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START CUTTING 
Or scalping. Or plowing. Cutting is precise. Cutting is exact. 

It 's about you out there shaping the course one blade of grass at a time. It 's the difference 
between playable and prestigious, ft superior course comes from a superior cut. The kind you can always 
get from a Jacobsen. 1.888.922.TURF or www.jacobsen.com. 

Visit us in booth 2401 ot the 2005 Golf Industry Show, February 10-12 

http://www.jacobsen.com


MONEY SHOT 

Wanted: Golf Fanatic 
with a Fabulous Phone Voice 
BY HEIDI VOSS 

As a club-marketing 
consultant, part of my 
job is to 

assist clubs in 
finding mem-
bership direc-
tors. One might 
think this would 
be easy, but it's 
very difficult. 

Most people 
who apply for 
the job believe 
they'll be perfect for it 
because they love to play 36 
holes of golf daily. But in real-
ity, you could take a survey of 
directors and they would tell 
you that they get to play golf 
about once a month, and that 
they play less now than be-
fore they assumed their roles. 

So the big question is: 
"What do they do all day?" I 
was asked this once by a 
member of the club's wait 
staff. He had seen me chat-
ting happily on the phone, 

touring around on the course 
and dining with folks while 
enjoying tableside Caesar 
salads and cherries jubilee. 

His exact words 
were, "How do I 
apply for your 
job?" 

I'm pleased my 
job appears so 
glamorous, but in 
reality a director 
spends many 
hours on the 
phone and in 

meetings with potential 
members answering their 
numerous questions, as well 
as overcoming their buying 
objections. This is especially 
true with all of the recent 
competition between clubs in 
the marketplace. 

How do I find the right 
person for this job? I look for 
a gregarious person who 
thrives in the company of 
others and isn't afraid to 
jump in and cater to a mem-
ber's every need. This person 

can also drive an SUV across 
an area that appears to be 
strip-mined while describing 
the new par three that will 
play over the water feature 
that currently doesn't exist. 

Contrary to popular 
belief, you don't need to be 
female to be a great mem-
bership director. You must, 
however, be willing to work 
eight days a week and be at 
the beck and call of your 
members and club manager. 

When I feel I have the 
right candidate, I administer 
a personality profile test, con-
ducted by Profiles Interna-
tional, for comparison with 
others in the industry that 
have done outstanding jobs. 
If the test, with questions 
like, "Would you rather fly 
the helicopter or ride in the 
helicopter?" doesn't make 
them crazy, I am usually 
rewarded with a terrific 
gauge of how successful this 
person is going to be in the 
club membership position. 

Once on board, the direc-
tor is encouraged to spend 
the day with each depart-
ment head to learn about 
their roles on the team. From 
an agronomic perspective, 
the prospective members 
today know much more 
about grass types, irrigation, 
bunker styles, green speed 
and all of those things that 
make them a prime candi-
date for serving as the green 

chairman. Just kidding! 
Seriously, though, nothing 
impresses a prospective 
member more than the 
membership director who 
knows each golf hole's length 
and the smart landing areas. 

I still run into clubs that 
want to run the membership 
program by committee. This 
invariably leads to asking 
busy members to allocate 
time to try to track down 
even busier prospects. This is 
the immediate key to failure. 
We don't ask members to 
mow the grass and cook 
their meals, so why should 
we expect them to spearhead 
the largest revenue generator 
at the club? 

A hot, ongoing debate I 
have at my house with my 
superintendent husband is, 
"Who is the most valuable 
employee at the club, the 
membership director or the 
superintendent?" Without 
green grass there would be no 
sales and without sales there 
would be no green grass. 

Therein lies the 
conundrum. 

Voss ispresident of Bauer 
Voss Consulting, a club mar-
keting consulting company. 
Voss specializes in new devel-
opment, club conversions 
from public to private and 
member buyouts. For more 
information, contact 
www.bauervossconsulting.com. 

Three Requisites for the Job 

1 GREGARIOUS W I T H A C A P I T A L "G" - This person 
thrives in the company of others and isn't afraid to 

jump in and cater to a member's every need. 

2 ONE D O E S N ' T HAVE TO BE F E M A L E — But you do 

have to work eight days a week and be at the 
beck and call of your members and manager. 

3A G R 0 N 0 M I C A L L Y I N C L I N E D — The person knows 
grass types, irrigation, bunker styles, etc. 

http://www.bauervossconsulting.com


v U y ^ 
^ K T t h e scotts " 7 / ^ 

2005 GCSAA TRADE SHOW 
Orange County Convention Center in the Scotts Seed Booth #2270 

February 10 | Afternoon 
February 11 | Morning & Afternoon 
February 12 | Morning 

C O M E J O I N T H E F U N ! 
We're inviting you to challenge last year's winner, Kansas State. We'll be 
awarding prizes to individuals and a team. Each contestant will be playing for 
his or her alma mater. A collective score will be kept and the alumni "team" 
with the highest score will win a $2500 scholarship for their school. 

For more information please contact Melissa Barton at 800-221-1760 ext. 7396, 
Melissa.Barton@Scotts.com, or visit scottsproseed.com. 

Test your turfgrass knowledge and 
your golf triuid at the Scotts Quiz Bouil. 

mailto:Melissa.Barton@Scotts.com


PROFILE/BILL FOUNTAIN 

Continued from page 50 
Golfdom asked Fountain 

to share his thoughts about 
the golf business and give 
readers more insight into the 
owner that some call "The 
Banana Man." 

Golfdom: What's the most 
important issue facing golf course 
owners? 
Fountain: We still look at golf in 
the traditional way. Golf, as an enter-
tainment option, takes a tremendous 
amount of time. However, our society, 
for a number of reasons, has eroded per-
sonal time for recreational activities. 
The game has not changed significantly 
since it started. When I look at other 

sports and see how they have 
evolved, I feel golf is at a crossroads 
where change will be good for the 
growth of the game. We need to 
become more creative and mold 
our businesses to address the 
amount of time we spend playing 

the game. Perhaps that means an 
18-hole course broken up into 
three six-hole courses that could 
accommodate six-hole play and 

leagues but still allow 18-hole events. 
Who would have thought 20 years ago 
that beach volleyball would be an 
Olympic sport, or that riding a skate-
board 40 feet in the air could make you 
millions? 

Golfdom: What's the key to a good 

Turf and irrigation solutions for all your needs 

FEATURING: 
Hunter . T o " T Products 
Seed I Fertilizer / Pesticide 
Drainage Pipe & Fittings 
Irrigation Supplies & Equipment 
Moisture Sensors 
Erosion Control 
Water Features 

135 B R A N C H L O C A T I O N S 

^ i S S L 
from the ^^Br^ 
Golden Gate T ^ 

. . . to the Sunshine State 

EUlinG complete online catalog at: 
w w w . e w i n g l . c o m 

Irrigation 4 Golf * Industrial 800.343.9464 

owner I superintendent relationship? 
Fountain: Trust, honesty, respect. 

Golfdom: Finish this sentence: "The best 
thing that could happen to the golf 
industry would be... " 
Fountain:... the freedom for businesses 
to have the ability to entertain their 
clients and expense them on their busi-
ness accounts. 

Golfdom: What is the best investment you 
ever made in your business? 
Fountain: The building of relationships 
with my partners, team members and 
others in the golf industry. 

Golfdom: Who are the three most 
influential people in the golf industry? 
Fountain: Mother Nature because of 
the weather, Alan Greenspan because 
of interest rates and George Bush 
because of our freedoms. 

Golfdom: Who is yourfavorite golfer? 
Fountain: Tiger Woods. 

Golfdom: If you could have lunch 
with anyone, who would it be and what 
would be the first question you would ask? 
Fountain: God. And my first words 
would be to say, "Thank you." 

Golfdom: What do you do in your free 
time? 
Fountain: Spend time with my family. 

Golfdom: What was the last boo\ you 
read? 
Fountain: "Good to Great: Why Some 
Companies Make the Leap . . . and 
Others Don't," by Jim Collins. 

Golfdom: What's your favorite movie? 
Fountain: "Caddyshack." 

Golfdom: With which club in your bag do 
you hit the best? 
Fountain: My 5-iron. • 

http://www.ewingl


• Guaranteed 3-year warranty. Unmatched in the industry! 

• Patented 3-position switch. G u a r a n t e e s even a p p l i c a t i o n 
every t ime. 

• Patented WideSpin technology. Top dressing that ranges from 
15' heavy to 3 0 ' l ight—no di f ferent at tachments required. 

• Adjustable angle of spinners from 0-15°. Allows for broadcast 
appl icat ions or to drive the sand into the turf . 

• Galvanized hopper. No rust or f lak ing paint means no-st ick act ion. 

• A manufacturer with 40 years of turf experience. Our knowledge 
b r i n g s you c u t t i n g - e d g e e q u i p m e n t . 

^ ^ ^ ^ When it comes to top dressing, 
^ — ^HII we have been—and sti l l are—the 

i n d u s t r y leader . If you w a n t 
unparalleled performance in any top 

dressing appl icat ion, choose the WideSpin 
1530 . For a demo or to request product information, 
call 1-800-679-8201 orvisitturfco.com. 

1655 101st Avenue NE • Minneapolis, MN 55449 -4420 U.S.A 
(763) 785 -1000 • Fax (763) 785 -0556 • www.turfco.com 

http://www.turfco.com


A GOOD DEAL. Green fees at Rustic Canyon are a mere $ 3 5 during the 
w e e k and $ 5 0 on the weekend wi th $ 1 0 extra for a golf car. 

Continued from page 48 
attached to Rustic Canyon. Too often 
modern design has celebrated courses 
overdosing on total difficulty — plenty 
of length, lots of water and a good num-
ber of bunkers and implemented haz-
ards that are simply in place for cosmet-
ics and require an inordinate amount of 
upkeep time. 

Located less than 60 minutes from 
Los Angeles, Rustic Canyon proves that 
interesting design can give players the 
fun aspect they desire when playing. 

In 1999 the County of Ventura put out 
a notice to interested developers for the 
creation of another golf course for recre-
ational purposes and income. The land 
was in its native state prior to any con-
struction and consisted of slightly more 

We designed them! 
We build them! 
We sell -them! 

We service them! 

Your Grandmo+her 
can o p e r a t e them! 

1-800-426-3634 
«vww.4rionlifts.com 



than 200 acres. Highlands Golf LLC built the 
course for about $3 million. 

Architect Gil Hanse, based in Malvern, Pa., 
was chosen because his vision for the land was 
compelling and far removed from the cookie-
cutter, pro-forma layouts that routinely dot the 
Southern California landscape. Assisting 
Hanse was design partner Jim Wagner and 
classic design enthusiast, author and Golfdom 
contributing editor Geoff Shackelford, who 
lives in nearby Santa Monica. 

Shackelford says it's nice to hear golfers 
describe the course as "fun." 

Gil Hanse's vision for the land was 
compelling and far removed from 
the cookie-cutter, pro-forma 
layouts that routinely dot the 
Southern California landscape. 

"Many golfers have almost seemed wor-
ried they were going to insult us by compli-
menting the course as fun," he says. "That 
says a lot about the state of architecture when 
'fun' is an almost dirty word." 

Rustic Canyon's success as a design was 
noted by different publications. Golf Digest 
awarded the facility its Best Affordable 
Course for 2003. It's inexpensive because less 
than 17,000 cubic yards of material was 
moved during construction. And clearly the 
cost to play has been a driving force in keep-

ing tee sheets filled. 
Green fees at Rustic Canyon are $35 dur-

ing the week and $50 on the weekend (golf 
cars are an additional $10). How does that 
compare? Go down the road to neighboring 
Simi Valley and you'll find two Pete Dye-de-
signed layouts at Lost Canyons that routinely 
charge triple-digit fees to play at peak times. 

Diversity rules in Aurora 
The twin concepts of fun and value are also 
anchored in the taxpayer-owned facilities. As 
Colorado's third-largest city, Aurora (popula-

Continued on page 58 

20 YEARS & COUNTING 
SURFSIDE 37 is the clear winner 

i the GREEN SPEED WAR at CASTLE PINES GC. 
y GREENS have kept pace with the STIMPMETER. 

HEIGHT of CUT, and MAINTAINING NEAR 
TOURNAMENT CONDITIONS throughout 

the GOLFING SEASON, 
I enjoy the challenge, I enjoy my course. 

Marshall Fearing 

»VIF: 
SIMt 

• SURF-SIDE DOESN'T BURN, DISCOLOR, OR ROOT PRUNE • 

CASTLE PINES GC 
HOME OF THE INTERNATIONAL 
TOURNAMENT, CASTLE ROCK, CO. 

" « î 

For the "International" we spray 
everything inside and outside the gallery 
ropes with Surf-Side 37 and Iron. Our 
fairway program during the summer is 
3oz. Surf-Side / M and 1 1/2 oz. 
Iron / M applied every other week. 
We don't water-down the applica-
tion. The Iron mixed with Surf-
Side does wonders for the grass! 
The Greens receive 1 qt. / M Surf-Side 
to start the season. Back in 1 9 8 6 we 
had lots of fairway areas that didn't 
take water well. Localized dry spots 
were a real problem due to thatchy 
turf and a clay-gravel soil. With 4 0 
days over 90°F and winds coupled 
with 15 to 25% humidity the exposed 
sites dried o u t rapidly. A p r o g r a m of 

aeration plus Surf-Side has reduced 
this problem significantly. At Castle 
Pines hand watering isn't just hand 
watering any more... and remaining 
dry areas on fairways are hit with 32 
oz. / M of Surf-Side (the same rate used 
at the start of the season on our Greens). 
Repeat application usually isn't needed for 
up to 4 weeks. Our fairways are irrigated 
twice a week. Fairways are overseeded to 
Seaside II. Tees are Penncross, Greens are 
Dominate Extreem. 

See us in Orlando at Booth #807 
Montco Products Corp Phone: 800-401-0411 Fax: 215-836-2418 

MARSHALL 
FEARING 



O v e r t h e past 21 years, innovative design, c ra f tsmansh ip and h e a v y 
d u t y c o n s t r u c t i o n m a k e R e d e x i m C h a r t e r h o u s e p r o d u c t s t h e 
s t a n d a r d of qual i ty in t h e s p o r t s tur f m a r k e t p l a c e . B y building 
re la t ionships w i t h tu r f c a r e profess iona ls , 
R e d e x i m C h a r t e r h o u s e has l istened, learned 
and p roduced the bes t mach ines money can 
buy. R e d e x i m C h a r t e r h o u s e has no t only 
g a i n e d a r e p u t a t i o n of be ing an indus t ry 21 YEARS IN AMERICA 
l e a d e r , bu t w e h a v e a l s o e a r n e d your t r u s t . AND STILL GROWING 

1-800-597-5664 • Fax: 570-602-3060 • www.redexim.com 

FUN AND VALUE FACTORS 

Ward is a freelance writer from Clifton, 
N.J., and editor of Jersey Golfer magazine. 

D E N N I S L Y O N . Value is 
more important than price." 

approach few communities 
can match. 

Aurora's first public course 
opened in 1968 with Aurora Hills. Since 
that time the total operation has ex-
panded quickly and produced 2003 rev-
enues of $5,177,291 with a total of 
292,441 rounds played. 

"In today's market golfers have mul-
tiple choices where they can play," says 
Dennis Lyon, certified superintendent 
and director of Aurora's Golf Division. 
"The fun and value equation is an 
important consideration in making the 
decision where to play. 

"Value is more important than 
price," Lyon continues. "As long as 
golfers perceive a good value, they will 
pay the price they can afford." 

Located east of Denver, the Aurora 
philosophy is simple: provide a consis-
tently fun and value option for all who 
use its facilities, whether they're begin-
ners or seasoned players. 

The community provides a nine-
hole par-3 option at Centre Hills for 
those just getting started. For those who 
prefer a more challenging option, 
there's Murphy Creek, which hosted the 
primary Denver-area qualifier for the 
2003 U.S. Amateur. 

One of the more compelling points 
about Aurora and its golf offerings is that 
rates to play, even for nonresidents, do not 
exceed $50 even during weekends and 
holidays. To get that kind of value and to 
have a full range of unique facilities 
clearly shows the kind of game plan other 
facilities throughout the nation will need 
to follow in order to make golfers return 
as happy customers time after time. 

The bottom line is the more successful 
operations understand that fun and value 
are the ingredients needed to keep them 
in the black. • 

Continued from page 57 
tion: 290,000) has consistently demon-
strated a successful multicourse opera-
tion providing both residents and non-
residents a quality product that 

maximizes value through 
a diversity of quality 
course options. With seven 
golf facilities, Aurora of-
fers a multidimensional 

http://www.redexim.com


re little a t t e n t i o n 
at really mat te rs . 
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Designs on Golf 
A R C H I T E C T U R E 

Will 2005 be the year 
we actually see the 
golf course industry 
fight back and stick 
up for itself? Showing 
unusual — even 

unprecedented — bravery in an industry in-
creasingly unwilling to think outside the box, 
the National Golf Course Owners Association 
has issued a thoughtful and informative 
"Technology Position Statement." 

The NGCOA pointed out that not only is 
this pointless quest for another extra 10 yards 
via $500 drivers and $5 balls bad for the golf 
economy, its costly for anyone who owns a 
golf course. 

"Increased golf ball distance results in 
errant shots missing their intended target by 
greater distances than before," the position 
paper said. "New golf courses are required to 
be built with more land in order to accommo-
date the need for larger safety buffers to either 
side of the preferred line of play. The effect has 
been that golf courses take up more land, with 
subsequent increases in land acquisition, con-
struction and maintenance costs." 

OK, fine. You've heard that before. It gets 
better. 

"In most cases the older courses are faced 
with a concern due to their inability to ex-
pand the safety buffers required with the 
longer-hitting golf equipment. Owners and 
operators of older courses are burdened with 
increased liability costs as a result." 

Getting warmer, aren't we? And now, the 
piece d' resistance. 

"Off-line shots, due to the greater disper-
sion that is generated by increased distance, 
also contribute to slow play. Additionally, 
greater hitting distances subject longer hitters 
to increased waiting periods between many 
shots, further impacting the pace of play. The 
result is diminished enjoyment of the game 
and increased cost of play." 

Not to quibble with the NGCOA — be-
cause, after all, it is going out on a limb here 
— but the organization's new release also says 
that it's joining the USGA, PGA Tour, R&A 
and American Society of Golf Course Archi-
tects in their concerns over distance. 

Exempting the ASGCA, which has been 

Owners Speak Up. 
Who's Next? 
BY G E O F F S H A C K E L F O R D 

THE NGCOA SEEMS 

WILLING TO DO 

SOMETHING TO 

ENSURE GOLFS 

PLACE IN THE 

HEARTS AND 

MINDS OF SPORTS 

ENTHUSIASTS 

ACROSS THE 

COUNTRY 

the lone consistent voice on the distance mat-
ter, the other three organizations are only con-
cerned about saving face and padding their 
swollen trusts. The actual everyday golfer, 
industry worker or course operator are of little 
interest to these organizations. 

With more than one-third of all courses 
holding memberships in the NGCOA, it's 
only a matter of time before other organiza-
tions jump on the proverbial bandwagon and 
demand that the focus return to fun, afford-
able golf over expensive equipment. 

Ironically, all we need now is the actual 
product to set us free. That comes in the form 
of a competition ball, or Tour ball or classic 
course ball or whatever it will be called. All of 
the manufacturers have developed one for 
their doomsday scenario when the sport 
finally can't afford itself anymore. The work-
ing theory goes like this: Tour players and 
other fine golfers would use this ball. In the-
ory, the everyday golfer who thinks he's better 
than he really is will also use this ball. 

The rest who crave nothing more in life 
than an extra 10 yards will need some incen-
tive to lose the 10 yards that cost them 
upwards of $1,000 to attain. 

How about a discount on green fees for 
those who play the competition ball? Or offer-
ing the cost price on these balls? Or preferen-
tial early tee times to golfers willing to play 
their home courses as they were intended — 
and more likely at a faster pace because they 
spend less time waiting for a fairway to clear? 

Either way, the NGCOA seems willing to 
do something to ensure golf's place in the 
hearts and minds of sports enthusiasts across 
the country. Who will step up next? 

Callaway? Titleist? Nike? Hootie Johnson 
and his Green-coated band? 2005 may just tell. 

Shackelford can be reached at geoffihac@aol.com. 

mailto:geoffihac@aol.com



