
Let's talk about 
something a lot more 
positive. Dimension* 
specialty herbicide never 
stains and always delivers 
long-lasting prevention 
of crabgrass, Poa annua 
and several broadleaf 
weeds, including spurge 
and oxalis. Want even 
more proof of its 
unbeatable performance? 
Dimension even provides 
early postemergent 
crabgrass control. 
Who else has the new 
technology to do all that? 
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Designs on Golf 
• I A R C H I T E C T U R E 

If it has not been apparent after 
three years, this column is usually 
meant to serve as a locker-room 
bulletin board item for you to se-
cretly post in the night while golfers 
are home shining their irons for to-

morrow's rounds. 
Sure, some of my course builder friends 

use this space and the accompanying photo-
graph for their dart boards, but my real hope 
is to provide those in the golf business with 
commentary to photocopy and say to your 
golfing clientele, "See, I'm not the only one 
who thinks of this stuff!" 

As the United States gets back on its feet 
and the golf business tries to survive the eco-
nomic downturn, this space will continue to 
devote its 600 words to something you can 
post on locker-room bulletin boards. It's 
vital that golfers start receiving more infor-
mation about the traditions of the game 
along with the elements that make some 
courses more interesting than others. 

Most of all, this column is to help you 
help your golfer clients realize that course 
design and maintenance deserve their inter-
est and respect because they aren't going to 
find such information in the major golf 
publications. 

One initial element that many in golf 
continue to struggle with is the color of turf 
and the shadings of a course. Many of us 
find the rugged, multicolored, subtle hues of 
classic courses comforting. There's real 
beauty in modeled colors of old greens, in 
the slight variations of green in the fairway, 
in the warm browns of their sands and in the 
variety of shades found in natural native 
zones within the course. 

But most golfers (and yes, some superin-
tendents and architects) feel that different 
shading is a sign of weakness, an indication 
that maintenance standards aren't up to par. 
They insist that golfers want their sand lily 
white, their bunker edges cleanly edged, 
their green grass the same lush shade 
throughout and, lord knows, their water 
blue. But these standards are expensive and 
time-consuming to create, and ultimately 
not very distinctive. 

The raw-color syndrome is commonly 

Let Nature Direct 
the Color of Golf 
BY G E O F F S H A C K E L F O R D 

THINK OF SOME 

OF THE GREAT 

C O U R S E S -

YOUR EYES ARE 

ENAMORED WITH 

THEIR FEATURES 

blamed on Augusta National, but it's really 
more of a fascination with "look-at-me" col-
ors instead of those we find in nature. 

Perhaps your deep green, your basic blue 
and your typical white look good on televi-
sion or in magazine photographs. But such a 
consistent set of colors and a sameness to the 
grass lacks character when you're playing. 
After a few holes, the human eye has no new 
exciting looks to take in, and the course ap-
pears plain. Similar to the way pristine 
bunkers loose their fear factor, a golf course 
that lacks any subtle variance in color loses 
its "wow" factor. 

Think of some of the great courses of the 
world — Pine Valley, Cypress Point, Pine-
hurst #2, Shinnecock Hills, The National 
Golf Links and Sand Hills. They not only 
are thought-provoking to play, but they are 
multicolored. Your eyes are enamored with 
their features. They are bold and vibrant to 
see, but they're never overwhelming. 

They most certainly do not resemble any-
thing else in the world, and no one notices 
the occasional shift in grass color because 
they are so caught up in all of the other 
lively features. 

Color must be put into perspective be-
cause so much time and manpower is wasted 
on creating clean, raw-colored golf courses. 
Sure, such facilities look professional from a 
distance, but they appear bland when you get 
to know them over time. Worse, their playing 
characteristics are likely lacking. 

The courses presenting a modeled, subtle 
range of colors are usually those where the turf 
is actually healthy, firm and conducive to play-
ing golf. That is the point after all, isn't it? 

Geoff Shackelford's latest book is The Art of 
Golf Design. He can be reached at 
geoffshackelford@aol. com 



Green, inviting. 

A wonder. 

You know the wonder. 

You are its custodians> 
the keepers of the green 

Measuring our success by 
the turfgrass quality of each of our clients, 

144 Mid South Cove, Collierville,TN 38017 • (901) 853-2898 • FAX: (901) 853-3101 • email: techinfo@floratine.com 
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ike you, natures stewards, 
we are invested... dedicated... committed. 

Wonder deserves nothing less. 

Fioratine 
Invested In The Wonder 
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High Performance Products 
for Turfgrass Management 

The new industry standard 
for organic-based foliar 

turf nutrition The on|y non-staining 
spray pattern indicator 

Superior root mass & depth 
Superior high temperature stress & drought tolerance 
Superior overall plant health, vigor and visual quality 

Faster turf establishment 
seeding, sprigging or 

s o d d i n 9 

Time-released chelation for 
longer lasting performance Significantly increases 

root development and 
decreases thatch for a 
stronger, healthier#turf Organic soil amendment that 

,helps alleviate problems with 
high sand content root zones Granular Sea Plant Meal 

Sand-Aid plus'the added 
benefit of organic fertilizer. Improve drainage on 

" compacted^sòils 

THATCH 
MIRAGE 

Microbjological 1 
thatch management 

Bacterial management-
for clear, clean ponds,' 

Milliken Chemical, A Division of Milliken & Company, P.O. Box 1927, Spartanburg, SC 29304 
www.millikenturf.com Toll Free 1-800-845-8502 -MILLIKEN 

TURF PRODUCTS 

Lake and pond color 
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You have to experience the heat and hu-
midity of an Indianapolis summer to ap-
preciate it. The air, heavy with water, makes 
everything move in slow motion. 

Douglass G C suffers particularly from 
the heat. Surrounded by Flanner houses (ranch-style houses built 
on the city's poor west side after World War II), nothing blocks 
the sun in the heat of the day Maintaining the course is, there-

fore, a hot and sweaty busi-
ness — even at 4 :30 a.m. 
That's when Douglass G C 
opens its doors to the stu-
dents who work there. 

At 4 :45 a.m., student 
Jarvis Jointer's car pulls up to 
the wrought-iron gate at the 
course's entrance o f the 
course. Perhaps Jointer, who 
entered Purdue University as 
an engineering student this 
fall, will have the opportu-

nity to mow fairways on the course's John Deere mower. 
Thaddeus Gray, Douglass' head professional, watches from 

the clubhouse as Jarvis walks toward the maintenance barn. 
"You can tell he has the desire to do the best job he can," 

Gray says. "It's not easy to get up in the morning to do this kind 
of work." 

Gray recruits students from local middle schools, starting 
in the eighth grade, to work on the course during the summer. 
It can be a tough sell. The hours are difficult, the work is hard 
and the pay isn't great. However, Gray feels that it's Douglass' 
historical role to make a difference, and that's why he works so 

"Without a 
struggle, 
there can be 
no progress " 
FREDERICK DOUGLASS 

Douglass revels in its historical importance to Indianapolis. 
Above: Student worker Jamal McCiay edges around sprinkler heads. 

hard to keep his 2-year old fled gling program alive. With the 
help of area superintendents and more money from the city, 
Gray believes his program coulcl take off. 

Uphill battle 
Douglass GC, named after Frederick Douglass, an ex-slave whose 
fiery speeches emboldened the al >olitionist movement during the 
Civil War, has always been the center of the community since its 
founding in 1926. It was the first course in Indianapolis that al-
lowed blacks to play. More than a place for recreation, the black 
community of Indianapolis has always treated Douglass as a 
meeting place to discuss important issues of the day, from civil 
rights to the assassination of M artin Luther King Jr. 

Continued on page 36 
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STORY AND PHOTOS BY FRANK H. ANDORKA JR., MANAGING EDITOR 

Indianapolis internship program struggles to survive 

at golf course in low-income neighborhood Welcome to one of the 
most historical golf courses 

in the State of Indiana. 

DOUGLASS GOLF COURSE 
ESTABLISHED 1926 

T h e m i s s i o n of the D o u g l a s s G o l f C o u r s e 
| i s t o b e a lun, c h a l l e n g i n g , a n d w e l l 
| k e p t p u b l i c g o l f c o u r s e t h a t p r o v i d e s 
I 8 a f f o r d a b l e , t i m e e f f i c i e n t g o l f a s w e l l • | 
I a s m a k i n g s u r e e v e r y e f f o r t i s m a d e 

t o t a k e g o l f t o t h e c o m m u n i t y . 

The following is a list of Golf Professionals & Managers: 
I 1933-194.3 Edison Marshall. Golf Professional 

1943-1947 Dynamite Taylor, Golf Professional 
| 19^7-1950 Alton Smith, Golf Professional 

19SO-1985 John Green Sr.. PGA 
1986-1988 Rodney Yowell, Manager 

1988-1993 Stephen Bennett, Manager 
£ • 1993- Thaddeus Gray, PGA • | 
1 I . I I I H I M I — I M I I I R W 



Dedication at Douglass 

Continued from page 35 
"We've always been part of the community, and we plan to 

remain that way," Gray says. "That's why we want to help local 
students and expose them to golf course maintenance." 

Gray worked tirelessly to establish contact with the turfgrass 
program at Purdue University so he could make his program a 
pipeline to the school. Eighteen months ago, he contacted pro-
fessor Zac Reicher. Gray says he's hampered by the lack of a full-
time superintendent at the course, one who could teach the stu-
dents about the science and agronomy of caring for the turf. 
Until that happens, Gray can only offer students the rudiments 
of turf care and equipment maintenance. Reicher agrees. 

"Until they can convince the city to bud-
get for a full-time superintendent, the pro-
gram is going to struggle," Reicher says. 
"They have superintendents in the area who 
help them out as consultants, but that's 
nothing like a full-time superintendent. No 
one can expose students to what's available 
in this industry, and that's unfortunate. 
Douglass is fighting an uphill batde." 

Gray hopes that someday one of the kids 
who has worked on the course during the 
summers will pursue a turfgrass degree, 
come back to Douglass and give the course 
its first full-time black superintendent. 

"That's my dream," Gray says. "It may 
be a long time coming, but that's what 
I'd love to see happen." 

For now, Roy Bankhead and Fred 
Spaulding oversee the maintenance of the 
course. Both are retired Indianapolis parks 
workers who have no degrees in turf maintenance. They im-
part what they can to the students. 

"I'm proud to do what I can," Bankhead says. "I train them 
in cutting holes and mowing the course. It would be great if 
we could turn out someone who wanted to turn it into a ca-
reer. It would mean a lot to the people in the neighborhood." 

Kids exposed to profession 
Jointer became interested in golf course maintenance when he 
played at Douglass on his high-school golf team. 

"Mr. Gray searched me out because he knew I loved to play 
the game," Jointer says. "Then he offered me a job working 
on the course." 

Jointer, clad in a white T-shirt and jeans, edges around the 
sprinkler heads. He had hoped to mow greens today, but 
Bankhead decided to do that himself. 

"It's pretty physical around here," Jointer says. "But I've 
learned about a lot of different grass types, and I've learned 
how to work a lot of the equipment." 

Jointer is pursuing an engineering degree at Purdue, but he 
says he is more interested in golf course maintenance after his 

Douglass experience. Though he's not ready to change majors 
yet, his work-study job at the school is mowing the test plots at 
the Purdue's turf research center, which he says he enjoys. 

"Jarvis would be the perfect recruiting tool for Douglass to 
get other kids involved," says Don Fassnaught, manager of the 
research center. "He picks up stuff easily and is capable. He 
says he enjoyed his work over the summer. I'd like to see him 
move into our program." 

Aaron Townsend, another Douglass program member, says 
he never realized how hard it is to work on a golf course until 
he took the summer job at Douglass. The program lacks an 
overview about what it would be like to care for the whole course, 

however, he adds. 
"Right now, it's more like just a job than 

it is a learning experience," Townsend says. 
"It interested me enough, though, that I'd 
like to come back next summer. I'd like to 
learn more about the science and agron-
omy behind it." 

Jamal McCray, a high school sophomore, 
says his golf coach introduced him to Gray 
during a team practice at the course. Gray 
asked McCray if he wanted to join the crew 
at Douglass, and McCray accepted. 

McCray says he hasn't thought about 
college and certainly hasn't decided on a 
major. But golf course maintenance is cer-
tainly in the running. 

"The hours are a little daunting, but I 
think maintaining a golf course could be fun," 
McCray says. "We'll just see how it goes." 

The future 
Gray sits on a golf car as the sun rises above the houses around 
the course. He watches local residents slowly emerge from 
their houses to gather their newspapers and prepare to meet 
a new day. He says he's in awe of the place his golf course plays 
in the community. In addition to providing a place for kids 
to play, the course maintains a house on the property where 
kids can come to do homework, get tutoring and learn com-
puter skills. 

It's important to him that Douglass remain a symbol of 
hope for long into the future. Part of his vision includes an ex-
pansion of his turfgrass maintenance program for the kids. He 
thinks it would benefit the students, even if they didn't stay in 
the turfgrass industry. To that end, he'll be out at the schools 
again this spring, working to bring more kids to work on the 
course. 

"We haven't gotten as far as we would have liked at this point, 
but the program's barely 2 years old," Gray says. "Douglass was 
blessed to be created at all, and if we can help support the kids in 
our community, maybe it will have a ripple effect and help revi-
talize the community through its young people." • 

Student Jarvis Jointer first learned about 
golf course maintenance at Douglass. 



PARTICULAR ABOUT YOUR FAIRWAYS? 

OR DOWNRIGHT OBSESSIVE? 

For those who think their fairways can never be too clean, we submit our 

B Series Lightweight Fairway Mowers and our Fairway Tender Conditioners 

(FTCs). Just by putting FTCs on our 3215B, 3235B, or 3225B, you'll discover 

what clean really means. Grass stands up for an even, clean cut and a true 

playing surface. And the rear roller power brush finishes the job up right by 

removing built-up material as wel l as dispersing any leftover clippings. You'll 

also find an improved yoke and ball joints for better grass 

collecting; and an electric fan drive for improved noise levels 

and engine cooling. Call your local John Deere Golf & Turf 

Distributor or 1-800-537-8233 for a demonstration. 
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What Do You Want for 

Christmas? 
olfdom asked several superinten-
dents on its advisory board what 
they'd like Santa Claus to bring 
them for Christmas. Its obvious 
to us that superintendents aren't a 
materialistic bunch. Here's what 
they had to say: 

"With all the craziness going on in the world, 
it's very hard to focus on the holidays. That said, 
I realize we all have jobs to do and in the words 
of President Bush, 'We will prove to the world 
that we have the best educated, most produc-
tive work force in the world.' My No. 1 wish for 
Christmas is to prove the President right. I also 
want to see peace and harmony and terrorism 
wiped out so my three boys — ages 16,14, and 
9 — can enjoy the freedom this great country 
has to offer, and never experience the ugliness 
of fear and war. On a lighter side: A nice, re-
laxing vacation with my family on a desolate 
Caribbean island — away from work, the media 
(sorry) and technology—would be awesome." 
Jerry Coldiron, CGCS, Boone Links/Lansing Pointe GC 
Florence, Ky. 

"Besides wanting good health and safety for 
my family, I want loads and loads of snow to 
ride my new Artie Cat 500ZL snowmobile. 
Mother Nature rules my life in the summer 
andm the winter!" 
Steve Hammon, superintendent, Traverse City G&CC 
Traverse City, Mich. 

"With the PGA Champi-
onship being played here 
next August, I would 
like a cool, dry sum-
mer for the obvious 
reasons." 
Jim Nicol, CGCS, 
Hazeltine National GC, 
Chaska, Minn. 

"An irrigation lake that always stay full. Golfers 
that know how to repair ball marks — and do. 
A sprinkler head that works and never weeps. 
Golfers that learn the game somewhere else. Sea-
sonal staff that shows up on time. Salesmen that 
make an appointment first and don't just show 
up. To have gotten into this business I love 20 
years sooner, and that it would last 20 years 
longer. Good health and happiness to my fel-
low superintendents — and most of their pros." 
Tom Kastler, superintendent 
The Club at Runaway Bay, Runaway, Texas. 

"What I want most is a vacation to Mexico with 
my wife (I know that's what she's getting me). 
I need time with her after all the things that have 
been going on this summer and fall. We're going 
for five days over the New Year, and I'm look-
ing forward to the time away." 
Cliff Beckmann, superintendent 
The Westin Salishan Lodge & Golf Resort 
Gleneden Beach, Ore. 

"I don't want much. We have grandchildren 
and a large family, so I'd just like to stay close 
to home for the holidays and catch up on 
everything." 
Ken Sakai, CGCS, Golf Pacific Management Group 
Anaheim, Calif. 

"I want peace — that goes without saying. 
I also want the world I once knew — 

where you can move around freely, and 
you have no fears of getting on air-
planes and opening your mail." 
Bob Graunke, CGCS 

Tidewater GC & Plantation, Myrtle Beach, S.C. 



syngenta 

You've conquered crabgrass, 
prevented pythium, 

and annihilated aphids. 

You get points for that. 

And you can get free stuff. Stuff like a palm PC. A laptop. Or a DVD player. You 

can even donate your points to an industry association of your choice. You can 

earn points for products like Heritage® Barricade® and Avid? GreenPartners™ helps 

you turn the products you already buy into the tools and resources you need to grow 

your business. Just sign up on our website or at a trade show or call 1-877-375-0824. 

You will receive immediate access to our GreenCast™ website that provides pest 

outlook tools and the latest industry news. It's easy to score big with Syngenta. 

www.greenpartnersonline.com 
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Accessorize - Naturally 
Recycled materials and environmental products 

highlight trends that will help you 

add the final touches to your course 

B Y F R A N K H . A N D O R K A J R . , 

M A N A G I N G E D I T O R 

As always, golfers 
will expect cups 
to be bright white. You've manicured your fairways. 

You've double-rolled your 
greens. Your flowers on the 14th 
tee are in full bloom. Still, you 
sense something's missing. 

Then it hits you — your tee 
markers look a little shabby. 
Your ball washers have seen bet-
ter days. Your flagsticks have 

taken a beating. It's time to accessorize your 
course again to keep it looking sharp. 

The importance of course accessories may 
seem small compared to overall course condi-
tioning, but as golfers' perceptions of value be-
come more important, little touches like ele-
gant tee markers and tasteful trash receptacles 
can enhance a course's image. Here's a look at 
the current trends in golf course accessories. 
Going natural 
John Kelly, director of marketing for Cedar 
Falls, Iowa-based Standard Golf, says he sees 
accessories being manufactured with more sub-
tle colors to blend in with the natural sur-
roundings of a course. Instead of brightly col-
ored trash receptacles and ball washers, Kelly 
says superintendents are requesting more un-
derstated products. 

Markers should be made out of materials 
designed to withstand normal golf course use. 

"Golfers are going to courses in part to 
enjoy the outdoors," Kelly says. "They don't 
want their views of beautiful surroundings in-
terrupted by a bright orange trash receptacle 
on the 13th tee. Superintendents have told us 
they prefer the subtle looks." 

Kelly says superintendents are also moving 
away from using plastics in accessories like tee 
markers and out-of-bounds stakes. More 
courses are choosing accessories that look as if 
they were made from marble or granite. 
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Embrace the Challenge 
Recently, there's been much discussion 

of the challenges facing the golf 
industry. It's true these hurdles, 
whether competitive, economic or 

regulatory in nature, can interfere with our 
best-laid plans. Nevertheless, they can also 
serve to inspire us and initiate changes 
that will greatly benefit the industry in 
the long run. 

The core values that serve as our foun-
dation at BASF lead us to embrace these 
challenges. We are governed by the philos-
ophy that the world demands and rewards 
continuous improvement in the quality of 
life. The search for new ways to overcome 
obstacles drives us to develop new solu-
tions that better meet the needs of our cus-
tomers. Those same solutions help create a more enjoyable en-
vironment for the golfers who play your courses. 

With that in mind, I'd like to share some of the strate-
gies the Professional Turf Team at BASF is employing to 
meet the challenges of today and help build a dynamic and 
profitable future for the turf industry. 

Long-term Commitment 
It's been roughly one year since BASF entered the turf mar-
ket. While our tenure has been relatively short, our com-
mitment to the industry couldn't be stronger. While other 
companies have divested their agricultural portfolios and 
invested in the development of pharmaceuticals, BASF has 
divested pharmaceutical holdings to free up capital and 
resources to commit to the specialty agricultural markets. 
What does that mean to you? It means BASF is a partner 
you can depend on for a long-term, ongoing contribution 
to the improvement of your industry. We realize our 
growth is tied to yours, and we will do everything in our 
power to ensure our mutual success. 

Innovation 
Innovation is at the heart of everything BASF does. BASF 
currently holds more than 100,000 active patents, and cur-
rently has five new compounds for the specialty markets 

that will be available within the next five years. 
We're particularly excited that BASF, the global 
leader in fungicide technology, is set to launch 
its first fungicide specifically for turf early in 
2002, with two more new fungicides to follow 
shortly. Moreover, that's only the beginning. 

BASF has spent billions of dollars on research 
and development over the past few 
years, including $1.5 billion in 2000. 
That's a sizable investment in your 
future, as well as our own. 

Bill Baxter 
Business Manager, 

Turfi Ornamental and Pest Control 
BASF Corp.y Specialty Products 

Department 

People Power 
The challenge of finding and retaining 
the best people is universal. At BASF, 
we've built a creative and innovative 
work environment where all 100,000 

employees are "key employees." From researchers who 
develop new compounds to the sales representatives in the 
field, everyone is part of the team responsible for providing 
you with the tools to succeed. 

Adding Value Through Customer Focus 
The companies that thrive in challenging times understand 
what customers need and provide them with customer-spe-
cific solutions. Leadership organizations are able and willing 
to change to meet customer needs, so tell us what you need. 
Then tell us what you want. With BASF, you can be sure we'll 
not only listen when you talk, but we'll respond with the best 
available solution. Because, to paraphrase our corporate slogan 
at BASF: We don't make the turf, we make it better. 

Embrace the Challenge 
I've talked a lot about challenges, and now I 'd like to issue 
one. I'd like to challenge you to join us at BASF in our 
commitment to the growth — not merely the maintenance 
— of the golf industry. Take a leadership role in identifying 
potential industry improvements, and then aggressively 
treat those needs as opportunities to serve your customers. 
I promise you that's how we at BASF will treat you as cus-
tomers. If you'll join us in making that commitment, this 
industry is certain to thrive. 



Let's not sugarcoat it: The golf industry is enduring a difficult time. 
Rounds are down and worries are up. Superintendents and others who 

make the industry their livelihoods can't predict with any certainty what 
the future holds for them. 

The golf industry is not alone. Many of America's industries - from automo-
biles to electronics - have been hit hard by the economic downturn. If you ask 10 
people, you'll likely get 10 different answers of when they think the economy will 
turn around. Which brings us to the second annual Golfdom Report. Once again, 
Golfdom has taken the industry's temperature. Let's just say the industry has felt 
better, especially in light of the weak economy and the world's current events. 

In this special report, we examine the industry from top to bottom and coast to 
coast We explore the numerous factors that have combined to depress the golf 
industry across the country, including the terrible events of Sept. 11. We also 
examine the issue of affordable golf. Most everyone agrees the industry needs 
affordable golf now more than ever, but who's going to lead the charge? 

Throughout the report, you'll see several charts comprised from our 2001 Mar-
ket Study. Superintendents can see what they spent on various supplies and equip-
ment, and what they budgeted for maintenance. 

We'd love to hear your comments regarding the Golfdom Report Please e-mail 
them to Larry Aylward at laylward@advanstar.com. 

What's Going On? 
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But... 
Despite a poor performance by the U.S. economy this year, 
the industry remains cautiously optimistic about 2002 

BY F R A N K H . A N D O R K A J R . , M A N A G I N G E D I T O R 

At first glance, the numbers on 
how the golf course industry re-
acted to the economic downturn 
in 2001 aren't encouraging. 

Rounds at the end of September dipped 
2.3 percent nationwide, according to Golf 
Datatech, a Kissimmee, Fla.-based golf mar-

ket research firm. Also, the National Golf 
Foundation (NGF) recendy reported the num-
ber of new golfers entering the game in the last 
year is flat, and the National Golf Course 
Owners Association (NGCOA) reported golf 
course construction slowed considerably. 

"That's what happens when you live in a 
free-enterprise economy," says Mike Hughes, 
executive director of the NGCOA. "You're 
going to have up times and you're going to 
have down times. This happens to be one 
of the down times." 

Numerous factors combined to depress 
the golf industry across the country. Winter 
weather-related damage affected golf in the 
upper Midwest and Northeast. A slumping 
economy hurt business at courses that de-
pend on corporate outings, and the Sept. 11 
terrorist attacks slowed play in resort areas, 
such as Florida and California. With no 
immediate end in sight to the struggling 
economy, one could excuse members of the 
golf industry if they viewed the future with 
trepidation. 

Instead, cautious optimism prevails — so 
far. Superintendents report normal increases 
in their maintenance budgets, while owners 
try to attract new golfers to the game and 
builders shift from constructing new courses 
to renovating old ones. Although no one is 
expecting the industry to rebound to late 
1990s levels immediately, observers say the 
infrastructure of the industry is solid as it 
moves into 2002. 

"That's the good news for the golf indus-
try overall," Hughes says. "From everything 

It's Tough Out There, 

What's Your Budget? 
The average total maintenance budget for superintendents last year was 
$570,000. The breakdown is as follows: 



I've read so far, economists expect the econ-
omy to rebound by late 2002." 

A difficult year 
Weather and a slowing economy created fi-
nancial difficulties for golf courses across the 
United States, reducing rounds and forcing 
corporations to cancel outings. According to 
Golf Datatech's numbers, the worst-hit areas 
included the upper Midwest states and New 
England, where bad winter weather clobbered 
courses, limiting playable days and subjecting 
courses to unprecedented disease pressures. 

"The weather hurt us more than the 
downturn in the economy," says Ronald Kirk-
man, certified superintendent of Needham 
GC in Needham, Mass. "We never saw win-
terkill as bad as this year. Our play was se-
verely limited until June, and I know other 
courses that had to overseed fairways three 
times. That's tough to handle." 

Courses that depend on corporate busi-
ness felt the pinch severely. Corporations that 
normally hosted golf outings couldn't finance 
them this year. When corporations cut costs, 
entertainment is often the first item slashed 
from the budget, Hughes says. 

"When first-quarter profits turned sour 
for so many companies, you knew their en-
tertainment budgets would suffer," Hughes 
says. "Corporate outings don't seem essential 
as profits fall." 

Judy Hutt, general manager of Shadow 
Valley GC in Boise, Idaho, says her course 
normally does considerable corporate busi-
ness, but many corporations cancelled events 
as the economy slowed. 

"We lost 15 percent of our corporate busi-
ness this year, even from companies that we've 
hosted for years," Hutt says. "It's all because 
of cutbacks in budgets attributed to the slow-
ing economy." 

The Sept. 11 effect 
As the economy teetered on the brink of a re-
cession, world events conspired to touch seg-
ments of the golf industry that the faltering 
economy hadn't already touched. After ter-
rorists leveled New York's World Trade Cen-
ter in September, the attacks' effects rippled 
all the way to Kansas. 

Wayne Van Arendonk, certified superin-
Continued on page 6A 

Golfers Stay Home 
Rounds are down around the country. Here's a regional breakdown: 

Rounds in September Year 
Region (compared to September 2000) To Date 

New England -1.4% -4. 1% 

Middle Atlantic -7.2% -2. 1% 

East North Central 2.3% -0 .6% 

West North Central -4 .1% -7.0% 

South Atlantic (w /o Florida) 1.7% -0.6% 

Florida -8.4 -1 .9% 

South Atlantic (with Florida) 1.7% -0.6% 

East South Central 1.4% 0 . 1 

West South Central (w /o Texas) -3.0 -2.2 

Texas -10 .0% -8.i 8 % 

West South Central (with Texas) -7.0% -6 .4% 

Mountain -2.9% -3 .7% 

Pacific (w /o California) -1 .8% -3.8% 

California -0 .9% 0. 5 % 

Pacific (with California) -1 .2% - 0 . 7 % 

Total -1 .5% -2. ,3% 

Golf Datatech 



Continued from page 5A 
tendent of Rolling Hills CC in Wichita, Kan., 
says his course hosts executives and employ-
ees from local companies like Boeing, 
Raytheon, Textron and Bombadier, which 
manufacture airplanes and airplane parts. As 
the airline industry suffered financial setbacks 
after the attacks, the companies began laying 
off people. Van Arendonk says he's girding 
for tougher times in 2002 as corporate lay-
offs pile up because fewer people will have 
money to spend on golf. 

"We're only a town of400,000 people and 
the corporations have announced layoffs of 
7,000 employees," Van Arendonk says. 
"There are rumors that another round of lay-
offs is imminent. It doesn't make for a pretty 
picture around here." 

Lee Rubenstein, superintendent at Sum-
mer Grove GC in Newnan, Ga., says rounds 
before Sept. 11 rose slightly over where they 
had been the previous year. In the month fol-
lowing the attacks, however, business dropped 

N E E D H A M GC, NEEDHAM, MASS. _ • r> i 

30 percent, causing Rubenstein some sleep-
less nights. 

Budget Time 
Which month do you and the green committee hash out your budget for the 
following year? Here is what our research found: 

20% 

15% 

10% 

5 % 

0% 

"I kept wondering if we'd recover," Ruben-
stein says. "Fortunately, we're in a growing 
suburb of Atlanta where home building is 
booming. The golfers have come back slowly, 
so I feel far more comfortable now." 

Mike Rewinski, superintendent of West-
hampton CC in West Hampton Beach, N.Y., 
says Sept. 11 had a devastating impact on his 

"The weather 

hurt us more 

than the 

downturn in the 

economy." 
RONALD K I R K M A N 

S U P E R I N T E N D E N T 

Readex/Golfdom, 2001 

course's play because 70 percent of the club's 
members work on Wall Street. 

"Things were really slow for a while, but 
it's starting to come back," Rewinski says. 
"Our members are still stunned by the dis-
aster, so it's too early to tell what the long-
term effect will be. We're a good value as a 
club, however, and we will come back." 

For all the difficulties the industry has 
suffered this year, NGCOA's Hughes insists 
95 percent of play is local, so golf courses 
can capitalize on local demand in 2002. 
With less money to spend on out-of-town 
vacations, local golf is an attractive alterna-
tive, Hughes says. 

Owners hit hard 
Hughes says new course openings fell 50 per-
cent to 60 percent in 2001 because supply 
outstripped demand. He predicts that areas 
overbuilt during the course building boom 
of the late 1990s will see a correction during 
this down cycle. 

Owners Jim Scott and Cliff Rampy cer-
tainly hope so. Scott, owner of Gull Lake 
View Resorts in Augusta, Mich., says his area 
has far too many golf courses to support the 
number of golfers. Rounds at his course were 
down 10 percent in 2001. 

"A lot of people thought purchasing a golf 
course would be a cool way to invest when 
times were good," Scott says. "The cheap land 
in Michigan made it a great area to build golf 
courses. Now it's overbuilt." 

Rampy, who owns Treeline GC in Hous-
ton, says rounds fell 15 percent in 2001 and 
he expects them to decrease another 8 per-
cent in 2002. Houston saw an influx of new 
courses in the last year as wealthy citizens 
moved to the suburbs, particularly to the city's 
northwest side where Treeline is located. 

"Golf is a game of variety," Rampy says. 
"We're seeing fierce competition on price as 
the number of courses increase and the 
amount of discretionary income in golfers' 
hands decreases. It's a battle." 

Scott says he has no plans to cut back on 
the course's maintenance budget because his 
superintendent already keeps the course in 
top shape on a frugal budget. 

"It's a good time to buy maintenance sup-
plies," Scott says. "The equipment and chem-
ical manufacturers are increasingly willing to 



shrink their margins to get the business." 
Rampy says he will streamline his opera-

tion to cut costs. 
"Well cut the little things first, like spend-

ing for flowers in the clubhouse and maybe 
mow the fairways less often," Rampy says. 
"We'll have to tighten our belts because it's 
going to be two to three years before the in-
dustry hits a high point again." 

For sale 
Courses that can't compete in today s tighter 
market will inevitably go on sale, according 

to Tom Bruff, managing director of Dallas-
based K P M G , a financial consulting firm 
with a golf industry practice. He doesn't ex-
pect mass closings of golf courses, but he ex-
pects a buyer's market in 2002 as current 
owners decide they can't operate their courses 
at enough of a profit in a bear market. 

The money available for course acquisi-
t ion, however, will be harder to come by, 
Bruff says. Bank of America's decision to close 
its golf course financing division dried up a 
significant port ion of acquisition funding. 

Continued on page 8A 

What Lousy Economy? 
Management companies expect business opportunities, not business gone wrong 

B Y M A R K L E S L I E 

American Golf Corp. (AGC) co-
CEO David Pillsbury, Evergreen 
Alliance of Golf Limited (EAGL) 

President Larry Corson and Signet Golf 
Associates co-President Peter Dejak 
agree that, although saddled with national 
tragedy and a struggling economy, man-
agement companies are finding that 
times of hardship and strife are rife with 
opportunity. 

"It's a double-edged sword," says Pills-
bury, whose AGC is the world's largest 
golf course operator with 315 courses in 
the United States and United Kingdom. 
"The tough economic times are difficult for 
us as they are for everyone. But out of this 
will emerge opportunity by virtue of the 
fact that we have what it takes to get 
through these difficult times." 

"If you look at it in terms of golf course 
profitability, what we're finding is resort 
destination golf is getting hammered," says 
Corson, whose Dallas-based company 
manages 40 golf courses around the 
country. "At the same time, in local golf -
primarily what EAGL has - there's been 
no disruption. In some respects, there has 
been a modest improvement." 

"Even before the Sept 11 tragedy, we 
were getting a lot of calls from owners of 
golf courses and banks," says Dejak, 
whose Signet Golf Associates in Pine-
hurst, N.C., manages six facilities in the 

Carolinas, Georgia and Tennessee. "We 
dealt with a couple of projects where the 
banks had taken over and didn't know 
what to do or how to manage golf 
courses." 

Pillsbury, Corson and Dejak concur 
that the tighter the economy, the greater 
the call for their services. 

"The skills we bring 

to ttiie table are 

particularly beneficial 

in adverse economic 

times." 
DAVID PILLSBURY,CO-CEO 

AMERICAN GOLF 

"I expect it will happen in a very big 
way," Pillsbury said. "The skills we bring to 
the table are particularly beneficial in ad-
verse economic times." 

Dejak says some owners are giving up. 
"They bought the golf courses five years 
ago for $5 million or $ 6 million when 
things were going well," he added. "Now 

they're having a hard time servicing the 
debts and finding it difficult to sell them 
for $3 million." 

Some industries have been brought to 
their knees by product oversupply, an 
economy sliding toward recession and the 
Sept. 11 tragedy. Yet certain segments of 
the golf industry are fine. 

Pillsbury says the impact of Sept. 11 
will be short-lived. He admits there's been 
a drop-off in corporate outings and golf 
tournaments, and that companies with 
sales forces that frequent high-end daily-
fee and resort courses have reduced their 
expense accounts. Nevertheless, he said 
in mid-October, "We're already seeing 
groups rebooking and that business is 
bouncing back." 

But that does not diminish the fact that 
2001 was an industry-wide bad year fol-
lowing a sub-par 2000. Bad weather only 
increased the financial problems. 

Pillsbury cited the reported 1.5-percent 
increase in demand for golf as falling short 
of the numbers needed to prop up the 
record number of courses built over the last 
decade. "The supply is growing at a much 
faster rate, so that dynamic had already 
created softness," he said. "As the economy 
began to slow, it exacerbated the problem." 

Leslie is a free-lance writer from 
Monmouth, Maine. 

) 



Continued from page 7A 
Still, there will be bargains if owners can put 
together the right financial backing, Bruff says. 
Just don't expect established management com-
panies to gobble up all the deals, however, he 
adds. 

"I wouldn't expect the major management 
companies to be as active as they might have 
been in the past," Bruff says. "Some of them 
may not have the money they've had in pre-
vious downturns." 

Bruff says the time is ripe for new man-
agement companies to enter the market. He 
adds such companies will have opportunities 
as golf course prices continue to come down. 

Builders shift strategy 
Although new course construction has de-
clined, don't expect owners to stop building 
courses already under construction, says Barry 
Frank, NGF's vice president for growth and 
development. 

"Once you've committed the resources and 
are already building a course, you're not going 
to stop," Frank says. "It would take something 
catastrophic to stop construction once it's 
underway." 

The economic downturn will more likely 

The Shopping Cart 
Here's what the average superintendents spent on the essentials for golf course 
maintenance in a year's time. The data was collected from surveys completed by 
269 superintendents last spring. 

Category Mean Spending 

New irrigation system or remodel $97,000 

Fertilizer/plant nutrition products $21,600 

Fungicides $20,100 

Fairway/other mowers $16,500 

Greens mowers $15,200 

Utility vehicles $12,500 

Irrigation heads, controllers, or other parts/supplies $9,900 

Turf seed $9,600 

Herbicides $8,460 

Insecticides $7,090 

Aeration or cultivation equipment $5,240 

Growth regulators $3,090 

Total $226,360 
Readex/Golfdom, 2001 

"Things were 
really slow for a 
while, but it's 
starting to come 
back a little." 
MIKE REWINSKI 

SUPERINTENDENT 

WESTHAMPTON CC 

WEST HAMPTON BEACH, N.Y. 

affect golf courses that are still in the planning 
stages before construction starts. Frank admits 
that now might not be the best time to plan 
new courses, but potential investors should 
evaluate projects on their own merits. Some 
markets remain untouched by the building 
boom, and development might make sense in 
those areas, he says. 

Fidel Garcia, vice president of Ryangolf 
Corp. and president-elect of the Golf Course 
Builders Association of America, says the eco-
nomic slowdown will force builders to shift 
from building new golf courses to renovat-
ing older ones. 

"We can't continue to build 700 to 800 new 
courses every year," Garcia says. "We're happy 
the building boom lasted as long as it did, but 
now it's time to shift our focus." 

Four or five years ago, in the midst of the 
boom, Garcia says his company wouldn't have 
even looked at renovation projects because the 
profits weren't there. As big-money projects 
slow down, however, the renovation side will 
continue to grow, he says. 

"There are a substantial number of older 
courses which will need renovations to stay 
competitive," Garcia says. "In a time of eco-

Continuedon page 10A 
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Continued from page 8A 
nomic uncertainty, this will be the way to go." 

Garcia also believes an influx of public 
money will fund new projects at municipal lev-
els in an attempt to stimulate local economies. 

Brad Schmidt, general manager for Lincoln, 

Financial Impact 
W e asked super intendents: What 's the wo rd on the street f rom fe l low 
super in tendents about their facil it ies' f inancial prospects in 2 0 0 2 ? 

"Most are maintaining their current budget amounts. I haven't 
heard of any reductions to budgets. Private equity clubs like 
mine will continue to spend more as memberships become 
more expensive and more desired among the several 
semi-private and public courses in Florida." 
Kyle D. Sweet, Superintendent 
The Sanctuary GC, Sanibel Island, Fla. 

"The wealthy clubs will be fine and the marginal clubs will 
struggle." 
Dale Walters, CGCS 
Royal Palm CC, Naples, Fla. 

"It will be a bumpy ride in the next few months." 
David Duke, superintendent 
Golf und CC Seddiner See, Beelitz, Germany 

"Word on the street is to tighten your belts. Well, we've done 
that for the 14 years I've been superintendent here. We supply 
very good playing conditions at affordable prices, and we'll 
move forward even with the instability of the world to date." 
Greg O'Heron, superintendent 
Peterborough G&CC, Peterborough, Ontario 

"Obviously, the events of Sept. 11 are going to have a major 
impact on the way we look at next year and probably years to 
come. Maybe we, members and players will be a little more 
reasonable and focus on things that are really important -
rather than greenspeeds of 12 feet and higher." 
Ed Walsh, CGCS and Project Manager 
Wending Creek GC, Coudersport, Pa. 

Neb.-based Landscapes Unlimited, says his com-
pany is still "riding the crest of the '90s" from 
agreements made three years ago and is build-
ing high-end golf courses. Nevertheless, Schmidt 
expects business to slow soon. "We're gearing 
up for the pipeline to go from building 500 
courses a year to about 250 courses," he says. 

What can you do? 
In difficult economic times, everyone must plan 
to minimize the long-term damage. David Mc-
Callum, superintendent of The Island CC in 
Plaquemine, La., says he's considering giving all 
of his business to one chemical supplier in an 
attempt to negotiate a better price. 

"I'm used to giving out my business in pieces, 
depending on who has the best price at the time 
I need the product," McCallum says. "This year, 
I'm thinking of giving it all to one supplier to 
see if that will bring me a better price." 

McCallum says his course also created a 
new membership drive, which includes pur-
chasing kiosks in a local mall to encourage 
members to join the club. 

"My owners told me that if there are cuts 
to be made, they won't be in golf course main-
tenance," McCallum says. "At the same time, 
I recognize my role as a manager is to be as 
conservative as I can." 

Rolling Hills' Van Arendonk says he expects 
his maintenance budget to go down next year, 
but he will still make his case against drastic cuts. 

"If they come to me with budget cuts I 
don't think the course can handle, I'll make 
a list of the tasks that won't get done if they 
cut my staff," Van Arendonk says. "That may 
change some minds." 

NGCOA's Hughes urges owners to focus 
on keeping their current customers happy. 
"You'll have to expand your efforts to take 
care for customers you have now because it's 
more expensive to attract new customers than 
to take care of the ones you already have," 
Hughes says. 

The best idea for superintendents, owners 
and builders is to focus on building long-term 
strategies that will benefit their courses after 
the economy rebounds, KPMG's Bruff says. 

"This is the kind of economy where every-
one has to be smart about the way they do 
business," Bruff says. "If they do that, they 
should weather the storm well, no matter how 
long it lasts."" 



Layoffs Wont Widen Labor Pool 
1 don't foresee hiring a flight attendant to mow the greens,' superintendent says 
BY MARK LESLIE 

Superintendents may have to adjust 
their thinking if they believe job lay-
offs in various industries nationwide 

are an answer to their perennial problem 
with finding employees. 

"The people who are losing their jobs 
because of the turn back in the economy 
are typically not janitorial or foodservice-
type workers, but rather mid-level manage-
ment," says Bruce Williams, director of golf 
operations at Los Angeles CC. "Those 
people are not going to take jobs on golf 
courses. Typically, people in manufacturing 
jobs aren't going to take outdoor jobs 
working on a golf courses." 

Agreeing with Williams, superintendent 
Dan Dinelli of North Shore CC in North-
brook, III., adds: "I don't foresee hiring a 
flight attendant to mow the greens. When 
you look at these layoffs, none of them 
pertain to hand labor or field work." 

Along the Northern tier of golf courses, 
staffing is not an issue this time of the year, 
so layoffs are not affecting the facilities. As 
superintendent Gerry White said from 
Point Sebago Resort in Casco, Maine, 
"We're at the end of our season in the 
Northeast and not in a hiring mode." 

Along with the six-month financial 
downturn, the economics of golf pre-Sept. 
11 and post-Sept. 11 are the new dynamic 
many people are dealing with at public, pri-
vate or resort facilities, according to 
GCSAA President Tommy Witt 

"Whereas you had a certain situation 
pre-Sept 11, now the question in many 
places is: How are they going to handle the 
employees they already have?" says Witt, 
director of golf course management and 
special projects at Kiawah Island Club in 
South Carolina "Some are cutting back. 
Others are shutting down for the season." 

"Two things are happening," Dinelli says. 
"First, the layoffs and the unemployment 
rate are higher and, in theory, you may have 
a bigger pool to choose from. But many of 
us are being asked to tighten the numbers 
and hold labor to zero increase. I wouldn't be 
surprised to see guys being asked to re-

duce their labor force. Even if there were 
more hands available, we may not be in a 
position to capitalize on it." 

The double crunch of the economic 
downturn and the Sept. 11 terrorist at-
tacks has meant empty tee times at some 
resorts. 

"Many resorts are down in activity right 
now," Witt said. "Many things are canceled 
throughout the country through the endl of 
the year. Many courses will have to decide 
how they handle employees between now 
and the end of the year. 

"Even private courses are being hit 
somewhat with less activity!' he added. "But 
they have a fairly consistent revenue 
stream from dues. A superintendent can 
plan a little more because activity might be 
down, but he has an audience and those 
people will slowly return as some degree of 
normalcy returns to our lives." 

Meanwhile, there is good news and 
possible bad news for the many courses 

Even if the slow economy forces more 
workers to enter the labor market, 
superintendents may not capitalize on it 
because of tighter maintenance budgets. 

nationwide that depend on Hispanics to fill 
their workforces. Hispanics, according to 
Witt and Williams, are a stabilizing influence 
at many courses. For those in the North, 
many Hispanics go home to Mexico for the 
winter and come back in the spring. But the 
Sept 11 terrorist attacks may throw a kink 
in that constancy, Williams says. 

"There could be problems because of 
greater difficulty obtaining immigration and 
naturalization," he says. "There has been a 
constant flow of Hispanic labor supply, and 
if that tightens up, it could have an impact 
on us - maybe not in the next six months, 
but in two or three years." 

Leslie is a free-lance writer from 
Monmouth, Maine. 
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The • 

Price 
Is Not Always Right 

The industry needs affordable golf now more than ever. 

Who's going to lead the charge? 

B Y L A R R Y A Y L W A R D , E D I T O R 

"A 
lister MacKenzie made golf an 
art form, Robert Trent Jones 
Sr. made it a business, and Jack 
Nicklaus made it expensive." 

A grinning golf course architect recendy re-
lated this quip about the three famous de-
signers. Some architects think its funny and 
true, especially the last part. 

For sure, the Golden Bear and his high-
priced golf courses haven't helped the game shed 
its "rich, white man's game" label. Nicklaus, 
however, is not alone. Some of his peers are in 
no hurry to design golf courses for $3 million 
with green fees of $30. 

To be fair, people are willing to pay $ 150 to 
play Nicklaus- and Tom Fazio-designed courses 
because THEY ARE Nicklaus- and Fazio-de-
signed tracks. But while high-end daily-fee and 
resort courses serve a purpose, they're not grow-
ing the game. These country-club-for-a-day 
courses, which dominated the building boom 
in the mid to late 1990s, are pricing many 
golfers out of the market with their lofty green 
fees. 

Owners, builders and superintendents have 
also done their part to escalate the price of golf, 
industry insiders say. There's the owner whose 
ego and pocketbook drive him to build the most 

Continued on page 16A 

Rounds ara down, and some 
industry insiderà blame t|je 
decrease on high green fees. 



Image® 70 DG herbicide provides 
powerful postemergent control of more 
than 30 previously uncontrollable 
weeds* It actually starves targeted 
winter and summer weeds to death. 
Yet Image® 70 DG is tolerant to most 
established warm-season grasses as 
well as many landscape ornamentals 
and ground covers. 

And now, Image 70 DG comes in a 
new dispersible granule formulation 
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Asking Price 
The top five states with the most- and least-
expensive average weekend green fees 
(including carts where applicable), accord-
ing to the National Golf Foundation: 

Most expensive 

Nevada $ 9 2 

Hawaii $81 

Arizona $ 5 4 

South Carolina $51 

Georgia $ 5 0 

Least expensive 

North Dakota $ 1 7 

South Dakota $ 1 9 

Kansas $20 

Iowa $22 

Nebraska $ 2 3 

Continued from page 14A 
extravagant course in town. There's the builder 
who issues cosdy change orders. There's the su-
perintendent who makes great use of his un-

limited maintenance budget. 
According to the National 

Golf Foundation, the average 
U.S. weekend green fee for 
18 holes and a cart is a pricey 
$35. The highest average fee is a 
whopping $92 in Nevada, and 
the lowest is a budget-saving $ 17 
in North Dakota. 

Rounds are down throughout 
the country, according to Golf 
Datatech, a Kissimmee, Fla.-
based golf market research firm. 
Through August, rounds de-
creased 2.4 percent on U.S. 
courses from the previous year. 
Rounds were down 3.8 percent 
in the mountain region, which 
includes golf resort destinations 
Arizona, Nevada and Colorado. 
(Remember, this number was 
taken before Sept. 11 when peo-
ple weren't afraid to fly.) 

If rounds continue to decrease 
and golf's price continues to in-
crease, the industry could suffer 

financially. That could mean anything from 
courses delaying greens renovations to courses 
laying off maintenance workers to courses clos-
ing their doors. "If fewer players take up the 
game in coming years for economic reasons, 
everyone operating golf courses will surely feel 
the impact," says Ronald W. Fream, founder 
of Golfplan, an architectural firm based in Santa 
Rosa, Calif. 

The main reason for reduced play is price, 
Fream insists. He and others, including Brad 
Schmidt, general manager of Lincoln, Neb.-
based Landscapes Unlimited LLC, believe golf 
needs lower green fees now more than over. 

"Ever-higher green fees in the long run are 
self-defeating since the number of players avail-
able is inversely proportional to the size of the 
green fees," Fream says. 

"Quality, affordable golf is what's going to 
grow this game," Schmidt says. "Affordable golf 
means building a golf course that doesn't charge 
$100 a round." 

With affordable golf, however, the indus-

try could experience an increase in rounds and 
attract new players. "But who's going to lead 
the charge?" Schmidt asks. 

That's a good question. For starters, the 
people who comprise the different compo-
nents of the golf course industry need to be 
on the same side. There's a lot of finger point-
ing throughout the industry Owners blame 
contractors and architects for exorbitant fees 
and vice versa. While some of the criticism is 
warranted, these groups must work together 
if they want to achieve affordable golf. 

When Damian Pascuzzo began his term as 
president of the American Society of Golf 
Course Architects last May, he said promot-
ing affordable golf was at the top of his to-do 
list. Pascuzzo is not knocking high-end daily-
fee courses, but he says entry-level affordable 
golf has been lost in the shuffle. 

"Maybe I'm more sensitive to that now be-
cause I have three children," says Pascuzzo, a 
partner with architect Robert Muir Graves. 
"But try taking a family of that size to play golf 
when the green fees are $50. It's ridiculous." 

But as Barry Frank, vice president of growth 

Non-resort guests at Pebble Beach Golf Links pay 
$350 to play 18 - and that doesn't include a cart 
or caddie. But people are paying the lofty green 
fees because . . . it's Pebble Beach, after all. 



Architect Craig Schreiner's new 
course, Prairie Highlands, was 
built for $3.2 million and was 
praised for "what affordable golf 
should be." 

and development for the National Golf Foun-
dation, points out, there's a fine line between 
affordable golf and a floundering business. 
Nobody is going to build a second-rate golf 
course and lose money on it, Frank says. "If 
somebody isn't building it from a cash-flow 
standpoint, then he's building it for all the 
wrong reasons, and he won't be in business for 
long," he adds. 

The rule of thumb is that for every $ 1 mil-
lion spent on a golf course, an owner needs to 
charge $10 in green fees, Frank explains. If the 
land costs $3 million, that means another $30 
in green fees. "You have to build a course and 
price it based on what a certain market will 
bear," he says. 

What's out there? 
Cleve Cleveland, owner of Newark Valley GC, 
a mom-and-pop track in Newark Valley, N.Y., 
says today's new owners all want high-end 
courses. "They don't want to build low-end, po-
dunk courses," he adds. 

In Boise, Idaho, Judy Hutt, general manager 
of Shadow Valley GC, says few owners are cater-

ing to the new golfer population by building 
affordable, entry-level courses. "Everyone is try-
ing to build better mousetraps so they're build-
ing bigger and more expensive golf courses with 
higher green fees," she adds. 

Mike Hughes, executive director of the Na-
tional Golf Course Owners Association, says 
most courses built in the past 10 years are high-
end tracks, and he doesn't see the trend chang-
ing soon. "Most of the courses I see coming out 
of the ground are high-end courses," he says, 
noting there are about four courses in the 
Charleston, S.C., area, where NGCOA is lo-
cated, that are "ultra" high-end tracks. 

The new high-end courses have also forced 
their competition — older courses with lower 
green fees — to renovate so they can remain 
marketable. Hence, the older courses must 
increase their green fees to help pay renovation 
costs. "They didn't start out as high-end pub-
lic golf, but they've become that because they 
had to compete with what was coming online 
in their markets," NGF's Frank says. 

However, some industry insiders believe con-
struction of high-end courses is on a downslide. 
Lee Hetrick, executive director of the Lin-
coln, Neb.-based Golf Course Builders Associ-
ation of America, says there's more focus on 
building affordable golf courses, mosdy because 
of the recent economic downturn. 

Kansas City, Mo.-based architect Craig 
Schreiner, a proponent of minimal design and 
affordable golf, recendy completed Prairie High-
lands GC in Olathe, Kan., for $3.2 million 
with green fees of $35. "It's better than or equal 
to — in terms of look and playability — the 

Continued on page 20A 

Enjoyable and 

attractive golf 

for a reasonable 

price can be a 

profitable venture. 
RONALD W. FREAM, ARCHITECT 



W E E D S N E V E R S E E T H E L I G H T O F DAY. 
Thousands of tiny weed seeds are just waiting to wreak havoc on your lush, green fairways—and your reputation. Fortunately, 

Pendulum® preemergent herbicide eliminates more than 40 broadleaf and grassy weeds before they even get started. 

Pendulum is a proven performer, offering well over a decade of unsurpassed, season-long control, unmatched value and the 

flexibility to fit into any seeding or reseeding program. 

It's a combination that's earned Pendulum a higher satisfaction rating from superintendents than any other preemergent* 

Potential crabgrass zone 

Goosegrass nesting area 

T E R M I N A T I O N 



To learn more about how Pendulum can make sure weeds never see the 

light of day, call 1 -800-545-9525, ext. T3257 or visit www.turffacts.com. 

Always read and follow label directions. 

N O T G E R M I N A T I O N . 

Poa annua alert 



Continued from page 17A 
courses that charge twice as much," Schreiner 
says. 

Schreiner says many golfers don't mind play-
ing on courses that feature minimal designs, a 
big reason for their low green fees. 

"I've always engaged in sound engineering, 
simple design, minimal bunkering, maximum 
tees and wide-open fairways," Schreiner says. 
"I cut my teeth with (the late Columbus, Ohio-
based architect) Jack Kidwell, who built a lot of 
golf courses for less than $1 million that were 
pretty damned good." 

Customer Service Rules 
We asked superintendents: What can courses do to attract or retain 
players during tough times? 

"Modify pricing structures and add more incentives to make 
golfers feel like they're getting more bang for their bucks." 
Kevin Goolsby, superintendent 
The Sportsman Golf Resort, Pensacola, Fla. 

"Price reduction during hard times shows you have a heart for 
a game that you enjoy." 
Pat Blum, superintendent 
Colonial Acres GC, Glenmont, N. Y 

"Great service to patrons from the time they get out of their 
cars. Make them feel special." 
Greg Pheneger, CGCS 
Johns Island Club, Vero Beach, Fla. 

"Free beer and pretzels." 
Robert DiRico, CGCS 
Brae Burn CC, West Newton, Mass. 

"Provide better-than-expected conditions and a positive, 
friendly atmosphere. Focus on service and those things that 
do not necessarily cost money." 
Darren Davis, CGCS 
Olde Florida GC, Naples, Fla. 

"Sometimes just stopping to talk to your players is enough to 
make them feel better about being at your facility." 
Ed Walsh, CGCS and Project Manager 
Wending Creek GC, Coudersport, Pa. 

Schreiner says too many architects and de-
velopers focus on making golf courses extrav-
agant and difficult. They move too much dirt, 
build too many bunkers and design too many 
intricate green complexes, which drive up the 
price. "It's easy to make a golf course hard, 
but it's hard to make it playable and challeng-
ing," Schreiner says. 

Fewer "No. 1" courses 
Frank says the topic of green fees often falls 
under the basic category of supply and de-
mand. In the New York City area, for instance, 
golfers will pay higher green fees because the 
area is undersupplied. "But if you build a golf 
course in Waterloo, Iowa, you have to ask your-
self if that area will support $90 green fees, 
which it probably won't," Frank adds. 

Despite the influx of high-end courses, 
Frank argues there are still thousands of golf 
courses with moderate and low green fees. But 
Frank agrees the industry should keep afford-
able golf top of mind. 

"If not, then golf will only be for people in 
the upper-economic division," he says. "We 
have to avoid that." 

Pascuzzo wants to see more par-3 courses 
built on 30 acres. For that to happen, the pub-
lic sector must get involved, he states. "I don't 
see it happening in the private sector because 
there's not a lot of profit motive," he adds. 

Pascuzzo says city parks and recreation per-
sonnel, and public works directors must lead 
the charge. "They need to understand the eco-
nomic and recreational benefits these facilities 
can have on their cities," he adds. 

Most everyone agrees that egos and af-
fordable golf are opposites. "When you have 
a lot of money and a big ego, you want to build 
the No. 1 course in the country because you 
can afford it," Schmidt says. 

Not that there's anything wrong with that, 
Schmidt adds. At the same time, however, 
he believes the industry needs more quality 
and affordable golf courses, and less "No. 1" 
courses with $100 green fees. 

Fream says "enjoyable and attractive golf 
for a reasonable price" can be a profitable ven-
ture. "A well-done course for $3.5 million 
or $5 million can often produce a better rate 
of return on investment than that $ 10 mil-
lion or $12 million ego- or star-driven effort," 
he says. • 



No Tarps. No Tanks. 

No Hassles. 
Basamid® the only granular soil fumigant on the market, quickly eliminates virtually all weeds, 
nematodes, grasses and soil diseases so you can reseed in as little as 10 to 12 days. And the 
nonrestricted, granular formulation requires no complicated application equipment or tarps, 
thereby reducing your labor costs. Basamid is the quick, easy way to get your new turf off to a 
healthy, vigorous start. To make your renovation easier, call 1-800-545-9525 or visit 
www.turffacts.com. Always read and follow label directions. 

Granular Soil Fumigant 

Renovation Made Easy. 
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What You 

Spent 
Here's what superintendents purchased and 

for how much from May 2000 through May 2001: 

Seed is a no brainer. The 
average course spends nearly 
$10,000 per year on it Spend-
ing was highest at Eastern pri-
vate clubs. Surprisingly, nearly 
two-thirds of respondents said 
they overseeded last year. 

Pesticides amounted to more 
than $35,000 of the roughly 
$280,000 the average course 
spends on non-labor items. 
Several pesticide manufactur-
ers we shared these numbers 
with thought the fungicide 
figure was a bit high. So a few 
of you who made repeated 
disease-control applications 
last year may have skewed 
the average up. 

Editor's note: 
This data was collected from 
surveys completed by about 
269 superintendents last 
spring. Margin for error is 
5.9 percent at 95-percent 
confidence level. 
Source: Readex/Golfdom, 2001 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

Turf Seed Mean = $9,680 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

Insecticides 

Herbicides 

Mean = $20,100 

Mean = $7,090 

Mean = $8,460 



Fertilizer/Nutrition Mean = $21,600 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$5,000 - $9,999 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0/no purchases 

Fertilizer and other plant-nutri-
tion sources remain one of the 
largest line items on any golf 
course maintenance budget-
Growth regulators are a grow-
ing part of the market, but most 
courses still aren't investing 
heavily in them. 

A handful of courses that 
installed new systems pushed 
the mean spending in this 
category sky-high. But most 
courses still spend significantly 
on parts and supplies for their 
irrigation programs. 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

Greens Mowers 
$20,000 or more 

$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 
$5,000 - $9,999 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

Mean = $15,200 

Fairway/Other Mowers 
$20,000 or more 

$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 
$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0/no purchases 

Mean = $16,500 

Aeration/Cultivation Equipment 
$20,000 or more 

$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 
$ 5 , 0 0 0 - $ 9 , 9 9 9 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0 /no purchases 

Mean = $5,240 

Iron accounts for more than 
$36,000 annually in that 
mythical average budget. 
Between one-third and 
one-half of courses don't 
buy any new mowing/culti-
vation equipment in a given 
year - but the ones who do 
tend to spend plenty. 

$500,000 or more 
$ 5 0 , 0 0 0 - $ 1 9 , 9 9 9 

Less than $50,000 
$0/no purchases 

$20,000 or more 
$ 1 0 , 0 0 0 - $ 1 9 , 9 9 9 

$5,000 - $9,999 
$ 2 , 5 0 0 - $ 4 , 9 9 9 
Less than $2,500 
$0/no purchases 

Growth Regulators Mean = $3,900 

New Irrigation System/Remodel Mean = $97,000 

Irrigation Parts/Supplies Mean = $9,900 
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