THE ROPES

mart minds have been saying

for years that “water is the

new oil,” and that water use—
already a critical issue to the future
of golf—is only going to grow in im-
portance. In an attempt to address
the issue, the USGA, with the sup-
port of the GCSAA, held a “Water
Summit” last fall, billing it as a fact-
finding and exploratory meeting

and a chance for key stakeholders to

meet and exchange ideas.

These organizations are hardly the
first to worry about water. Peter Mc-
Donough, golf course superintendent
at The Keswick Club in Charlottes-
ville, Va., has been at the forefront of
water management for years. Working
closely with various stakeholders in
his state, he led a successful effort to
get Virginia to adopt break-through
procedures and protocols. Working
on behalf of his local superintendents
association, McDonough and his
committee were able to create best
practices manual, communicate with
constituents, and gain recognition
from the Virginia legislature and influ-
ence Chesapeake Bay legislation.

That’s a great start. But if the other
local associations don’t start show-
ing the same sort of initiative, water
legislation will be forced on the golf
industry whether we like it or not.

Before we do anything else, those
of us fighting for our piece of the
water pie must realize that golf is only
one faction relying on this valuable
resource. And not only is golf not the
most important game in town, most
people are less interested in giving us
more water than they are curious to
know what golf can do to help pre-
serve and extend the limited amount
of water we have.

Who are we competing with? Any
profession involved in growing turf
is dependent on water (landscap-
ers, other sports, nurseries, etc.).
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Now consider agriculture, livestock,
utilities, vineyards, and other heavy
water consumers, to say nothing of
real estate, car washes, and all kinds of
manufacturing. Everyone needs water.

All the more reason that Mc-
Donough is a good example for the
rest of us to follow. I recently asked
him for some tips in setting up water
management strategies and best man-
agement practices. His suggestions
started with one caution: Water man-
agement is not an overnight process
but takes years to implement.

« Know and understand how those
not in our business perceive golf and
its use of water. Communication is
vital to educating these parties about
the conservation efforts already in
place and that overwatering turf is

as harmful as no water at all. People
need to know when green is good, and
not good.

+ The keys to success are market-
ing and selling these conservation
messages in concert with other as-
sociations in your region (PGA, state,
and regional golf associations).

+ Setting up regular meetings
with allied associations is critical to
arriving at consensus and, eventually,
mutually beneficial strategy.

+ Use allied associations as con-
duits to their members, who will are
key to building a base of advocates and
supporters.

+ Your efforts must have a single
message that is put forth as part
of a unified front in approaching
other stakeholders. If you don’t work
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together, the government will make
decisions for you.

+ Align with others who have
needs for water by identifying and
joining agribusiness associations or
councils (wine, farm bureau, produce
and poultry) in your state and region.
A representative of the superinten-
dent’s association needs to be present
and participatory. Golf must be on
the same page as others with similar
needs and must be part of the bigger
picture. Try going it alone and its
likely state government will leave golf
out of major decision making and
make an example of it.

+ Don't criticize other entities’
needs for water. Be part of a team and
act collectively so everyone gets a fair
share of the allocation. Golf has to be
a good citizen and consider the overall
needs of other industries.

+ Do your homework illustrating
the value of golf to the local, state, and
regional economies through tourism,

revenues, and real estate.

Farms and other agricultural enti-
ties are governed by stringent state
and federal regulations. Golf usually
doesn’t answer to the same sort of
strict guidelines. However, it’s in golf’s
best interest to report water, pesticide,
fertilizer, and chemical use to the
proper authorities. Learn what these
agencies want to know from you and
work, carefully, to help them make
educated and fair decisions.

But don’t get involved with regula-
tory agencies unless you are armed
with the most accurate information.
States can and will estimate numbers
if your facts aren’t correct, and they’ll
make decisions not in your favor.

Success begins locally and moves
up the line, eventually reaching the
state and even the federal level. If you
don’t know how politics works in your
area, hire someone who does know. In
Virginia, McDonough'’s group works
closely with a consultant who knows

the ropes, is a lobbyist and could coor-
dinate efforts with other agencies.

“Before I started down this path
I wasn't aware of the different needs
of other entities that have a stake in
the water game, from car washes to
construction,” McDonough said. “I
also learned the art and protocol of
governmental procedure, extent of the
involvement of government regula-
tors, who are very different from
legislators. Know how legislators make
policy, and regulators implement and
monitor the results of the decisions.”

McDonough stressed that because
golf can’t exist without water, the
industry must make a commitment
to the long haul. Be patient and know
that progress, especially in politics,
takes time. But stick with it. Your
decisions and participation can have
significant effect on golf now and into
the future.

But golf won't have a future without
your help. 6CI
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