


"I make all of my decisions based on long-term goals," he says. "My 
primary want is to make my operation sustainable. To do this, I need 
to commit to our organic programs. I also need to focus on proper 
staff who know how to make our players feel welcome." 

MAKING TOUGH CHOICES 
The definition of wants and needs for long-term planning is important, 
but it also must be addressed for the short term as well. Uncontrol-
lable factors such as weather still affect a tee sheet and can bring 
short-term goals into focus. 

Joe Hills, co-owner of Waverly Woods Country Club in Marriots-
ville, Md., and Blue Mash Golf Course in Gaithersburg, Md., says the 
two daily-fee courses have been well received in the local competitive 
market. Hills knows that course conditions are his primary priority. 
During the summer months, he wants players to be able 
to use the carts on the fairways. But a serious drought 
and severely high temperatures this past summer forced 
him to make a difficult choice. 

"The weather had taken such a toll we felt we needed 
to protect the turf, so we made it mandatory to keep 
the carts on the paths during our busy month," he says. 
"Our rounds declined because of this decision, but we 
felt this was the right choice in the long run. Our wants 
and needs changed places." 

Another variable that can drive the direction of wants and needs 
is liability. For Garry Setting, owner of Sea Pines Golf Resort on 
the central California coast near Morro Bay, property upkeep is an 
important concern because the eight-building facility consists of a 
nine-hole course as well as a 43-room hotel and restaurant. 

"Our lodging income is my main focus," he says. "I would like to 
replace the roof and add a new entry to our conference room. But 
recently, my insurance carrier brought to my attention some potential 
liability problems that drove other projects from the wants category, 

such as fixing walkways and sealing our parking area, into projects 
that needed to be addressed. We try to look at our needs three times 
a year, and this gives us the flexibility to deal with issues like this 
more easily." 

Jeff Hogue, owner of Scott Lake Country Club, a 27-hole public 
facility near Grand Rapids, Mich., also knows the importance of 
being flexible. 

"We spend a fair amount of time establishing long-term plans for 
Scott Lake, but reality is a big factor when determining what we can 
or can't do," Hogue says. 

One of Hogue's long-term goals has been to find ways to balance 
his tee sheet with 75 percent of his play during the week and 25 
percent of play on the weekends. This want has directed him to find 
ways to use his layout to bring in mid-week golf league play and cre-

ate ways to make it easy for players to fit golf into their 
busy schedules. 

"There has been a shift in the golfing public," he 
says. "Ten years ago, the regular golfer worked all week, 
and the Saturday or Sunday round was played in the 
morning. The regulars had to call by Thursday to guar-
antee a time. Today, the new regulars have more time 
constraints because they attend family programs, such 
as soccer and tee ball, on weekends. Now I have more 

play in the afternoons and more players interested in just playing 
nine holes. Today, 60 percent of our rounds are nine-hole rounds. 
I've seen this trend and have taken it as a signal to make adjustments 
in my operation." 

Hogue had wanted to improve his driving range for several years, 
and after seeing how time constraints were changing golfers' habits, 
he embarked on an ambitious expansion of his range, which required 
moving three golf holes that played around the existing range. 

"We put together a plan to do the work without closing the range 
or the course," he says. "I opened the range this spring and have seen 
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INDUSTRY 

A N N O U N C E M E N T ! 
2 New Books in the Golf Course Industry 

Technical Resource Center! 

Seed To Elegance - Author Kevin Williams is a Kentia grower and broker 
with businesses on Norfolk Island, South Pacific and in Michigan. He has 
written the definitive story of the Kentia Palm tree from its origins in the 
Pacific islands to its huge popularity in the Northern Hemisphere. 

Seed to Elegance presents the dramatic development of the Kentia indus-
try due to the palm's fascination for interior and exterior palm enthusiasts 
around the globe. The tree's life cycle, the history of its popularity, the 
exportation procedures and the simple maintenance of a Kentia palm are 
detailed. An abundance of beautiful photographs from three centuries of 
the majestic Kentia's story are included. 

$24.95 
Now in a new edition, the Color Atlas of Turfgrass Weeds, Sec-
ond Edition is a critical tool for weed identification and turfgrass 

management. Hundreds of full-color photographs provide detailed 
plant features assisting with the quick identification and control 

for hundreds of weeds. The book also illustrates various stages of 
weed development, helps pinpoint causes of weed infestation and 

provides effective control strategies. 

$125.00 

To o r d e r go to our online s t o r e : w w w . g o l f c o u r s e i n d u s t r y . c o m / s t o r e 

Or Call 800-456-0707 or 330-523-5341 
www.golfcourseindustry.com 

http://www.golfcourseindustry.com/store
http://www.golfcourseindustry.com


If we made more offers 
like this, we wouldn't be 
making offers for long. 

The SMART-FIT** 
System includes 
an ST2000 Cup 
and your choice 
offlagstick with 
a SMART-FITm 

Ferrule. 

BUY 18 
SMART-FIT" Systems. 
GET 9 MORE FREE.* 

We're so confident in our 
SMART-FIT™ Cup and Ferrule 
system, that we'll back it 
up with our best offer ever: 
When you buy 18 SMART-FIT 
systems, well give you 9 more 
free. In addition, we'll give you 
25% off your next purchase 
of 18 or more flagsticks with 
SMART-FIT™ ferrules. 

To order, call us directly 
at 1 -866-SG-EXPRESS 
(1-866-743-9773). 

"Must switch from another manufacturer's flagsticks with 
slotted ferrules. All orders for this offer must he submitted 
to Standard Coif through SG EXPRESS - 866-743-9773 
or www.standardgolf.com/order.htm. Proof of 
purchase of competitive flagsticks required Offer 
good through April 30th, 2008. This offer includes 
flagsticks purchased through Standard Golf's 
Buiid-Your-Own-Elagstickappiication. 

Lodging income is the main focus for Gary Setting, owner of Sea Pines Golf Resort, an eight-
building, nine-hole facility in Los Osos, Calif. Photo: Sea Pines Golf Resort 

a phenomenal increase of activity. It also helped 
that I surveyed my market and knew that with 
other ranges closing I would be the only range 
available within a 20-mile radius." 

Ron West of R.H. West Management oversees 
the operations of five courses in the Indianapolis 
area, which multiplies the challenge of deter-
mining wants and needs. His portfolio runs the 
gamut of operations, from overseeing the private 
Royal Oak Golf Club to leasing two municipal 
courses to owning two more daily-fee facilities. 

"I let the department managers of each facil-
ity, such as the superintendent, the 
head pro and the food-and-beverage 
manager, list their own wants and 
needs," West says. "We also hold a 
two-day fall meeting in which we 
bring all of the managers together 
to develop our plan for the next op-
erational year. This meeting lets us 
determine overlapping needs." 

West found a few advantages to defining wants 
and needs while operating multiple facilities. He 
bundles the needs for all of his courses to get 
the best price possible for supplies. He shares 
equipment, such a core harvester and an aeri-
fier, through his operations so the investment 
can benefit all operations. He also gleans ideas 
from his different managers so that information 
can be shared. 

"It's interesting how the managers at the 
public courses, who have learned to do more 

with less, can provide helpful suggestions toward 
our operation at our private facility," West says. 
"Sharing knowledge is invaluable." 

KNOW YOURSELF 
It's clear one of the most important steps in 
determining a golf facility's wants and needs 
is to define the facility's identity. An honest as-
sessment of how one's course fits into a specific 
market can help determine where to spend. 
Whether an owner has just one course or several, 
the bottom line is that in a competitive environ-

ment, there's little room for budget 
mistakes. 

"There was a rather misdirected 
effort during the past decade as 
courses bought into the concept 
of the 'country club for a day' ap-
proach," Hills says. "Increased 
spending on pro shop upgrades, 
expansive clubhouses, increased 

staffing and improved entrances went from 
the want list as more operators saw them as 
a true need. This has led to some misdirected 
expenditures that have gotten some courses into 
financial trouble." 

Shields concurs. 
"The most important thing is to determine 

who you are, and then do what you can to be the 
best you can," he says. "If you want to jump your 
facility to the next level, make sure you have the 
resources to make that jump a success." GCI 
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Fix your leaning flagsticks with the SMART-FIT™ Cup and Ferrule System. 

It's not a monument, it's an eyesore. But leaning 

flagsticks are history, thanks to Standard 

Golf's revolutionary SMART-FIT™ Cup and 

Ferrule System. A wide-shouldered, notched 

SMART-FIT Ferrule drops securely into the cup, 

so the flagstick won't lean, rotate or walk out 

of the cup. Pair it with the non-stick ST2000™ 

cup - which lets soil pass through to prevent 

the flagstick from sticking - and the result is 

18 flagsticks standing at attention, day in and 

day out. And yes, we're working on a larger 

ferrule for our friends in Pisa. 

For toll-free express service, call 1-866-SG-EXPRESS (1-866-743-9773) 



B Y J O H N T O R S I E L L O 

Define your 

niche 
Facilities should 
determine what 
they do best, set 
themselves apart from 
the competition and 
market themselves 
for success 

The owners of what would become Bloomingdale Golfer's Club in Tampa, Fla., 
knew they needed to differentiate their fledgling facility from the dozens of golf 
courses in the Tampa area in the early 1980s. Simply put, they needed to find 

their niche the marketplace. 
"We needed to position ourselves apart from the other clubs in the area," says John 

Reeger, owner of golf consulting firm Briefcasegolf and a Class A PGA pro who became 
the director of golf at Bloomingdale. "Bobby Stricklin, who was one of the partners in 
the project after it was taken over from the initial developer, determined it was going 
to be a golfer's club. There were a lot of good, young players in the Tampa area at the 
time, and we wanted to be the place where they all played." 



Discover what superintendents nationwide have already found... 
When it comes to preventing hydrophobic soil conditions and 
optimizing soil moisture, nothing works better than TriCure AD — 
the last surfactant you'll ever need to try! 

• A single product to treat all soil types and soil depth levels 
• Optimizes soil moisture for plant health and firm playing surfaces 
• Uniquely treats organic matter and thatch as well as soil 
• Lower usage rates for lower cost 

The true breakthrough in soil surfactant technology 

MITCHELL PRODUCTS 1205 West Main • Millville, NJ 08332 • Toll Free: 866.436.0500 • t r i cu re . com 



Great turf is built on tradition 
We know how important beautiful turf conditions are to the game. For the past 53 years, we've owned 
and operated our own golf course. It's that hands-on experience that has taught us just how much 
energy, knowledge and passion superintendents put in to turf to keep it looking better... and playing 
better. Maybe that's why all of us here at Cleary are uncommonly committed to working with you to keep 
your turf looking and playing at its best. 

Cleary - your partner in product research and formulation. 
Since 1937, we've been listening to the ideas and suggestions of superintendents to 
help us develop our line of exceptional turf products. Backed by our 70 year tradition 
of excellence in product research, innovative formulation, rigorous testing and field 
support, Cleary products have become the disease control solutions you can count on 
- day in and day out. 

Read and follow all label directions. ©2008 Cleary Chemical Corporation. 



Cleary has always been and will remain an excellent resource for superintendents. More than a supplier 

of superior turf products, we're your long-term partner in creating turf conditions that will make any 

golfer's day. For more information about our products, contact your local distributor or visit 

www.clearychemical.com. 

Make it a Cleary Day. CLEARY 

I N S I S T ON A U T H E N T I C C L E A R Y T U R F P R O D U C T S : 
3336 F I 3336 WP | 3336 G | 3336 GC | 3336 Plus | 26/36 j Alude | Endorse | Spectro 90 | Protect DF | Spotrete 

P R O U D S U P P O R T E R S OF: GCSAA, NGCOA, RISE, USGA, National Golf Association and 38 regional superintendent organizations 
www.golfcourseindustry.com/readerservice - #33 

http://www.clearychemical.com
http://www.golfcourseindustry.com/readerservice


www.golfcourseindustry.jj>m/readerservice - #34 

The owners of Bloom-
ingdale, which has since 
been sold several times, 
structured their member-
ship fees in creative ways 
to accommodate skilled 
golfers who had to travel 
significant distances to 
play the course. 

They also offered special memberships to 
young players, such as future PGA Tour member 
Brian Kamm, allowing accomplished players 
and pros to pay $200 a month, play all they 
wanted and hit balls on the practice range until 
their hands hurt. 

"We had 200 players with single digit handi-
caps, 100 players who were a 5 and under and 
50 players who were scratch," Reeger says. "Lee 
Janzen and Colleen Walker were members. We 
had a plethora of good golfers, whether they 
were milkmen or c.e.o.s of companies. We ca-
tered to the better players. That was our niche, 
and it worked." 

TARGET CUSTOMERS 
This "golfer's club" concept has been attempted 
in other areas of the country with mixed results, 
Reeger says. It all comes down to knowing who 
you are, who your customers are and, most im-
portantly, knowing what your customers want 

and what you can provide. Sometimes those 
variables are area specific. 

"The golf business is so fragmented and de-
centralized," Reeger says. "Some golf companies 
try to employ the same concept everywhere. 
The problem with that is once you've seen one 
club, you've seen them all. Where's that unique 
quality that sets you apart?" 

The trick is to find out what 2,500 people 
in your market want and then give it to them, 
Reeger says. Sounds easy, right? 

"You have to know who you are before you 
can create your business plan and marketing 
program," says Allan Irwin, c.o.o. of Empire 
Golf Management. "It's imperative you know 
who your customers or members are to be able 
to develop membership and golf marketing 
plans properly." 

And just how does a developer or owner reach 
out to those 2,500 potential customers Reeger 
mentions? 

"You have to do your market research on 
other courses in the market that are comparable 
to yours," says Jack Brennan, president of Plant 
City, Fla.-based Paladin Golf Marketing. "When 
I'm called in to look at a golf course, the owner 
usually wants me to play the course first. I play 
the other courses in the area first and see what 
my client is up against, and then we determine 
a game plan." 

Reeger 

An Arthur Hills and Ed Shearon designed golf course was the final 
piece in the Renault Winery's overall development plan. The course 
is approaching 25,000 rounds a year. Photo: Renault Winery 


