for 
extended use 

PLUS. . . 
detachable 
Wheel to aid in 
the application of 
straight lines -
simply remove 
for freehand use! 

SOME USES.. 

• Construction 

• Utility 
Companies 

• Landscaping 

• Golf Courses 

Sllilfiiiii 
easy marker ®/trig-a-cap® 
POWER PAINT CARTRIDGES 
Bes t pa in t o n t h e m a r k e t b e c a u s e it's l o a d e d w i th 
p i g m e n t w h i c h m e a n s y o u ge t m o r e m a r k s f r o m 
eve ry can , abou t 
21/2 m i l es pe r 
case ! Ava i l ab le in 
pain t ca r t r i dges or 
in cha l k fo r less 
p e r m a n e n t mark -
ing. C a n be u s e d 
ou t of t he ho lde r 
fo r h a n d mark ing . M a d e exclusively for use in 
easy marke rs a n d for h a n d h e l d app l i ca t ions . Cal l 
for the ful l se lec t ion of co lors . 

12 (17 oz.) cans per case $2850 

See your local dealer for 
product information or call: 

1 - S O O - M A R K E R S 
1-800-627-5377 

DEALER INQUIRIES INVITED 

FOX VALLEY SYSTEMS, INC. 
DEPT. 4190 • 640 INDUSTRIAL DRIVE • CARY, ILLINOIS 60013 

The Old Fashioned Company with Old Fashioned Values 




