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Raising Capital
Finding the funds to take on that renovation

or update that golf car fleet has owners and
lenders getting creative with financing.

Looking

Beyond
Science

FarmLinks at Pursell Farms
started as a research course
for improved stewardship,

and now offers resort-style
accommodations.

Critters
Gone Wild

Wildlife is both the
bane and beauty for
golf courses when
players take a walk
on the wild side.

SEE YOU NEXT YEAR
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A family brings a Nebraska
course back from the dead.

Don’t Get Blinded
Pedigree

Five Reasons employers should
hire for skill over experience.
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Elaine Gebhardt shares

thoughts about challenges
facing the golfing industry.
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Rain Bird has been a huge help for dialing
in our system. They made it a much easier
transition during the restoration.

Stephen Rabideau, CGCS | Director of Golf Courses, Winged Foot Golf Club

Winged Foot Golf Club brought incredible
precision to their irrigation.

To prepare for a major championship, this prestigious club recently
completed a historic restoration. By partnering with Rain Bird, they
also received hands-on help implementing new intelligent irrigation
practices. From dialing-in nozzle settings in their Central Control to
setting up a Rain Watch™ system that responds to microclimates,

a dedicated commitment from Rain Bird made it easier for the club
to protect their water source and defend their turf.

See more renovation stories at rainbird.com/RenovationPartner.

RaAIN I BIRD.
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Processing
Payment
Processing

ith all due respect to Ferris Bueller,

“The credit card processing world is
changing pretty fast. If you don’t stop and look
around once in a while, you could miss it”

As operators of golf courses, you know mer-
chant processing used to be a pretty predictable
situation. Customers swiped their cards in that
electronic brick on your counter. You reconciled
the charges with your POS system. Your bank ac-
count received the funds in a few days. Monthly
statements came in the mail that showed what
you paid in fees. Rinse and repeat.

Reading those monthly merchant processing
statements has always required a decoder, and it
only got more challenging when PCI compliance
came into the picture (fees for what?), different
kinds of cards were being used (debit, rewards
cards, etc.) and swiping took on a new meaning
(at the counter? Online?). Each of these variables
caused changes in rates (someone has to pay for
all those cardholder rewards), but you trusted
the system was treating you right. When it was
revealed mysterious charges were levied on golf
courses a few years back by one of the leading
processors (who is now under FBI investigation),
mistrust entered into the system. Eyes started
opening.

It also used to be that every three days some-
one was knocking on your door to become your
new processing partner, always promising lower
rates. Now, it seems those visits have nearly disap-
peared, because courses find themselves limited
to working with only the processors fully inte-
grated into their golf management software (GMS)
systems. The software companies have become
the gatekeepers, and in some cases, you may not
have a choice in who processes your payments.

If you want to change processors, you may have
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From the CEO

Vantage Point
By Jay Karen

to change GMS partners. I fear the limited choice
stifles competition among processors, therefore
allowing a situation ripe for high rates. In addition,
I believe the GMS providers — and maybe even the
OTTAs - are looking to merchant processing as
arail on which to ride new pricing schemes. For
example, you may find some software providers
offer “free” software, as long as you're agreeing to
use their merchant system. Just goes to show how
much money can be packed into those fees paid
by course operators. Twenty five cents here. Fifty
cents there. It all of a sudden added up to tens of
thousands of dollars by the end of the year.

What I'm also seeing is a shift in who pays for
merchant processing. Ever since a 2017 Supreme
Court ruling that lifted the ban on surcharging (in
most states), more and more merchants around
the country are adding “surcharges” to their bills.
The consumer may now pay 3 percent if he or she
wants to use plastic. This will be interesting, be-
cause it’s been unpopular to be the merchant that
charged fees for plastic-wielders, but why should
all those loyalty rewards (airline tickets, gift cards,
etc.) be paid for by merchants like golf courses? As
a result, courses may have more consumers will-
ing to pay cash. Many private clubs have shifted
processing fees to members paying for dues with
plastic instead of ACH. The movement is on, folks. I
just want you to be prepared.

Amidst all this, 'm pleased to let our readers
know First American has just come on board as a
new Smart Buy supplier for merchant processing.
One thing we’ve learned at NGCOA is we need to
be closer to this transactional business, and we are
encouraging golf software companies to integrate
with First American for two reasons. One is to in-
ject choice into the formula - a good thing for golf
courses. Currently, Jonas clients are able to choose
First American, and we understand more GMS
integrations are coming. The second is using First
American ultimately results in supporting NGCOA
and our work to help you succeed.

NGCOA is looking out for you. If youre not a
member, there’s been no better time to join. Join
at ngcoa.org/join
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RAISE IN IMMEDIATE

CASH IN LESS THAN 90 DAYS
INCREASED ROUNDS AND AN UPSURGE N OPERATIONAL REVENUE FROM PROFIT CENTERS DUE TO THERISE N TRAFFIC

Chuck-

Without a doubt, the most informative, interesting
and painfully truthful book I have ever read about
golf. MMC®) is the only entity in the Golf space which
does not market to core and avid golfers. For two
decades golf courses have done nothing more than
try to steal other courses customers. I am totally
sold on the MMC® approach to attract casual and
non-golfers.

THE UNTAPPED MARKET

Why the Pros Are Failing
to Grow the Game

CHUCK THOMPSON
1} ff’

I commend Chuck Thompson on his insight to the Golf
industry. As a former PGA President, I learned more
from Golf: The Untapped Market than I have in 43
years of operating and owning golf courses.

Ted Bishop
38th President PGA of America

PRODUCT #: 0692862269

It’s not a “get-rich-quick scheme”
nor is it a "too good to be true”
offer—it’s forward thinking from
a golf marketing company that hits
'em straight... MM(C

OVER 300 GOLF COURSES AND GROWING!

NO UP-FRONT FEES
We invest in your golf course’s success!

CALLMMC® TODAY
904-211-3162 / 871-620-8139

or email Chuck at
chuck@mmctoday.com

»  Golf Marketing
on Steroids!
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A View From the Industry
My Take

By Lane Tredway, Ph.D.

Senior Technical Representative
Turf, Syngenta

Addressing

The Issues
By Ronnie Miles

Director of Advocacy
NGCOA
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Calendar

291 Seven Farms Dr., 2nd Floor,
Charleston, SC 29492
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Stewarding
Chemistries
for Long-Term
Success

espite the number of products avail-

able to control pests in golf course turf,
it’s rare to see new products that use a new
mode of action (MOA), which is the mechanism
that inhibits pest growth. In the turf market,
there are approximately 40 fungicide active
ingredients (Al) and 70 unique Al combinations,
but there are only 16 unique MOAs.

In the past few years, there has been an
influx of Als into the market belonging to the
SDHI (succinate dehydrogenase inhibitors)
class of chemistry, including fungicides like
Posterity and Xzemplar, and nematicides like
Indemnify. These products use similar MOAs
to attack pathogens and each took significant
amounts of time and resources to develop.
According to CropLife International, discov-
ery and development of a new product with
anew Al costs around $286 million and takes
approximately 11 years. Given this cadence of
new innovation, it’s essential for superinten-
dents to properly steward these products.

If a pathogen becomes resistant to an Al
after repeated exposure, it is likely to become
resistant to all products employing that same
MOA. To help protect against resistance, super-
intendents should take care to rotate and/or
tank-mix products with different MOAs.

With so many products available, it can be
challenging to develop a rotation schedule that
effectively manages resistance long-term. So,
developing a pre-season agronormic program is
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critical for building a solid foundation. Planning
ahead also allows for increased savings during
fall early order programs. Many manufacturers
offer free programs based on geography and turf
type that help superintendents rotate products,
identify key pests, and prepare turf to perform
well during high-stress periods. Visit GreenCast
Online.com/Programs to see sample programs.

For disease control, using products that at-
tack fungal cells at multiple sites, like Daconil
Action and Secure Action fungicides, are pivotal
parts of a long-term strategy. Known as multi-
site inhibitors, these products are significantly
less likely to develop resistance than fungicides
that only work at a single site. They can also
be applied more frequently, which makes them
foundational for agronomic programs.

Multi-site contact fungicides are particularly
important for dollar spot control. Currently, six
chemistries are primarily used to control this
disease, including the popular SDHI chemistries,
and four carry a medium to high risk for resis-
tance. Knowing this, superintendents should
not make more than two sequential applica-
tions of the same chemistry and rotate them
with low- or medium-risk chemistries.

Lastly, superintendents should aim to make
preventive rather than curative applications.
Pests are easier to prevent and preventive
strategies save valuable time and budget. Cura-
tive applications require higher rates, tighter
intervals and can accelerate resistance as the
pest population is exposed to the Al

For a golf course, properly managing resis-
tance is an important agronomic management
practice and a critical business management
strategy. If products aren’t used correctly and
resistance develops, there can be serious long-
term consequences for a course and for the
whole industry. Be sure your course is doing its
part to steward chemistries for long-term suc-
cess for your business and your customers.

ngcoa.org
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Service Animals,
Need or Desire?

olf course operators, like so many in

the service industry, are facing an-
other challenge: Customers wanting to bring
loving pets with them wherever they go. In
years past, it was commonly known that ani-
mals were not permitted inside businesses
or on golf courses. The only exceptions were
seeing-eye dogs.

Today, we are hearing about new groups
of animals that owners feel are also pro-
tected and should be afforded the same
privileges. The Americans with Disabilities
Association (ADA) is the only federal organi-
zation that defines service animals protected
by federal law.

Currently, in addition to Service Animals
as defined by the ADA, there are Emotional
Service Animals (ESA) and Therapeutic Ani-
mals (TA). For most of us over 50 years of age,
seeing-eye dogs were the only protected
animals. But today the ADA no longer at-
tempts to define the type of animal that can
be trained and serve as a service animal. This
is also true of ESA and TAs.

An emotional support animal is a compan-
ion animal that provides therapeutic benefit,
such as alleviating or mitigating some
symptoms, to an individual with a mental
or psychiatric disability. Emotional support
animals are typically dogs and cats, but may
include other animals.

Therapeutic animals provide people with
therapeutic contact, usually in a clinical
setting, to improve their physical, social,
emotional and/or cognitive function-
ing. Like ESAs, these animals provide their
owner services that include relieving loneli-

ness, helping with depression, anxiety and
certain phobias, but do not have special
training to perform tasks that assist people
with disabilities.

The challenge for golf course operators is
how to limit access to animals protected by
the ADA.

Regardless of what category the animal may
serve, businesses are prohibited from asking
the customer what disability they have which
warrants permitting them to bring their ani-
mal onto the property. The law does, however,
allow you to ask questions pertaining to the
animal. Permitted questions are:

1. Is the animal required
because of a disability?

2. What work or task has the
animal been trained to perform?

In addition to these questions, service
animals are required to be under the
control of the owner. This requires they
be on leash at all times unless the owner’s
disability prohibits the use of the leash.
Animals must also be housebroken. If
animals are found to lack the discipline of
a trained service animal, business opera-
tors are permitted to request the animal be
removed from the property. The guest can
be denied service if they fail to keep their
animal under control.

The National Restaurant Association has
published a list of frequently asked questions,
which can also be applied to golf course op-
erations. Many states have created laws that
may further define the level of protection to
support animals not covered under the ADA.

The NGCOA supports all individuals with
disabilities and encourages members to en-
sure their staff and facilities are prepared to
meet their special needs.

Additional information and resources are
available by contacting me at rmiles@ngcoa.org

2019

July 23-24
MCOR19

Monterey Plaza Hotel
Monterey, California
mcor-retreat.com

August 12-14
PGA 2019 Fashion
& Demo Experience

The Venetian Hotel/TopGolf

Las Vegas, Nevada

pgalasvegas.com/Home/

November 17-19
GolfBusiness Canada
Niagara Falls, Ontario

ngcoa.ca/conference

2020

January 20-22

Golf Business Conference
Orange County
Convention Center
Orlando, Florida

golfbusinessconference.com

January 21-24

PGA Merchandise Show
Orange County
Convention Center
Orlando, Florida

golfbusinessconference.com

January 25-30
GolfIndustry Show
Orange County
Convention Center
Orlando, Florida

golfindustryshow.com

FOR MORE EVENTS, INCLUDING NGCOA

CHAPTER HAPPENINGS, VISIT NGCOA.ORG.
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In golf, its important to choose

your partner carefully.

No. 16 at Bandon Dunes, Bandon Dunes Golf Resort, managed by KemperSports

Turn-key services in golf course development,
marketing and management.

‘ KemperSports

500 Skokie Blvd., Suite 444, Northbrook, IL 60062
847.850.1818 | www.kempersports.com

Codalition
Concerns

o il By Jared Williams

STOP: Use Our
Cease & Desist
Templates

i ou may be reading that header won-
dering what exactly I am referencing.
But if you listened to the June 7 Golf Busi-

ness Podcast you may have an idea of what I
mean when I say “cease & desist templates”

As explained in that podcast episode
(which I encourage you to check out -
https:/accelerate.ngcoa.org/education/
podcasts), the Coalition is helping golf cours-
es draft responses to vendors/competitors
that have compromised their course brand.

These responses typically come in the
form of cease & desist letters. A cease
& desist letter is a document sent to an
individual or business to stop purportedly
illegal activity (“cease”) and not to restart
it (“desist”). And the good news for golf
courses is that you don’t have to have a
registered trademark or a direct relation-
ship with a vendor to enforce your rights
via the cease & desist.

After identifying the most common types
of infringements or issues that a golf course
might fall victim to, we worked with a
nationally recognized law firm to develop
cease & desist templates for golf courses to
use at no cost. That’s right a completely free
service to golf courses. The entire process
to have a cease & desist template drafted
on behalf of your course requires a couple
minutes of your time. All you need is the
contact information of the infringing party.
The process is about as simple as signing up
for an email subscription.

The only things you need to do to are

Managing Director
GOLF USA TEE TIME COALITION

visit teetimecoalition.org/ceaseanddesist
and select the appropriate infringement:
trademark infringement, domain name in-
fringement, keyword/sponsor ad infringe-
ment or multiple infringements.

You may recall back in 2017, we released
a series of whitepapers that identified the
differences between these types of infringe-
ments. These examples are also listed
on the website at teetimecoalition.org/
resources. These three important whitepa-
pers on protecting your brand were devel-
oped by the same law firm that drafted the
cease & desist templates. These whitepa-
pers provide a better understanding of the
benefits of owning a federal trademark
registration, what keyword advertising is,
and the many ways golf course names are
being used as keywords.

The whitepapers serve as a primer to
help you identify which template you
should fill out. But as always, the Tee Time
Coalition is here to help and is happy to
listen to your concerns and suggest the ap-
propriate template based on your specific
situation. Additionally, you can use 1-2-1
Marketing’s free course report to diagnose
whether or not your course brand is being
compromised in any way — another free
service that could be helpful in submitting
the correct information for the template.

This is a full-service solution offered
to golf courses, at no cost. Please take a
moment to listen to the podcast, visit the
website and review the template. After
filling out the form, a completed cease &
desist with all relevant information will be
emailed to you directly, which you can then
send to the infringing party.

If you have any questions on this,
please do not hesitate to contact me, jwil-
liams@teetimecoalition.org.

Played

April 2019

Data percentage compared to same period last year.
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Jason Bangild,
general manager
at Gearhart Golf
Links, faced
problems with
an elk herd.

YOUR
JOURNEY

HE ~TART

NEWS & VIEWS TO PROPEL YOUR BUSINESS

Bringing business leadership and golf expertise to
Belfair Golf Club, General Manager/COO Ken Kosak, PGA,
allows board members to focus their attention on
strategy and long-term growth.

Wherever your golf journey is
headed, let’s get you there.

 Goo PH ary [ ,Q:;s,ﬂ
Pr()gram brandlpgfﬁl'leinselms’q\ e
Las certlﬁed sanct(gamé‘s.”i* iy ,\

()1

, _'__ o \ \ie {\;\_‘; \\GOL!&USIQESg coW vs\

:+-® PGA.COM/JOURNEYS

2018 The PGA of America. All rights reservec




Golf courses

around the coun-

try deal with all
types of wildlife
from deer to elk
to wild boars to
alligators and
armadillos, to
name a few.

E

And what golfer doesn’t enjoy spot-
ting rare bighorn sheep during a round
in the desert or seeing monster alliga-
tors as part of Florida’s fauna?

Once these close encounters with
critters become a nuisance, however,
it’s no longer just a cool Instagram mo-
ment. Now it becomes an operational
nightmare, what with courses being
consumed with Canada geese fouling
up fairways or Arizona elk messing with
flagsticks and tearing up greens.

When these course critters become
outright threatening to the consumer
and surrounding public, it paints a
much different picture for that “great
walk spoiled.” Indeed, just in the past
couple of months, growing herds of
threatening Oregon elk have put Gear-
hart Golf Links in the public spotlight
and endangered peninsular bighorn
sheep are becoming headline news in
the Palm Springs-area enclaves of PGA
West and The Quarry.

To be sure, from wild residential
pigs seen on a recent tweet from
superintendent Kevin Welker at
Iberostar Golf México near Cancun
to destructive armadillos tearing up
a Texas course, solutions certainly
vary in how best to manage and/or
embrace Mother Nature’s wandering
wildlife. Some of the course remedies
are unique, to say the least.
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One course in Colorado was so tired
of the local elk population chomping
on its greens, the maintenance staff
successfully deterred future elk grazing
after using turkey manure from a local
turkey processing plant. Others have
gone shopping at The Pee Mart, con-
sidered America’s first discount urine
store where “100 percent real, undiluted
predator pee and animal urine” can be
purchased and used on the course as
another deterrent.

When Jason Bangild became Gear-
hart’s new general manager/director of
golf eight years ago, he remembers buy-
ing jugs of coyote urine and spraying it
on decoy coyotes to help ward off the
dozen or so elk that lived nearby.

“For a couple weeks we didn’t see as
many, but after spending $100 a jug, you
start to ask yourself, ‘Is this stuff really
coyote urine and is it really working?””
Bangild says with smile. “After a while
it became a little goofy because we’d
end up with these rubber coyotes out
on the course. Eventually a couple of the
coyotes went missing so that was the
end of that.”

In the case of PGA West and the
Quarry, swanky gated golf communi-
ties in La Quinta, California, it’s not as
comical now that bighorn sheep are
meandering along congested neigh-
borhood thoroughfares and grazing

on their finely manicured private club
greens. Several sheep have died from
various accidents.

On April 27, the Coachella Valley
Conservation Commission approved
an environmental impact report that
clears the path for building a $3.5 mil-
lion fence to contain the animals and
keep them from further harm, accord-
ing to a story in the Desert Sun.

Back at Gearhart Golf Links along
the northern Oregon coast, Bangild
is equally concerned now that his elk
population is getting out of control at
his course contiguous to several hous-
ing developments in the small town of
Gearhart. The historic course, which
dates back to 1888, always had the
occasional elk sighting and tourists in
particular marveled at the 1,500- to
2,500-pound animals.

““Is thas stuff

really coyote
urine and
isitreally
working?”

But now that the herd has easily
quadrupled in size over the last 20
years, what was once just a “bit an-
noying when they would trample the
course,” Bangild says is now the talk of
the town and several state agencies af-
ter one neighbor’s prized bird dog was
trampled and killed.

As course owner Tim Boyle put
it in a letter to the local mayor, ac-
cording to a local newspaper story:
“The incident is just the most recent
in a long series of interactions with
these large animals whose popula-
tions have exploded and who have no
natural predators. The elk population
is now at the stage where injuries to
humans are inevitable.”

Another inevitability, at least for
many courses along the eastern sea-
board, is dealing with pesky Canada
geese that flock to courses’ open wa-
ters, “creating a disgusting mess for the
maintenance crew and golfers,” as Seg-
regansett Country Club (Massachusetts)
office manager Kate Brown describes it.

At Brown’s previous club, Poquoy
Brook Golf Club in nearby Lakeville,
Massachusetts, the course hired Cape
Cod-based Border Bay Junction Ken-
nel and its “fowl play goose patrol”
comprised of mostly very successful
and entertaining border collies. The
first year was fairly expensive, Brown

"We have a family
of squirrels who
steal golf balls,”
says Allison
George of Toad
Valley Golf Course
in lowa. “This is a
real photo taken
on our course.”

says, but the estimated $3,000-$4,000
investment was worth it.

“After a month or so, the geese
began to recognize the truck as it
crested the hill and would take off
immediately,” Brown recalls. “It got
to the point where the driver would
have to stop at the entrance and let
the dogs out because they were be-
coming increasingly frustrated by not
being able to chase them. ... The dogs
were relentless and extremely quick.
And, when the geese would retreat to
the water to get away from the dogs,
the driver would get in a kayak and
chase them back out.

“By the second year, there were
only a handful of geese who hadn’t
got the word, and they were easy to
send the message to. After that, it only
required occasional visits to keep the
situation under control. Allin all, it was
a very successful method for us. Not
so much for a neighboring course
who became the home of choice for
the geese we had evicted.” ™8

Scott Kauffman is a golf business writer and the

managing director of Aloha Media Group

A couple of years ago we found
an Arabian horse tied to a tree
near the river adjacent to hole number

8 of our golf course. There was a bucket
of water with a sign that said, “Please
don’t take, I will be back for my horse in

a couple of hours.” The horse was abso-
lutely beautiful, but very stressed. Me nor
my staff felt comfortable approaching the
horse. But it was quite a show! Of course,
everyone wanted to see what was going
on, taking pictures, etc., which as you can
imagine affected our pace of play for the
day. We called the Division of Wildlife and
they sent a horse expert to our location.
She said this horse was extremely valuable
and didn’t believe anyone would leave
this beautiful animal as they did. As it
turned out, the horse was stolen and the
perpetrator had left to find food for his
new found valuable comunodity. Well, as
it turns out, he didn’t keep the horse, nor
did he return to his house. He went to jail.
And the beautiful animal was returned to
its rightful owner.

Robert Spada

BROKEN TEE GOLF COURSE
ENGLEWOOD, COLORADO
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By Steve Eubanks

in an
otherwise
untamed
area, how
do you
manage qolf
and wildlife
when one
is bound to
encroach
upon the
other?

Fowler: We are not Audubon
certified but we adhere to a great
number of the Audubon Society’s
criteria regarding wildlife. We put
out as many notifications as we
can warning people to not feed the
animals, especially the bears. We
also provide plenty of green space
and habitat for the wildlife and we
use environmentally friendly chem-
icals on the golf course so as not
to harm any species. But the main
thing is to constantly reinforce to
the golfers, and to our homeown-
ers, that you can watch the wildlife
from a safe distance, but do not
interact. These are wild animals.
This is not a Disney movie.”

Johnson: We take a position that
the animals were here first and

it's their habitat too, so we do
everything we can to protect them.
We follow all federal, state and lo-
cal guidelines. We have deer 365
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GENERAL MANAGER, BENT TREE
COUNTRY CLUB AND COMMUNITY
JASPER, GEORGIA

days a year and elk that move in
and out throughout the winter. So,
it follows that we also have bob-
cats and mountain lions who are
predatory and feed on the deer
and elk. We also have coyotes

“She felt
something
cold. She
had bumped
noses with a
black bear.”

and jackrabbits and bald eagles.
We ust do our best to coexist. Of
course, we don't allow people

to actively chase the wildlife. We
have a local firearms ordinance
so people cant hunt on the prop-
erty. And we put out guidelines for
people to give the animals plenty
of room. But we especially tell
people to mind their pets. Don't
have your dogs off-leash because
they will chase the wildlife. That
can create problems.

GENERAL MANAGER, RED LEDGES
HEBER CITY, UTAH

Was there an incident

where golf and wildlife
intermingled that stands out?
Fowler: We had a lady on our
eighth hole who had hit her ball
info a bush well into the trees right
of the fairway. She saw her ball and
went fo retrieve it. As she leaned
over to pick it up, she felt something
cold. She had bumped noses with a
black bear. Of course, it scared the
bear as much as it did her, so both
ran in different directions. But that’s
a lesson for everyone: Be aware of
your surroundings when you're in

an area known for wildlife.

Johnson: Last winter we had @
large herd of elk run through the
golf course. One of our members
captured it on video. It looks like
something out of National Geo-
graphic. You have hundreds of elk
charging through the snow on the

golf course. It was quite impressive.

Steve Eubanks is an Atlanta-based freelance

writer and New York Times bestselling author.
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BY SCOTT KAUFFMAN

CBD Gettung

Bubba Watson

and his caddy,
Ted Scott.

Champions winner Scott McCar-

Big Name Supp Ort ron. By mid-May, McCarron won

nnovation comes in different forms,
shapes and sizes.
At the PGA Merchandise Show,

innovative golf products are usually
found each year in the equipment or balls
section. Then, of course, there are always
the various technology solutions touting
themselves as the next great tool to help
drive more course efficiency and business.

This year, however, there was a con-
spicuous new product category: cannabi-
diol, commonly known as CBD.

There was Canadian company Iso-
Sport, showcasing its Mend CBD Pain Re-
lief Créme across from Club Car. Another
new exhibitor was Shop CBD Now, which
featured a variety of “natural hemp” prod-
ucts, including Pure Scientifics branded
mint tincture/CBD oils.

And these were just a couple of CBD
products spotted for the first time. To say
these hemp-inspired exhibitors seemed out
of place in golf business is an understate-
ment considering most people probably
associate hemp with that other derivative
of the cannabis plant: THC or “pot.”

Yet, if CBD companies have their way,
these innovative health products might
very well be the next must-have gimmick
in every golf shop. To be sure, cannabidiol
is the non-psychoactive compound found
in cannabis and not considered a con-
trolled substance at the federal level.

The production and use of CBD took
off once President Donald Trump signed
the 2018 Farm Bill and legalized hemp
- defined as cannabis with less than 0.3
percent THC. Since then, CBD practitioners
are popping up everywhere like weeds.

Perhaps Colorado-based Functional
Remedies began the golf-related CBD
“buzz” when it announced a partnership
back in January with 10-time PGA Tour

his second tour championship in

three weeks, and more than 90
players on the PGA Tour and PGA Champi-
ons Tour were using the same EndoSport
hemp oil as part of their daily routines,
according to Functional Remedies.

McCarron said the oil “helps my mind
stay focused and my body recover, so I can
always play my best.”

Now, PGA Tour star and two-time
Masters champ Bubba Watson is the latest
golfer to embrace cannabidiol after join-
ing forces with cbdMD Inc. as a new brand
ambassador and user. As part of the three-
year partnership announced May 1 by
the publicly traded company (NYSE YCBD),
Watson was wearing the company’s logo
on his signature cap during the recent
PGA Championship.

“Honestly, it’s a thrill,” says Martin
Sumichrast, chairman and CEO for cb-
dMD. “Bubba is a legend and when he says
that cbdMD products help him to feel his
best, well, it makes us very proud to be his
partner. He also talks about CBD extend-
ing his longevity in sports. That’s some-
thing that will resonate with all athletes
and all sports leagues.”

Sumichrast says demand for high-qual-
ity CBD is growing exponentially, citing a
study by the Brightfield Group that projects
the CBD market will grow to $22 billion by
2022, from only $600 million last year.

“Our customers want to feel bet-
ter but can’t afford to risk failing a drug
test,” Sumichrast points out. “Unlike most
brands on the market today, cbdMD has
no THC ... we eliminate the risk of failing a
drug test due to THC.”

Watson, who just turned 40, is a true
believer, saying, “I've personally felt the
benefits of cbdMD’s products.”

Scott Kauffman is the regular technology columnist for Golf Business.
You can contact him with tech news at iwritegolf@gmail.com.
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Wow, | didn’t know I could save
that much with DryJect. service!

WHAT'’S HOT
In My Shop

Leigha Turner « Director of Retail
Baltusrol Golf Club e Springficld, New Jersey

Levelwear Sydney
ONLINE
>~ o0lf 1 Strv s i ; Cottons Skorts
More golf industry news from the web Callaway Custom Cottons Skorts
and Novelty Truvis full assortment of Sydney’s
In 2018, we introduced novelty Baltusrol logoed skorts in 2018
Callaway Truvis Balls, both the Levelwear short with amazing
Stars and Stripe and Shamrock sleeve and long response. The
versions to a great response. This sleeve T-shirts, and custom hoodies skorts are a
unique SKU was purchased by the featuring our logo. These casual cottons great combina- -
causal and serious golfer alike, are among our most popular items in the tion of fit and fashion, suiting
both for personal use as well golf shop all year long. Great options nearly all body types and a look
as gifting for parties for Memo- for members to celebrate the logo in a that catches the eye of most. All
rial Day, Fourth of July or simple more casual way off property and an the prints are built to easily go
celebrations of patriotism. We amazing gift option for those buying for with a white shirt. This combina-
followed with a custom version of non-golfers and golfers alike. We have tion of versatility has made it a
our own utilizing our logo. men’s, women's and youth options. new member favorite.

What’s Hot In My Shop is produced in cooperation with
the Association of Goll Merchandisers (agmgolf.org)

|t Pays to Use DryJect

"With coring we see about a $30,000 drop in

revenue. But with DryJect we lose only one day.

We estimate a $19,000 saving using DryJect.” DIY Video -
- Justin N. Smith, GM, OLde Homestead Golf Club NGCOA partnered with Momentum Video on a series showing golf course owners how
to create quality video for their marketing without breaking the bank. You’ll find the
Try replacing one of your videos on the golfbusiness.com homepage.

core aeration treatments
with DryJect. Experience

Golf BusINESs

PODCAST

the speed, efficiency and
affordable cost compared
with the labor and lost or
discounted rounds that
come with core aeration.
Run your own numbers.
Download the Revenue

Recapture Worksheet

Listen to, subscribe to, or download all the
Golf Business Podcast episodes

at DryJect.com. Better yet, call your local DryJect

Service Center. You'll be very pleasantly surprised at
how much DryJect adds to your bottom line.
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The NGCOA’s annual multi-course [fyou missed this feature from the June — .||II|||- pp—
Aerate, Amend and owners and resort operators gathering issue of Golf Business magazine, check * Getiton >. G le Pl
Play Right Away! y is slated for July 23-24 in Monterey, online at golfbusiness.com to learn about iTunes Store oogie Flay
California. To learn more about this how women are significant players in
DryJect.com 800-270-8873 event, go o meor-retreat.com. revenue generation.
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DESTINATIONS

David Pursell, president,
CEO and co-founder of
Pursell Farms, says the re-
sort started as a marketing
strategy for the fertilizer
business, but “morphed
into a family resort with
golf at the center.”

S

“We had to figure out how we
were going to survive with a

orgeous golf course outin
the middle of nowhere.”

DAVID PURSELL

© 2019 Photo by Tomiko

nvironmental stewardship has become a watchword in the golf industry,
affecting multiple facets of golf courses, including resort courses. From
e ® initial design fo renovation, from conservation practices to policies during play, facilities
L k B nd th s n are ever conscious of striking a balance between safeguarding natural surroundings and
oo ’ng eyo e C’e ce providing a memorable golf experience.
While every golf resort has distinguishing characteristics, FarmLinks at Pursell Farms in
Sylacauga, Alabama, stands alone in its distinctive history and attributes with environmental

By Sally J. Sportsman

FarmLinks goes from Research Course to Resort Destination ctewordshio one of o quiding principles.

“We never infended to be a resort,” says David Pursell, president, CEO and co-founder
of Pursell Farms, who is also an accomplished artist. “At first we used the golf course as a
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FarmLinks Golf
Club at Pursell
Farms, nestled
in the foothills of
the Appalachian
Mountains,was
built in 2002.

marketing strategy for our fertilizer busi-
ness, but we morphed into a family resort
with golf at the center.”

Pursell Farms, nestled in the foot-
hills of the Appalachian Mountains, is a
four-generation family endeavor. DeWitt
Alexander Parker, Pursell’s great grand-
father, was the first general manager of
what then was known as the Sylacauga
Fertilizer Co., founded in 1904. In 1959, the
fertilizer business officially changed its
name to Parker Fertilizer Co. James “Jim-
my” Pursell, David Pursell’s father, helped
market the company’s Sta-Green specialty
fertilizer products to stores and nurseries
all over the Southeast. A milestone setting
the company apart from the competition
was the development of slow-release and
controlled-release fertilizers. The com-
pany, which had made a name for itself,
became Pursell Industries.

In 1997, David Pursell assumed the
role of president and CEO of Pursell
Technologies. His visionary idea was
to invite the fertilizer’s end users, golf
course superintendents, to come see the
product in action firsthand. To this end,
FarmLinks Golf Club was built in 2002.

“It was the world’s only research and
demonstration golf course,” Pursell says.

The course was designed by
Hurdzan-Fry Environmental Golf Design
Inc. (now Hurdzan Golf). Dr. Col. Michael
Hurdzan (R-USAR Special Forces) is well
known in golf course design for his
expertise in environmentally sensitive
course architecture. Today, FarmLinks
consistently is ranked among the best
public golf courses in Alabama.

“The golf course was to be routed
through at least four distinct environ-
mental zones: the open meadows, the
‘mountain, the woods and the wetland
areas,” says Hurdzan. “We did lots of al-
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ternate routings and would review them
with the Pursell family and their team
until it was felt that we were maximizing
the potential of the land.

“David was the driving force, but Jim-
my and Chris, his parents, were deeply
involved because they loved the land so
much and were willing to permit the golf
course to allow guests to enjoy the farm
as much as they did.”

Groups of golf course superinten-
dents, no more than 15 at a time, were
invited to Pursell Farms to view the
efficacy of the fertilizer products and
learn first-hand about their technology,
application and environmental-protec-
tion features. The superintendents, who
stayed free of charge at Pursell Farms
for three days and two nights, were wel-
comed with Southern hospitality, includ-
ing home cooking. Two groups a week
arrived over 42 weeks each year.

“It was essentially relationship
marketing,” says Pursell. “We had a high
chance of getting the superintendents to
understand our product and to trust us.

“We were nobody. We started our
visitation strategy in a small way in the
1990s, then built Parker Lodge, where
the superintendents stayed.

“They felt as if they had ‘arrived.

Steve Mona, executive director of
WE ARE GOLF, has visited FarmLinks
at Pursell Farms on several occasions,
from its grand opening to other events
through the years.

“It served as a living laboratory of
sorts, in terms of turfgrass research and
other innovations,” Mona says. “ The nat-
ural beauty of the property, along with its
seclusion, not to mention the steady hand
of David Pursell and his team, have also
contributed significantly to its success.”

Pursell Industries, which grew ro-

2%

bustly over the years, was sold in 2006,
including the patents and machinery.

“As everyone knows, golf took a hit not
long afterwards,” says Pursell. “We had to
decide what to do with the assets we didn’t
sell: the farm, the golf course, the lodges
and the capital projects on the farm.

“We had to figure out how we were
going to survive with a gorgeous golf
course out in the middle of nowhere.”

The family decided to create a resort
offering a unique and memorable experi-
ence. Today, Pursell Farms, a private
business, has evolved into a premier
regional family farm resort available for
corporate retreats and leisure getaways.
The unwavering goal is to provide guests
with a superior experience.

Golf, although now just one of a
myriad of activities at Pursell Farms,
remains at its center. Over the past four
years, both overall golf revenue, as well
as golf revenue per player, has risen
25 percent, according to Pursell, even
though rounds have been flat at 19,000
rounds per year. About 25 tournaments a
year are hosted at the golf course. About
25 percent of the resort’s annual revenue
is from golf.

“Our top-line revenue more than
doubled the first year we were open,”
Pursell says, “and we expect it to triple by
two years from now. That’s resort-wide.”

FarmLinks at Pursell Farms, which
focuses on exceptional customer ser-
vice and course conditions, provides
premium tee times for golfers staying
on property. Each guest room has its
own golf cart. Public golf is allowed
once resort guests have secured their
desired tee times. 8

Sally J. Sportsman is an Orlando, Florida-based
freelance golf writer.

It's why East Lake Golf Club counts on us for the TOUR Championship.

Give your course the quality of cut it deserves. Contact your local John Deere Golf distributor today.

Trusted by the Best

“Colf with a purpose.” That's the motto that drives this historic and
philanthropic club, located just five miles from downtown Atlanta.

And what drives Ralph Kepple, Director of Agronomy, and his staff

is a commitment to excellence. According to Ralph, John Deere has
helped in that endeavor. “In the twenty-plus years East Lake has
partnered with John Deere, | am always impressed by their commitment
to improve and enhance their equipment. The quality of cut on their
mowers has always been outstanding.”
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Pickleball
is galnlng
Fopu larity at

Izatys Resort
in Onamia,
Minnesota

[

Golf and Pickleball:

A Perfect Combo

By Sally 3. Sportsman

ickleball, until recently played mostly at private clubs,
increasingly is finding its way into golf resorts. With an eye
toward attracting new visitors, resorts are realizing that
pickleball adds a certain sparkle to their offerings.

“There is no doubt pickleball is one of the fastest-growing sports in the coun-
try, especially in the southern states, played by lots of snowbirds,” says Tim Mur-
phy, the golf professional at Izatys Resort in Onamia, Minnesota. “Here at Izatys
we want to get in on the ground level introducing it to people up north.”

The six pickleball courts at Izatys were constructed in 2015 by taking out two
of the resort’s four tennis courts and converting them for pickleball. By setting
the new courts right over the tennis surfaces, the resort was able to keep the
construction cost at $70,000. Lights are being considered for future installation,
but the desire not to disturb the nearby homes will be a factor in the decision.

“Pickleball is not a revenue producer for us,” Murphy says. “Rather, it's a ser-
vice to our guests and a very successful marketing tool.

“The game is in great demand and is much appreciated.”

David Meade, pickleball coordinator at Pinehurst Resort in Pinehurst, North
Carolina, notes that the game, available on eight courts at the resort since 2012,
is popular with family members who don't play golf. Six to eight more pickleball
courts with lights are being discussed for possible opening in 2021 for potential
major tournament play as well as use by resort guests.

Revenue from the game has climbed 60 percent in the last 18 months at the

resort, according to Meade, and is expected to grow 60 percent more in the com-

ing year. Lessons and clinics produce a significant portion of the revenue. About
20 percent of resort guests request intense-level pickleball clinics. And many
golfers head to the pickleball courts at the end of their rounds.

“Pinehurst Resort spends a lot in capital improvements all the time,” says
Matt Downing, director of tennis for Pinehurst Resort, who oversees pickleball.

DESTINATIONS

“We are looking at enhancing our pickle-
ball program, as it's such a popular sport.
“Pickleball may not be the highest

priority among capital-improvement
submissions, but we believe the expense
of adding more courts would be justified
by revenue in a few years' time.”

At Palmetto Dunes Oceanfront
Resort on Hilton Head Island, South
Carolina, the 16 pickleball courts, all
lighted for night play, were built in 2015
and have been a revenue producer ever
since.

“I thought our pickleball program
would grow quickly, but it is happening
much faster than | envisioned,” says John
Kerr, director of tennis and pickleball at
Palmetto Dunes. “Our business model is
built on the cross-over success we have
had from tennis.”

Daily round-robin tournaments are
held, with a professional on site to match
players with others of their skill levels.
There often is a wait list, with as many
as 100 guests signing up for court time.
Players are 65 percent resort guests and
35 percent local residents, Kerr says, and
they intermingle for play. Clinics also are
a reliable source of revenue. The resort is
looking into adding more courts to meet
the rising demand.

In the first quarter of 2017, pickleball
revenue at Palmetto Dunes grew 35
percent over the previous year. In the
first quarter of 2018, the increase was 45
percent, driven by the growing number
of players.

“Sales of pickleball merchandise in
our pro shop, including equipment and
apparel, are a highly successful source
of revenue for us,” says Kerr. “Every time
| come up with a figure predicting reve-
nue growth for our resort from pickleball,
the actual number turns out to be three
or four times higher than | anticipated.

“The sky seems to be the limit.”

Sally J. Sportsman is an Orlando, Florida-based
freelance golf writer.
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Treetops Resort in
Gaylord, Michigan
offers a short-course
alternative with
Threetops, a 9-hole
par-3 course.

By Sally J. Sportsman

Resort Guests Flock to
Alternatve Courses

olf is evolving in ways few could have

imagined. As part of this evolution,

short courses, including 9-hole and

par-3 layouts, are growing in popular-
ity throughout the U.S., representing an excep-
tional opportunity for golf resorts.

“You don’t have to have your best
game to enjoy playing a short course,”
says Patrick Dill, PGA, director of golf at
the Omni Orlando Resort at Champion-
sgate in Championsgate, Florida.

The Omni Orlando Resort at Cham-
pionsgate has a lighted, 9-hole par-3
golf course called Champions 9, built
in 2004 in conjunction with the hotel.
As the world headquarters for the
David Leadbetter Golf Academy, the
resort attracts golfers from all over
the world. Champions 9 is popular
with guests of all ages and skill levels.
Its significance has been evident since
its inception. According to Dill, Cham-
pions 9 accounts for 30 percent of play
at the resort, which also features two
18-hole courses.

“It’s a great amenity and a standout
addition to the Academy,” Dill says.

Nighttime play is popular, often
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with cocktail receptions and heavy
hors d’oeuvres. Champions 9, which
takes about an hour to an hour-and-
a-half to play, is located near one of
the resort’s outdoor banquet facili-
ties, so the resort often coordinates
the two functions.

“We use our short course as a highly
effective way to help sell golf packages
at the resort,” says Dill.

One of the first golf resorts to build
a short course was Treetops Resort in
Gaylord, Michigan, which has four 18-
hole golf courses in addition to Three-
tops, a 9-hole par-3 course that was
designed by Rick Smith and opened for
play in 1992. With multiple elevation
changes throughout, Threetops has
been popular since opening day. From
1999-2006, Threetops hosted the Par-3
Shootout, a four-person skins game
aired on ESPN featuring some of golf’s

most highly recognized PGA Tour players.

“Originally Threetops was planned as an
extra amenity, but it soon became evident
that some money could be made with it,”
says Kevin McKinley, PGA, director of golf
and ski operations at Treetops Resort.

Threetops takes 90 to 100 minutes to
play. Doubles, foursomes, even eightsomes
enjoy the course, day or night. While the
layout isn’t lit, daylight lasts until nearly
10 p.m. in Gaylord during June and July.
Threetops is promoted to groups booking
the resort in advance as well as to guests
upon arrival. As a result, the course is busy
every day.

Threetops has hosted a four-day Patriot
Golf Day event for 11 years, raising money
for the Folds of Honor Foundation. It also
hosts many other charity events, corpo-
rate outings and junior golf tournaments.
Threetops accounts for 15 percent of the
resort’s total golf revenue, a figure that re-
mains fairly steady each year, says Dill.

“We are close to having too much play
to be able to properly maintain the course,”
Dill says. “We may increase the tee sizes or
add tee boxes to accommodate more play.

“It would be worth the expense.”

Sally J. Sportsman is an Orlando, Florida-based
freelance golf writer.
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Mike, his brothers
Brian and Mark, and
their parents, Mi-
chael and Roswitha, \ 2 . -
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working to get the &
two courses ready
for the golf season.

“l told him he
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We had to keep w.”;

MIKE WIECK

.:*-'IN

____.y

= © 201-7'.9_'P'he__p by Laurd Peterson

he new owner of Fonner View Golf Course had to throw the greens
By Steve Eubanks mower out of gear to answer his phone.
® “Yeah, I'm between greens, so now’s a good time,” said Mike Wieck, whose enthusiasm
Leap Of Fa’th pops with every sentence, even as he's speaking over the rattle of a mower’s engine.
Wieck purchased his first golf course in his hometown of Grand Island, Nebraska,
a year ago. Since then, he’s been in the midst of a crash course on how to resurrect a

A Family Brings A Nebraska Course Back From The Dead

property that had already gone back to nature.
“| need to be out here to get these greens back in decent shape,” he said. “It’s taken a
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lot of work but we’re getting there”

He’s not much of a golfer, even though
he has an associate degree in golf course
management from a local community col-
lege. “Golfing is not my specialty;, he said
with a chuckle. “I've been in the land level-
ing business before this”

The “this” is the Wieck family’s adven-
ture that started when the Fonner View
Golf Course, a 50-year-old, 9-hole facility
that was once a social centerpiece in a
town of 51,000 people, closed down and
the property was about to be sold for a
real estate development. The old owner,
who, according to Wieck, had closed
the course for health reasons, hired the
Wiecks to grade and level the golf course
for houses.

“I talked him out of it. I told him he
couldn’t destroy the golf course. We had
to keep it; Wieck said. “I got a little bit of
backing, not a lot. But it was enough and
we decided to make a go of it”

Wieck had a little horticulture ex-
perience and he had run a small family
business. A few family meetings later, the
entire Wieck clan became course owners.
“We’re a close-knit family so that wasn’t a
real problem; Wieck said of convincing his
brothers and parents to join him.

“It was out of the blue] he said. “We
were either going to save it or it would
have become a housing development.
Usually if something becomes a housing
development, it never goes back.

“It’s a big undertaking. Fonner View
actually closed in 2015, so we had our
work cut out for us in getting it back. All
the greens were dead. Our first week we
hauled away 21 truckloads of (debris) off
of 38 acres. Essentially, we had to replace
all the greens. The fairways and the tee
boxes were in fairly good shape. We had
to mow everything and fertilize and the
sprinkler system needed a lot of work”

The family — Mike’s brothers, Brian
and Mark, and their parents, Michael and
Roswitha — do everything from cooking
hotdogs to edging to bunkers. Call Fonner
View on any given day and you either get
an answering machine with Mike’s voice
telling you to leave your name if you want
to sign up for league play, or someone
named Wieck will answer the phone.
Mark mows the fairways, Mike the greens.

Folks in the community have noticed.
Even before the golf course reopened,
the family reconfigured the bar, making
it a year-round establishment (in the old
days, the clubhouse closed in the winter).
And they added a number of dartboards
so they could run dart leagues in non-
golf months.

“Everybody is glad that we brought it
back Wieck said. “The whole commu-
nity has been supportive”

Sometimes a course succeeds on
its design, sometimes on its location,
sometimes a course makes it because the
greens are perfect and lightning quick.

But sometimes — not always, but on oc-
casion — a place succeeds because of the
earnest enthusiasm and elbow grease of
the owners.

In the case of Fonner View Golf
Course, the Wieck family has given it
their all. The public has noticed. League
play is filling up, despite the fact that, as
Mike Wieck said, “The greens are put-
table, but we still need about a month
before they’re perfect”

Soon, the family will become a
multiple-course owner. The Wood River
Golf Course, which in the old days was the
nearest competition to Fonner View, also
closed due to mismanagement and ne-
glect. The Wiecks bought it in the hopes
of resurrecting both courses to create a
vibrant one-two punch.

“My brothers and I are at Fonner
View and our parents are, for right now,
at Wood River; Wieck said. “After we
got this (Fonner View), we thought they
could accent each other, rather than be
in a competition.

“We’ll see. This is new for all of us”

With that, the greens mower revved
out of idle, the squeal of hydraulic reels
hitting turf drowning out all other noise.
A man at work in his family’s new busi-
ness went back to work, doing whatever
it takes to succeed. 8

Steve Eubanks is an Atlanta-based freelance writer and

New York Times bestselling author.
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By Steve Eubanks

Lions Municipal
Golf Course in
Austin, Texas,

dates back to 1923.

The Lasting Legacy
of a Lone Star Lion

lot of people try to organize their communi-
ties to save a local course. Sometimes it's
out of self-interest — home values invariably
plummet when golf goes to seed - and
other times it's out of a sense of nostalgia or
wanting the bond of the game to be passed on.

But rarely has golf royalty come out of the woodwork like it has on
behalf of Lions Municipal Golf Course in Austin, Texas, the 140-acre golf
course dating back to 1923.

Lions, or “the muny” as the regulars call it, is not a course that has fall-
en on hard times. Last year the city counted just north of 60,000 rounds on
its 18 well-worn holes. All told through the years, the total number of rounds
played at Lions stretches into the millions, hundreds of which were played by a
couple of kids named Ben Crenshaw and Tom Kite, two of the game’s superstars
who are trying to save Lions now.

The reason it needs saving is the owner, the University of Texas, leased the land
to the city for an extra year while a review board looks at other potential uses for
the site. With housing a major issue in Austin, 140 prime acres near the University
are ripe for development. There aren’t enough cart fees, at any price, to counteract
the highest-and-best-use argument in a city starved for condos.

“It's been a place people just revere,” Crenshaw said. “It has a lot of strong feel-
ings to it. Really sentimental. It makes you think about different places around
the country that are losing their public golf courses. You think something is being
taken away from the public. Of course I'm a golfer and I'm a big proponent of
knowing it's made differences in people’s lives. It's given people a reason to live in
a lot of respects, a chance to be with your friends, to know the game. It's hard to
believe that it would be gone.”

Crenshaw grew up just three blocks from Lions. He made his first hole in one
there as a 10-year-old. The two-time Masters champion has offered to redesign
the course, restoring many of the original design elements from the 1920s. But the
university has been noncommittal.
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According to Scott Sayers, Crenshaw's
longtime agent and a leader in the effort to
save Lions Municipal, “The university says (the
land) is worth $100 million. Is it? That's debat-
able, but it could well be. So the city of Austin
has a little bond money for the purchase of
the land, maybe $5-$7 million, and the uni-
versity does need some things from the city
for their new medical school, some streets
straightened and some additional land. We
were hoping to be able to work at least a
partial trade and get a lot of credit toward a
possible purchase.”

Once politicians are involved, anything
can happen. But Lions has one thing going
for it: A history that transcends the game.

One afternoon in 1950, two African-Amer-
icans who caddied at Austin Country Club
showed up at Lions and teed off. Public golf,
while not officially segregated, was under-
stood to be a Caucasian game. The PGA of
America even had a Caucasian-only clause

in its bylaws. So, someone called

Austin Mayor Taylor Glass and
asked what should be done.

Whether or not Glass un-
derstood the question or
was too busy to give the

matter much thought,
to his credit he said, “Let

them play.”

Just like that, Lions
became the first integrated
golf course in Texas. Boxing

champion Joe Louis gave an exhi-
bition there not long afterward. Word spread
and African-Americans from as far away as
Louisiana and Arkansas came to Lions to play.

Actor Matthew McConaughey has played
there and wants the place to be saved. So
has former Texas football coach Mack Brown.
They don't visit often. And they certainly don't
visit City Hall.

The only nod to a campaign (other than
the behind-the-scenes efforts of Sayers,
Crenshaw and others) is a small sign in a yard
nearby. It reads, “Save The Muny — The Heart
of Austin Since 1924."

Maybe it will work. Maybe Lions Munici-
pal will be the exception to progress. But as
many a resident in many a city will tell you,
planners, developers and politicians can cut

out a heart without batting an eye.
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Pleasant Valley Golf
Club in Connellsville,
Pennsylvania, south-
east of Pittsburg,
became a public
course last year.
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BY STEVE EUBANKS

iwvate-To-P
Conversions
A Salvation For Some

hose mature enough to have lived
through the 1980s remember an
old American Express ad campaign
with the tagline, “Membership Has
Its Privileges.”

That kind of ad seems silly now. It would definitely be counter productive,
no matter what product you were trying to sell. The generation born after
Reagan’s first inauguration views exclusivity — once a key selling point for
golf clubs throughout America - not as an asset, but as a character flaw. Most
Americans under 40 recoil at the notion of being in an exclusive club. Friday
night formals at the country club were for their parents and grandparents —
not for them.

Every town of any size once had “the country club,” an aspirational place
with layered social implications, exactly the kinds of things about which
millennials make ironic jokes. So, with the concept of small-town “private”
teetering on the edge, it should come as no surprise that more and more
traditional private courses are opening their doors or full-on converting to
public facilities.

The conversion isn’t occurring just at those figure-8 courses built in the
go-go '90s and squeezed into low-lying flood plains of 1,000-home residential
developments. Some of the stateliest and most exclusive clubs in any given
market are finding the old membership model to be outmoded.

Case in point is Pleasant Valley Golf Club in Connellsville, Pennsylvania,
southeast of Pittsburg. For 90 years, Pleasant Valley Country Club was one of
the most exclusive in the area, where the captains of industry - steel titans,
mining tycoons, medical professionals and on and on - dined, mingled and

technology to bring back the simplicity of the game in an exciting, revenue-generating way.
played golf.
A year ago the club sold to a local businessman named Tully Shallenberg-

// er, who immediately took “country club” out of the name and opened what is

= now Pleasant Valley Golf Club to the public.
According to Ken Ivory, the club’s director of operations, “Thirty years
ago, Pleasant Valley was the premier country club in the area.” Now, the sale

Pr

A new experience for revenue, wellness, and play

Caddies and cars will always have a place in the game. Tempo™ Walk offers the best of both with
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and conversion to a public facility was,
according to Ivory, “Done out of neces-
sity, like most courses. It was either i
give it to the bank or take a very fair ' :
offer to buy the place.”

Connellsville lags the rest of the
U.S. in economic growth and devel-
opment. The unemployment rate is
two points higher than the national
average and household incomes trail
the rest of the country by almost 38
percent. As had happened from Michi-
gan to Ohio to Missouri and beyond,
once the social panache of belonging
to a country club vanishes, the model
for old-line clubs like Pleasant Valley
becomes unsustainable.

But golf is still in demand. In fact,
under the new public model, Pleasant
Valley is flourishing. A new restaurant
and bar called The Locker Room has
opened in the area of the clubhouse
where the old member locker rooms
sat and another restaurant has opened
on the second floor.

Banquet rooms that sat mostly emp-
ty for the last two decades are filled
with golf simulators which keep the
place hopping, even in the off season.

The golf course is also undergoing
extensive renovations, including the ad-
dition of a couple of island and peninsula
greens, and a complete bunker project.

Kim Robson, who was hired as di-
rector of club operations last fall, said,
“This (change) has really taken off and
flourished, and not just as a bar but as
an eatery in the area.”

Ivory agreed. “This place is more of
a country club now today than it was
five years ago,” he said.

From an amenity and activities
standpoint, Ivory is right. Pleasant
Valley is a vibrant part of the subur-
ban Pittsburg community. But now it’s
there for the entire community, not just
a select few.

Steve Eubanks is an Atlanta-based freelance writer
and New York Times bestselling author.
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Kevin Osgood and
Jay Miller are with
Newton, Massachu-
setts-based Sterling
Golf Management
Inc., which oper-
ates nine facilities
throughout New
England.

y the time this ar-

ticle is published,

the U.S. economy

should be starting
a record 11th consecutive
year of economic expansion
with no immediate signs of a
downturn in growth any time .
soon. Indeed, after surpass- ‘

ing in June the 10-year mark .
since the last U.S. recession — = &8
matching America’s longest period of posi- : T
tive economic growth from March 1991 to 3

March 2001 - the country was coming off a
remarkable May labor statistics report with
263,000 new jobs added and an unemploy-
ment rate that dropped to its lowest level
since December 1969 (3.6 percent).

Undoubtedly, the decades-long economic growth -

cycle has improved the well being of many Americans
and certainly shored up financial conditions at golf
courses reeling from years of systemic industry issues
(read: course oversupply and static participation).
Nonetheless, have these positive macro-economic
conditions really made it easier for course owners in gen-
eral fo forge stronger financial footings for the future?
Courses are consistently pitched with revenue-generat-
ing recommendations, solutions and capital improvement
projects. And arguably there is no better time to invest in
golt’s future than now, what with a number of attractive
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or the cash-flow nature
of high-end private
clubs and resorts, how
does one actually come
up with money to pur-
chase fleets of new Club
Car or Yamaha vehicles,
re-imagine driving
ranges into sexy, new
Toptracer ranges or un-
dergo major irrigation
renovations?

~_ wasin 2008.” |

- Ierr y Sager access to capital and

First National of America the flow of financing

“It’s seriously
no different
today than it

finally turning in golf’s
favor? Not quite, de-
pending on whom you
ask and what you want.
Especially since the overall golf indus-
try still occupies somewhat fragile turf
in the economic eyes of mainstream
underwriters.

technology innovations, entertain- to make money,” echoes through the
ment solutions or new amenities that halls of maintenance facilities, club-
seem to be drawing a new generation houses and pro shops. And for those
into the industry. courses that might not have the capital
Yet, that old adage, “It takes money clout of large management companies
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Who is Funding Projects?
From the financial perspective of
senior managing director Jerry Sager
of First National of America, however,
nothing’s really changed in the 30
years his firm has specialized in golf
and hospitality-related business loans.
It just comes down to really under-
standing the nuances of the many golf
sub-markets within every major mar-
ket, Sager points out, and doing your
fundamental due diligence.

“It’s seriously no different today than
it was in 2008,” says Sager, whose New
York-based firm has underwritten $2.7
billion of specialized asset class real es-
tate financing since 1989. “If it’s a good
loan and a good project and there’s
debt service coverage in a logical
market, the loan’s going to get done. ...
Ten years ago, if you had a decent FICO
score and you needed a new automo-
bile you could go out and buy it. And if
you wanted to finance it or lease it you

[
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could finance it or lease it because you
were a good credit risk. Right?

“So, here we are today, in what is
theoretically a better economic en-
vironment, according to Washington.
Maybe it is; maybe it isn’t. Guess what?
If you go out to buy an automobile to-
day, and you’re the same credit (profile)
you were 10 years ago, youre going to
get the same loan. It’s no different in
the golf industry.”

For instance, when member-owned
Boca Lago Country Club in Boca Raton,
Florida, was looking for a lifeline two
years ago prior to being sold, First
National was there to “get them over
the hump” with a $1.5 million loan, ac-
cording to Sager, enabling the mem-
bership to keep the club open during
its transition.

To be sure, when it comes to
purchasing an outright course, there
remain no national lenders and very
few local or regional financial insti-
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tutions - if any - willing to dip their
capital back into the business. Lack
of large-scale institutional financing
notwithstanding, longtime course
owner Kevin Osgood, whose New-
ton, Massachusetts-based Sterling
Golf Management Inc. operates nine
facilities throughout New England,
does acknowledge the rest of the
business is in a better place when it
comes to adding equipment, technol-
ogy or new amenities.

“Youre in much better position now
than you were 10 years ago and 15
years ago, without a question,” says Os-
good, past president and 17-year board
member of the New England GCOA. “At
least here in New England, we are past
the bottom of the golf market crashing.
That 2011-2012 time frame.

“Prior to that we could not flat-
line budget. We had to budget that
we were going to potentially do less
greens fees or less membership sales




2019 Rain Bird Rebate
for NGCOA Members

NGCOA members receive valuable incentives in our Smart Buy Marketplace, including
rebates on Rain Bird’s golf irrigation product purchases.

RAINIBIRD

With exclusive benefits like true two-way communication and simplified upgrades you can
complete in a click, Rain Bird makes it easy for you to keep your course at the top of its game.

AllU.S. member golf courses are eligible for this rebate, including private, semi-private and
municipal courses.

ALREADY AN NGCOA MEMBER?

® Receive a 1.5% rebate on Rain Bird Golf Irrigation
Products*

NOT YET AN NGCOA MEMBER?
® Join NGCOA today at http://www.ngcoa.org/join

® Become eligible instantly for Rain Bird product rebates
® To claim your rebate go to ngcoa.org/smartbuy, scroll to and take advantage of this money-saving benefit

Rain Bird Irrigation Solutions and click the Learn More link

Learn more about the benefits of membership at ngcoa.org/membership,

and contact Jay Andersen, Director of Membership, at jandersen@ngcoa.org or 843-471-2736 with any questions.

*Paid to the member golf course and based on the final selling/award price and is for NGCOA member courses that purchase Rain Bird Golf Products in 2019.
Golf Products include the following categories, as identified in the Rain Bird Golf Catalog located on the Rain Bird website at www.rainbird.com/golf/support: Golf Central Control,
Advanced Control Technologies, Golf Field Control Systems, Gear Driven Rotors, Golf Valves, and Golf Pumps and Filtration.

Rain Bird Landscape Products are excluded from the Smart Buy Program Rebate.

the next year. And then 2011-12 hit. We
stabilized the market and then by 2014~
16, we’ve been able to actually project
that we might do a percent or couple
percent higher in greens fees.”

What that means for Sterling Golf
and other owner/operators is being able
to upgrade aging course infrastructure
or technology sooner rather than later.
And one area of the golf business where
capital is flowing like never before is
irrigation systems.

Case in point is Rain Bird Corp., a
privately held company that can act as
its own bank and irrigation company,
strategically offering a host of creative
and customizable “turn-key” solutions
based on the course’s cash-flow needs,
for example. Toro Co., meanwhile, con-
tinues to leverage its turf equipment
finance partners as a way to incentivize
owners to purchase new control sys-
tems or pump stations.

According to Toro Senior Market-
ing Manager Mike Read, one of the
long-standing challenges in financing
irrigation-only projects is the reluc-
tance of many banks to take on these
deals because it’s not easy to repossess
pipes and parts stuck underneath the
ground. Rain Bird, on the other hand,
has a competitive edge with its “non-
traditional” banking tactics.

“Rain Bird’s financing program
is unique in the industry to finance
complete irrigation systems - includ-
ing labor, materials, pump stations and
infrastructure,” says Stuart Hackwell,
national sales manager for Rain Bird’s

golf division. “This program enables
courses to pay over an extended period
of time. Sales through Rain Bird financ-
ing are increasing exponentially in
recent years, and I would encourage
any golf course to evaluate whether
financing is a possible solution to help
with their irrigation needs.”

Irrigation specialist Tony Abshire of
longtime Rain Bird distributor Sanford,
Florida-based FIS Outdoor is busier than
ever helping finance those “smaller
courses” where 30- to 40-year-old ir-
rigation systems are nowhere near as
energy- and water-efficient compared
with today’s newest Rain Bird systems.

“What a lot of these older courses find
is they save enough money to almost
make their payment for the brand-new

Tl

irrigation system off the efficiencies of
the new systems,” says Abshire.

Cypresswood Golf and Country Club
in Winter Haven, Florida, is a perfect
example. The 18-hole course ownership
recently replaced its 38-year-old system
with brand-new parts and technology
and the entire irrigation project - labor
and materials included - was $495,000,
according to Abshire.

Abshire said the course financed it
over a period of 84 months with month-
ly payments being “less than $2,000.”

“With the new system, I'm saving
them more than $2,000 a month in
electricity and water,” Abshire adds. “If
it was just me in the irrigation business,
I’d sell every one of them (courses). But
the problem is our competitors manu-
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facture (turf) equipment.

“So what Toro will do is come and
give you a really good deal on the ir-
rigation system if you ‘buy our equip-
ment from us.” Our sales strategy is
completely different. We have to be the
best of the best of the best (in irrigation
technology) because I can’t come in and
offer them $4 million worth of equip-
ment over the next 20 years.”

Small Changes Can Add Up

Favorable financing notwithstanding,
Jay Miller, Sterling Golf’s new director
of operations and a former California
course owner himself, reminds ev-
erybody having some humor can help
relieve some of the financial stress.

“You know how you make a million
dollars in the golf business?” asks Miller,
past president of the California GCOA.

“You start with $10 million.”

All kidding aside, Miller has discov-
ered some creative ways to finance new
merchandise, partner with vendors and
successfully drive new top-line revenue

“You know how you
make a million dollars

for the com-
pany’s portfolio.
One small exam-
ple was switch-
ing out some
of the course
merchandise,
namely the
FootJoy golf
shoes at Sterling
Golf’s nine
courses.

“At the end
of the season to
restock those courses with FootJoys it
costs me $5 a pair of shoes plus shipping
and they give me credit for next year,”
Miller says. “I just went from carrying
100 percent FootJoy to 50 percent Foot-
Joy because I signed a deal with all nine
of our golf shops to start carrying Puma
shoes. So now, with an order of 24 pairs
of shoes, I can get 12 free golf shirts — $65
retail shirts for free - belts at a discount
and the No. 1 selling ‘P’ hat at a discount.

“Plus, at the end of the season with all
of these shoe orders, if I have 20 pairs
left at every one of my golf courses,
that’s 180 pairs of shoes Puma will take
back. Pay for the shipping and charge
me nothing to restock them.”

Miller also is comfortable barter-

ing his way to new revenue streams,
partnering with scorecard maker Bench
Craft Co. out of Portland, Oregon, in
allowing them to sell and put ads on
Sterling Golf’s scorecards.

“I wasn’t for this back in my course
owner days,” says Miller, a former

 in the golf business?
~ You start with $10 million.”

- Jay Miller

Past president of the California GCOA

All-America high-school golfer who
played for Purdue University. “But I
found out that the golfer doesn’t give
a (expletive). So now, all of my score-
cards got advertisements on them. We
saved another $70,000 and I didn’t
have to pay for a scorecard.”

Wells Fargo Steps In

Another positive sign for the future
financing hopes of golf course owners is
the recent announcement by Wells Fargo.

In April, Waterloo, lowa-based VGM
Insurance & Financial Solutions an-
nounced an equipment-financing pro-
gram partnership with Wells Fargo.

Having another major lender like
Wells Fargo now taking a more commit-
ted approach to the golf business is yet
another reason Osgood remains optimis-
tic about the financial underpinnings of
golf’s short and medium-term outlook.

“As long as the economy and the
interest rates stay somewhat reason-
able for the next 10 years, and with golf
courses continuing to go out of business
for development and other things, our
business is going to continue to get a
little bit stronger,” Osgood says. “It’s not
going to rocket up, but it’s going to get a
little bit stronger.”

With a little bit of creative financing or
partnering along the way, that golf busi-
ness just might do even better than that.’™

Scott Kauffman is a golf business writer and the manag-

ing director of Aloha Media Group.
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he industry
dodged a po-
tentially deadly
bullet when a
roposed tax bill
for olfpcou rses died
in the New York state
assembly in late May.
[“New York Proposes Costly Tax Bill for
Golf Courses,” Golf Business, May 2019]
But proponents of the bill vowed to
continue to push for legislation that, if
passed, could deal a hammer-blow to
golf courses in the empire state and
set a treacherous precedent for the
rest of the country.

Of course, the proposed legisla-
tion, which landed in Albany with all
the fanfare of a soggy newspaper, was
inspired, not because of any business
practice or governmental need, but
because of politics. In this case, presi-
dential politics.

The debate about golf course taxa-
tion is as old as the game. Private clubs
have lobbied for agricultural zoning
and non-profit tax status for decades,
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much to the chagrin of urban-cen-
tered politicos who rail about golf
courses being exclusive for the ultra-
rich. What made this New York legisla-
tion so hot was one course - Trump
National Golf Club Westchester.

The Trump organization appealed
its tax bill. That prompted Assembly-
woman Sandy Galef, a Democrat
whose district includes Trump Na-
tional Westchester, to propose the bill
that, if passed, would tax golf courses
at their “highest and best use” instead
of based on their business value.

The day after the legislation was
proposed, protesters picketed outside
the Trump course. Golf was suddenly
in the news, for all the wrong reasons.

None of the politicians seemed
to realize (or wanted to admit) the
magnitude of the proposal. Winged
Foot, the 36-hole facility, also in West-
chester County, would have a highest-
and-best-use value in excess of $300
million. National Golf Links of Amer-
ica, on the toniest piece of beach-
front property on Long Island, would

per chamber and whose district is
also in Westchester and Rockland
counties. “I think any taxpayer in

that area is saying, ‘Wait, I'm paying
more in property taxes so that Donald
Trump can pay less?™

Trey Walewski, owner of the strug-
gling Meadowbrook Golf Club in up-
state Weedsport, said, “The day (the
bill) passes is the day | walk to the
bank and hand them the keys."

And Charles Dorn, president of
the New York State Club Association,
estimated that one in three New York
golf courses would close if the legisla-
tion passed.

Thankfully for the golf business, it
did not. But the battle isn't over. State
legislators in cash-strapped states
like lllinois, California and New Jersey
will be keeping an eye on these kinds
of bills. And according to Galef, “It's
a difficult issue, partly because the
members of golf courses are very
prominent in their communities. But
we're not letting it drop.”

Steve Eubanks is an Atlanta-based freelance writer
and New York Times bestselling author.
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hen disease brings misery
to humans, well-funded
researchers roll up their
sleeves to find a solu-
tion. We've seen this process end trium-
phantly in the case of smallpox — eradicrf\ted
four decades ago. Behind it is an impressive
" list'of other-dread diseases §cientists expect to
dispense with — malaria, mumps, measles and-—
rubella among them.
If you're busy running a golf ope

to feel something similar going on wi
for harboring those positive thoughts would be t

ration, you may have begun
th turf disease. One reason
he USGA Green
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new formul
about new hybrid grasses, bred to resist the cl
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of progress and much more en
__future for fairways and greens at hand?
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pivotal role in marshaling turf-protection eff9rts.
about distributing $40 million in
poken highly of the scientists and
d infestations have been

Likewise, the agro products companies continually develop
ations and tout their improved results. We also hear
assic problems

over. It’s been a multi-decade period
lightened practices, SO is a utopian .

“we've made a lot of progress th he eazs_i’ s.ays De_zan o
Miller, vice president of agronomy at Arcis Golf‘, with its 60-plus —
courses in 14 states from coast to coast. “Definitely the grasses,
have improved — they’re more drought-tolerant now, and theyre

better able to fight off diseases”

Miller actually speaks in the past tense
about dollar spot, considered the most
pressing problem faced by course super-
intendents in much of North America.

His point wasn’t that the fungal pathogen
that causes the condition was now ex-
tinct; more that prevention of outbreaks
had come a long way.

A recent Minnesota case study
reported by BASF described use of its
Group 7 fungicide Xzemplar to virtu-
ally eliminate dollar spot from fairways
on StoneRidge Golf Club that had been
ridden with it. As nearly always happens
in these cases, the value of the chemical
application was abetted by other mainte-
nance practices. Increased core aerifica-
tion and decreased nitrogen fertilization
— measures taken to reduce thatch levels
— contributed to the happy outcome.

Eliminating dollar spot, brown patch
or pythium blight from golf playing sur-
faces isn’t properly analogous to wiping
out measles and malaria, observes Dr.
John Kaminski of Penn State University.
Kaminski, who directs Penn State’s presti-
gious Golf Course Turfgrass Management
Program, points out that homo sapiens
are the only ones that need to be saved
from those mortal threats, meanwhile
the varieties of turfgrass on golf courses
are multiple and still proliferating. And
human health is pretty straightforward —
the health of grass on a fairway or green
is subject to a moving-goalposts scenario.

“The superintendents of today are
pretty amazing at what they do; says
Kaminski, “and they’re backed up by their
vendors and by researchers at universi-
ties. As a result, golfers expect them to
produce healthy turf at a lower and lower
mowing height. They expect the same
great conditions during a long summer
heat wave that they get during cool,
sunny days in the fall?

The superintendents know when to
back off, according to Kaminski, they
just don’t know if their decisions will be
understood and accepted.

As for those new hybrid strains of
grass that Miller mentioned, Kaminski
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“We've made a lot of
progress through the
years,” says Dean
Miller, vice president of
agronomy at Arcis Golf.

calls them a key ingredient
in the overall fight against
turf disease — when the
experiment works and no
major surprises come along.

“When breeding works,
it can take you from a 50
percent chance of damage
caused by a certain disease
down to maybe 20 percent,
says Kaminski. “Then you
implement your cultivation
practices — mowing, fertiliz-
ing, irrigation, etc. Chemicals
are part three of the process”

Unfortunately, breeding
is a slow process, involving
trial and error. While youre
at it, nature isn’t standing
still. Kaminski himself has
been involved in the discovery of four
new turfgrass diseases. Furthermore, new
turf cultivars that are bred in the lab will
continue to alter themselves genetically
in the field, mutating in such a way that
their properties of hardiness may dimin-
ish. Mysteries of this sort were likely part
of the multi-year saga in which turf con-
ditions at Quail Hollow Club in Charlotte,
North Carolina, went from world-class
to miserable to fine-but-worrisome back
to world-class — thanks to a couple of
full-scale resurfacing projects in which
one bentgrass strain and two different
Bermuda strains had to be deployed.

We think of technology as critical to
the battle against turfgrass blights and
scourges, a viewpoint certainly shared by
Mark LaFleur, communications lead for
turf at the U.S. operation of Syngenta, the
Swiss agricultural products giant. But the
form of technology that LaFleur sees im-
pacting golf course turf goes far beyond
“product in a jug” to include communica-
tions and microclimatic monitoring.

One example would be the “dol-
lar spot alerts” any course can sign up
to receive, based on a data tool called
the Smith-Kerns Dollar Spot Prediction
Model. It was developed in a fairly basic
form by Damon Smith and Jim Kerns, two
Ph.Ds who wanted to add a new level of

science to the turf-protection practices
that counter dollar spot.

“We took what Smith and Kerns built
and decided to develop a model that plugs
in weather forecasting data and goes a
week or so to project risk levels, says LaF-
leur. “Superintendents can see the data
then fine-tune their decision-making. The
result is that they get enhanced control
of dollar spot using the same amount of
product they used to use”

The enthusiastic response to this
initiative didn’t surprise LaFleur and his
team, given that Syngenta had already
scored a similar hit with a pest-counter-
ing mission known as Weevil Track. That’s
a web-based program that gathers highly
extensive, granular field data from uni-
versity scientists and crunches it to guide
decisions about spraying to fight the an-
nual bluegrass weevil, a devilish form of
beetle that can brutalize golf courses.

“The heritage of a company like ours
is scientific research to produce the most
effective products; says LaFleur. “That
fact that we can also leverage technology
to make the timing of applications much
more precise is very satisfying — it moti-
vates us to keep improving on all fronts”

David Gould is a Massachusetts-based freelance writer

and frequent contributor to Golf Business.
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It doesn’t matter what kind of golf course you run, NGCOA is for you.

likely not. Relatively new on
the scene is a device with a
science-fiction sound to it —
the “time-domain reflectom-
eter.” It won't transport you
50 years into the future, but
it does let you measure and
monitor soil moisture with

new levels of precision.

TDR moisture meters, either hand-
held or mounted on a two-wheeled
stand, reveal the inherent moisture-
retention capacity of all the soilsin a
golf property’'s microclimates. It's a
matter of riding the course during a
normal weather spell, selecting sites
— two or three on a tee box, sixon a
large green and a dozen-plus high and
low spots along your fairway — and
inserting the device's twin tines down
into root zones.

Some units have Bluetooth sending
capability, delivering the data straight
to your office computer. Readings will
range from about 10 to 20 percent,
and you'll often be surprised at the
degree of variation in the values. With
these numbers recorded, you then
run sprinklers as normal, and repeat
the measurements until they tell you
what adjustments are called for. Water
savings, consistency across playing sur-
faces and perhaps some added disease
resistance are the upsides of a $1,000 to
$2,000 TDR investment.

Payroll savings (or redeployment of
the man-hours currently on the budget)
are the principal benefit envisioned for
autonomous fairway mowers. A Salt
Lake City manufacturer, FireFly Au-
tomatix, recently showed its GPS-based
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system and explained the benefits at a
turf producers trade show.

“To date, we've autonomously
mowed 100 acres of sod field,” says Eric
Aston, the company’s lead mechani-
cal engineer. “We're pretty close to fully
commercializing what we've developed
for the turf-nursery setting — where the
business case for mowing without a hu-
man operator is obvious. Actual fairways
are another degree of complexity.”

The immediate takeaway: If you're
buying pallets of sod, you may be paying
less because the nursery has passed on
lower production costs to you.

Meanwhile greens-mowing through
automated units is a real thing at Pre-
sidio Golf Club in San Francisco — de-
scribed in recent press reports as the
first U.S. course to rely completely on
robots to cut all its greens.

Cub Cadet Turf, marketed by Ohio-
based MTD Products, is the brand name
of this disruptive entry into turf care
— including at the famed Wimbledon
tennis center. Interestingly, it uses sonar
rather than GPS for its guidance system,
though the next generation will rely on
GPS. According to the manufacturer, the
human-error factor that has long caused
greens to lose their original perimeter
dimensions is addressed by this robot,
which adds precision to its coverage
area through repetition of the task.

A spirit of innovation was certainly at
work in the development of the vibrato-
ry greens roller, in use for a decade-plus
but mainly found in the very high end
of the market. Attachable to a triplex
greens mower in place of the cutting

blades, this piece of machinery is able
to smooth and firm the soil beneath the
grass and even “shake” floating sand
particles down to the root base before
rolling pressure gets exerted.

Missouri-based Turfline Inc. is the
force behind this gadget, one that
superintendents and course architects
have seen as a good answer to the
green-speed-versus-plant-stress ques-
tion. In other words, Stimpmeter read-
ings can hit desired targets even with
a higher mowing height, thus greater
plant leaf area, which Mother Nature
generally prefers.

Not visible to the naked eye, but
still a big disrupter in turf-care technol-
ogy, SUbAir has done some iterative
innovating of late. The add-on is called
TurfWatch, which Jeremy Reese, the
company'’s director of sales and service,
describes as a management and moni-
toring platform far beyond what was
previously available.

“This is a technology based on touch
screens and smartphone access, with
big projectors in the maintenance cen-
ter picking up data sent wirelessly from
each hole based on 20-minute updates,”
says Reese. “So, picture information
on soil moisture, temperature, oxygen
levels and salinity, delivered in different
languages depending on your part of
the world, all geared toward the optimal
aerobic growing conditions.”

Come to think of it, maybe we have
been transported 50 years into the future.

David Gould is a Massachusetts-based freelance
writer and frequent contributor to Golf Business.
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21st-Century
Stewardship:
Evolving Place

for Golfin
Sustainability

Discussions

BY DAVID GOULD

ublic opinion about

the environment has

always evolved, but

worldwide attention
to climate change seems to
have accelerated that process.
According to a leading British
think tank, citizens in the UK
have been steadily dropping
their opposition to nuclear
energy, even in the wake of
the 2011 Fukushima disaster.
The stated reason is that nuke
plants don’t produce green-
house gases.

Golf has not been scolded by envi-
ronmentalists the way nuclear power
has, but in both cases a change in the
larger discussion of sustainability is
pertinent. When golf first became a
target for criticism, global warming
was a minor issue. Now the public
mind is fixated on news of bigger,
more violent, more frequent storms.
Rising storm waters and sea levels
generate an almost Biblical level of
dread, prompting new urgency around
natural buffer zones and large expans-
es of permeable ground.

Last year the prestigious online
magazine Slate published a 3,000-word
report on flood-plagued Houston that
put a hero’s mantle on an otherwise
modest golf course called Pine Crest.
Even two years after ceasing operations
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as a course, Pine Crest was depicted

by professors from Rice University

and Texas A&M as a precious island of
permeability whose capacity to absorb
and retain water probably had saved an
adjoining neighborhood from complete
destruction by Hurricane Harvey.

One of those experts studied the
most recent 40 years and found rainfall
in the area up by 26 percent but storm
runoff up by a troubling 204 percent.
“From 1996 to 2011, impervious surface
in Harris County [where Houston is
located] increased by a quarter,” the
article explained.

Houston is perhaps the extreme
case of a flood-threatened U.S. me-
tropolis, but extreme cases often
dominate public awareness and frame
public debate on environmental is-
sues. Meanwhile, Superstorm Sandy in
New York and New Jersey has left its
own indelible memory. A report in the
May issue of Golf Business described a
New Jersey municipality that invested
heavily in the green-space value of a
golf property — quoted comments in
the article hit on the fear that when
acreage gets paved over it never goes
back to a permeable state.

Reusable shopping bags at the
supermarket and hotel hangtags that
tell housekeeping not to change your
linens are well and good, but they

don’t keep five feet of water out of
everyone’s basement. That being said,
golf’s rising sense of stewardship over
recent decades has produced a long
list of initiatives and measures that
belong in the category of smaller, more
incremental “right actions.”

Dr. Eric Ervin, who chairs the Plant
and Soil Sciences department at the
University of Delaware, received USGA
grants to study methods of controlling
poa annua grass. That led indirectly to a
request from a group of course superin-
tendents seeking to develop pollinator
habitat in their out-of-play areas.

“Best practices for beekeeping only
work if you’ve got the wildflowers for
them to pollinate,” says Ervin. He ac-
knowledges the budgetary advantage
of reducing mowing and the need for
spray treatments, but the hot-button
nature of pollinator decline is what
really gets his attention. Measures
like this one, he points out, “allows
all the folks that are part of that
golf course and the neighborhoods
surrounding it to say, “Wow, this is a
really beautiful park area that has all
these ecosystem services.”

Done right, efforts like this can help
to foster a flood of goodwill toward the
game and the industry.

David Gould is a Massachusetts-based freelance
writer and frequent contributor to Golf Business.

Forging an lIdeal Collaboration

t one point in his distinguished ca-
reer, Larry Snyder spoke to his gen-
eral manager about a green on their
course that was stressed and thin-
ning out. With a busy stretch of play coming up,
the GM nixed the suggestion to pencil-tine aerify
that green. On his own, Snyder located the green’s
most oxygen-deprived section and performed
the aerification. It was a risk, but no golfers came
into the shop talking about holes or bumpiness. In
short order that area became the healthiest part
of the green. The GM was shown what happened
and recognized both the correctness of Snyder’s
judgment and his awareness that golfer percep-

tions did need to be taken into account.

“Relationships between superintendents and the people
they report to only work when there’s trust,” says Snyder.
“What happened with that green became a source of trust
between the GM and me.”

These days, Snyder is a co-principal in Central Florida Golf,
which owns and manages three courses. He and his partner,
golf professional Kenny Nairn, go back a long way. They inter-
act in a manner quite opposite to the fief[dom-versus-fief[dom
pattern so often found at golf facilities.

“No golfer ever hunted down the superintendent to com-
plain about some problem on the golf course,” says Snyder.
“They go into the clubhouse. Which is why the superintendent
needs to go in the clubhouse, too — every day if possible — and
communicate. We have to speak to golfers with one voice.”

If youre expecting Nairn to echo this call for a true part-
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BY DAVID GOULD

nership between inside and outside managers, youre close.
He actually goes a step further, believing excellent teamwork
has to extend beyond just those parties and include basically
everyone who comes on property.

“To me it’s about creating a culture,” says Nairn, a native
Scot from St Andrews. “The golf course is a living, breathing
entity that changes day to day. To the greenskeeper, it’s their
pride and joy, but everyone should play a part in keeping it
healthy and beautiful.”

Nairn is also a renowned golf instructor, whose students
learn about course care along with proper swing technique.

“I taught the juniors to fill in divots,” says Nairn. “I taught
them to fix pitch marks — especially the ones they didn’t
make, themselves. This afternoon I've got the kids on the high
school team spreading divot mix on four fairways. The super-
intendent will be coming by to thank them — there’s nothing
better in the world for them than hearing that.”

The opposite of a course-mending culture is a complaining
culture, according to Nairn. Like all golf instructors, he shoots
alot of video — he’ll even film a dues-paying member out on
the course failing to behave properly.

“At a private club we once owned,” recalls Nairn, “the
green committee meetings would turn into gripe sessions
about course conditions. Mr. Jones would rattle off a list of
complaints, then I'd take out my phone and show a little
movie. Here’s Mr. Jones on No. 3 fairway, where he doesn’t fix
his divot. Here he is up on the green, where he doesn’t repair
his ball mark.”

Perhaps the Scottish accent Nairn still speaks with makes
it easier to be so confrontational, but the obvious point is that
you don’t have a culture of shared responsibility if you don’t
do the work of enforcing that culture’s beliefs and values.

David Gould is a Massachusetts-based freelance writer and frequent

contributor to Golf Business.
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Don’t Get Blinded
by Pedigree

5 Reasons to Hire for Skill Over Experience

en hiring a new person for your organi-
zation, it’s very likely that you will review
their resume, CV or professional profile
and assess how their experience might
apply to what your team needs.

This is a very logical approach to assessing talent, however, when

by John Carrozza

you look at how quickly the skills to perform each role are changing,
only looking at past experience could leave you with a big skill gap.
Hiring someone for their skills is a much safer, and longer-term bet,
but it’s hard to change how you may have been looking at talent.

GOLFBUSINESS JULY/AUGUST 2019

There are many news headlines that
share the warnings; we have enough
bodies to fill the roles, but skills devel-
opment is not keeping up with the de-
mands of today’s businesses and tomor-
row’s innovation. Even if unemployment
rates are high, it does not mean you will
have more available talent that your
business needs. Hiring for skills means
that your workforce is better prepared
for changes your business may need to
make in the future and are likely more
adaptable to the future organization
you are starting to envision.

To make sure you are not only at-
tracting the best candidates, but know
who they are when they’re right in front
of you, here are five ways to approach
hiring for skill:

Don’t get too caught up with

“fit.” Hiring for culture is ex-

tremely important, there is no
debating that. However, hiring for what
“fits” today is extremely limiting. Think
about where your business will be in 3
to 5 years and look at fit at that point.
Every area of your business is likely
evolving; make sure your talent acquisi-
tion activities are too.

Avoid the shiny pedigree ap-

peal. Many organizations today

focus too heavily on sourcing ef-
forts that target candidates with “pedi-
gree appeal”™ impressive or prestigious

credentials or educational or employ-
ment backgrounds. In fact, these days
it takes precedence over the thorough
investigation your team should be do-
ing to understand if candidates have
the skills needed to do their job today
and tomorrow. Make sure you are still
using some good old-fashioned inter-
viewing and assessment skills to learn
what these candidates gained from
their prestigious experience.

Leverage technology, don’t

fully rely on it. There are

amazing tools today to search
resumes for key words that can help
you create a shortlist of candidates.
Where the technology cannot take you
any further is uncovering why/when/
how do people entertain new career
opportunities, and what they need or
want before you start selling the job
and the organization. Be sure to learn
a person’s aspirations for growing
their career and constantly enhancing
their skill set.

Sharpen your assessment

skills. Building on No. 2, know

how to effectively assess can-
didates for desired skill sets based on
prior accomplishments and results,
and to coach hiring managers to do
the same. Think about the skills the
candidate has demonstrated and
get an understanding of what they
learned from their experience.

Learn the story behind the

skills. Know where the value

lies in the story of their experi-
ence and with at least two skill-based
questions (with follow-ups) for each
attractive experiential accomplish-
ment in their background, you can
get to the story of the skills. Coach-
ing your team members who par-
ticipate in the interview process can
help them put the skills in the proper
context. An example of a skill-based
question could be, “How did you build

the skills you needed after a setback?”

Previous approaches may have
had you looking for top commercial
or consumer brands, or top inter-
national schools on a resume. Many
have assumed that if they survived
a period at that school, or at that
employer, they would automatically
be able to deliver what is needed in a
particular role.

Skill-based hiring has you looking
for stories with keywords like: abil-
ity to communicate, learning new
systems, managing relationships,
interpreting situations, forming new
ideas, strategic thinking and re-
specting others’ input.

Many of these things are much
harder to teach, change or develop in
candidates regardless of the industry
they come from. These are the solid
skills that can make an immediate im-
pact and fit in with your culture, today
and in the future.

For consistency across all your
interviews, a scoring tool to identify
where the greatest added value would
be, where the growth opportunity for
each candidate lies and what your
recommendations are can be a helpful
way to review the talent available to
you.

Having a strong understanding
of what you need each role to bring
to your team today — and how their
role may quickly evolve - will help
you find strong candidates. These will
turn into fantastic employees who are
adaptable and will help bring your
organization into the future.

It may be tough at first to evaluate
experience and then go beyond that
to focus on skills. Know that getting a
start on this will give you a competi-
tive edge as the battle to attract, de-
velop and retain your talent heats up.

John Carrozza is a principal consultant with Riv-
iera Advisors Inc., a boutique recruitment/talent
acquisition management and consulting firm based
in southern California. For more information, visit
RivieraAdvisors.com.

Many
organizations
today focus

too heavilyon
sourcing efforts
that target
candidates

with “pedigree
appeal” —
impressive or
prestugious
credentials or
educational or
employment

backgrounds.
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Elaine Gebhardt
EXECUTIVE DIRECTOR
New England Golf Course
Owners Association
Norton, Massachusetts

The golf season can be very different depending on where you

are in New England. Courses along Cape Cod, Rhode Island and
the Connecticut shoreline can be open for 12 months of the year

- some.years. Other years they can be closed from December to
March:-Meanwhile, head to northern Maine or ski country and we
are talking about-a much shorter season - maybe as short as three
months. The unknowns of what the weather will bring us can play
heavily on staffing, programming and course conditions. Hearty
New Englanders need to be flexible, thrifty and try to keep their

sense of humor. Mother Natureiis always looking for the last laugh.
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Members of the NEGCOA are as varied as their reasons for be-
ing a part of the chapter. Some seek cost savings opportunities,
while some want to support our legislative efforts. Those who
are new owners or next generation operators seek the network-
ing and educational opportunities. The biggest benefits come to
those who are active - attend our events, head to national con-
ferences, seek out ways to save on the SmartBuy offers, watch
the Accelerate threads, and use our office as a resource.

Technology. We are competing against it at the same time as we
try to find ways to use it successfully. Getting kids off of their de-
vices and onto the golf course has been a challenge. So finding
ways to integrate with technology will help us to win them over.
Courses need to welcome tech onto the course and embrace the
use of social media to expand their facility community. Notice
that | did not say golf community. Our facilities need to be more
than just golf and those that evolve in that end will thrive.

I still think there is an opportunity for FlingGolf to gain better

traction. In my mind, it’s been slow to grow because they don’t
have evangelists promoting it at the facilities. So it really has to
grow from the consumers asking for it. I'm often surprised when
| visit properties and owners/operators haven’t heard of it. ... So
this isn't really golf’s evolution, but rather facility usage evolu-
tion. Skiing and snowboarding are thriving together - so should
golf and FlingGolf!

Labor and wages. With unemployment so low, finding good
qualified workers for seasonal positions is getting tougher

and tougher. Add to this the ever rising minimum wages and
courses are feeling the pinch. So many seasonal employees in
this industry, especially from the golf shop and ranger side of
the operation, are simply working to gain golf benefits. Many
are retirees and kids in high school. These jobs are going to go
away as clubs try to do more with less. Sharing this dilemma
with our legislative officials in so important and | encourage our
operators to do so.

Lately, legislative issues are a big concern to many - primarily

at the state level. With six states in New England, we have a lot
to keep track of and currently, we are facing potential negative
legislation in several states. Rhode Island wants to add two new
taxes to memberships and on services. Connecticut wants to add
additional taxes as well. In Maine, local municipalities and towns
are looking to restrict the use of pesticides despite the fact it is
regulated at the state level and that our superintendents are certi-
fied in their applications and are stewards of the environment.
We know that it is just a matter of time for an issue in one state to
migrate to a neighboring state, so we need to remain vigilant.

Photo by Bert Mclendon
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Cleveland Country Club

Just 40 minutes west of Charlotte, private,
1926 championship course with large southas
style clubhouisaasist

Joiices,

Z.iins courts and more. $1,350,000.

Possible lender financing available. Contact
Brett at Miller Management Associates, Inc.
828-775-7765, brett@mmagolf.com.

Confidential - Retail Store

Yes, a retail store that is profitable and more
than just supplemental income. Includes the
business, equipment, trade name, inventory
(fluctuates)Has been around over 12 years with
two owners and this year is best year ever!
$145,000 plus current inventory. Call Brett at
Miller Management Associates, Inc. 828-775-
7765 brett@mmagolf.com

Linville Falls Golf Club

BACK ON THE MARKET! Championship 18-hole
layout designed by Lee Trevino with functional
pro shop, grill, attached cart shed, driving range,
Bent greens Bermuda fairways, with highway
frontage on 221 to the tourist destinations of
Boone, Banner Elk and Blowing Rock. Owner
financing PREFERRED with solid down payment.
Contact Brett Miller at Miller Management As-
sociates, brett@mmagolf.com, 828-775-7765

Mount Mitchell
Golf Club & Condos

NEW LISTING LEGENDARY MOUNT MITCHELL
GOLF CLUB AND CONDOS - One owner(almost
50 years) and first time on the market. This
stunning mountain classic sits at the foot of

the largest peak in the eastern US and has the
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beautiful Toe River trout stream flowing beside it
and just off the Blue Ridge Parkway. Bent grass
greens and fairways, this championship course
has always been in the rankings and on every-
one’s must play list. Clubhouse, restaurant, bar,
grill, meeting room, 10 condos building site.
Call us for more information. Miller Management
Associates, Inc. Brett D. Miller, brett@mmagolf.
com, 828 - 775- 7765. In conjunction with Hilda
Allen Real Estate.

Silver Creek Plantation

Western North CED
Carolina, 18 hole
championship design, rolling terrain with Ber-
muda fairways and bent grass greens. Includes
excellent practice facility that is golf school
ready, practice green, pavilion, spectacular club-
house. NO deferred maintenance. Contact Brett
at Miller Management Associates, 828-775-7765
or brett@mmagolf.com additional lots and land
available. PRICE REDUCTION NOW $1,150,000
Owner Financing Possible.

Skyland Lakes Golf Club

Beautiful, rolling 18 hole course located ON
the Blue Ridge Parkway near the VA/NC state
line Includes pro shop, snack bar, rec room and
6 lodge rooms in clubhouse. Also, 39 lots in-
cluded!! Separate maintenance facility, includes
equipment. Great owner operator option and
owner finance option available. Only $750,000.
Contact us for more information. Brett Miller at
Miller Management Associates,brett@mmagolf.
com; 828-775-7765 In conjunction with Hilda
Allen Real Estate.

Waynesville Inn
Resort and Spa

NEW LISTING: The iconic 1926 Waynesville

Inn Resort and Spa. Located in the Blue Ridge
Mountains just outside of Asheville, NC is this
historic, 27 hole Donald Ross (first nine) player
friendly course with 114 rooms, 6 meeting
rooms, 2 restaurants, outdoor pavilion tent, spa
and more. This facility has hosted Presidents,
professionals, celebrities and guests from across
the world. 144 gentle acres that have water,
sewer, zoned R-1 grand-fathered as commercial,
so endless development possibilities. Addi-
tional acreage available. Proof of funds and CA
required for private showing. $10,000,000. Miller
Management Associates, Inc. Contact Brett at
828-775-7765 or brett@mmagolf.com

COLLIERS INTERNATIONAL

Golf Course
Brokerage and

Advisory Services

www.colliers.com/golf

Courses For Sale Nationwide

+1 702 836 3733 | keith.cubba@colliers.com

MILLER MANAGEMENT ASSOCIATES
The Carolinas and TN brokerage leader
WE HAVE BUYERS, WE NEED COURSES

www.mmagolf.com e brett@mmagolf.com e 828-775-7765

800-933-4262 ext. 203
www.golfcoursemarket.com
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N Action

ADVOCACY @

The Small Business Administration Still
Lends to Golf Courses... But Is It the Best
Loan for You?

You may have heard that the Small Business Association (SBA)
was no longer funding loans to golf courses. We reached out
to the SBA for clarification and received this from Supervisory
Economic Development Specialist Susan Mazza:

‘For-profit, standalone, public golf courses that meet the SBA
size standards as small are considered an eligible business
type and can apply to any lenders that participate in the

SBA program for a guaranteed loan under the standard loan
programs, 7a, 504, and Microloan programs... SBA’'s Disaster
Loan Program does have different eligibility issues and crite-
ria, and it is managed by a different part of our agency. Their
policies do not appear to restrict Physical Disaster Business
loans or Economic Injury Disaster Loans for a golf course as
well”

SBA loans are provided through commercial lenders and the
rates may not be as competitive as you may find with your local
financial institution.

NGCOA feels strongly the SBA program should not exclude the
golf industry, so we'll continue engaging with the SBA on the
disaster relief program, provide updates and continue working
with legislators to ensure future disaster relief bills include the
golf industry. For more information on this issue, please contact
NGCOA'’s Director of Advocacy, Ronnie Miles, at rmiles@
ngcoa.orgor 843-471-2714.

How Will the New World Handicap
System Affect You?

Mike Zisman, CEO of Golf Genius Software, is working with
the USGA to implement a World Handicap System (WHS) for
launch Jan 1, 2020. This new system will have a big impact on
golf courses, and owners and operators should start familiar-
izing themselves with the new system.

Golf Genius has developed a white paper to provide a perspec-
tive on the history of golf handicapping, including the develop-
ment of WHS, the implications for associations charged with
administering WHS, and the golfers who will ultimately benefit.
Contact Mike Zisman directly at mike@golfgenius.com for a
copy of the white paper.
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INDUSTRY EVENTS@

NGCOA Hosts Technology Forum at
2019 PGA Fashion & Demo Experience

Panel sessions presented by the NGCOA take place directly on
the PGA Fashion & Demo Experience show floor. The Technol-
ogy Forum will consist of complimentary panel sessions high-
lighting innovation and technology best practices to enhance
your golf business.

Tuesday, August 13, 1:00pm - 2:00pm
PANEL 1: New Technology = New Revenue

One way to boost significant revenues at a legacy golf course
business is to expand your business with technology. NGCOA
CEOQO Jay Karen will lead a panel discussion about some unique
ways to incorporate the latest technology to boost your top
and bottom lines. A panel of golf course owners and operators
will share their stories about how they brought different forms
of gamification and “golf entertainment technology” to their
courses and what it's meant for their business.

Tuesday, August 13, 4:00pm - 5:00pm
PANEL 2: Legacy Technology = New Revenue

New technology isn't always the answer. Tech that's been at
golf courses for years and years can also unlock new revenues.
NGCOA CEO Jay Karenwill lead a panel of golf course owners
and operators in a discussion about using best practices with
current technology to boost spending and engagement. The
panelists will share ways they're getting the most out of their
management software, digital marketing programs, efficiency
practices and more.

*kk ok ok kK ok Kk

The annual PGA Fashion & Demo Experience is a trade-only

event for PGA and golf industry professionals, which takes

place each summer in Las Vegas. The three-day event features

an annual Pro-Pro Tournament (for

PGA & LPGA Professionals) at TPC

Las Vegas, a Demo Experience at PGA
2019 FASHION &
DEMO EXPERIENCE

Topgolf, a live fashion show, two days
of exhibit hall access, and educational
programming at the upscale Venetian Hotel. Visit pgalasvegas.
com for more information.

PARTNERSHIPS <&

Feeling Imprisoned by Your Back Office?

Cumbersome administrative duties often mean you spend too much time in the office—and maybe, spend too much money. Struggling
with timesheets, benefits, insurance and more leaves you less time to interact with customers and grow your business. NGCOA now
partners with industry-leading companies who can not only save you lots of money, but reduce the administrative time, effort and

errors—so you can spend more time building your golf business.
NGcoa i zense M Lincoln
ervices Financial Groupe

ngcoainsuranceservices.com

») DELUXE | Payroll

Payroll and Human Resource Services
Contact Brian Pfeifer at Brian.Pfeifer@
deluxe.com or 443-279-9000

401(k) Retirement Plans
Contact Todd Turner at

Insurance Offerings from ToddTurner@commonwealthfg.com

Holmes Murphy N . or 843-884-4545 ext. 33
¢ Health, Dental & Vision, Life & e  Effective and competitive human
Disability, and/or Property & Casualty resource and payroll services at a «  Competitive and comprehensive
e Quotesavailablein all 50 states significant savings 401(k) plans
« Transparent monthly claimsreporting & payroll processing and tax deposits «  Offers you competitive/reduced

o 50%of premiumsurplusisreturnedif o “Hire-to-Retire” solutions and
claims are lower than projected
o Paperless, mobile-friendly online por-

administrative costs based on

“Pay-As-You-Go” workers comp economy of scale

payment plan e Enhances your employment package
tal for both employers and employees e Integrated time and attendance e Gives you peace of mind, with
. . . platform reduced liability
Flood Risk Protection Solutions from One point of contact to work with e Provides your employees a quality

Flood Risk America

e Flood study to determine your risk

e Expert analysis from FRA (it verifies
the zone(s) and works with FEMA to
update/correct the classification)

e Personalized golf course protection
program

e Customized products to mitigate the
damage from flood

at Deluxe Payroll benefit that can help them prepare
for retirement
¢ One point of contact to work with at

Commonwealth Financial Group

SAVE THE DATE for Golf Business Conference 2020!

Located at the PGA Merchandise Show,
Orange County Convention Center

Expert speakers, relevant education, the annual Yamaha Golf Outing
and Celebration & Awards Dinner, full access to the PGA Merchan-
dise Show exhibition hall, and abundant opportunities to connect
with hundreds of your peers, industry suppliers and PGA profession-
als—allin one exciting place! Bookmark GolfBusinessConference.
com; registration opens in early September 2019!

Sponsorship and exhibition opportunities are now available for golf ‘A DJA‘

industry suppliers; please contact Mike Ketterman at mketterman@ ORLANDO - JANUARY 20-22 20 2 0
ngcoa.org for packages and pricing. !
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COMMUNITY

What are Other NGCOA Members Talking About
on Accelerate?

Did you know there are Accelerate Members-Only Communities you can join, based
onyour interests, needs and engagement with NGCOA? Visit accelerate.ngcoa.org
to read more about and add to the discussion of critical issues in golf business.

e Accelerate (General) Community for all NGCOA members

o Supplier Community for NGCOA's Corporate Members

o Advocacy Issues & Alerts

o Golf Business TechCon and Golf Business Conference for event attendees
e Trading Post where members can buy and sell used equipment

Here is a sample of recent discussions; reply to these, or post your own for
member feedback!

Flooding from Creeks
Parts of our course and some of the adjacent homes experience
flooding from a creek that runs through our area. It has gotten
increasingly worse over the last few years. To the best of my knowl-
edge, we cannot touch the creek because it is “federal waters”. Has
anyone had any experience with this?

Dogs on Course
We are getting more requests for dogs on the course and on the
driving range. Any advice? Of course we allow all service animals.

Assistant Golf Course Superintendent
Any ideas on how to attract and retain a young energetic individual
looking to enter the industry would be appreciated.

NEW! NGCOA Video Series

2 A B 4
IA' 1 _; ! .i,' . i I. ‘ .
Part 1: How to Capture Your Own Video

NGCOA and Momentum Video devel-
oped a three-part series to help you
produce in-house videos that will increase
customer excitement and engagement!

In the first episode, plan your video. Get
advice on equipment, dialogue, locations
and more. In no time at all, you'll be ready
to record your own videos—and provide
engaging content for your website, digital
newsletters and social media. In future
episodes, we'll discuss the kinds of cam-
eras you can use, the best types of videos
to make, best distribution practices, and
other tips on creating your own content.

View the series at
http://bit.ly/10tipsforvideo.

SAVINGS WITH SMART BUY

You Could Be Paying Less for Products and Services You Already Use!

You might already be using products and services found in the NGCOA Smart Buy Marketplace—shouldn't you be paying less for them?
NGCOA’s relationships with industry-leading golf operations suppliers give you discounted rates, rebates and value-added packages
not available anywhere else. Visit ngcoa.org/smartbuy to discover which products and services you're already using, and hundreds of
companies you may not have considered yet. Don't you want to get the very best price from a supplier that supports your industry?

" _ . . @) . -
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Ohio Golf Course
Owners Association

Buckeye Golf Association
Field Day

July 15

Tannenhauf Golf Club
Alliance, OH

Contact Ken Guenther at
keng@buckeyegolf.com
or 614-563-5551

Ohio Golf Course
Owners Association

Buckeye Golf Association
Field Day

July 16

Locust Hills Golf Club
Springfield, OH

Contact Ken Guenther at
keng@buckeyegolf.com
or 614-563-5551

Michigan Golf Course
Association

MGCA Annual Golf Outing
July 17

Bedford Valley Golf Course;
Battle Creek, M|

Contact Jada Paisley at
jpaisley@michigangca.org
or 800-860-8575

Michigan Golf Course
Association

Ladies Day Away 9 Hole
Event and Clinic
July 21

Fox Hills Golf and Banquet Center

Plymouth, Ml

Contact info@michigangca.org

Michigan Golf Course
Association

Ladies Day Away 9 Hole Event
and Clinic

August 4

The Lynx Golf Course

Otsego, Ml

Contact info@michigangca.org

MicHican
Gorr
Course
ASSOCIATION

NGCOA Mid-Atlantic

NGCOA MA VIP Reception
September 24

Woodmont Country Club, MID-ATLANTIC

Rockville, MD

Contact David Norman at
dnorman008@gmail.com
or 804-708-9760

NGCOA Mid-Atlantic

NGCOA MA Annual Meeting
September 25

Woodmont Country Club, MID-ATLANTIC

Rockville, MD

Contact David Norman at
dnorman008@gmail.com
or 804-708-9760

Michigan Golf Course
Association

Michigan Golf League
Championship

September 29

Eagle Eye Golf Course

Bath, Ml

Contact info@michigangca.org

North Carolina Golf Course
Owners Association
(NCGCOA)

Annual Meeting NC CHAPTER
October 8-9,2019

Pine Needles Lodge and Golf Club
Southern Pines, NC

Contact David Norman at
Dnorman0O08@gmail.com

or 804-708-9760

Ohio Golf Course
Owners Association

Buckeye Golf Association
Annual Conference
November 4-5
Embassy Suites/Muirfield Golf Club
Dublin, OH

Contact Ken Guenther at
keng@buckeyegolf.com

or 614-563-5551

Golf Course Owners of GCOW

Wisconsin o T B Vit

GCOW Fall Meeting &
Awards Luncheon
November 13

Grand Geneva Resort
Lake Geneva, WI
Contact jeffs@gcow.org

Midwest Golf Course
Owners Association

23rd Annual Conference
and Trade Show MWGCOA
November 19

Brackett's Crossing Golf Club

Lakeville, MN

Contact Curt Walker, mwgcoa@aol.com
or 952-854-7272

Michigan Golf Course
Association

MI Golf Business and
Conference and Vendor Fair
December 2-4

Soaring Eagle Resort

Mount Pleasant, M|

Contact info@michigangca.org
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Smart Buy Marketplace

NGCOA members get significant discounts, rebates and value-added packages from hundreds of the most recognized names
and reputable, industry-leading companies. Many of these companies offer exclusive deals not available anywhere else.

@YAMAHA
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Golf Cars & Utility Vehicles

Members converting from a competitor receive
$50 per-car for purchase or lease. Members
renewing their fleet receive a free registration for
Golf Business Conference or TechCon.

Business Credit Card
No annual fee with unlimited 2% cash back.

Human Resources & Payroll
Up to 50% on HR and payroll costs.

Television Programming
Up to 60% savings on programming.

Food and Beverage

Typical savings is 7% to 15% on more than 800
vendors, including Sysco, Gordon Food Service,
Performance Food Group, and many others.

Alternative Golf
15% discount on lowest pricing available at
FlingGolf.com.

Pre-Owned Turf Equipment
Discounts on tiered pricing plus 120-day
extended warranty (normally 90-day).

Automotive Vehicle Manufacturer
Significant factory direct fleet discounts on 2019
GM products.

GOLonN'I

1 Lincoln

Financial Groupe

Insurance
NGCOA' Services

Players 1st

RN I BIRD

Golf Simulators
5% discount off MSRP.

401(k) Program
Effective and competitive 401(k) plan benefit for
NGCOA member courses’ employees.

Insurance

Comprehensive employee benefits (health,
dental, vision, life and disability), property
casualty insurance, and flood risk assessment
services at competitive rates.

Performance Reporting & Benchmarking
30%-50% discount on all reporting packages.

Beverage Supplier

Rebates on various Pepsi and Gatorade fountain,
bottle and can products; includes equipment and
service programs.

Customer Experience Solution
Free survey tool and 55% off Players 1st’s top-tier
Combined Package.

Irrigation Solutions
1.5% rebate on Rain Bird Golf irrigation products.

New and Used Turf Maintenance Equipment
1% rebate on new and/or 0.5% rebate on used
Toro branded turf maintenance equipment.

FIND DETAILS AND TERMS ON SAVINGS
FROM THESE BRANDS AND MORE AT NGCOA.ORG/SMARTBUY

GRAINGER
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Driving it long in the game of golf is a huge advantage. So too
is having a procurement partner that provides comprehensive
purchasing solutions to help drive your club’s overall success.

ENTEGRA PROCUREMENT SERVICES IS READY TO MAXIMIZE
YOUR CLUB'S PROFITS FROM TEE TO GREEN BY PROVIDING:

* Competitive pricing on extensive product selections
* Quality brands your members expect and appreciate

* National partnerships with industry-leading manufacturers and
distributors to include Sysco Foods, GFS, Edward Don, Cintas, etc.

¢ Procurement solutions for all your club’s needs including F&B, course
maintenance, operational equipment, uniforms, branded products and
more

FvousoN (I ERERED

866-ENTEGRA

www.entegraPS.com

Leave it to the

professionals’
expertise.

PREFERRED
SUPPLIER

Entegra is proud to support the NGCOA
as a Preferred Supplier in the NGCOA
Purchasing Network.

entegra

PROCUREMENT SERVICES®

info.USA@entegraPS.com

© 2015 entegra Procurement Services. Confidential and proprietary to entegra. Do not share or post without proper consent.



Keeping superintendents
on top of their game.

Syngenta Business InstituteSM helps golf course
superintendents grow their careers as well as turf.
Encourage your superintendent to apply for the three-
day management curriculum, designed in conjunction
with the Wake Forest University School of Business,
by August 13 at

©2019 Syngenta. GreenCast®, Syngenta Business Institute™, the Alliance Frame, the Purpose Icon and the Syngenta logo are trademarks of 2 Syngenta Group C_pmpany. . LN . e
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