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market update 

G o l f e r s p o l l : 2 0 0 4 l o o k s l i ke 
a r e b o u n d i n g y e a r 

Golfers surveyed in a recent 
Nat ional Golf Foundat ion 
(NGF) poll indicate that 2004 

may be a rebounding year for the golf 
industry. 

For its "Outlook on Play Frequency" 
report, the NGF surveyed 350 golfers in 
December. Across-the-board the respon-
dents predicted they would play more 
rounds of golf this year than in 2003. 

The most rounds in 2004 are expected 

to come from players who are 60 years old 
or older and have played for 30 years or 
more; players who score 85 or less; and 
private-club members. However, the high-
est percentage increase is surprisingly ex-
pected from less skilled, less experienced 
and less frequent players. NGF s message 
to courses - pick one or more target groups 
of these golfers and vigorously pursue 
them. 

Respondents were labeled as "best cus-

How to read this table: Private club members surveyed played 47 .3 rounds in 2 0 0 3 , wish 
they could have played 83 .0 rounds and realistically expect to play 69 .6 rounds in 2004 . 

tomers" if they played 25 rounds or more per 
year, or have household golf-related annual 
spending of $1,000. "Avid golfers" are those 
who averaged 52 rounds in 2003. As a group, 
avid golfers predicted they would play an av-
erage of 61 rounds this year. The report cau-
tioned, "They may have been overzealous ... 
nevertheless, its a positive outlook." 

While taking a pulse on player intentions, 
the survey also identified ways to help golf 
course operators better market their facilities, 
including the following 

• Younger people in the "avid golfers" group 
especially anticipated more rounds in 2004. 
So, to increase rounds, target younger high-
handicappers. 

• Many in the "best customers" group 
would prefer to play with family more than 
friends, but currently do not do so. The sug-
gested solution: Create family-play programs. 

• The top three things golfers like most 
about playing golf are challenge, outdoors/ 
nature and its social aspect. Tip: Use these 
ideas in advertising and promotional materi-
als for products and facilities. 

• The top three things golfers dislike most 
about playing golf are slow play, playing 
poorly and poor etiquette by others. Tip: Be-
gin to fight slow play and let golfers know 
you are doing so; invite golfers to take les-
sons; and educate golfers in etiquette through 
rangers, signage and group lessons. 

• Better course condition is the primary 
factor that would get the best customers to 
visit their local course more frequently. Tip: 
Really need a tip? 

Meanwhile, the NGF also asked golfers who 
played less than they wanted to in 2003, how 
many times they expect to play this year. This 
group encompassed 65 percent of the best 
customers, representing 5.8 million golfers 
nationally. If their hopes come true, it would 
mean an average increase of 12.9 rounds, 
which translates into an additional 74 mil-
lion rounds. 

The NGF stated: "If even half of these 
rounds were realized, the golf industry could 
regain many of the rounds 'lost' between 2001 
and 2003." G C N 
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m rketing your course I JACK BRENNAN 

Improve your brand 

Whats your favorite car? Soft 
drink? Golf clubs? 
Whatever came to mind as 

you considered these questions is not there 
by accident. Part of your response depends 
upon your personal likes and dislikes, the 
opinions of others similar to you and your 
experience. Part of your response was put 
there by marketing folks who invested a lot 
of time and money to get to know you and 
your wants, before crafting their products, 
packaging, pricing and advertising messages 
to help you make your decision about your 
favorite brands. 

Branding is something the major com-
panies all do, but what about branding for 
the golf course? 

The answer to that question is that some 
golf courses are brands among golf enthu-
siasts just like major branded consumer 
products. Pebble Beach, Cypress Point and 
Augusta National are brands that golfers and 
even many non-golfers recognize. Now, 
while your club might not have attained a 
national public brand status, nonetheless, 
it does have a brand. The reason I can say 
that is something fundamental to a brand 
- it is often measured as "share of mind." 
For example, Coke or Pepsi could be your 
favorite soft drink, or some other brand, 
but something pops up on your mind when 
asked, "What's your favorite soft drink?" 
No, the answer can't be Budweiser! 

Marketers measure this share of mind to 
see where they stand in comparison to the 
competition, to measure if they are making 
progress, and even to determine who out 
there makes up their best customers. 

So, back to your course. When your 
course's name is mentioned, peoples' re-
sponses can either be that they have never 
heard of it, or they have some opinion about 
it - expensive, can't get in, excellent course, 
great third hole, or whatever. Their opin-
ion might be limited to just driving by it 
everyday, but that means they are aware of 
it and probably have some kind of opin-
ion, too. They might like the fact that it 
looks like a park. Or, that they always have 
to wait for carts to cross. Or, that they won-
der what it would be like to play it. 

Now, what all this has to do with the su-
perintendent is that you, more than any-
one else, are in a position to shape your 
course's brand among golfers and potential 
golfers. Marketing is not theoretical. It's 
intensely related to what you and your crews 

do every day. One of the objectives I have 
in working with superintendents as a con-
sultant is to show them how their work im-
pacts the course's marketing efforts. 

Golfers pay the bills, so anything that af-
fects their experience in a positive way con-
tributes to the marketing program and ulti-
mately to the financial success of the course. 
What I try to stress to superintendents is 
the golfer's experience, since that ultimately 
shapes their brand perception. 

Following are five areas where the super-
intendent can improve the perception of his 
or her course. These ideas work on public 
or private courses: 

1. Landscaping around the clubhouse. 
The clubhouse is the first thing the golfer 
sees. It's the curb appeal of the course, but 
often it is poorly landscaped. Some super-
intendents don't want to take responsibility 
for anything beyond the greens, fairways and 
tees. They don't see landscaping around the 
clubhouse as their responsibility. But who 
is more qualified to improve and maintain 
the landscaping than the superintendent? 

2. Attention to details. Anything that 
golfers will come into contact with needs 
special attention. Not all golfers will notice 
a little poa annua in the roughs, but they 
will notice the condition of the golf cart 
paths, signs, overflowing trash bins and 

about the hole or green they're on. Most 
golfers would love to meet the superinten-
dent in person, and when they do they will 
tell other golfers about it the rest of the day. 
Be sure to ask them questions and probe 
any answers that involve likes or dislikes. 

4. The condition of the maintenance 
buildings. It's a rare golf course that has 
maintenance buildings that look nicely 
maintained, yet what a great impression 
professional-looking buildings make. 

5. Communicate maintenance and prob-
lems proactively. You know and understand 
what you are doing on the course and why, 
but do your golfers? Do they understand 
your technical terminology? Do they have 
any concept of why you have to overseed or 
aerate? Communicating what you are do-
ing can be critical to the experience of golf-
ers. I knew of one superintendent who dam-
aged his greens one year with a pre-emer-
gence application. He put signs up near the 
practice greens explaining the nature of the 
problem, what he was doing and that the 
greens would fully recover. He updated the 
signs and used photos to show progress. 
Golfers on the course commented how 
much they liked to be informed of what 
was going on. If something goes wrong don't 
try to hide it. People are curious creatures. 
Tell them what's happening to the course. 

'Marketing is not theoretical. It's intensely 
related to what you and your crews do 

every day. One of the objectives I have in 
working with superintendents as a 

consultant is showing them how their work 
impacts the course's marketing efforts.' 

empty water coolers - nothing says "we care 
about you" like cold water on a hot day. 
Superintendents and assistant superinten-
dents should visit their own course to expe-
rience it as a golfer would, and pay special 
attention to the details. Start by parking in 
the parking lot. Then visit the clubhouse 
and pro shop. Then play the course. Better 
still, invite some superintendent friends to 
come play and tell you what they think of 
the course from a player's perspective, and 
also as a professional superintendent. 

3. Greeting golfers. Go out on the course 
and greet two or three foursomes and talk 

If you do they're likely to overlook prob-
lems when they encounter them as op-
posed to complaining among themselves 
about the poor conditions. 

Now, the superintendent is not solely 
responsible for the brand perception of 
the course. The pro shop, golf instruc-
tors, quality of food in the clubhouse and 
even the parking lot condition all impact 
a golfer's total experience. For this rea-
son, all managers and employees need to 
see the role they play in building a suc-
cessful brand. G C N 

Brennan founded 
Paladin Golf Marketing, 
Plant City, Fla., In 1989 
to help golf course 
owners and managers 
market their courses 
more effectively. He 
can be reached at 
jackbrennan@ij.net. 

mailto:jackbrennan@ij.net
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d sign conceptions JEFFREY D. BRAUER 

The master plan 
and consensus 
Recently a caller began a conversa-

tion by saying, "I'm on the green 
committee at my country club, 

and I represent a small faction of members 
who...." I soon wished the call had come 
from "60 Minutes" or the IRS! 

The caller, having just rotated onto the 
committee, was trying to get up to speed 
on a renovation plan that was well along in 
the process. He wanted to know whether 
spending $3 million on the architects pro-
posal, which included some re-routing for 
length, was "right for their course," and 
whether they should bring in another ar-
chitect for a "second opinion." 

His timing was wrong. At best his ques-
tions would disrupt or delay the process. 
At worst, he would set up a daring ambush 
for the voting meeting, the likes of which 
have not been seen since Bonnie and Clyde! 

I told him that the master plan is not the 
pretty picture you see on the clubhouse wall. 
Its really the collaborative process that de-
velops that picture. While there is no one 
right way to approach renovation, in terms 
of style, there is a right way to complete the 
master plan process. Each club must achieve 
a consensus, and club leadership must unite 
behind that consensus. 

Obviously, that can be difficult! Just as 
obviously, this member was working out-
side the consensus process. However well 
intentioned, no matter how "right" he feels 
he is on either the cost or the direction of 
the design proposals, this members actions 
cant benefit his club. 

I've seen this happen. Whether due to a 
member who simply likes to create havoc, 
clashing personalities, or payback for old 
disputes, it's called "club politics." The good 
news is most of these situations arise be-
cause members truly love their courses and 
agree it would be terrible to make a major 
renovation mistake. The bad news is that, 
like the Democrats and Republicans on the 
national political scene, that's about all they 
agree on! Politicians have divergent views 
about what's "good for America" as do mem-
bers about "what's best for the club." 

Everyone at the club has their own unique 
perspective. 

Some members may want a restoration 
of their fine old course. Others want a new 
look. Older members fear losing playing 
time with course closure for renovations, 

and fear the new course will be too diffi-
cult. Younger members want a tougher 
course. 

In the current economy, many members 
are struggling just to pay current dues, much 
less any new assessments. These members 
may question golf course renovation costs, 
perhaps cloaking their true motives behind 
other issues. Others simply prefer to put off 
costs until the need is pressing - usually 
when disaster strikes in the form of major 
course loss or damage. 

The club manager is probably looking 
further ahead, hoping to make the course 
as attractive to new members as it is to ex-
isting ones. The superintendent wants 
changes that allow him or her to maintain 
the course to everyone's high - and ever-
rising- standards, knowing that budgets will 
always be tighter than desired. 

While all are valid perspectives, they lead 
to conflicting goals. Any green committee 
larger than one benevolent dictator will have 
lingering differences, and several "pet issues" 
to resolve. It's best if a few well-respected 
members agree to be "flag bearers" for the 
master plan. They need the leadership ca-
pabilities to make good decisions. They need 
the people skills to overcome inevitable ob-
jections. And they need sales skills to gain 
approval for the plan, which means dem-
onstrating some tangible benefits of the pro-
posed plan for nearly everyone. 

An experienced architect helps make the 
right decisions and communicates them, 
based on analysis of your course needs, and 
what you can afford to spend. I've recently 
completed renovations from $350,000 to 
over $3 million. Each was the right solu-
tion for that particular course, so don't be 
surprised if costs come in higher - or lower 
- than you expected. Be open to the pro-
posals of the architect you entrust with your 
course and never assume your project should 
be like the one down the street. 

It's great when members have strong in-
terests in their courses. Healthy and timely 
debate is part of the master plan consensus 
process. However, overly strong, untimely 
or uninformed opinions and input that 
override a well thought-out process can tor-
pedo the best plans for no reason. Remind 
those who disagree strongly during these 
debates that golf course remodeling is not a 
life and death matter. 

It's also wrong for this member to imply 
that a reputable architect is selling changes 
to make more money. Unsuitable and/or 
overpriced projects eventually diminish 
business for architects, as word travels. It's a 
great incentive to keep things realistic. 

My caller ignored the fact that their ar-
chitect had already developed several design 
proposals, based on all available informa-
tion and perspectives, using his "disinter-
ested opinion" on matters that may be emo-
tional for members. He has probably an-
swered objections, quantified benefits, and 
assisted the green committee in selecting the 
most favorable plans. In short, one archi-
tect is usually capable of looking at the 
project in many different ways, negating the 
need for a second opinion. 

A second architect would be under pres-
sure to offer differing opinions. Even if his 
or her ideas fit the small faction's tastes, 
would they be representative of the club as 
a whole? Would they be better? Would there 
be consensus? Changing architects mid-
stream achieves a new start, not a quick or 
suitable conclusion. 

Some clubs do go through a series of ar-
chitects, often for the wrong reasons, and 
usually for the wrong results. It is a mistake 
to interview architects until they find the 
one who'll tell them what they want to hear 
regarding cost or direction. 

Some green committees legitimately learn 
as they go. They come out of their first 
master plan united only in the opinion that 
they "need a mulligan" by virtue of knowl-
edge gained in the process. And, there are 
"horses for courses," meaning that an ar-
chitect may unfortunately prove less expe-
rienced or philosophically different than the 
needs of your project demand. If so, they 
should tell the architect that his or her skill 
set is not what they need, and find one that 
better suits them. 

Ideally, your club will pick the best archi-
tect initially and stick with them through-
out the project for continuity. If you go 
through the proper process of selecting your 
architect, developing and communicating 
your master plan, and getting it approved, 
the result is confidence that you have prob-
ably done the right thing. There also will 
be fewer membership challenges. More im-
portantly, you'll have greater chances of suc-
cess. G C N 

Jeffrey D. Brauer is a 
licensed golf course 
architect and president 
of GolfScapes, a golf 
course design firm in 
Arlington, Texas. Brauer, 
a past president of the 
American Society of 
Golf Course Architects, 
can be reached at 
jeff@jeffreydbrauer.com. 

mailto:jeff@jeffreydbrauer.com


JIM MCLOUGHLIN I a vancing the game 

Relocating GCSAA 
GCSAA has debated the reloca-

tion of its headquarters from 
Lawrence, Kan., since the late 

1970s. Talk to executives who have faced 
the challenge and responsibility of relocat-
ing any organizations headquarters, as I 
have, and you will be told that this is one of 
the more harrowing tasks within the world 
of business management. 

GCSAA is once more considering relo-
cating, and having learned from the past, 
the present association leadership is patiently 
putting a workable plan in place for mem-
bership consideration. 

The keys are the plan and communica-
tion. Relocation initiatives do not fail be-
cause of weak planning. Rather, they fail to 
adequately communicate solid planning 
throughout the organization. 

This has been the case in past GCSAA 
relocation efforts. With todays Internet 
technology we can expect that no reloca-
tion vote will be taken unless and until the 
membership has been fully informed. 

GCSAA has planned well in the past 
when looking to relocate its headquarters. 
For example, it has identified the following 
10 criteria to evaluate candidate cities/re-
gions against: 

1. Serving as a major tourist attraction to 
help to draw GCSAA members and golf com-
munity families year-round. 

2. Being located at a natural intercept 
point within a busy city-to-city corridor. 

3. Serving as a major hub airport. 
4. Qualifing to host the GCSAA trade 

show on a regular basis. 
5. Able to attract and hold the highest 

caliber of career-minded employees. 
6. Offering a reasonable cost of living for 

the association and its staff. 
7. Having a comfortable year-round cli-

mate for golfing and other recreation. 
8. Serving as a vacation "winter haven" 

or a retirement community opportunity for 
members. 

9. Allowing GCSAA to affiliate with an 
established educational institution. 

10. Allowing GCSAA to affiliate with a 
respected 18-hole regulation golf course. 

When the above criteria have been ap-
plied to the leading candidate cities across 
the country, both in the early 1980s, and 
again recently, the following consistent 
matrix results were produced: Orlando had 
a 95% criteria compliance; San Diego 81 %; 
San Francisco 65%; Los Angeles 62%; 
Washington, D.C. 59%; Dallas 59%; Jack-

sonville 59%; Denver 51%; Chicago 51%; 
Phoenix 49%; and Lawrence 30%. 

Orlando is the most effective target city 
for relocation. Conversely, remaining in 
Lawrence would be a serious mistake be-
cause this location has substantively stymied 
the growth of GCSAA and the profession 
for more than 30 years. 

The present GCSAA leadership is aware 
of these earlier findings as it continues to 
look into the relocation issue today. Will 
this leadership once again confirm Orlando 
as the primary target city? Only time will tell. 
Where ever this decision takes GCSAA, it 
can fairly be assumed that the board of di-
rectors will be on top of it. 

What does relocation matter to the aver-
age GCSAA member or potential member? 

A look at the advantages of Orlando 
shows the city's potential to act as a power-
ful magnet capable of attracting high vol-
umes of members and golf industry offi-
cials to GCSAA headquarters on an annual 
basis. For example, the tri-annual appear-
ance of the GCSAA trade show in Orlando 
would be expected to bring up to 30 per-
cent of the association membership to the 
city. The presence of Disney World also 
would attract many hundreds of GCSAA 
member families to the city annually. Fi-
nally, the city's prime location within the 
busy Boston-to-Miami corridor would al-
low thousands of East Coast private club 
and public golf course officials to comfort-
ably stop by Orlando during business or 
family vacation trips. Many others from 
across the country will fly directly to Or-
lando for the sole purpose of participating 
in GCSAA headquarters programming. 

There is a further advantage. The collec-
tive potential impact of this volume of 
GCSAA members and golf industry people 
converging on Orlando each year creates a 
significant educational opportunity that the 
golf industry has not seen before and may 
never realize otherwise. 

The inherent problem with past and 
present GCSAA educational programming 
is that it is one-dimensional; i.e., solid within 
the agronomic and turf management fields, 
but virtually vacant relative to member ca-
reer planning; establishing professional com-
munications and management stan-
dards for chapters; and briefing green com-
mittee members and public golf course of-
ficials regarding the operational world of the 
golf course superintendent. 

GCSAA relocating to Orlando would 

address this problem by serving as a spring-
board to launch much needed multi-day 
certification and workshop level program-
ming at the association's headquarters, lead-
ing to Internet and formal college curricula. 
A relocated GCSAA Learning Center would 
foster greater member and industry-wide 
participation in educational programming 
that would include: 

• A workshop for private club green com-
mittee members (with a parallel workshop 
for public golf course officials) that would 
include presentations on job descriptions 
for a green committee chairman and for the 
golf course superintendent; maintenance 
program budgeting; equipment rotation/ 
scheduling; legal and safety issues; golf 
course renovation planning; and an intro-
ductory agronomic course to educate lay 
committee members so that they would be 
better able to support the work of the golf 
course superintendent. 

• A workshop to upgrade the manage-
ment and public relations capabilities of the 
more than 100 chapters across the country. 
This is needed because GCSAA chapters 
will always be the frontline interface between 
the game's many players, officials and insti-
tutions that will continue to predominantly 
define the image of the golf course superin-
tendent profession. 

This program would focus on a job de-
scription for and the methodology for en-
gaging and funding a chapter executive di-
rector, and counseling newsletter editors to 
ensure that more vital, diversified and en-
tertaining publications will be produced and 
circulated within their respective local golf 
communities. 

• A workshop to expand upon the ca-
reer planning seminars recently presented 
at the San Diego conference. 

Relocating GCSAA headquarters to Or-
lando would afford it a unique opportunity 
to both serve its members more effectively 
and to develop an industry-impacting edu-
cational program that would generate im-
mense pride within the profession. An Or-
lando headquarters would allow GCSAA to 
strengthen its leadership position within the 
industry and create the educational capital 
of golf. The day would soon come where 
no self-respecting green committee chair-
man would accept his/her assignment with-
out first having participated in a GCSAA 
workshop on the subject. 

Orlando is a GCSAA party waiting to 
happen. G C N 

Jim McLough is the 
founder of TMG Golf, a 
golf course develop-
ment and consulting firm 
(www.TMGgolfcounsel.com) 
and is a former execu-
tive director of GCSAA. 
He can be reached at 
golfguide@adelphia.net. 

http://www.TMGgolfcounsel.com
mailto:golfguide@adelphia.net


Course management 

Todays to do list: Meet with the 
crews, price out an engine rebuild, 
finish the drainage project, meet 

with the chair of the green committee, run 
the kids to soccer practice and attend the 
quarterly club-planning meeting. 

Sound familiar? 
For most superintendents life means get-

ting pushed in as many directions as a high-
handicapper's tee shots. But it doesn't have 
to be that way, says Bruce Williams, CGCS, 
superintendent, Los Angeles Country 
Club. By taking a hard look at how you 
use your time , and taking better control 
of the time available , superintendents can 
find the hours needed to get more work 
done, play golf, spend more time with fam-
ily and get more than five hours of sleep 
per night. Williams says carefully manag-
ing time can yield eight to 10 extra hours 
each week. 

Step One: Analyze 
"You can't analyze how to save time or 
manage time, until you analyze how you 
are currendy spending time," Williams says. 
The solution is to begin keeping a daily 
time log of how you spend your time for a 
few weeks. After the information is re-

corded, analyze the way you spend your time 
using three tests to critically review all the 
tasks you complete 

1. Necessity: Is this activity necessary? 
2. Appropriateness: Who should be per-

forming this task? 
3. Efficiency: Is there a better way to com-

plete this work? 
Once you have critically evaluated all the 

ways you spend time during a given day, you 
should find ways to eliminate the low-prior-
ity tasks by finding someone else to take on 
some of your responsibilities, then be more 
efficient at the tasks you must handle. 

Williams encourages superintendents to 
take a hard look at the forms and meetings 
that can suck time out of a day. For instance, 
are their forms you are completing that just 
get filed away and are unnecessary? If so, stop 
using them. 

"Sometimes it is irrelevant for me to be in 
a meeting. For instance, our catering depart-
ment reviews all food and beverage activities 
for the week. Superintendents have some in-
teraction with the food and beverage people, 
but at our club they meet for an hour and a 
half each week to review prospective events. 
Now the catering manager's secretary high-
lights anything from the meeting that con-

Put time 
to work for you 
T H R E E S T E P S T O G E T M O R E O U T O F E A C H A N D EVERY D A Y 

Five time-saving ideas 
To save time and use it more effectively try the following: 
1. Make a list of the things you want to and could do if 

you had more time and use the list as motivation to 
improve your time management. 

2. List and prioritize weekly objectives. 
3. Continually ask, "What is the best use of my time 

right now?" and do it. 
4. Devote primary attention to Priority A tasks. 
5. Take advantage of available technology such as 

handheld computers, cell phones and call forwarding. 

cerns me. Saving an hour and half doesn't sound 
like much, but when you áre working 60 hours 
a week, now you're down to 58." 

Step Two: Delegate 
The toughest part of time management for 
many superintendents can be learning to let go 
of certain tasks. Superintendents are often pro-
ficient and being efficient, but have real chal-
lenges when it comes to delegation. "I talk to 
some superintendents who are afraid to give 
some things up and are afraid to empower their 
people and want to be the 'hands-on guy.' Well 
if you want to be the hands-on guy, then wel-
come to 12-hour workdays," Williams says. 

"My motto is to hire the right people, train 
them appropriately, empower them and then 
do what you need to do to retain them." 

Step Three: Schedule 
As the saying goes, "Failing to plan is planning 
to fail." While planning takes time, it ultimately 
can save more time for you and your staff by 
organizing days, months and years better. 

Williams also advises planning your daily ac-
tivities around your personal energy cycle. 
"Some people are at their best early in the morn-
ing. Others peak in the afternoon. Whenever 
possible, try to plan your daily schedule to match 
your prime time," Williams says. Schedule work 
that requires concentration during your prime 
time and leave less demanding activities, such 
as mail or returning phone calls, during your 
non-peak performance time. 

Extra time cannot be manufactured, so when 
scheduling set priorities realistically on what to 
do and not to do. To set priorities, first list what 
needs to be done, then prioritize them. An easy 
method is to prioritize tasks using an A, B, C 
method. Priority "A" tasks are must do. Priority 
"B" are the things you should do. Priority "C" 
are things that would be nice to do, but that are 
not essential. 

When creating plans, don't forget to leave 
room for unexpected events, Williams advises. 
On a golf course any number of unexpected 
equipment breakdowns or weather delays can 
wreak havoc with a superintendent's schedule. 
So, allocate some time in your daily and weekly 
plan for coping with the unexpected. G C N 



SM 213 of BRASS SEED WAIT DAYS? 
Example - Maryland State Highway Dept.: one week vs. three 

• OR - as U.S. civil service head groundsman said: - "We've never seen 
grass up so fast! Now 3 or 4 days from sowed seed routinely!" 

• Used by U.S. Air Force to control dust on dirt flying fields, World War II. 
• Tested, bought, taught, used for turf, plants, trees, by a great number of 

state university campuses, over 60 years. 
• Cut golf greens closer, " l ike glass"- sti l l healthy. 

Typical California green kept green and smooth 
by Monday a.m. SUPERthrii/e™ spraying. 

HOT or (OLD • DRY or WET • Another "making impossibles 
easy" When 115° to 122° dally in Palm Springs, Calif. 
"SUPERthrive™ kept all our greens uniformly thick and 
wear-tolerant, with no problems, while all other courses 
in the area lost 6 to 14 greens, SUPERthrive™ WORKED WONDERS 
ON 400 TREES WE PLANTED. SUPERthrive™ is a blessing. SUPERthrive™ kept the 
greens alive and together through the dry summer days. It also keeps roots penetrating in COLD weather." 

FURTHER UNIQUE FACTS -
• Gu iness Book of Reco rds , " B i g g e s t eve r m o v e d . " 

S t a n d a r d l y , w i t h SUPERthrive.™ Contractors and parks 
ACCEPT NO LOSS of trees. Worldwide (though no salesmen.) 

• 1 0 0 % of 2 0 0 0 SUPERthrive™ dea lers asked at t r ade 
shows said they are "aware that SUPERthrive™ revives 
shrubs and trees with as little as green under their bark." 

• Said U.S.D.A. head grower - "Far more growth above and below 
ground than when fertilizers used alone." 
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Over 500 parks systems heads wrote that nothing works so well. 
Saving 50,000 Mojave Desert trees and plants, for U.S. Bureau of 
Land Management, while beautifying the famous Las Vegas hotels. 
#1 Environment saver. 
Since 1940, unchallenged, $5,000. guaranteed to be world 
number one Activator, Reviver, Trans/Planter, Extra Grower, 
and Perfecter. — Far Best. Unique. Nothing is at all " l ike" it. 

Over 60 years, NEVER ONE BOUNCED on guarantee: - "After 
using f i rst gallon - money back if you wish you had not 
bought it." (Public agencies or established businesses in U.S.) 

VITAMIN INSTITUTE 
Phone (800) 441-VITA (8482) 

12610 Saticoy Street South, NORTH HOLLYWOOD, CA 91605 
FAX (818 766-VITA (8482) www.superthrive.com 

http://www.superthrive.com
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What is changing in the area 
of golf course consulting? 

In one respect little has changed. Golf has al-
ways involved consultants. We have consult-
ants that specialize in water salinity and test-
ing. We use engineers to resolve drainage is-
sues. We hire architects to improve the de-
sign of a course and its play. By definition the 
golf course superintendent deals with a broad 
range of issues, and no one can be an expert 

in every particular area, so we 
need to call in those who bring 
the necessary expertise. Our job 
is to protect the clubs assets and 
to make sure that what we do is 
correct in the long term. The 
smart superintendent knows 

what he doesn't know, but gets the consult-
ing help he needs to keep the course in great 
condition. 

At the same time, golf has become more of 
a business and that creates opportunities for 
consultants. Some are very helpful and oth-
ers are motivated as much by self-interest as 
service. Superintendents need to understand 
the role consultants can play, how to work 
with them, how to manage them, and to be 
aware of the potential down side. 

What do you mean by the 
potential down side? 

A number of superintendents have lost their 
jobs after their clubs hired consultants. The 
superintendents that seem most prone to this 
scenario work for private golf courses, are more 
than 40 years old and have higher salaries. Of 
course, when a consultant is hired he or she 
has been positioned to the superintendent as 
a resource to help them and improve the 
course. Later, the superintendent was let go. 

Are there warning signs that 
the superintendent 's job 

might be at risk? 
In all of the cases the superintendents fired 
had no idea that a consultant was being hired. 
A number of these superintendents were called 

to a meeting and found a consultant sitting 
there. Some have come to work in the morn-
ing only to find a consultant sitting in the 
office waiting for them. 

Sounds like some golf courses 
are hiring consultants to get 

rid of their superintendents. 
There are a range of possible reasons to ex-
plain what's going on. The firings I've heard 
about have been mostly on private courses, 
so politics is a possible factor. Some clubs want 
to make a change at the superintendent posi-
tion but are not willing to do it themselves, 
so they hire a consultant to do it for them. 
The consultant's role might even be to come 
up with the justification to fire the superin-
tendent. 

But there are other possible motives. Bud-
gets are tighter and if a club is told they could 
replace their superintendent for a big name 
person - at the same cost or less cost than the 
superintendent's salary - there's a temptation 
to do it. The scenario I am describing does 
not involve replacing the superintendent on 
a full-time basis, it involves a part-time, on-
going consulting relationship. 

Some of the superintendents who have been 
fired were told that their clubs wanted to take 
the course to the next level. That is a legiti-
mate objective, but I question if these club 
owners and managers even understand what 
the next level is? I also question why so many 
apparently did not bother to talk to their own 
on-site consultant first - their superintendent 
- about the desired changes before turning 
to an outside resource? 

Should the superintendent be 
told if his club is considering 

hiring a consultant? 
Absolutely, for two reasons. Lirst, it's good 
business. If the desire is to improve the course, 
or to get ready for a major tournament, then 
the superintendent and the consultant will 
need to work together as a team. The con-
sultant may bring special expertise, but the 

superintendent knows the course better than 
anyone. So, why would any course not want 
their superintendent fully involved in this pro-
cess, even to the point of helping to select the 
best consultant for the job? 

Second, hiring a consultant without talk-
ing to the superintendent is unethical. It's not 
good business or the professional way to con-
duct a business. 

That assumes the superinten-
dent is not the problem. 

If a course has a problem with their superin-
tendent then they need to confront him or 
her and work out a solution, even if that 
means making a change. But being up front 
about this is the ethical approach. 

Can a course really get by 
without a full-time superinten-

dent? 
A consultant can make the pitch that he of-
fers greater expertise and experience for less 
money. The consultant determines the pro-
gram, then assigns day-to-day operations to 
an assistant superintendent or to some other 
person who will be on the course every day. 
Unfortunately, I have heard that such pro-
grams have failed on a number of courses. 

A golf course is always best served by hav-
ing an experienced superintendent on site 
every day. Course conditions can change rap-
idly and someone with the necessary experi-
ence needs to be on site to make the right 
decisions regarding what to do and how to 
allocate people and other resources. No one 
can understand the weather patterns, equip-
ment, staff, the club and members like the 
superintendent. None of this is cookie cutter 
stuff. It takes time and experience to know 
your soil types, irrigation water and the mi-
croclimate on a green that's in the shade on 
the hill, or on another green that has heavy 
clay soil. There are so many things that make 
every course different. Certainly the same 
principles apply to every course, but no two 
golf courses are exactly alike. One course I 


