PLACE IN THE MARKET

Brennan believes being a leader in a market-
place is essential to running a profitable golf
facility.

“I say there are 22 immutable laws of market-
ing, and the first law is leadership,” he says. “You
have to put yourself in a position of leadership
in your marketplace because the leader always
wins. It’s like Coca-Cola versus Pepsi.”

A facility can be a leader in a number of cat-
egories, such as course conditions, slope rating,
staff friendliness, the ability to host quality out-
ings, and partnerships with other businesses in
the area, such as hotels and restaurants.

“You have to find a category in which you
excel — it can be more than one — and mar-
ket that to the public,” Brennan says. “What
you're doing is positioning yourself in the
marketplace, as opposed to branding, which
is something a Pebble Beach or an Augusta
National does well.”

There are many tools with which developers
and owners can ascertain their club’s place in
the market.

“I've used Pellucid, a
consulting firm, to re-
search golf demand in my
target market area,” Irwin
says. “This, combined with
the facility survey, usually
makes it clear what type of
facility should be devel-
oped and how to position an existing facility.”

But distinguishing a facility in a crowd can
be challenging, says John Johnson, owner of J2
Golf Marketing.

“We talk about golf courses, but within the
industry, there are municipal, daily-fee, upscale
daily-fee, private and resort facilities,” he says.
“All of these are golf courses, but they appeal to
different people.”

Brennan

Johnson provides an example in Ponte Ve-
dra, Fla., where he worked with two clubs,
Sawgrass Country Club and Marsh Landing
Country Club.

“Both had country club as the last two words
in their names and were a few miles from one
another, but they were polar opposites,” he says.
“Sawgrass was a place for retired individuals,
and Marsh Landing was a club where many of
the members were young with families. We had
to develop a new niche for each club for them to
retain existing members but also develop a new
clientele base to ensure their futures.”

BUILD YOUR BRAND

Johnson agrees that determining what a course
or club does best and then aggressively marketing
those aspects is vital to strengthening the bottom
line of existing facilities and allowing new facili-
ties to establish themselves.

“You must develop a look and feel for your
club, whether you're a high-end private club or
a lower-end, daily-fee course,” he says. “You do
that by developing a visual theme for your course
that positions you apart from the competition.
You build your brand in the minds of your mem-
bers through collateral materials, Web sites and
e-mails. You need to reach out on a continual
basis to your current and potential members.”

Checklists and comment cards, sent via mail
or e-mail to members, asking what they would
like to see added to a course, can help position
a facility as one that strives to meet the needs
of paying customers. Staging social events for
members, such as wine-and-cheese parties and
equipment demo days, also can help define
a club as member and player friendly and set
it apart from other facilities that don’t go the
extra mile.

“Think outside of the box a little with some of
your marketing efforts,” Johnson says. “Everyone
who visits a club, whether or not he or she is a
member, wants to feel special.”

One of the pitfalls course developers and own-
ers need to avoid is trying to be all things to all
people, Irwin says. Yet it’s possible to be good
in a number of categories as long as you don’t
overdo one aspect of the club’s operation to the
detriment of others.

“I worked with a wonderful semiprivate club
in Chicago that was good at three or four aspects,
which were all running smoothly,” Irwin says.
“The club has a Pete Dye-designed course, a
25,000-square-foot clubhouse and a 300-seat
banquet facility. They were doing 30,000 rounds
ayear, about 10,000 each by members, the gen-
eral public and outings. It was one of the best
run golf businesses I've seen.”

But while it’s possible for a facility to be good
at more than one thing, it’s prudent to create
an identity the market can readily understand,
Irwin says.

“For example, it might be difficult to convey
the idea you're a great family facility when your
course has a slope rating of 149 or if you cater to
corporations,” he says. “Do your market study,
and build your identity around a single concept
at which you can be the best.”

LONG LASTING
FAIRWAY
DISEASE CONTROL,
WITHOUT GROWTH
REGULATION.

® Broad-spectrum turf management
with contact and systemic dual
action, delivering powerful control
against diseases that can
devastate fairways.

e Provides top control without
growth regulations, making it the
ideal replacement for DMI’s in
summer disease control programs.

SOLUTIONS FOR BETTER TURF

For more information on 26/36 or
other Cleary turf products, contact
your local distributor or visit
www.clearychemical.com.
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Make it a Cleary Day.
Read and follow all label directions. The Cleary logo and

26/36 are trademarks of Cleary Chemical Corporation.
©2008 Cleary Chemical Corporation.
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FACILITY OPERATIONS

ONE OF AKIND

The owners of the historic Renault Winery in
Galloway, N.]., knew exactly what their property
needed to complete plans for an all-inclusive
resort: a world-class golf course. So the owners
commissioned Arthur Hills and Ed Shearon to
design and build a course that ambles easily
through the winery’s vineyard. The course was
the final piece in the property’s overall develop-
ment plan that includes the winery, a hotel and
several gourmet restaurants.

After three years, the course is approaching
25,000 rounds a year and is having the desired
spillover effect on the hotel and restaurants,
says Dennis Delvecchio, general manager for
the Renault resort.

“Our niche in this market is that we’re a one-
of-a-kind destination,” he says. “There’s nothing
like it anywhere on the East Coast, where you
combine a winery, a hotel, fine dining and a
championship golf course. We have set ourselves
apart from the competition.”

Building the golf course took some foresight
and nerve. The area around Atlantic City is
saturated with daily-fee courses, and adding

another track to the mix was risky.

“We knew it would work because we created
an oasis here,” Delvecchio says. “The owners
live on the property, and they wanted to create
a family feel and atmosphere. You can drive 30
minutes to the Atlantic City casinos and board-
walk, then return here and enjoy everything
we have to offer in a country setting, whether
that’s playing golf on a great new course, enjoy-
ing a glass of wine, swimming in our pools or

sampling a gourmet meal.”

FLEXIBILITY AND QUALITY PEOPLE

Course developers and owners must not only
understand existing conditions of their market-
place, they must also conduct long-range market
analysis to forecast how changing conditions
will affect their facilities, says Scott Beasley,
vice president of operations for Meadowbrook
Golf, based in ChampionsGate, Fla.

“You've got to know the direction you'll be
heading in the future,” he says. “Market con-
ditions might change. You have to be flexible
enough to be able to change what you're doing
to accommodate different needs of the market

The Renault Winery’s niche in the market is that it's a one-of-a-kind destination on the East Coast,
combining a winery, hotel, fine dining and a championship golf course. Photo: Renault Winery

and your members.”

For example, ifyoudon't
already have a fitness cen-
ter at your club, babysit-
ting on Friday nights and
kids’ tees on your golf

course, you're behind the Beasley
curve, Reeger says.

“All these little things that made blue-tee,
5-handicappers cringe a few years ago are what
sets courses apart from the competition today,”
he says.

Finding and hiring quality people to staff your
facility also is crucial in building and sustain-
ing a brand, says Mike Diffenderffer, a former
national director of marketing and membership
for the Tournament Players Club network and
now a partvtimc consultant.

“That was one of the things I did for 21 years
— hire and train professional salespeople who
could tell the whole story of the club and why it’s
different,” he says. “And you have to be totally
honest about what you are. It’s not like you're
selling a car. You have to see your members

every day of the year.” 6CI
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bunker blankets.

Now available in three great options

Hi Performance Sand daM™ for slopes as
steep as 60°

Sand daM™ MR is ideal for projects where
high performance and low costs are required

Install Sand daM™ Lite in greenside bunkers with
low angle slopes, or flat bottomed fairway bunkers
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The best recovery shot on the course,
Tournament-Ready® Soil Surfactant is the
ideal wetting agent for dry spot problem areas.
And the Pro-Ap® hose-end liquid applicator
features an adjustable product rate setting for
quick, consistent application. Get a free

Pro-Ap with qualifying purchase.

Tournament-Ready® <

SOIL SURFACANT Ready-
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CONSTRUCTION

Architect Brian Silva recreated the distinct edging on the Billy
bunkers, saying it was an important step to complete the traditional
look and play characteristics of the course. Photo: Tommy Naccarato
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Bragging Rights

Sure, you'll have the
right to brag about
using a rotor that
lasted a phenomenal
10 times longer
while using up to
23% less water...

...or you could just let the
playability of your course
and your bottom line
do the taiiinag.

The best just got even better...
Introducing the NEW Rain Bird® EAGLE™ Rotors.

In head-to-head field and lab testing among leading brands, Rain Bird EAGLE"
Rotors lasted up to 10 times longer under the harshest operating conditions than
the next closest competitor—and—had the best distribution uniformity over
the widest range of variables, while using up to 23% less water to deliver a more
playable course. For more amazing test results, visit www.rainbird.com/golf.
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How to take control to the next level.

For the highest standards in complete control for your course, contact your local
FMC sales representative or your local authorized FMC Distributor or Sales Agent.

INSECTIGIDE

Keep borérs and beetles
out of bounds.

TURF HERBICIDE

The best short game -————-““""
on sedges.

rand turfapphcanons Always read and follow label directions. FMC, Dismiss, Echelon, OnyxPro, QuickSilver and Talstar are trademarks of Fmc
gww ISB trademark of Ishihara Sangyo Kaisha, Ltd. © 2008 FMC Cnrporauon All rights reserved. FSP-069401 01/08NK 3
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The New Hampshire-based renovator of

classic designs such as Donald Ross’s Seminole
Golf Club in North Palm Beach, Fla., and Seth
Raynor’s Country Club of Charleston (S.C.),
recently completed his first West Coast project,
a $7.9-million refurbishment of Annandale Golf
Club in Pasadena, Calif.

“For about seven months during 2007, I was
here every week,” Silva says. “But the Annandale
project was special because it was my first job on
the West Coast. My ‘one visit per week’ mantra
was all the more appropriate.”

Founded in 1906, Annandale, one of the old-
est clubs on the West Coast, is a Willie Watson
design where George Thomas collaborator Billy
Bell served as caddymaster before putting his
own stamp on the course in the 1920s. Bell’s
role at Annandale illustrates the extent of his
influence in West Coast design circles for 50
years. In 1918, Colorado Boulevard (where the
Rose Parade begins) was extended, splitting the
original Annandale routing in two. Eventually,
the club moved its course entirely to the north
side of Colorado.

It was then, in the mid-1920s, Bell redesigned
the bunkers and built the “canyon holes” - 14, 15
and 16 — to account for holes lost in the move.
Forty years later, erection of a nearby freeway

crowded some holes and shortened others, dam-

AT A GLANCE

Web site: www.annandalegolf.com
Location: Pasadena, Calif.

Type of project: Reconstruction
Cost: $7.9 million

Construction started: January 2007
Course reopened: November 2007
Architect: Brian Silva

Builder: Landscapes Unlimited

Golf course superintendent: Ed Kutt
Project superintendent: Rob Christie

Years ago, a nearby freeway crowded some
holes and shortened others, leaving an
awkward configuration of five par-3s

Photo: Annandale Golf Club

aging course variety and leaving Annandale with
the somewhat awkward configuration of five
par-3s. It was these and several other wrinkles
Silva planned to iron out.

Golf course superintendent Ed Kutt and proj-
ect superintendent Rob Christie of Landscapes
Unlimited thought Silva did an excellent job
working within the existing routing while dra-
matically improving shot values.

“Players have a lot more options now when
attacking pins while dealing with the occasional
false front,” Kutt says. “The course is a lot more
challenging yet still very playable.”

COMPREHENSIVE OVERHAUL
Working with Kutt, Christie and several An-
nandale grounds committee members, Silva
directed a comprehensive overhaul of the course.
The team:
* Redesigned then rebuilt all 18 greens.
* Restored 75 bunkers in Bell's style, then
added a dozen more in that same style.
« Regrassed the fairways with Bermudagrass.
+ Sodded 47 acres of rough area with a new
strain of bluegrass.
+ Added tee complexes.
+ Created a short-game practice area.
+ Installed an updated irrigation system.
* Regraded and equipped every fairway with
extensive new drainage capabilities.
Construction started Jan. 2, 2007, and culmi-
nated with the course reopening Nov. 2, exactly
10 months later. Everything went pretty smoothly
from a construction standpoint, Christie says.
“We enjoyed a dry winter, which was fortu-
nate because the previous year we had a record
amount of rain,” he says. “We took a road re-
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short game
-~ on sedges.

Trust Dismiss® turf herbicide for fast,
reliable results on yellow and purple
nutsedge and green kyllinga. Dismiss works
on contact for fast visible results above
ground. Dismiss is translocated below
ground, where it is absorbed by nutsedge
tubers, preventing new sedge growth and
providing long-lasting control.

For more information visit
www.fmcprosolutions.com.

Dismiss. Results Without the Wait.

Always read and follow label dicections. FMC and Dismiss'are tradema
Corporation, © 2008 FMC Corporation, All rights réserved, FSP-077301 03/08NK
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MULTI-TINE
AERA-VATOR

“The MULTI-TINE AERA-
VATOR is great for over-

seeding tees, fairways,
and localized dry spots.
The patented vibrating
action fractures the soil
for increased seed ger-
mination. Also used to
incorporate top dressing
on tees and fairways for

increased versatility.”
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INNOVATIVE TURF EQUIPMENT

164 Oakridge Rd.
Tifton, GA 31794

Wats: 1.800.363.8780

Phone: 229.382.4768
Fax: 229.382.0506
email: sales@1stproducts.com
www. 1stproducts.com
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COURSE CONSTRUCTION

in Southern'California to
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cours iperintendent Ed Kutt. Phot

claimer, sort of a giant rototiller, sprayed Round-
up all over the course and rototilled everything.
It was a little unsettling not knowing exactly
what we would come up with 12 to 14 inches
down, but there were no major surprises.”

Some areas are steep, such as the tees on No.
16 that sit atop a hill, but there were no environ-
mental constraints. Although homes are nearby,
most sit far back in the hills. There are only a
few houses close to the course, which meant
the team couldn’t start construction before 7
a.m. But that didn’t present any considerable
problems, Christie says.

To address the five par-3s configuration, Silva
transformed one par-3, the 17th, into a drivable
par-4 and converted the 470-yard sixth hole
from a short par-5 to a demanding par-4. His
alterations were well received.

“That’s my favorite, No. 6, where the new
green complex has no bunkering at all,” says
Mark Sarkisian, a longtime member of the
grounds committee at Annandale. “It’s sur-
rounded by tight chipping areas a la Pinehurst
and Augusta National.”

BILLY BUNKERS
Architecturally, one of Silva’s major themes was

evoking the Billy Bell feel with the bunkering
without any specific restorative goals on the
greens.

“The reason behind this was simple: We had
period photography showing the distinct bunker
style,” Silva says. “That’s what was restored in
the existing bunkering and mimicked on the
new bunkers.”

Recreating the distinct edging on the Bell
bunkers was an important final step to complete
the traditional look and play characteristics.
Being on site once a week was critical to the
finished product.

“I got two or three cracks at every single bun-
ker with the paint gun, when they were initially
roughed in, then again in the dirt before they
sodded the edges, then one last time — a touch
here and there — before the sodding took hold,”
Silva says.

While Silva dove into the Bell tradition, Kutt
and Christie immersed themselves in the techni-
cal aspects of bunker construction. The hazards
were a style known as Billy Bunkers, not named
after Bell but after former Augusta National su-
perintendent Billy Fuller. The bunkers consisted
of drainage, topped with a 2-inch gravel layer
and a layer of geotextile with sand over the top.
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