
Solutions that fit any grub problem. 

When it comes to grubs and the serious problems they can dish out, Bayer has the solution-products 

that will prevent or control every no-good grub you may come across, quickly and effectively. 

Therefore, keeping your course beautiful and green and your reputation golden. And all our products 

are Backed by Bayer™ and all the support and science that come with it. For more information ask 

your Bayer Field Sales Representative or visit us at BackedbyBayer.com. 

B A C K E D 
by B A Y E R . 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W.Alexander Drive, Research Triangle Park, NC 27709.1-800-331-2867. www.BackedbyBayer.com. Allectus, Dylox and Merit are 
registered trademarks of Bayer AG. Backed by Bayer is a trademark of Bayer AG. Not all products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP 

http://www.BackedbyBayer.com


J a c k B r e n n a i i founded Paladin Golf Marketing in Plant City, 
Fla., to assist golf course owners and managers with successful 
marketing. He can be reached atjackbrennan@tampabay.rr.com. MARKETING YOUR COURSE 

FOCUS YOUR SALES EFFORTS 

When prioritizing your goals while course survey of all public and semipri-

creating a marketing plan, focus vate courses in a 40-minute radius. Then 
your time and energy on soliciting we conducted a telephone survey of the 

business segments that will generate the same courses. Afterwards, we conducted 
most revenue. in-person surveys to confirm the telephone 

A good marketing plan is dynamic, so if survey information, 
you're monitoring it properly, it will change From our surveys and other sources, we 
as the year progresses; and each subse- reviewed facility-reported demand com-
quent year, you identify the most profitable pared to consumer- or population-reported 
marketing targets better. A good marketing demand. Interestingly, the facilities were 
plan requires realistic goals and market reporting almost 23 percent more rounds 
research, but even with solid research and than the population method of demand 
preparation, a plan can go wrong if it's not analysis. The likely sources were golfers 
monitored closely. coming into the market from outside the ra-

Paladin Golf Marketing conducted a mar- dius used for analysis and tourism/visitors, 
keting assessment report for Baywood Tree After we confirmed the tourism pressure 
Golf Club (actual name withheld for con- through the hospitality industry, the rounds 
tractual reasons) in November 2006. The opportunities would be duly noted and 
report was a researched assessment of future included in our marketing assessment rec-
public, member and expected play levels in a ommendations with strategies to outmarket 
market with a priority placed on direct com- the competition for this business, 
petitors. The purpose was to assess market To assist our research, we needed direct 
demand for golf in all segments of area play: feedback from customers and area golfers, 
outside, membership, group business, hotel, Normally, we recommend a player survey 
seniors, etc. Once this market research is - 12 questions distributed at the course 
compiled, it can be used to assess market for 10 consecutive days each quarter - but 
success levels at a course. If done correctly, the course was in its off-season generating 
it's all the market research needed to begin few rounds. We decided to conduct an e-
concerted marketing strategies and tactics survey and contracted with an e-marketing 
for a public-access golf course. company for the opt-in e-mail addresses of 

Baywood Tree's owner wanted market- golfers only, 
ing assistance on an affordable, step-by-step One of the greatest benefits of the e-
basis. The course didn't have much cash survey, besides the response information, is 
flow, and the owner was contributing more the quick turnaround time. Within 10 days, 
than $65,000 a year to the operation for we were set to mail. With an incentive in-
the past several years. Although the owner eluded, we experienced a 14.5-percent open 
had means, he wanted to begin with the rate on our e-mail blast, and 10.9-percent 
marketing assessment report to determine of those opens filled out the survey. It's not 
if his course had the chance to succeed in the greatest return ratio, but we had 126 
the market or decide on a more viable use completed surveys and were able to use the 
of the land. respondents' likes, dislikes and comments 

First, we completed a demand analysis about the course and other favorite course 
based on population demographics. On av- information as a snapshot of how our sub-
erage, each 18-hole equivalent was projected ject course is perceived in its marketplace, 
to generate 7,000 more rounds than Bay- Think about the value of the research we 
wood Tree was generating. Not good news have at this point and how it benefits our 
for Baywood but promising for the future. decision making while planning the market-

Next, we completed an Internet golf ing. We have the owners', long-time manag-

ers', sales managers', employees' and several 
loyal golfers' perceptions of Baywood Tree's 
strengths and weaknesses. We have 
industry statistics to gauge what demand 
levels could be expected at the course. We 
have a history of rounds and revenue the 
course has generated the past several years. 
We have a good but general idea of what 
segments are playing at all of the course's 
direct competitors through our Internet, 
telephone and in-person surveys. And we 
have direct feedback from our e-survey of 
area golfers. That's powerful research on 
which to base marketing. 

Baywood Tree's owner is a busy medical 
specialist and doesn't have time to focus 
on the club as much as he would prefer. 
He bought the property, including the golf 
course, in 1979, and the club took care of 
itself through the mid-1990s. However, he 
didn't have any golf-industry experience, 
and his management team learned by the 
seats of their pants during golf s better 
times. Beginning with fiscal year 2002, the 
course began experiencing losses, which 
continued to mount primarily because of 
oversupply on the peripheral of his primary 
market and some neglect of the facility's 
clubhouse and food-and-beverage opera-
tion. Still, the golf course is in good condi-
tion and competitive relative to the market. 

A marketing assessment report isn't 
intended as a marketing plan. It's the foun-
dation on which to build a marketing plan. 
The problem that occurred a few months 
after the marketing assessment report was 
submitted and reviewed was it was left in 
the hands of the management team without 
proper monitoring mechanisms in place. 
It only took an hour-and-a-half phone 
conversation to realize the salesperson had 
gravitated to sales targets she was most 
comfortable with. They weren't the targets 
that could generate the most revenue. 

The problem in Baywood Tree's case was 
prime selling time wasn't optimized by rely-
ing on the judgment of a salesperson versus 
a marketing planner. Know your business 
priorities, focus on them appropriately, and 
monitor your efforts in a systematic way. 
That's priority marketing. GCI 

22 SEPTEMBER 200? www.goifcourseindustry.com 

mailto:atjackbrennan@tampabay.rr.com
http://www.goifcourseindustry.com


There is a difference in irrigation systems — just ask Tony Girardi, CGCS. 
In 2001, Tony began a complete course renovation. After experience with two previous 
installations with competitive systems, he decided to look at Rain Bird to find out the 
difference for himself. "I started doing a lot of homework, and realized the tremendous benefits 
of Rain Bird, like the ease of central control and a satellite irrigation system that's fully backwards 
compatible. We're now in our sixth season, with no major breakdowns, and I've cut my irrigation 
maintenance budget by 25 percent With Rain Bird I run virtually maintenance-free season after 
season, I just don't have to worry about it" 

If your system doesn't stack up to Tony's, call 1-800-RAINBIRD or visit www.rainbird.com/golf. 

RAIN BIRD 
www.golfcourseindustry.com/readerservice - #22 

Doing your homework still pays off. 

http://www.rainbird.com/golf
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J e f f r e y D. B r a u e r is a licensed goif 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 atjeff@jeffreydbrauer.com. DESIGN CONCEPTS 

CONSTRUCTION ROLE-PART III 

In the first two installments of this curb location. 

series about a superintendent's role in • Monitor concrete deliveries and 
construction (May and July issues), I installation. Concrete mix design is usually 

described contractual boundaries super- done by consultants, but the owner's rep-
intendents should work within if acting resentative monitors concrete deliveries, 
as an owner's representative during a con- including the monitoring of: (i) base com-
struction or renovation project. Below are paction and base material installation; (ii) 
specifics superintendents should evaluate moisture content of the subsoil; (iii) form 
to ensure a project will be successful. work and reinforcement installation; (iv) 

concrete depth; (v) finishing and curing 
TURF, FERTILIZERS, AMENDMENTS procedures; and (vi) concrete materials. 

• Verify material for correct quantities For the concrete materials: 
and specification compliance, including • Collect delivery tags, 
slow-release components, if any, espe- • Perform and/or monitor "slump 
daily if the contractor is supplying an "or tests," which measure how watery the 
equal" product. concrete is. With concrete, 4- to 5-inch 

• Monitor the contractor's initial slump is typical. 
spreader settings and applications to • About 30 days after the installation, 
confirm materials are applied evenly and evaluate the concrete strength by provid-
at correct the rate. ing or reviewing core cylinder tests after 

placement to confirm the concrete has 
sufficient compressive strength (usually 

• Count seed bags and read tags, certi- specified at 3 ,000 to 4 , 0 0 0 psi). 
fication papers, etc., as necessary. • Check for cracks and the need to 

• Measure the cubic feet of each truck- replace certain areas, 
load to verify the quantity. 

• Visit proposed sod farms to select DRAINAGE 
sod for the project. This is as important an element of con-

• Mark installation limits and direct struction as there is, and one you'll fight 
initial watering. forever about, if not done correctly. So, 

this merits considerable effort to identify 
GREENS MIX AND GRAVEL drainage-problem areas for correction 

• Design or review mix design. Recom- by grading or pipe additions - includ-
mend changes within the contract price ing the cart paths, tees and fringe areas 
or through a change order. after every rain storm - and monitor pipe 

• Observe and accept mix and gravel installation, including: proper line and 
deliveries. Reject those that don't comply grade; minimum grade for self-cleansing 
but provide a specific reason for rejection. velocity; and catch basins, including grad-

• Monitor or provide ongoing mix test- ing around them to assure water enters, 
ing against prototype samples. 

IRRIGATION 
CART PATH The heartbeat of the golf course - and an 

• Assist with cart-path layout, bridge area that's prone to installation problems 
requirements (weight, width, etc.) and - is the irrigation system, which requires 

much of the superintendent's attention. 
During a recent project, irrigation consul-
tant Terry Little of Aqua Engineering in 
Fort Collins, Colo., provided the superin-
tendent with this checklist of things to do 
or monitor: 

• Participate in staking out the system, 
approving it as you go; and 

• Monitor the installation, observing 
the proper installation of: 

• Piping - (i) thrust blocks; (ii) pipe 
depths, backfill material and routing 
within manufacturer's maximum deflec-
tion guidelines and "snaked" to allow for 
contraction; (iii) pipe ends tapered before 
assembly of bell connections; (iv) prop-
erly used PVC primer and cement and 
removal of excess material from pipes; (v) 
mechanical joints properly aligned, tight-
ened and installed within manufacturer's 
guidelines; and (vi) trench compaction. 

• Wiring - 24- and 120-volt wiring and 
cables should be located: (i) below the 
pipe centerlines; (ii) loosely to allow for 
expansion/contraction; (iii) with expan-
sion coils at directional changes; (iv) in 
a consistent location for future locating 
ease; and (v) wire splices should be mini-
mal and logically located. 

• Sprinklers - set level and swing-joints 
should be set at 30 to 45 degree angles, 
not flat on the bottom of the ditch or 
vertical, and with proper lay length to 
achieve the correct angle. 

• Pump house - Other than the wet 
well and pump skid, these are often 
provided by the owner. So, as the owner's 
representative, you might take the lead to 
provide: (i) power to the pumps, meters 
and transformers; (ii) design criteria and/ 
or review, including leaving room for fu-
ture needs; (iii) arranging building inspec-
tions; and (iv) verifying wet-well depths. 

Also, you might encourage good work 
habits, such as daily clean up, safety pro-
grams, meeting any regulations or permit 
conditions affecting the project. GCI 
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NOTHING BEATS 
A SOFT TOUCH 

AROUND THE GREENS. 

The New Coco Fiber Drag Mat from Standard Golf. 

Top dressing requires a certain touch, one you can't damage your turf. The 1 !/4-inch fibers are bonded to a 
always get with other drags. The Coco Fiber Drag solid vinyl backing, and the 9-foot Jack chain attaches 
Mat features a 6!/2-foot width and 60-lb weight to do to any vehicle. Perfect on the greens, or wherever a 
the job effectively with a gentle design that won't softer touch is needed. 

F o r t o l l - f r e e e x p r e s s s e r v i c e , c a l l 1 - 8 6 6 - S G - E X P R E S S (1 - 8 6 6 - 7 4 3 - 9 7 7 3 ) 
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ADVANCING THE GAME 

J i m M c L o u g h l i n is the founder of TMG Golf (www.TMGgolfcounsel.com), a golf 
course development and consulting firm, and is a former executive director of the 
GCSAA. He can be reached at golfguide@adelphia.net or ?60-804-?339. His previous 
columns can be found on www.golfcourseindustry.com. 

SEARCH GOES ELECTRONIC 

After having dedicated several columns 
to the superintendents' side of the 
career Web-site issue, I'd be remiss if 

I didn't address the complementary impact 
electronics, in general, and career Web 
sites, specifically, soon will have on the 
search-committee process. 

However, before looking at the impact 
electronics will have, search committees 
need to determine the quantity and quality 
of candidates they wish to attract to their 
job openings first. Too often, search com-
mittees feel their clubs will be dishonored 
if they fail to attract a high number of job 
applications. Accordingly, they tend to write 
all-inviting job notices hoping to catch the 
eye of every level of experienced candi-
date. The problems with this approach are 
twofold: first and foremost, upper echelon 
candidates don't respond to "cattle call" in-
vitations to apply for job openings, and sec-
ond, this is a guaranteed way to attract more 
resumes than the search committee can deal 
with effectively (i.e., they don't have the 
experience to identify the better four, five 
or six candidates to interview when so many 
resumes are received). Consequently, the 
better candidates often aren't considered. 

If ever there was a solid example of less 
delivering more, it's when a golf facility 
understands it will fair better attracting as 
few as 25 quality applications than 90 to 
more than 125 applications from mostly 
less experienced candidates. To do this, the 
club/course should: 

Write a tight job notice that will encour-
age the better candidates to apply because 
of the challenge the job opportunity 
presents, while at the same time dissuad-
ing the lesser-experienced candidates from 
applying; and 

Directly invite several well-qualified 
candidates to apply. The best way to iden-
tify well-qualified candidates is through 
regional/state golf association staffs because 
they interface with virtually every superin-
tendent within a region from one year to 
the next. 
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When converting to an electronic-based 
process, search committees should commit 
to the following seven-step process: 

Step 1: Make the formal decision to 
require all applications be submitted elec-
tronically. 

Step 2: Then, immediately register for 
a unique domain name to receive applica-
tions independent of the regular club/ 
course e-mail address. 

Step 3: Circulate an appropriately tight 
job notice that would (i) attract the desired 
number and quality of applications; (ii) 
advise that all applications must be submit-
ted electronically to the e-mail address 
indicated by a specific deadline date; and 
(iii) advise that applicants who incorporate 
personal career Web sites within their 
applications will be given priority (not 
exclusive) attention. (This approach will 
encourage the better candidates to apply.) 

Step 4: Forward applications electroni-
cally, as received, to each search committee 
member for review well before interviews. 
This will avoid building the dreaded tall pile 
of hard copy applications that are generally 
read at one time only after the closing dead-
line passes - an approach that discourages 
all candidates because it's so easy for the 
better applications to get lost in the shuffle. 

Step 5: Once the closing date passes, de-
lay the traditional approach of immediately 
selecting candidates for interview and invite 
about a dozen of the better qualifying can-
didates to submit time-sequenced, budget-

supported plans of action electronically 
to the search committee by a specific date 
(about 10 days before interviews begin). 
Upon receipt, the plans of action would be 
forwarded electronically to members of the 
search committee. 

To facilitate this process, clubs/courses 
should (i) provide candidates with infor-
mation packets (recent budgets, course 
consulting reports, OSHA records, etc.) 
they'll need to complete their due diligence 
homework and to prepare effective plans of 
action; and (ii) assign a committee member 
or two to personally escort candidates 
through their initial tours of the golf course 
because this is a unique, informal oppor-
tunity for both parties to gain comfortable 
insights of each other that generally aren't 
obtainable during the more formal tradi-
tional interview process. 

Step 6: After a review of the submitted 
plans of action, identify the four to six can-
didates the committee believes have earned 
the privilege to be interviewed because of 
the quality of their applications and the 
merits of their submitted plans of action. 

The benefits that accrue here are 
precedent setting. First, search committee 
members will come to the interviews well 
informed about the candidates' employment 
history and their anticipated approach to 
the job, if hired. Then, the pressure will be 
taken off the candidates to hard-sell them-
selves cold turkey during the brief interview 
minutes. These two elements taken in com-
bination virtually assure a more relaxed, in 
depth and informative Q&A exchange that 
significantly enhances the likelihood of hir-
ing the best candidate available. 

Step 7: Finalize the selection process and 
move on. 

Without question, just as term papers 
and the like are submitted electronically 
throughout the academic world, assistants 
and superintendents should get their mind 
sets and Web sites ready to compete for jobs 
within this constantly evolving electronic 
world as soon as possible because there will 
be little other choice in two to three years. 
Electronic communications is a search-
committee party waiting to happen. GCI 

Too often, search 
committees feel 
their clubs will be 

if they 
fail to attract a 
high number of job 
applications. 
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Dismiss. Results Without The Wait 

p s m i S t u r f herbicide stops nutsedge before it can hurt your reputation. mmmmm'^ • 
^Yellow nutsedge, purple nutsedge and green kyllinga can ruin the look of your 
well-mànicured turf. At the first sign of sedges, reach for Dismiss® turf herbicide. You'll see 

'visible results in just 48 hours and get long-lasting control of even the toughest sedges. In 
fact, a single* Dismiss application may be all you need for season-long control of yellow 
nutsedge. Plus, you get effective preemergent control of annual broadleaf weeds. 

In this business there's no time to wait for weed control. Use Dismiss for results in days. 
For more information, contact your FMC sales representative or local FMC distributor. 

1 - 8 0 0 - 3 2 1 - 1 P M C • fmcprosoIutions.com 

-FMC 
FIVIC Professional Solutions 

<s> 
Dismiss 
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Robert A. Miiligan, Ph.D., is professor emeritus from Cornell University and senior 
consultant with Madison, Wis.-based Dairy Strategies. He can be reached at 651-647-0495 
orrmilligan@trsmith.com. HUMAN RESOURCES 

ENSURING A FULFILLING FUTURE 

What will you do differently next 
year? What will you be doing in 10 
or 20 years? What will you be able 

to do in retirement? 
I've worked closely with golf course 

superintendents for almost 20 years, and 
during that time, I've gained great respect 
for what you do and how you do it. I've also 
learned there are some unique opportuni-
ties and threats for you. 

One opportunity is the myriad educa-
tional materials and seminars offered by 
the GCSAA, universities, state and regional 
member organizations, and the many 
companies selling products and services. 
These opportunities are unparalleled in 
other industries, so you should be proud of 
your market. 

These opportunities are also a threat -
that you won't use them effectively, and 
thus, find yourself unprepared for the next 
10 to 20 years or even for retirement. The 
threat is real. I've talked to many super-
intendents who seek advancement or a 
career change but don't have the necessary 
knowledge, skills and experiences to move 
into upper-level management or other 
rewarding positions. 

Other unique aspects of a superinten-
dent's position make this threat more real. 
First, many superintendents don't have a 
supervisor or mentor to guide them with 
their career development because many 
clubs don't have a traditional organiza-
tional structure. Second, there are many 
superintendents who don't have an obvious 
next step in their career, which also is influ-
enced by the lack of structure at a club. 

I hope you're asking, "What does this 
mean for me?" It means you must be 
thoughtful and proactive about your 
educational choices. If you're like most 
superintendents, when you get the course 
roster for the GCSAA conference at the 
Golf Industry Show or a regional event, 
you look at the offerings and select a few 
to attend. Although these selections will be 

beneficial, they'll likely focus primarily or 
exclusively on your short-term needs, and 
the lost opportunity will contribute to the 
aforementioned threat. 

You're in charge of your professional 
development. As a correlation, you'd never 
think of applying fertilizer or pesticides 
without a plan. Similarly, you should never 
decide what offerings to take based only on 
what you see today. The offering selection 
should be based on a carefully thought out, 
professional development plan. 

A superintendent in one of my seminars 
told me he takes two seminars each year at 
the Golf Industry Show - one for his course 
and one for himself. The seminar for the 
course focused on what he'll do differently 
next year. The seminar for him focused on 
what he'll be doing during the next 10 to 20 
years and, perhaps, in retirement. He had a 
plan. Below is a three-step process for you 
to develop a plan. 

Step 1 
Think about and visit with family, mentors, 
friends and acquaintances in other roles and 
even industries to discuss what you want to 
do and accomplish with the remainder of 
your career. Consider these questions: 

• Do I want to continue in my current or 
similar position until I retire? 

• Am I driven to strive to be a superin-
tendent at a prestigious course? 

• Do I want to advance 
to a position 
such as director 
of golf covering 
multiple courses 
or leading all of the 
services of a facility? 

• Am I interested in a differ-
ent position within the golf business, 
such as a position in the many companies 
that provide goods and services to superin-
tendents and golf courses? 

• Am I interested in a career change to 
another industry or occupation? 

Outline or write your observations and 
conclusions. 

Step 2 
Determine the knowledge, skills and ex-
periences you'll need to excel in what you 
seek to accomplish during the rest of you 
career. This won't be easy and will require 
research and conversations with people in 
positions you seek. Be proactive and talk 
to individuals in these positions. You'll be 
surprised how willing people are to talk to 
you. 

Step 3 
You're now ready to lay out your profes-
sional development plan. The following 
should help: 

1. Focus on topics beyond the normal 
turf management courses - leadership, 
sales training, supervision, strategic plan-
ning, team building, interpersonal skills, 
customer orientation and marketing. 

2. Move outside your comfort zone. 
Your training could move outside offer-
ings specifically for superintendents. Look 
to local chambers of commerce, colleges 
or universities, or executive educational 
programs. 

3. Don't restrict yourself to traditional 
courses and seminars. The Internet offers 
almost unlimited opportunities for learning. 

Armed with your professional improve-
ment plan, your seminar selections for the 
GCSAA conference at the Golf Industry 
Show and other educational events will be 
thoughtful, proactive and planned. GCI 
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We've got nothing to talk about. 

Nothing.. .meaning NO payments and NO interest for up to 90 days!* 
We understand your dilemma. Winter is the busy season—when your course is full and cash flow high. But overseeding 
must take place in the fall. And that can be a financial challenge during the off-season. NO problem! This special offer 
lets you order when you need to overseed and pay when you have more cash. 

It's a unique opportunity that 
improves your cash flow! 

Our comprehensive Early-Order Program 
(EOP) includes a full range of products that 
insure success: • Seed • Mulching products 
• Plant growth regulators • Fertilizers • Pre-emergent with fertilizer. 

For more information, contact your LESCO sales representative or give us a call 
at 800-321 -5325. You've got NOTHING to lose...except perhaps one more headache. 

* Offer is subject to credit approval. No finance charges will be assessed and no payment will be required on your promotional purchase until expiration or termination of the promotion. If minimum monthly payments on any other balances on your account 
are not paid when due, ail special promotional terms may be terminated. Standard account terms apply to non-promotional purchases and after promotion ends, to your promotional purchase. Existing cardholders should see their credit card agreement for 
standard terms. 
Offer is valid from September 1,2007 through November 30,2007. Some restrictions may apply. Qualifying purchase® must be on one invoice and paid for with your LESCO credit account. Offers listed are not valid with any sales covered by contract 
and/or bid pricing. All truckload orders will be direct shipped to your location. Some offers only available in limited areas. The names used may be registered trademarks. Items on sale may not be in stock at all locations. LESCO reserves the right to 
substitute a like product if out of stock. 
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Date off Purchase & Terms 
September 1 - September 30,2007 No Interest & No Payments until December, 2007 
October 1 - October 31,2007 No Interest & No Payments until January, 2008 
November 1 * November 30, 2007 No Interest & No Payments until February, 2008 
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AT THE TURN 

Alternative 
product research 

The USGA is conducting research projects 
about the effectiveness of new and 

alternative products for golf course construction, 
including testing bunker sand, bunker liners and 
sand erosion products, according to Jim Moore, 
director of construction education for the USGA 
Green Section. Here's what he had to say about 
some of them: 

1. Flat pipe in green construction. "It's another 
option that works. It's cost effective and 
practical, but you need to use fittings that 
are designed for the flat pipe." 

2. Alternatives to gravel, such as plastic 
or geotextiles. "Geotextiles were never 
accepted by the USGA. I think they're 
acceptable, but I need to convince others in 
the USGA in order to put them in the USGA 
guidelines." 

3. Alternative seeding processes. "For 
example, BlueYellow's product is difficult 
to apply because it's lightweight. It's like 
spreading Kleenex on the ground." 

4. Inline filters for drainage. "We need to be 
more prudent with grow-ins. We're putting 
down too much nitrogen, and it's running 
into bodies of water. We need to filter the 
water as it comes through a green. These 
filters won't be installed on every green, 
rather in certain environmentally sensitive 
areas." 

5. Wireless sensors in greens. "These will 
help the superintendent know if there's a 
perched water table." 

6. Subsurface drip irrigation. "This will most 
likely take off in tees. You need water to 
move upward so you should use dirty sand 
with silt and clay because with 100-percent 
sand, water will drain more quickly." 

How are we doing? 

The growth or health of the industry 
is measured in several ways. Two of 

those are rounds played and golf course 
construction. The charts below provide a 
glimse of each. Overall, growth remains 
fairly stagnant. 

Total U.S. 
facilities 

-20.6% - 1 0 . 6 % 11.3% -15.1% 5.4 3.4% - 1 . 8 

Private clubs -18.3% - 6 . 1 % -15.4 4.5% 2.S -2.7% 

Public courses -21.3% -12.1% 12.( -15.0% 5.6% 3.6% 

Premium -8.7% -3.3% 6.4% -7.5% 1.6% 4.6% -0.4% 

Standard -15.8 -8.1 -15.e 6.7% 5.C -0.9% 

Value -27.2% -16.2 16.2% -15.2 5.6 2.9% - 2 . 1 % 

Figures represent facilities that have submitted rounds data for both time periods. 
Source: National Golf Foundation, as of 8/15/07 

National rounds played 
Percent change in rounds, 2007 vs. 2006 

Construction report 
as of 8/14/2007 

Type Under construction* Completed* 

9-hole 18-hole Total 9-hole 18-hole Total 

New facilities 

Daily fee 27 118 145 10 26 36 

Municipal 10 7 17 2 4 6 

Private 8 69 77 6 17 23 

Total 45 194 239 18 47 65 

Additions 

Daily fee 89 5 94 13 3 16 

Municipal 4 1 5 1 0 1 

Private 9 5 14 9 3 12 

Total 102 11 113 23 6 29 

Grand total 147 205 352 41 53 94 

• Figures don't include courses classified as reconstructions. (57) nine-hole and 
(90) 18-hole reconstructed courses were under construction and (16) 9-hole and 
(31) 18-hole reconstructed courses opened. • Source: National Golf Foundation 
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