Wherever golf is played..

Par Aide Products Company has been
servicing the needs of the golf course
superintendent since 1955. Because its
products are designed to be functional
and are built to withstand rugged use,
it's just natural to find Par Aide equip-
ment “wherever golf is played.”

'ZSIMMONS
JE CLUB™

FOR COMPLETE LINE OF PAR AIDE GREENS
AND TEES EQUIPMENT—WRITE FOR CATALOG

PAR AIDE PRODUCTS COMPANY
296 NORTH PASCAL STREET e ST. PAUL, MINN. 55104
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Since the introduction of public
courses to the American scene in the
late 19th century, municipal and
daily fee courses have coexisted well.
Both types have played a big role in
the development of golf business.

Questions are arising, though,
today, whether it is fair for the daily
fee owner, the individual business-
man, to have to compete with a
facility operated by a city, state park
system, or other forms of govern-
mental agencies. The daily fee owner
is subsidizing market competition
with his own tax dollar.

According to the latest National
Golf Foundation statistics, 58 per-
cent of the nation’s 11,370 golf
facilities are open to the public. Of
these, 5,014, 44 percent are daily fee
courses, and 1,550, 13 percent, are
municipal courses. Other studies by
NGF indicate that 84 percent of the
golfers play at public courses, 45
percent at municipal courses and 39
percent at daily fee courses.

Both municipal and daily fee
courses have experienced impres-
sive growth during the last decade.
The number of municipal courses
has increased by 741, a 72 percent
gain, while the number of daily fee
courses has increased by 2,499, a 76
percent gain. While the rate of
growth of daily fee courses, during
the last decade, holds a slight edge
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Muni Golf:

Defeatin
the Dai

Fee OwnZ?

by Fred Stewart
NGF Regional Director

over municipal courses, that trend
has started to change.

High land costs, development
costs, interest charges, operational
costs, property taxes and inflation
have combined to make it in-
creasingly difficult for a prospective
daily fee operator to put together a
feasible package; at least in urban
areas where public courses are most
needed.

At the same time, the growth of
new municipal courses has been
stimulated by a series of federal aid
programs available to qualified
governmental agencies designed to
encourage the construction of public
recreation facilities, including golf
courses. These programs include A
Legacy of Parks: the Surplus
Property Program, BOR
Grants/Land and Water Conser-
vation Fund, Farmers Home Ad-
ministration Loans, Revenue Shar-
ing, and HUD’s new Title I of the
Housing and Community Develop-
ment Act of 1974. Additionally,
municipalities and other govern-
mental agencies have the legal
authority to issue revenue and
general obligation bonds for their
share of facility development costs.

The manner in which municipal
golf courses are planned, financed,
organized, operated, and NGF’s
role in promoting municipal course

development have not gone without
notice by the daily fee course
operators. Joe Much, NGF’s Pacific
Northwest regional director, allud-
ed to the problem daily fee course
operators are having competing
with municipal courses in a recent
paper. At that time, Much indi-
cated their rumble of discontent
might soon become a roar. In some
parts of the midwest it already has.

Daily fee course operators in
Northeast Ohio and Central Wis-
consin are concerned with their long
run survival as a result of what they
consider to be unfair competition by
municipal courses. It is no co-
incidence that the two areas men-
tioned are at or very near the satura-
tion point as far as public golf
courses are concerned. Several of
the counties in question have a
population per public course ratio
of as low as 14,000 per 18-hole
course rather than the 20,000 to 25,-
000 long recommended by NGF.

The subject of government’s role
in the golf business-competition
between Municipal and Daily Fee
Courses received much attention at
a public golf seminar the NGF
sponsored last March in Cleveland.
The daily fee course operators made
several valid points regarding the
manner in which municipal courses
are planned, financed and operated
and how they can be unfair com-
petition.

Some of the reasons set forth in
support of this claim by daily fee
operators are: project feasibility not
thoroughly researched, municipal
courses cost too much to build, they
don’t pay taxes, don’t have a legal
right to compete with private enter-
prise, municipal courses are not self
supporting, municipal course fees
are too low, and they are operated in
an inefficient manner thereby
wasting taxpayer’s money. Some of
these claims have merit; others do
not. Let’s take a look at some of
these.

Municipal Course Feasibility
Study — While we have all experi-
enced the frustration of working
with a municipality interested in
only a cursory evaluation of the
feasibility of a proposed course, I
am confident we would all agree
that by and large municipalities do
an adequate job of analyzing their
market potential prior to under-
taking the project. As always, it is



New tee marker
that look,

feel and stand up,

like marble.

These distinctive new tee markers from Standard appear
like marble for one simple reason: They're made of cultured
marble and resin.

This composition takes scuffs, scrapes, hard knocks
and weather-beating in stride. Without corroding,
rusting or fading.

Three styles are available, each offering a choice of
marble swirl or solid coloring. In any of four colors —
red, yellow, blue or white. Cast-in spikes are heavy-duty
galvanized steel.

For complete information on any Standard Tee
Markers including the new Marbleized Markers, contact
your local Standard distributor. Or The
write Standard Golf Company, 220
East 4th Street, Cedar Falls, lowa <tandard Touch
50613 (Phone: 319/266-2638). Ask makes
for Bulletin CM2-76. the difference
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the fiascoes which people remember.
Especially a daily fee operator
adversely affected thereby.

Municipal Courses Cost Too
Much to Build — Many daily fee
operators express outrage at the cost
of building a new municipal course
today. A $1 million budget is not
uncommon for a new 18-hole mu-
nicipal course with a maintenance
equipment, maintenance com-
pound, pre-opening maintenance,
and modest clubhouse. Add in
another $600,000 to $1 million for
land and your have a total package
price the daily fee operator cannot
relate to when he knows he has diffi-
culty meeting the debt service on a
$300,000 mortgage. However, when
you consider the municipal course,
if built properly, will be there to
serve the public for at least 75 years,
the cost can be justified. Conse-
quently, this criticism is not valid in
those market areas where the facil-
ity is in fact needed.

Municipal Courses Don’t Pay
Taxes — When pointing out the un-
fair competitive edge municipal
courses have, daily fee operators are
quick to point out they must pay
property taxes while municipal
courses do not. This charge certainly
does have validity, particularly in
those states where tax assessors have
attempted to tax daily fee and
private clubs at their highest poten-
tial and best use value. It should be
noted that some municipal courses
do pay property taxes indirectly,
through a “payment in lieu of taxes”
to the local government. For exam-
ple, the City of Madison, Wisc.,
which operates four municipal
courses, receives a $15,000 payment
annually from the golf division to
partially offset the loss in tax
revenue.

Municipal Corporations Don’t
Have The Legal Right to Compete
With Private Enterprise . — This
point has been challenged on many
occasions by private enterprise. The
courts have ruled municipal cor-
porations have the power to main-
tain institutions which educate, in-
struct, and provide for the general
well being of its inhabitants. The
right to operate a public golf course
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has been challenged specifically with
the courts ruling in favor of the mu-
nicipality. Early cases involving the
Tennessee Valley Authority es-
tablished the precedents used in
determining other cases involving
competition between governmental
agencies and private enterprise

Municipal Courses Are Not Self
Supporting — The charge that mu-
nicipal courses are not self sup-
porting is difficult to answer due to
the great variety of accounting
systems used by municipalities
operating golf courses. Some don’t
charge all expenses against golf
course income, others charge ex-
penses actually incurred providing
non-revenue producing recreational
activities against the golf course in-
come, some include only actual
operating expenses against golf
course income, while yet others
charge debt service, departmental
overhead and operational expenses
against the golf course. As a result,
one can build a strong case on either
side of this argument depending on
his point of view. Our own surveys
indicate that about two-thirds of the
municipal courses report they are
operating at a self-supporting level.

Confusion surrounding the ques-
tion of whether or not municipal
golf courses are self-supporting
points out the need for a uniform
system of accounting to be used by
courses. The Club Managers Asso-
ciation of America has a uniform
system of accounts for use by
private clubs which could easily be
adapted to municipal courses. Such
a system, if used by all municipal
courses would then enable one to
evaluate their profitability in an in-
telligent manner.

Municipal Course Fees Are Too
Low — This point is the essence of
the argument by daily fee operators
that municipal courses ‘are unfair
competition. There are perhaps as
many philosophies regarding estab-
lishing fees at municipal golf courses
as there are systems of accounting.

Some municipalities establish
fees on the basis the course should
be completely self-supporting in-
cluding debt service. Others have the
philosophy that income should be
sufficient to meet annual operating
expenses.

Whatever their philosophy, their
fee schedule obviously has a direct

effect on the fees which a daily fee
operator can charge when com-
peting in the same market area.
Profit motive daily fee operators
don’t insist municipal course fees be
identical to theirs, rather they be
reasonably competitive with what
they must charge in order to oper-
ate at a profit.

The daily fee operator represents
one of the few remaining represent-
atives of the private enterprise
system at its best. He has invested
his capital and must rely on his
managerial skills, promotional abili-
ty and public relations efforts to at-
tract and retain sufficient customers
to make his business a success.
Because he is profit motivated, he
and his staff are more concerned
with providing a quality golf experi-
ence for his customers than the
typical municipal course employee.
He relies on the extra pride of
ownership his operation exudes to
justify the higher fee he must charge
over the municipal course in com-
petition for the golfers patroniza-
tion. Where a price differential of $1
per 18 holes, $1.50 to $2 on week-
ends, exists between his fees and
those at competing municipal
courses, he is usually able to attract
sufficient golfers willing to pay the
additional charges in return for less
crowded playing conditions and
more personalized service.

Municipal Courses Are Operated
In An Inefficient Manner — Many
municipalities have difficulty
answering the question, “Who’s in
charge here?” Consequently, the
charge that municipal courses are
operated inefficiently has merit in
many instances. That is not to say
all municipal courses are operated
inefficiently. Each NGF regional di-
rector has several outstanding muni-
cipal courses in his region he can
point to with pride Unfortunately,
they represent a minority of the total
operations.

While the claims of some daily
fee operators that municipal courses
are unfair competition is a localized
problem at present, the industry
must be aware of the problem and
take all action necessary to solve it
to ensure the continued success,
growth and popularity of both types
of facilities. We have too great a
stake in the success of the golf busi-
ness to do otherwise. O



A new club washer
that'll work anywhere
on your course.

&
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S STANGARE

This unique, crank-action Golf Club Washer from Standard
was built with the idea that cleaning clubs is as important out
on the course as it is back in the club house
or pro shop.

It's simple to install and maintain.
Easy to operate. And with three
rotating brushes, provides highly
effective, rapid cleaning of any club,
left- or right-handed.

The washer head is constructed of
heavy-duty cast aluminum with
corrosion-resistant fuse coating.
Available in yellow, blue, red,
avocado or black, and white. Can be
attached to a Standard tripod stand,
console or 23" OD post.

For complete information, contact your local
Standard distributor. Or write Standard Golf

Y/

i

Company, 220 East 4th Street, The
Cedar Falls, lowa 50613 (Phone: Standard Touch :
319/266-2638). Ask for Bulletin makes

CM1-76. the difference.
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THE PGA SPEAKS

Club services and you

by William J. Blanks
Director, PGA Club
& Professional Relations

PGA President Henry Poe has writ-
ten that nothing the association has
undertaken in the past 20 years is
more important to the club profes-
sional than the creating of the Club
and Professional Relations Depart-
ment as a full-time service to all its
members.

Therefore, we welcome the op-
portunity GOLFDOM has given us
to explain briefly some of our activ-
ities and objectives. Because like any
new program, there are questions
and concerns many of our members
and associates will have.

While this new program has only
been publicized in recent months, it
has actually been in existence for
more than a year. It began with the
annual PGA meeting in December
of 1974 when the delegates, recog-
nizing that golf business was facing
severe problems that could have
great effect on their jobs as golf pro-
fessionals, voted to create a full-time
department to help them meet the
potential problems that accompany
a period of change in any business.

The PGA'’s officers and execu-
tive director, Mark Cox, shared the
members’ concern about the pro-
fessional’s future role, as well as the
future of the game itself. While the
country had a record number of
nearly 12,000 golf courses, the un-
paralleled combination of a reces-
sion with run-away inflation has
placed many facilities’ future in
jeopardy. This has an adverse effect
on PGA member’s jobs.

The officer’s wisely decided that
before they could determine the job
to be done, they had to-know ex-
actly the present status of their 7,500
members who are club profession-
als. Consequently, in 1975 they in-
vested in making an in-depth mar-
ket survey to update an original sur-
vey made in 1972. The 1975 survey
not only gave the present status of a
club professional, but showed
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changes that had taken place in his
job over the past three years. Be-
cause more than 50 percent of PGA
members participated in both sur-
veys, the information was valid
statistically.

While results of these surveys
have had wide distribution, it is
possible some of you might have
missed it, so let me repeat a few of
the more significant points. The
study revealed the average club pro-
fessional has an annual net pre-tax
income of $18,000 which is an im-
provement of $3,000 over the aver-
age in 1972, but still below the stan-
dard for such a multi-skilled and
highly trained professional person
and about half as much as the aver-
age club member thinks he makes.

Figures show the average sales
volume in pro shop merchandise has
moved up a bit to about $50,000. An
interesting point, this increase in
volume has been accomplished with-
out a significant increase in inven-
tory. In general, the golf profes-
sional is getting a better inventory
turn, and has better inventory con-
trol. He is a better buyer, better
manager and a better businessman.
Despite this astuteness, he only
averages a net pre-tax profit of a lit-
tle less than 21 percent from his
sales. The study further reveals that
only 28 percent have any kind of
pension benefits, 45 percent any
kind of hospitalization plans and 25
percent any kind of life insurance
programs.

It is obvious the average golf
professional’s position needs to be
improved. This can be accom-
plished by first, improving the skills
of the professional to maximize his
value and contribution to the club,
and second, by creating more of an
awareness among the golf club man-
agement that the PGA professional is
the key to a successful and enjoyable
golf program.

A majority of the facilities are
unaware of the new PGA recertifi-
cation program for its members.
This program requires the member
to earn a certain amount of points

every three years to maintain an ac-
tive PGA membership classifica-
tion. These points are earned by at-
tending the PGA’s educational
seminars, management workshops
and at home study courses. All are
designed to improve and modernize
his management, and teaching skills.
Few people are aware that the PGA
invests $500,000 annually in this
program to ensure members be-
come complete business and profes-
sional people. The PGA golf pro-
fessional is a manager in golf busi-
ness. There are very few professions
that have invested more time and
money to upgrade the qualification
of its members than has the PGA.

To assist the more talented and
capable PGA golf professional is a
major effort to develop new job op-
portunities for him. This will be ac-
complished by segmenting golf pro-
fessional positions into five cate-
gories; (1) private clubs; (2) daily
fee; (3) municipal; (4) military and
(5) resort type golf courses. With
this breakdown we can determine
which of the markets offer the great-
est job opportunities for our mem-
bers. The next step, naturally, is to
develop a marketing program that
will help us secure these positions
for the qualified. The necessary pro-
gram and associated tools will be de-
signed by the national office, but the
implementation will be done by the
employment chairmen in the 39
PGA section offices. There are ap-
proximately 4,000 golf courses of
different types in this country that
do not have PGA golf professionals
on their staffs. That is our major
market.

The national office will work
through the sections in creating and
coordinating the elements to get the
job done for them. We have already
begun to produce materials that will
be helpful to new employers, exist-
ing employers and to the PGA mem-
bers. There are two new publica-
tions, “How To Hire A Golf Pro-
fessional” which will be helpful to
persons responsible for interview-
ing and selecting the golf profes-



sional. This piece suggests how this
effort should be organized, points to
be considered in the interview, pre-
paring the job description and draft-
ing an employment contract. The
other piece, “How To Capitalize On
A Job Opportunity” was prepared
for the PGA member to guide him
through preparing a resume, writ-
ing the appropriate cover letter, how
to conduct himself during the inter-
view, and points to be covered in
preparing and negotiating the
employment contract. We strongly
recommend that the PGA golf pro-
fessional seeking a new position or
discussing a new contract with his
present employer avail himself of
this publication. Anyone wishing in-
formation on either of these new
books should contact their section
office or the director of club and
professional relations at the PGA
national office in Lake Park, Fla.

There is obviously a great deal of
work to be done. I have spent a
great deal of my time since joining
the PGA staff in January of this
year, visiting our section offices and
their officials. We have discussed
ways we can help them and have
suggested they can help by sharing
their successful employment service
programs with other sections who
do need assistance. This will be ac-
complished by my office serving as
the clearing house for all such infor-
mation. I have been impressed by
the excellent organization of the sec-
tion offices and the quality of the
staff, especially the golf profession-
als that have been chosen to be
chairmen of the employment com-
mittees. It was also apparent that
there are no two PGA sections ex-
actly alike or whose needs are iden-
tical. Therefore, our programs have
to be designed with a certain flexi-
bility so they can be tailored to the
section’s requirements.

The next five years will bring
new challenges to our association,
but there is no doubt the PGA's
continued growth will come with
better educated and trained golf
professionals serving an increasing
percentage of golf facilities, so that
these facilities have the expertise to
offer better golf programs to the
players and be more profitable to
owners and members. This is the
goal we must strive to with renewed
dedication. O

They even wrote a book

If you or your club will be in-
volved in the selection process for
a club professional in the future,
you can get needed assistance
from the national PGA office and
its department of Club and Pro-
fessional Relations.

Recently, the PGA has made
available a manual on the em-
ployment process of getting a
club professional entitled, “How to
Hire a Golf Professional.” You can
obtain the book from the PGA by
writing Employment Assistance,
Box 12458, Lake Park, Fla. 33403.
A short excerpt from the manual
follows:

How to evaluate your club. Some-
one once said that a golf club is like
a person. No two are exactly alike.
When you think about the clubs and
courses in your area, this becomes
obvious. While they all fall in broad
classifications like private or pub-
lic, 9, 18 or 36 holes, many that seem
to be similar are as substantially dif-
ferent in club personality as they are
in course construction.

For example, take two 18-hole
private clubs with 300 golfing mem-
bers each. One might have twice the
number of rounds played a year. Al-
though the two clubs might look
statistically alike, members of one
might require three times the les-
sons of the second. The golf shop
volume may vary significantly be-
tween the two, both in dollars and in
type of merchandise sold. So the net
profit from the golf shops may be
entirely different.

So it is apparent that there are
many yardsticks that must be used
to measure the club prior to hiring a
new man.

® How many golfing members?

(a) By Type (men, women,
juniors)

(b) How many of each play
more than 15 rounds per
year?

(c) How many guests play if a
private or semi-private
club)?

® What is the total number of

rounds played annually . . . by

month?

® How many months will the

golf shop be open? What is the
golf shop sales volume by type
of product ... clubs, balls,
shoes, soft goods, etc.

® What is the average value at
cost of inventory? What is the
average turn of various types
of products?

® What is the number of les-
sons given? The rate, individ-
ual and group?

® Does the professional receive
income from the bag storage
and driving range? If so, on
what basis?

® Does the professional have an
income from the golfers ...
greens fees, carts, headcount.
If so, on what basis?

Blanks

The way in which you answer
these preliminary questions will
have a direct bearing on the type of
professional you should hire. These
questions, and others to meet your
specific needs, are the same type,
incidentally, you would ask before
hiring any other management man
or woman.

Here is a cross-check you can use
in relation to your answers on the
preliminary questions. Because golf
professionals, like any other
management person, will have var-
ied strengths and weaknesses, be
sure to look at your man by com-
paring his strengths to your club
needs. For example, if the applicant
you are considering for interview ex-
cels in teaching than other aspects)
you will probably save time by not
interviewing the applicant. O
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for
Membership

Providing the most for the least is
the operational concept which
Brookridge Country Club, Over-
land Park, Kan., has pegged its ex-
tensive 15-year program of expand-
ing and upgrading service.

The program is achieving its ulti-
mate goal of building a large mem-
bership with a varied roster of
recreational features at moderate
prices and fees. Prices within the
means of most middle-management
people. The basic premise of the
concept is the broader the appeal,
the more members you draw, the
more services and amenities you are
able to supply.

Not the least important of the
beneficial spin-offs of the large-
membership plan is it enables a club
like Brookridge to mold a tight
organization of key employees with
minimal turnover. At this club, the
food-service operation is a spark-
ling example: High-volume food
sales permit staffing a talented chef
and other capable food service em-
ployees and to pay them enough to
keep them in the organization.

The Kansas City-area club has
aimed toward this more-for-less-for-
many concept with single-minded
devotion and notable success since
1960 when Don Tanner, a local de-
veloper, and his partner, Wayne
Freeland, assumed ownership of the
club. At the time, it was a public
operation. Tanner and Freeland
have built 14 tennis and golf clubs
over the country.

Every year, for 15 years, the club
has embarked on improvement proj-
ects designed to diversify and mod-
ernize the facilities. Five years ago,
the light started to show bmilliantly
at the end of the tunnel and the end
results started tumbling in.

During the past 10 years, the
club has spent a total of $600,000 on
the projects. A decade ago, the
members voted for a capital im-
provement fund for use in remodel-
ing to be accumulated out of dues.
The amount is pro-rated by mem-
ber. As result of the fund, improve-
ment has been achieved without any
special assessment.

Currently, the club has 1,500
members and ranks among the best
in mid-America for having out-
standing facilities at moderate fees
(856 annually). The golf course is
one of the heaviest played in the
Greater Kansas City area. If it had
to be built today, the 45,000 square
feet clubhouse would cost $2 mil-
lion.

A countdown on the physical
features of the 168-acre develop-
ment is a study in country club qual-
ity and diversity:

® 27 holes of golf with nine built
around a residential area dubbed
Wycliff containing 450 homes. The
main 18-hole course is at Brook-
ridge.

® Four swimming pools. A re-
cent renovation of the pools costing
in the neighborhood of $20,000.

® The spacious clubhouse with
its aura of hospitality which is built
on two levels with all areas closely
related for convenient usage. It fea-
tures a large food preparation sec-
tion where all food is prepared from
scratch.

® One of the roomiest, best-
stocked, best-run pro shops in the
area. It is operated by Doyle
Thames, the pro, and his wife, Pug.
They have been on the scene for 15
years.



® A recently renovated *“19th
Hole” cocktail lounge and grill
room. Combined, they seat 128 per-
sons.

® A banquet room with seating
for 500 persons for large parties
such as the Mothers Day event
which draws 1,000 diners and St.
Patrick’s and Valentine’s parties.

Included in the main dining
room line-up is the Fireplace Room
with seating for 33 people and has
live entertainment. The View Room
accommodates 40 diners and offers
a view of the golf course. Done in a
contemporary theme, it is deco-
rated with hanging plants and mod-
ern chandeliers. The cocktail lounge
which opens off the lobby seats 64
persons.

® The Garden Room, the latest
and most imposing dining facility,
seats 88 and was made possible by a
relocation of the ladies locker room
from the main floor to the lower
level.

“In this maneuver, we turned an
unproductive facility into a produc-
tive one — the dining facility,” said
Lee Gehrig, general manager. “The
ladies’ locker operation didn’t gen-
erate much income on the main
floor. By moving it downstairs
where it is near the course and the
pro shop where golfers sign up, we
now enjoy 100 percent locker rent-
als.”

Features of the Garden Room,
which was designed by Kansas City
architect Jerry Jackson, include four
round booth sections which seat 12,
10, eight or six persons. The booths
are elevated. The crowning eye-
appeal point of the room is a cen-
terpiece of waterfountains and
plantings of live flowers and plants.
The greenery here cost an excess of
$2,500. The room is decorated in
bright green and orange hues.

Gehrig notes with satisfaction
how the food operation of the club
has been turned around. Before
modernization and expansion, the
selection of items was low and the
quality was inferior. First, a skilled
chef was hired and other key prep-
aration people brought in. Then the
menu was expanded to include more
specialty fare. That members have
put their stamp of approval on the
present food quality is shown by the
fact that some 1,000 people attend
the Mother’s Day gourmet brunch

and evening buffet dinner. Such
items as Skillet Parisian, a filet
mignon dish, for $7.95 are on the
menu. Despite a five to eight per-
cent rise in food cost, the price of
items on the menu hasn’t been
raised for a year.

At any club bent on a general
upgrading program, the course is
usually a pivotal item. It was at
Brookridge. Within the past three
years, the entire course, except for
the fourth hole has been com-
pletely rebuilt to USGA specifica-
tions with the old greens torn out
and new ones redesigned and in-
stalled. Greens superintendent Paul
Mitchell with the help of green
chairman Bob Cato, headed up the
course rebuilding program.

First, a dozer highloader and
dump trucks were moved in and the
old greens hauled off. The greens
were redesigned and grade-staked
and a bottom layer graded and con-
toured to the top of the greens. A
layer of herringbone tile then was set
in and after that a 3-inch layer of
1 Y2-inch crushed rock. This was
topped with four inches of pig grav-
el and next a sixteen layer of 85-13-2
(85 sand, 13 peat moss and 2 black
dirt). Tees were graded to contour.
All approaches to the greens were
sodded with bentgrass which had
been grown under plastic all winter.
All banks on the outside of the put-
ting surfaces were sodded with park
bluegrasses. All except four of the
tees were renovated and set in zoy-
sia grass.

“From this extensive restructur-
ing,” said Mitchell, “we gained a
more durable, more compact, far
more playable course -that has the
ability to absorb the punishment it
gets from the enormously heavy
play of our big membership.”

Gehrig interjected a note on the
course renovation: ‘“We encoun-
tered the usual problem of any
course that embarks on a rebuild-
ing project — a few players becom-
ing impatient with the confusion
and torn-up areas. It’s hard to ex-
plain to golfers that a club with
growing pains needs the coopera-
tion of members willing to put up
with hardships. But even these play-
ers agree on one point: The end-re-
sults of the revamping are worth all
the problems. That’s shown in the
growing volume of play.”

The dramatic feature of -the
course is Indian Creek which comes
into play a total of 11 times in the 18
holes. The No. 5 hole is a par four
and the No. | handicap hole which
plays 455 yards across the creek.
The challenging aspect is a huge oak
tree which sits 310 yards in the mid-
dle of the fairway. On one side is the
creek with the tree in the center and
the golfer must position his tee shot
to the left of the tree and short of the
creek in order to get an open shot to
the green.

Gehrig, one of the youngest club
managers in the nation, has been a
catalyst in the Brookridge ungrad-
ing campaign. He came to the club
five years ago after eight years ex-
perience managing military clubs,
both in this country and overseas.
He attended top military club
management schools, was an honor
graduate of the Navy Club Manage-
ment school and the Army Club
school. The young manager puts a
high premium on his military club
experience and training.

His easy, outgoing Irish ways fit
in nicely with the people-oriented
Brookridge style. He points with
pride to the fact that between 250
and 300 couples asseinble for the
festive St. Patrick’s function. That
there are 200 members in the junior
golf program. And that some 300
families make intensive use of the
eight tennis courts.

“My idea of a good, people-serv-
ing club is one with moderate dues
that puts playing golf and the social
functions within the means of most
middle-management people,” said
Gehrig. “It shouldn’t be an out-of-
reach luxury for those people.”

Brookridge has a total staff of
125 employees. With the manager
overseeing the activities of depart-
ment heads who are given consider-
able latitude in running their orbits,
it is seemingly a smoothly run
organization.

The club has progressed more
than a little since it came under the
present management 15 years ago
and the situation was so shaky it was
a question whether the club would
open up from one day to the next.
That isn’t a question any longer.
The question now is just how far the
club will go as it keeps reaching for
greater targets. O
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June 25—Golf Course Builders’
Association annual meeting,
Fresno, Calif.

June 30—Hi-Lo Desert GCSA
monthly meeting, Del Safari
CC, Palm Desert, Calif.

July 5-10—NGF teaching semi-
nar, Singing Hills Lodge & CC,
El Cajon, Calif.; Dartmouth Col-
lege, Hanover, N.H.

July 5—Nebraska GCSA month-
ly meeting, Seward (Neb.) CC.

July 6—Tri-State GCSA monthly
meeting, Lakewood CC, Rock-
port, Ind.

July 13—Indiana GCSA monthly
meeting, Tippecanoe Lake CC,
Leesburg.

July 12—New England GCSA
monthly meeting, Agawum
Hunt, East Providence, R.l.

July 19—Southern California
GCSA monthly meeting, Green
River CC, Corona.

® Midwest GCSA monthly meet-
ing, Exmoor CC, Highland
Park, Il

July 19-20—Florida PGA sec-
tion, business seminar, Boca
Raton Hotel.

July 20—Northern Michigan Turf
Managers Assn., Western
Michigan GCSA & Michigan
Border Cities GCSA gather at
Michigan State University, East
Lansing.

® Northern Ohio GCSA monthly
meeting, Prestwick G & CC,
Cortland.

® Metropolitan GCSA monthly
meeting, Winged Foot GC,
Mamaroneck, N.Y.

® Greater Cincinnati GCSA
monthly meeting, Ft. Mitchell
CC.

July 28—University of Massa-
chusetts annual turf field day,
South Deerfield.

Aug. 1-6—NGF teaching semi-
nar, Pine Needles Lodge & CC,
Southern Pines, N.C.
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Aug. 2—Tennessee GCSA
monthly meeting, Crockett
Springs National Golf Course,
Brentwood.

® Florida PGA section annual
meeting, Orlando.

® Musser Tournament, Kirkland
CC, Willoughby, Oh.

® Nebraska GCSA monthly meet-
ing, Plattview CC, Omaha.

Aug. 3—Tri-State GCSA monthly
meeting, Evansville (Ind.) CC.

Aug. 9-10—Georgia GCSA
monthly meeting, Northwood G
& CC, Lawrenceville.

Aug. 10—Philadelphia GCSA
monthly meeting, Waynesbor-
ough CC, Paoli, Pa.

e Indiana GCSA monthly meet-
ing, Prestwick GC.

Aug. 17—Northern Michigan
Turfgrass Managers Assn.
monthly meeting, Cheboygan
(Wisc.) CC.

® Greater Cincinnati
monthly meeting,
County GC.

Aug. 25—Rhode Island Turf-
grass Field Day, Turfgrass Re-
search Farm, U. of R.l., Kings-
ton.

Sept. 7—Tri-State GCSA month-
ly meeting, Jasper (Ind.) Muni
GC.

Sept. 9—Michigan State Univer-
sity Field Day, Traverse City.
Sept. 11-13—Club Management
Institute, executive self-im-

provement, Bermuda.

Sept. 13-15—50th Anniversary
celebration of the GCSAA, Syl-
vania CC, Toledo, Oh.

Sept. 13—Nebraska GCSA
monthly meeting, Mead Experi-
ment Station.

e Club Management Institute,
Carnegie in Club Manage-
ment, Dallas.

Sept. 14—Turf & Landscape Day,
Ohio Agricultural Research and
Development Center, Woo-
ster.

GCSA
Kenton

Sept. 14-15—Fourth Arkansas
Turfgrass Field Day and Con-
ference, CC of Little Rock.

Sept. 19-21—Fifth Southwest-
ern Professional Golf Sales-
men’s Association merchan-
dise show, North Park Inn, Dal-
las.

Sept. 20-23—Club Management
Institute Symposium |I, CCMs
only, Woodlands Inn, Houston.

Sept. 20—Philadelphia GCSA
monthly meeting, Llanerach
CC, Havertown, Pa.

® Northern Ohio GCSA monthly
meeting, Zoar Village CC,
Dover.

Sept. 21—Greater Cincinnati
GCSA monthly meeting, Beck-
ett Ridge CC.

Sept. 22—Northern Michigan
Turfgrass Managers Assn.
monthly meeting, Shuss Moun-
tain Village, Mancelona.

Sept. 27-29—Club Management
Institute, advanced beverage
management, Seattle.

Oct. 1—Florida PGA section
merchandise show, West Palm
Beach.

Oct. 1-3—Northern California
Turfgrass Council Turf & Land-
scape lIrrigation Seminar,
Asilomar Conference Grounds,
Pacific Grove.

Oct. 4—Nebraska GCSA month-
ly meeting, Hillcrest CC, Lin-
coln.

Oct. 5—Tri-State GCSA monthly
meeting, Owensboro (Ky.) CC.

Oct. 5-7—Club Management
Institute Symposium |,
Chicago.

Oct. 10-14—Florida Turfgrass
Association management con-
ference, Sheraton Towers Ho-
tel, Orlando.

Oct. 11-13—Club Management
Institute, creative food
management, Denver.

Oct. 12—Philadelphia GCSA
monthly meeting, Concord CC,
Concordville, Pa.

® Northern Ohio GCSA monthly
meeting, Westfield CC, West-
field Center.

Oct. 13—Northern Michigan
Turfgrass Managers Assn.
monthly meeting, Sugar Loaf
Village, Cedar.

Oct. 18-20—Club Management
Institute, managerial psychol-
ogy, Cornell U., Ithaca, N.Y.





