
You know it takes a lot of hard work and expertise to make America's golf courses look their best. 
Your experience with fairways and greens is a perfect match with Quali-Pro's fungicides, herbicides & insecticides. 

In fact, it's the beginning of a beautiful relationship. Quali-Pro products feature the same active ingredients 
as the products they replace, plus some welcome additions, like greater value. 

At Quali-Pro, we understand that your work is always in play. And we're here to help you do your best for less. 

The Value Leader in Golf Course Fungicides, Herbicides & Insecticides. 



Designs on Golf 
I A R C H I T E C T U R E 

Think the Golf Course Superin-
tendents Association of Amer-
ica (GCSAA) let you down by 
going to Adanta again? Or that 
the organization isn't doing 
enough for the membership? 

Well, just take a look at the quality educa-
tional opportunities presented by the GCSAA 
and compare them to what the PGA of Amer-
ica offers its members. 

Yes, these are real seminars, roundtables and 
lectures to be held at the PGA Merchandise 
Show later this month. 

• How to Drive Revenues and Create Loyalty for 
Public Courses Without Discounting: A unique loy-
alty program which is driving revenue for golf 
courses across the country rather than building 
loyalty through discounting has been devel-
oped. How to implement such a program, as 
well as incentivize the staff at the course, and 
the off-course venues will be part of the talk. 

My take: That's right, do everything not to 
give the golfer a deal. Shoot, spend lots of money 
if you have to, but we can't lower green fees! 

• Focus on the Emotional Side of the Sale: This 
program will give you the tools to highlight, 
discuss and share in the emotional side of the 
purchase, which may make the difference 
between a sale being made and a sale being lost. 
.. .We have always believed that when a cus-
tomer comes into a pro shop or golf store, they 
are not looking for the products that you sell; 
the customer is looking for a place and a person 
from whom to buy the products. 

My take: In other words, hire pretty women. 
• Retail Golf Business is Show Business! 
My take: Mercifully, no description was offered. 
• Communication Skills for the X & Y Generation 

Employees 
My take: Another description-free listing. 

But you can pretty much boil it down to this: 
"Tell them, CI mean, you know, we really like 
you. But, could you like, I mean, you know, cut 
down on the I means, likes and you knows?' " 

• Creating Golfer Loyalty by Utilizing Technology: 
Branch out from the traditional uses of your POS 
systems to get existing golfers to play more at your 
course. Course operators typically use their elec-
tronic tee sheets and POS systems as slighdy 

These Seminars 
Are Really Funny 
BY G E O F F S H A C K E L F O R D 

LEARN HOW TO NOT 

DISCOUNT, AMONG 

OTHER THINGS 

upgraded versions of their predecessors: paper tee 
sheets and cash registers. The tragedy is that these 
can be some of the most powerful tools in build-
ing ongoing customer retention and loyalty. 

My take: The tragedy? If you take the time to 
create a customer record and then take the care 
to process future transactions for each golfer in 
his or her dedicated transaction record, you will 
effectively create a picture of how valuable they 
are to you. In other words, you'll learn how to 
note who are the big tippers. 

• How to Pre-Plan Your Visual Merchandising After 
Pre-Booking Your Product: This plan will include 
learning how to develop a floor plan to 
pre-determine on what fixtures product will be 
displayed each month, incorporate tourna-
ments/ holidays/league dates to focus promo-
tions around, and develop a master back office 
delivery schedule. With a detailed plan like 
this, every staff member will be able to not only 
sell, but pre-sell products to your customers. 

My take: Next year they'll teach you how to 
pre-plan the pre-selling of your pre-products to 
pre-customers. 

• The Power of Leadership When It Comes From the 
Heart Instead of the Head: This program focuses on 
the trend toward developing a more authentic 
and emotional leader. This is not about style but 
about building the leader who is more authentic 
and creates the emotional attachment necessary to 
lead in today's frenzied, economic-paced environ-
ment. ... At the conclusion, attendees will have a 
complete strategic plan, ready for implementa-
tion, for differentiating themselves as true leaders. 

My take: That Understanding Biostimulants 
seminar looks a whole lot better, doesn't it? 

Geoff Shackelford's latest book is The Golden 
Age of Golf Design. He can be reached at 
geoffshac@aol. com 
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The ToroR Reelmaster 3100 and Groundsmaster"3500. 
Both have patented Sidewinder technology, allowing them to shift 
their reach 24" from one side to the other. And with Contour x 

following, even the rotaries hug the turf without scalping, so those 
places that were once hard to reach are now left tournament ready. 
To find out more, and learn about financing options, visit toro.com. 



Head Honchos 
Hughes: 'We ' re trying to 
bring more value7 

THEY LIKED THE IDEA for the Golf Industry Show (GIS) even 
before the event transpired. And they liked the idea just as much — or 
more — after the event occurred. 

Mike Hughes says he heard good things from the National Golf 
Course Owners Association's (NGCOA) members when it was 
announced the organization would join the Golf Course Superinten-
dents Association of America (GCSAA) to stage the inaugural GIS last 
February. "I think the owners overwhelmingly approve of this," Hughes, 
executive director of the NGCOA, said at the time. He says he heard 
the same endorsements from members after the show was over. Golf 
course owners, accustomed to having their own annual show, were 
happy to join golf course superintendents to form one big event. 

"I haven't heard a single, negative comment from any of our mem-
bers," Hughes said recently. 

They liked the show floor's design, Hughes says, adding that the 
show's solution centers, which featured educational displays and phys-

ical demonstrations, were also a hit. 
So with one year under the belt, Hughes has no reservations 

about the NGCOA joining the GCSAA to put on a show. 
"I'm really pleased with the relationship," he says. "I've found 

the GCSAA to be very fair." 
While Hughes is content with the way things went last year, 

he says the NGCOA will do a few things differently at this year's 
show, set for Feb. 9-11 at the Georgia World Congress Center 
in Atlanta. Like last year, the NGCOA will hold its Solutions 
Summit in conjunction with the GIS this year. But its educa-
tional sessions, set for Feb. 7-10, will be held in the convention 
center, not at a nearby hotel like they were last year in 

Continued on page 26 



on the State of the Show 
Mona: 'Most people felt like 
the trade show improved 
significantly last year7 

SOME SKEPTICS BELIEVED the maiden voyage of the Golf 
Industry Show could have turned into the Poseidon Adventure. They 
thought the "new" event, which combined the annual trade shows of 
the Golf Course Superintendents Association of America (GCSAA) 
and the National Golf Course Owners Association (NGCOA), could 
founder for several reasons. 

Nearly a year later, Steve Mona, CEO of the GCSAA and co-captain 
of the show, is here to report that the show was anything but a ship-
wreck. One could say the show hit a few patches of rough water during 
its five-day sail, but by in large it was a cruise to remember, Mona says. 

But that was then and this is now and Mona, who recently began 
his 13th year with the GCSAA, has set his sights on this years show, to 
be held Feb. 9-11 at the Georgia World Congress Center in Atlanta. 
(The GCSAAs Education Conference is set for Feb. 6-11.) 

Even though he feels good about what happened last year, 
Mona has a few concerns about this year's event. One worry is 
traced to Hurricane Katrina, which devastated New Orleans, 
the original site of this year's show. While Atlanta is not a bad 
city for a convention, it ain't Bourbon Street. Mona knows 
that, and he's concerned about a dip in attendance. 

"New Orleans is an attractive venue because of what it 
offers from nightlife and cultural standpoints," Mona says. "A 
lot of people were really looking forward to going there." 

The GCSAA, with successful conventions in Orlando and 
San Diego the past two years, had been gaining a head of steam 
with two well-attended shows after experiencing not-so-well 

Continued on page 27 



The "Building of the Green/' a 
massive undertaking, was a big 
hit at last year's show. It won't 
be back this year but probably 
will return in the future, says 
Mike Hughes, the NGCOA's 
executive director. First, 
"everybody will have to forget 
about how much hard work it 
was" before they think about 
bringing it back again, Hughes 
says with a laugh. 

MIKE HUGHES 
Continued from page 24 

Orlando. It was hike for show attendees to get 
from the convention to the hotel and vice 
versa. The change will cut down on attendees' 
travel time and allow them to spend more 
minutes on the show floor, Hughes says. 

Hughes wants time to be on the owners' 
sides this year so they can do just that. The 
N G C O A has changed the hours of its edu-
cational sessions this year so they don't com-
pete with the hours that the trade show floor 
is open. 

"Our presence [on the show floor] will 
be greater just for the fact that we'll be in 
front of people more," Hughes says. The 
move will undoubtedly allow for a better 
chance of interaction between superinten-
dents and owners. 

The NGCOA will also be more involved 
in the show's General Session, over which the 
GCSAA presided last year. Marcus Bucking-
ham, author of "First, Break All the Rules" 

and "Now, Discover Your Strengths," is the 
featured speaker. Buckingham will speak on 
starting your own personal strengths 
revolution. 

Hughes is confident that many golf course 
owners and operators will turn out for the 
show, despite its relocation from New Orleans 
to Houston to Atlanta. 

"Atlanta is as good a place for us as any 
place," Hughes says. "When we have an East 
Coast show, we always have good attendance. 
Because Adanta is a business center and is easy 
to get in and out of, I think our attendance 
will be good this year." 

Last year some superintendents voiced con-
cerns about the Big Brother factor. They were 
worried their courses' owners and operators 
who were attending the show would be watch-
ing their every move. These superintendents 
figured they wouldn't be able to ditch a day's 
worth of educational sessions to play 18 holes 
or party into the wee hours of the morning at 
their hotel bars if their courses' owners and 
operators were around. 

Hughes chuckles about the notion. 
"I don't think it panned out that way," 

he says. "I don't recall hearing that [our mem-
bers] somehow put a damper on the party." 

Hughes is also aware that superintendents 
believe they could be the second choice 
behind owners if golf courses decided only to 
send one person to the show. Hughes insists 
the show needs both people there. 

"The intention all along has been to do 
this thing as a team approach," Hughes says. 

Consolidating the shows was a good busi-
ness move, Hughes says, because it proclaims 
efficiency. 

"We're trying to bring more value to both 
the suppliers and our own constituents, and 
I think that's exactly what we're accom-
plishing and will continue to accomplish," 
Hughes says. 

Hughes believes the GIS has a solid future. 
"In terms of trade shows in general, there's 

no substitute for face-to-face interaction if 
you're going to do commerce," he says. • 

You can reach Larry Aylward, the author 
of these stories, at216-706-3737 or 
laylward@questex. com. 



STEVE MONA 
Continued from page 25 

attended events in 2001,2002 and 2003. 
The association was counting on another 
year of strong attendance by exhibitors 
and show goers — and the financial 
impact they would bring — by having 
the show in New Orleans. 

"We were counting on the New 
Orleans numbers to be greater than the 
Orlando numbers [last year]," Mona says. 
"We were counting on taking another 
step up in terms of overall numbers and 
now we face the specter of that not 
occurring. It doesn't derail the momen-
tum, but it does slow it down." 

Rather than be glum that the show is 
not in New Orleans, Mona hopes the as-
sociation's members are content that they're 
having a show at all this year and will rally 
around the cause despite the relocation. 

"This is our one chance a year to come 
together as an industry and support each 
other," Mona says. "Sure we recognize 
the fact that this isn't where we expected 
to be, but forces outside of our control 
dictated we couldn't be there so let's make 
the best of where we are." 

Mona says GCSAA members who 
attend the show will help their peers 
whose courses and lives were hindered by 
hurricanes Katrina, Rita and Wilma. For 
every member who registers for the show's 
full package, GCSAA will donate $10 to 
a special fund to benefit its members 
affected by the hurricanes. 

Mona doesn't expect the loss of mo-
mentum to extend to next year when the 
GIS heads to Anaheim, Calif, and the Club 
Managers Association of America (CMAA) 
joins the party, which means more 
exhibitors and more attendees. "Whatever 
momentum was lost this year, we will re-
gain it right away next year," he says. 

Despite an anticipated decline in 
attendance this year, Mona feels good 
about the show's state. Despite initial con-
cerns about the GIS — some superinten-
dents were worried the show was getting 
too big and that they were being forced to 

share their show with owners — Mona 
says he has received "tremendously posi-
tive" feedback about the GIS from super-
intendents, exhibitors and other attendees. 

The people who voiced concerns about 
the event—"And there weren't that many," 
Mona insists — left the show with a more 
positive view of it than they had going in 
to it partly because they realized a lot had-

n't changed, Mona says. For instance, the 
GCSAAs Innovative Superintendents Ses-
sions were status quo, as were other func-
tions. "The reason their fears weren't 
realized was because we kept our com-
munity intact," Mona adds. 

Mona won't pretend the event, most 
notably the trade show floor, hasn't 

Continued on page 28 



£ £ I lose a lot 
of sleep thinking 
about the health 
of our show 
because it's our 
No. 1 asset." 
STEVE MONA 
GCSAA CEO 

STEVE MONA 
Continued from page 27 

changed. The show floor was distincdy differ-
ent last year, especially with the seven solution 
centers, each featuring educational presenta-
tions and demonstrations, including the am-
bitious "Building of the Green." But the change 
was by design, and Mona says most attendees 
were impressed. 

"I think most people felt like the trade 
show improved significandy," Mona says. "As 
I've traveled around the country this year, I've 
received a lot of good feedback on how the 
show came together." 

Don't think that Mona thinks the show is 
second to none, however. "There are areas where 
we need to improve and will improve on." 

For starters, Mona thinks the GCSAA and 
the NGCOA need to do a better job of iden-
tifying themselves on the trade show floor as 
the event's sponsors. 

"What we decided to do last year was brand 
the show as the Golf Industry Show, and we'll 
continue to do that," Mona says. "But if you 
walked through that hall, you couldn't tell who 
the sponsoring organizations were. So this year 
you'll see the GCSAA and the NGCOA logos 
more prominently displayed." 

Mona is aware that some superintendents 
believe their days of attending the GIS may 
be numbered. With the managers coming on 
board next year, some superintendents feel they'll 
be low on the totem poll if a club decides to 
only send one or two people. It sounds like a 
legitimate concern, but Mona says he believes 
the opposite will occur. He says the GCSAA 
is working with the NGCOA and will work 
with the CMAA next year to get owners and 
managers to encourage their courses' superin-
tendents to attend the show. 

Mona also says it makes sense for all three 
people to attend the show, especially if a course 
plans to make a major purchase. "If you're 
going to put in an irrigation system for a mil-
lion dollars, I'll guarantee you that all three 
of those people will want to have some 
understanding of that [purchase]," he says. 

Mona has also heard talk questioning the 
show's well being. People wonder if it could 
go the way of the PGA Merchandise Show. 

A February 2003 headline in a story about 
the PGA Merchandise Show asked, "Has the 
PGA Merchandise Show Lost Its Luster?" The 
story went on to report that major manu-
facturers, including Titleist, Ping and Footjoy, 
had pulled out of the show. The story also re-
ported that traffic levels were down at the show 
and it seemed more "quiet" than in years past. 

People in the golf course maintenance in-
dustry wonder what would happen if large 
exhibitors pulled out of the GIS. Would it 
spell doom? If John Deere or The Toro Co. 
pulled out of the GIS tomorrow, Mona says 
the "end would be near." But Mona is con-
fident that will not happen. 

Mona says the GCSAA has worked with a 
trade show consultant for several years and the 
two entities leave nothing on the table when it 
comes to discussing show issues, even if they're 
dire scenarios. " [The consultant] has talked 
with us for years about how trade shows can 
meet a quick and sudden demise," Mona says. 

A reason the GCSAA revamped its show 
to combine it with other associations' events 
is to prevent a possible demise, Mona says. 

"It's in response to the fact that the model 
we had for many years may or may not have 
been relevant in the future," Mona says. 
"That's the main reason we brought the other 
groups in." 

Mona also says the GIS can't be compared 
with the PGA Show because the GIS owns its 
show and the PGA doesn't. The PGA of Amer-
ica sold the show to Reed Exhibitions, a for-
profit company, several years ago. So Mona says 
it was easier for Ping and Titleist to tell Reed 
they were bailing on the show than it would 
have been for them to tell the PGA of Amer-
ica, the association. 

"We've been approached to sell our show 
by a couple different companies and we elected 
not to," Mona says. "And we have no plans 
to do that. But having said that, we certainly 
don't [assume] that all of our exhibitors will 
continue to come to our show because we're 
the association and we own the show." 

Mona says it's vital to stay in touch with 
exhibitors. To do so, the GCSAA established 
an Industry Advisory Council made up of 
about 20 exhibitor representatives. "It's a good 
cross section of exhibitors who give us pretty 



Welcome to Atlanta 
The Golf Industry Show arrived in Atlanta in a roundabout way. 

When Hurricane Katrina was bearing down on New Orleans, GCSAA CEO Steve 
Mona says the association's brass began talking about a contingency plan in case the 
storm destroyed the city. When the inevitable occurred, Mona says the association and its 
members still wanted to keep the show in New Orleans but had no choice to move it 
when city leaders canceled all conventions through March. 

Mona and the GCSAA then turned their eyes toward Houston, which they figured 
was a good fit especially since the association's golf tournament was already scheduled 
for play there. 

The Houston convention center made room for the GIS. At the time, however, Mona 
didn't realize that Shaq, LeBron, Koby and the rest of the National Basketball Association's 
(NBA) elite were due in town around the same time for the NBA All-Star Game. Although 
the game was scheduled a week after the GIS would end, the NBA needed the conven-
tion center and some of its trade show space to stage supporting entertainment leading 
up to the big event, namely the popular Fan Fest. Mona says he wasn't told this at the time 
of initial negotiations with the convention center. It wasn't until several days later he discov-
ered that the GCSAA's big show and the NBAs big show were in each other's way. 

"So for about a week we were trying to work out a three-way negotiation between 
the NBA, the city of Houston and us," Mona says. "But we couldn't get it worked out We 
had certain requirements, and we couldn't give in to them." 

Ironically, when Hurricane Rita was bearing down on Houston - when the GIS was still 
scheduled for the city - the GCSAA began making another contingency plan in case 
Houston was battered and the show had to be canceled there. 

"We began to call around again," Mona says, "and that's when we found out Atlanta was 
available." - Larry Aylward 
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candid feedback on what they'd like to 
see at the show," Mona says. 

More than ever, exhibiting companies 
attending the show are concerned about 
their return on investment. For some 
companies, going to the show is their 
biggest expense of the year. "We're sensi-
tive to that," Mona says. 

While some trade shows have grown 
as outdated as leisure suits over the years, 
Mona believes the GIS has a spot in the 
21st century. "The reason I feel confident 
in our shows long-term health is because 
we feel like we've addressed a lot of the 
issues that have been brought forward to 
our attention from not only our top ex-
hibitors but from others as well," he says. 

But feeling good about it doesn't mean 
that Mona doesn't toss and turn at night. 

"Believe me, I lose a lot of sleep think-
ing about the health of our show because 
it's our No. 1 asset and drives so much of 
what we do here," he says. • 
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GIS Vendors: 
So Far. So Good 

Outside of a few worries, 
the Golf Industry Show 
thus far has almost everyone 
on the trade show floor smiling 
BY THOMAS S K E R N I V I T Z , MANAGING EDITOR 

The Golf Industry Show, many ven-
dors seem to agree, is "one big party" 
that benefits — and continues to 
spotlight — the superintendent. 
What few concerns there are about 
the annual conference seem to be 

specific to the size of the guest list and how to 
catalog the people listed on it. 

Entering its second edition since incorpo-
rating the annual meetings of two golf course 
associations, the Golf Industry Show (GIS) 
doesn't significantly differ from its precursor, 
the annual Golf Course Superintendents As-
sociation of America (GCSAA) show. Yes, it's 
bigger, but, no, most believe, it's not radically 
altered, with less regard to the superintendent. 

Mike Bandy is pleased with the show as is. 
The only thing that worries the marketing 
manager for The Andersons is the prospect of 
the GIS growing even larger. 

This year's conference, slated for Feb. 9-

11 in Atlanta, again combines the GCSAA 
show with the annual meeting of the National 
Golf Course Owners Association (NGCOA). 
In 2007 a third group, the Club Managers 
Association of America (CMAA), will join the 

Continued on page 32 
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