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3 0 THE GCSAA PERSPECTIVE 
The Golf Course Superintendents Association of America is 
reinventing itself to serve its membership and to adapt to the new 
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52 AERIFICATION 
Aerification is a necessary evil of turfgrass management, but 
superintendents have to balance healthy turfgrass and player 
disruption despite golfer concerns. 
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Call for Fast-Acting 
Alude™ Fungicide 
When the forecast calls for high temperatures and 
humidity, chances are that Pythium is not far behind. 
And since Pythium can take your greens and tees by 
storm, there's no time to waste-prevent it with 
fast-acting Alude™ fungicide. 
Alude, with its rapid foliar uptake and complete systemic 
activity, prevents Pythium right down to the plant's 
roots. Alude stimulates the plant's own disease 
prevention mechanisms while encouraging growth and 
healthier roots. The results: consistent prevention of 
Pythium, when you need it most. 

^ ^ Alude is so fast acting, it can be 
applied preventatively several days or 

even hours before a suspected outbreak of 
Pythium blight, saving you time and labor, but 

more importantly, saving your greens and tees. 
So when the forecast calls for Pythium, 
call for fast-acting Alude. 

For more information about Alude and Geary's 
Solutions Programs, call 1-800-524-1662. 
www.clearychemical .com 

CLEARY 

Count on deary 

Read and follow all label directions. Cleary logo and Alude are trademarks of Cleary Chemical Corporation. ©2004 Cleary Chemical Corporation. 

http://www.clearychemical.com


e itorial I ROGER STANLEY 

Roger Stanley 
Editor-in-Chief / 
Associate Publisher 

: g o l f 
a s a lous iness 
The sign on the wall had a pie 

chart with three sections. The 
first section was labeled "fast;" the 

second section was labeled "cheap;" and the 
third section was labeled "good." Below the 
pie chart, it read, "Pick any two." 

The sign hung on the wall behind the 
service counter of a print shop in the 1980s, 
and the trade-off* options it presented to 
customers fit almost any business then. At 
the time, I considered the sign to be clever. 
Now, the sign comes to mind because it 
shows how much business has changed. 
Updated for 2004, the pie chart would need 
a fourth slice labeled "What else have you 
done for me lately?" and the question be-
low the chart would read, "Pick all four . . . 
or add more if you like." 

Golf has become a business. But what 
does that mean? And more importantly, 
what does it mean for golf course superin-
tendents? 

Often, the answer is uncomfortable 
change. Change in the way you think about 
yourself, your job and the results you re ex-
pected to produce. If its true golf is a busi-
ness, then superintendents have to be busi-
ness savvy. It can help to see that what you're 
experiencing is happening elsewhere. 

One change in business is that the "back 
of the shop" of many businesses has become 
part of the "front of the shop." Using print-
ers as an example, there was a time when 
you would take your print order to the front 
desk, give the receptionist the materials and 
instructions, leave, let the printers in the 
back perform their magic, then pick up 
your order at the front desk a few days later 
when it was completed. 

Today, the barrier between the reception 
desk and the printing presses are minimal 
or nonexistent. You're likely to talk to the 
printer when you arrive. If possible, the job 
will be printed right then or completed soon 
and delivered. The increase of service is 
driven by increased competition by 24-hour 
quick-print stores and do-it-yourself desk-
top systems. 

Even car mechanics at many service shops 
now have to let you watch while they work, 
come talk to you to let you know how 
things are going - as though they were a 
doctor performing a delicate operation on 
a family member - and hand you a box 
with the defective parts when the job is 
done. In the good old days, the sign at car 

repair shops said, "Service: $35 per hour; 
$50 if you watch; $100 if you help." 

So, is it any wonder golfers, committee 
members and just about anyone else now 
wants to help you with advice about 
overseeding, greens management, aeration, 
tree trimming and bunker design? These 
folks have been trained in the real world to 
get as involved as much and as often as they 
like. The customer today is all over the 
place, telling you what to do, when and 
how. 

Driving this new reality is increased 
competition for players, revenue and 
jobs. That competition isn't going to 
change any time soon, so what does it 
mean for golf course superintendents? Let 
me suggest five aspects of change to con-
sider in light of your job: 

Customers. The customer is always right. 
It's good to realize the customer pays the 
bills, so you should make every effort to 
find out what his expectations are and meet 
them. It's better to help set those expecta-
tions through communication and educa-
tion and then exceed them. 

Communication. It's good to take the 
time to talk to golfers, management, em-
ployees and suppliers. It's far better to talk 
with them. By definition, communication 
involves both our mouths and ears. It's vir-
tually impossible to overcommunicate. 

Teamwork. It has become a cliche, but 
more is usually achieved by working to-
gether. Its even better to take the time to 
see how your department affects and is af-
fected by every other department. Gaining 
an understanding of the big picture and 
the resulting goals makes it possible to align 
your department's contributions. 

New technology. It's good to stay on top 
of new technology. It's better to be one of 
the guinea pigs. Technology often fails to 
deliver its promises. However, anything that 
saves you time, saves labor, prevents mis-
takes or helps you be a better manager is a 
huge business advantage. 

Education. It's necessary to stay current 
on the skills you need to do your job and 
to network with other superintendents. Its 
better to learn aspects outside your specific 
responsibilities, such as accounting or per-
sonnel management. You can never know 
too much given the rate of change and on-
going trend to give employees broader re-
sponsibilities. GCN 
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1-2 Weeks Earl ier Play 
on Overseeded Fairways 

SeedBoost™ contains live bacteria that speed up root 
& shoot growth for faster, denser stand establishment. 

1 oz./1000 (2.5 gallons treats 7.5 acres) 

TWO APPLICATIONS 
• First app: 3 -7 days after seeding 
• Second app: 7 days after first application 

F O O t i l Novozymes Biologicals, Inc. www.novozymes.com/roots 
Plant Care Group 5400 Corporate Circle, Salem, VA 24153 I -800-342-6173 
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I tters to the editor 

Planning ahead 
I compliment Roger Stanley on his article 
about career planning ("Your next job" on 
page 34 of the April issue). It was accurate 
and inspiring. I've been a superintendent 
for 30 years in the Chicago area and now 
in New Jersey. Bruce Williams (certified golf 
course superintendent at the Los Angeles 
Country Club) is a good friend of mine, 
and I have been teaching Golf Course Su-
perintendents Association of America semi-
nars about various management topics with 
him for more than 20 years. Williams re-
fers to his conversations with Jim 
McLoughlin (former executive director of 
the GCSAA) about topics such as career 
planning and management issues from time 
to time during our seminars, and we find 
McLoughlins expertise most useful. 

ROGER A. STEWART JR. 
Certified golf course superintendent 
Tournament Players Club at Jasna 
Polana 
Princeton, N.J. 

Instruction needed 
I read Jim McLoughlins piece, "Why they 
quit the game," on page 30 in the June is-
sue, and I couldn't agree with him more. 
I'm amazed at how unplayable and penal 
many new courses are and wonder if the 
designers are on the same planet as the rest 
of us. Beyond design, he hits it on the head 
with instruction. This is a difficult game 
that desperately needs people who can teach 
the game to beginners at an affordable price. 
The instruction should include a heavy dose 
of the history of the game and the etiquette 
that's needed for everyone on the course to 
have an enjoyable experience. I don't know 
who will lead the renaissance, but his 
thoughts are a good start. 

CHIP POWELL 
President 
Powell Golf Design Co. 
Bradenton, Fla. 

Where the fault lies 
I agree instruction in the golf industry is 
lacking (Jim McLoughlins column, "Why 
they quit the game," on page 30 in the 
June issue). That fault lies with the Profes-
sional Golfers Association of America, 
(PGA), which is improving teaching 
through its educational evolution. Even the 
best instructions can't account for practice 
time and continuing education. 

Even with the best instructions, there will 
continue to be different levels of play in 
the golf industry and different levels of in-
struction being given by PGA profession-
als. A golfer's best bet would be to seek the 

help of a PGA professional that specializes 
in instruction. There are a few other minor 
details that would have to be taken care of, 
too. One would have to convince every golf 
club manufacturer to stop making clubs 
from a model and start making clubs that 
are custom fit to the individual. This is 
where most of the problem lies when learn-
ing the game. Even with instructions, the 
best electronic evaluation equipment and 
videos, nobody will ever reach his poten-
tial or desired level of play, playing with 
equipment that isn't designed to fit their 
swing model. 

McLoughlin should to stick to giving 
advice in his field of expertise, or at least 
research the subject matter of which he's 
giving an opinion before faulting the people 
that are working hard to help each golfer 
play a better game. 

JERRY C. MORRISON 
PGA Professional 
Ponta Creek Golf Course 
Meridian, Miss. 

Editors note: McLoughlins responsefollows. 

Thank you for your sincere comments, but 
I believe you're misinterpreting my com-
ments. For example: 

• I wasn't faulting or discrediting the 
people who teach golf, rather the system. 
You seem to agree with this premise when 
you admit instruction in the golf industry 
is lacking and blame the PGA. 

• I'm not saying there are no good 
teachers of golf, just too few, and these 
too few generally migrate to teaching the 
better players, leaving the masses gener-
ally without solid teaching. For example, 
more than 30,000 less-than-fully-quali-
fied golf instructors throughout the coun-
try are left teaching many millions of 
golfers needing quality instruction. This 
doesn't work, and golf suffers accordingly. 

• Judging the quality of golf profes-
sionals and their teaching capabilities is 
a key element within my profession. My 
opinions are based on having interviewed 
about 200 professionals and assistants 
and witnessed a similar number of golf 
lessons and clinics through the years -
always looking to find more effective 
ways to engage golf professionals for my 
clients. 

• While custom fitting can help fine 
tune a player's game, it isn't essential to 
establishing a basic swing through solid 
golf instruction. 

It seems we're saying the same thing 
basically from two different perspectives. 

JIM MCLOUGHLIN 
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The National 8400 and the Vertical Mowing System work so well together on hills and slopes, we didn't 

want to separate them. So, from August 1 until December 31, 2004, get them both for the price of an 

8400! The 8400 handles virtually any type of terrain, and a low center of gravity gives you control on 

hills—along with a perfect cut. And the Vertical Mowing System Attachment lets you verti-cut those 

same hills, slopes, and around bunkers and fairways. Get a perfect cut on hills and thatch removal t o o -

all for the same great price. 

The Vertical Mowing System Attachment-
a $3,410 Value, FREE! 

For more information on the 8400 and the Vertical Mowing System, call Stan at National Mower at 
1-888-907-3463, x105, or email stan@nationalmower.com. If you have high-speed Internet access, 
you can view a demo video online at www.nationalmower.com. 

NATIONAL MOWER COMPANY 
SINCE 1919 

NATIONAL is a Registered Trademark of National Mower Co 

P.O. Box 14299 700 Raymond Avenue St. Paul, Minnesota 55114 Tel 1-888-907-3463 

mailto:stan@nationalmower.com
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Industry News 

Golf 20/20 releases 
annual report 
Ponte Vedra Beach, Fla. - Golf 20/ 
20, the World Golf Foundations initia-
tive focused on the growth of the game, 
published its annual Industry Report. 
Its available at www.golf2020.com. 

The report looks at the state of the game 
at the end of2003 by gathering informa-
tion about facility development, rounds 
played, interest and participation. The 
information comes from a variety of 
sources. The reports objective is to look 
at the information to determine areas of 
opportunity and concern. 

Highlights from the report include: 
• Interest in golf remains strong. 
• The decrease of rounds played from 

2002 to 2003 was 1.5 percent, half the 
decrease from 2001 to 2002. 

• There were 37.9 million partici-
pants during 2003, and 27.4 million 
golfers, both all-time highs. 

• The pace of golf course develop-
ment has slowed in reaction to the mar-
ketplace. Fewer golf courses are being 
planned and opened than at any time 
during the past 16 years. 

• All three golfer segments - occasional 
(one to seven rounds annually), core (eight 
to 24 rounds) and avid (25 or more) -
increased during 2003, but core and avid 
totals remain short of all-time highs. 

• Research and trends indicate women 
represent the most significant opportunity 
for future growth, and that golf must fo-
cus on reaching ethnic minorities. 

The report confirms the industry's 
need to focus on frequency. There are 
more participants and golfers than at 
any time during the past, yet through-
out the past three years, there has been 
a decline of rounds played. 

ARS, Turf group 
sign research pact 
Washington - The Agricultural Re-
search Service and the National 
Turfgrass Federation agreed to launch a 
long-term research program to improve 
the nations turfgrass. ARS is the chief 
scientific research agency of the U.S. 
Department of Agriculture. 

New research will be conducted as 
part of a national turfgrass initiative, a 
cooperative effort between the turfgrass 

industry, universities and ARS. 
"This is the first attempt to provide 

the type of long-term research that has 
been key to the success of all other ma-
jor crops," says ARS acting administra-
tor Edward B. Knipling. 

Turfgrass is a major agricultural crop 
that covers 50 million acres nationally and 
supports a $40-billion-a-year business. 

Turfgrass is the only crop industry that 
increases with urban development, 
Knipling says. 

The NTF also works with university 
researchers to evaluate turfgrass in 40 
states, according to Kevin Morris, with 
the NTF in Beltsville, Md. The new 
initiative will support research in six 
priority areas identified by the industry 
as their top research needs: improve-
ment of water management, germplasm 
collection and enhancement, pest man-
agement, improving turfgrass role in the 
environment, soil enhancement and in-
tegrated turf management systems. 

Morris says the NTF is going through 
Congress to try to get money put in the 
federal budget for turfgrass research. 

"The biggest problem is universities 
don t have the funding to do long-term 
research," he says. "The federal govern-
ment is supposed to do it. It does it for 
every other crop. Its hard for the pri-
vate sector to do the research because 
they need to realize a profit. 

"We're not food or fiber, but we're 
important. We re getting hit with envi-
ronmental concerns that we need to 
address and make real progress with." 

Short-term effects of research would 
be management oriented, such as water 
strategies, Morris says. Long-term effects 
would be product development that 
could take 15 to 20 years. 

Golf heading 
generates 
52 million look-ups 
Berkeley Heights, N.J. -The "public golf 
courses" heading generates more than 52 
million look-ups per year, ranking 47th 
out of more than 4,000 "Yellow Pages" 
headings, according to the Yellow Pages 
Integrated Media Association. 

Public golf courses account for 73 per-
cent of about 16,000 golf courses in the 
United States, and Americans spend more 
than $24 billion on golf supplies and play-
ing fees annually, according to the Na-
tional Golf Foundation. 

In addition to listings and ads, many 

"Yellow Pages" publishers offer special 
golf guides within their directories, 
which include local golf course listings, 
hours, maps and details about particu-
lar golf courses. This makes it easy for 
golfers to find their favorite links. 

"Golf course owners and managers 
have an opportunity to attract these ready-
to-golf consumers through the 'Yellow 
Pages,'" says Larry Small, director of re-
search for YPIMA. 

Volunteers fix 
driving range 
Fayetteville, N.C. - Volunteer efforts in 
the golf industry allowed students in 
Methodist College's Professional Golf 
Management program to enjoy a reno-
vated driving range. 

The project coordinator was Steve 
Dorer, who until last year was the certi-
fied golf course superintendent responsible 
for the college s 18-hole golf course. Dorer 
is now with Revels Tractor Co. In concert 
with golf program director Jerry Hogge, 
Dorer and Brian Whitcomb, secretary of 
the PGA of America, the partnership cre-
ated an example of what can be achieved 
when the golf industry work together. 

Whitcomb, who also is a designer, pro-
vided shapers for the project at no charge. 

The new range features bookend hit-
ting areas, target greens and aesthetically 
pleasing undulations. The winding fair-
way is made of 419 Bermudagrass. An 
upgraded irrigation system will help en-
sure optimal performance. 

The project also included installation 
of a practice fairway bunker, a greenside 
bunker and a chipping area. Three new 
practice putting greens were built pro-
viding 21,000 square feet of putting 
surface. All are grassed with tifdwarf 
Bermudagrass. 

Association 
News 

Best practices 
for water users 
released 
Falls Church, Va. -The Irrigation Asso-
ciation mailed summaries of "Turf and 
Landscape Irrigation Best Management 
Practices," a document to help water pur-
veyors, irrigation professionals and prop-
erty owners manage water effectively . 

http://www.golf2020.com


What do you think of the new Golf Course News? 
Golf Course News wants to serve its subscribers with the best editorial 
coverage possible. Please take a few minutes to complete this self-mailer 
survey to: Golf Course News, PO Box 5817, Cleveland, OH 44101-0817. 

1. What is your job title? 
• Golf course superintendent 
• Assistant superintendent 
• General manager 
• Other: 

2. Please rate the value of: 
(l=Poor, 7=Excellent) 

Editor's editorial 
Letters page 
Industry news 
Market update 
Resources page 
Marketing your course column 
Design conceptions column 
Advancing the game column 
Steve Mona Q&A feature 
Course ownership cover feature 
Salishan design solutions feature 
Winterizing your course feature 
Internet usage feature 
Aerification feature 
Research updates 
Products 
Making a difference 

3. During a budget crunch, what is the first item you 
cut b a c k or eliminate? 

4. What is the biggest asset of your course? 

5. Do you market your course? If so, how? 

6. What topics would you like to read about 
in Golf Course A/ews? 

7. M a y w e contact you? 
Name: 
Phone: 
E-mail: 

Thank you. 
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"It will allow water purveyors to bet-
ter understand the specific elements of 
an efficient irrigation system - not just 
the hardware but the need for good in-
stallation, the need for a good design, 
maintenance and management," says 
John Ossa, chairman of the IA Water 
Management Committee, which spent 
four years developing the practices. "It 
should broaden an understanding of 
what all goes into water management in 
the landscape. It should help all the dif-
ferent constituents - whether they're 
water purveyors, property owners or 
contractors - better understand their 
part and how to interact effectively." 

Adoption of the practices could reduce 
peak seasonal demand for water, making 
a huge impact on water systems and po-
tentially mitigating the need for expensive 
upgrades to water supply infrastructure. 

The 50-page document outlines irriga-
tion best practices and detailed practice 
guidelines for the overall quality of an irri-
gation system, as well as design, installa-
tion, maintenance and management. 

Relocation study 
terminated 
by GCSAA board 
Lawrence, Kan. - The Golf Course 
Superintendents Association of America 
board of directors accepted the recom-
mendations of a member resource group 
that ends the study to determine where 
the associations headquarters should be 
located. The board approved three rec-
ommendations presented to it by the 
headquarters location resource group. 
Those include: 

• Don t proceed to phase two of the 
headquarters location study. 

• Use the GCSAAs strategic indicators 
to evaluate the impact headquarters loca-
tion has on the association achieving its 
mission, vision and goals. 

• Encourage the GCSAA board of di-
rectors to explore the possibility of es-
tablishing offices in the eastern and west-
ern regions of the country to enhance 
the delivery and implementation of 
member- and chapter-related programs 
and services and to provide additional 
visibility for GCSAA and its members. 

"We asked the resource group to deter-
mine if headquarters location has a mate-
rial impact on the ability of the associa-
tion to achieve its stated mission, vision 
and long-term strategic goals," sayr Mark 
Woodward, GCSAA president. "The re-

source group told us that question could 
best be answered in the next three to five 
years by evaluating the strategic indica-
tors relative to the impact location has on 
achieving those targets. After that time 
period, the associations leadership will 
have a better measure as to whether loca-
tion significantly affects organizational 
performance." 

Golf Course News,, 
GCBAA launch 
awards program 
Cleveland - Golf Course News and the 
Golf Course Builders Association of 
America launched an awards program that 
recognizes excellence in golf course con-
struction. The Golf Course News Builder 
Excellence Awards will honor members 
of the GCBAA for their contribution in 
three construction award categories: the 
Creative Excellence Award for best new 
course construction, the Heritage Award 
for the best course renovation or restora-
tion and the Environmental Award for the 
best environmentally responsible new or 
renovated course. 

Award entries will be accepted 
through Nov. 1. 

The awards will be handed out Feb. 
11 at the GCBAAs dinner that will be 
held in conjunction with the Golf In-
dustry Show in Orlando. 

ASGCA moves 
to Milwaukee area 
Brookfield, Wis. - The American So-
ciety of Golf Course Architects moved 
its headquarters from Chicago to 
Brookfield, Wis. The ad-
dress of the ASGCA is 
125 North Executive 
Drive, Suite 106. The 
telephone number is 
262/786-5960, and the fax 
number is 262/786-5919. 

Three students 
win GCSAA 
essay contest 
Lawrence, Kan. - One doctoral stu-
dent, a masters candidate and an under-
graduate were selected as the 2004 Golf 
Course Superintendents Association of 
America Student Essay Contest winners. 

The Environmental Institute for Golf 

<HBr 
funds the contest and 
awards a $2,000 schol-
arship to the first-place o i 
recipient, $1,500 for 
second place and $ 1,000 
for third. The contest, created 
in 1963, is open to GCSAA-member un-
dergraduate and graduate students pur-
suing degrees in turfgrass science, 
agronomy or any field related to golf 
course management. 

First place went to Phil Dwyer, a doc-
toral candidate at Michigan State Uni-
versity, for his entry, "Dollar spot: a new 
understanding." Cory St. Clair, a jun-
ior at Purdue University, finished sec-
ond for his entry, "Impact of Round 
Up Ready Creeping Bentgrass on golf 
course management." Patrick 
McCullough, a masters candidate at 
Clemson University, finished third for 
his entry, "Pre-emergence herbicides 
may exacerbate genetic instabilities of 
Ultradwarf Bermudagrass." 

Ad campaign 
promotes 
PGA job center 
Palm Beach Gardens, Fla. - A 
$400,000 multi-media advertising cam-
paign is targeting employers and job seek-
ers in the golf industry. The campaign 
began the week of July 12 with a 30-sec-
ond commercial on The Golf Channel. 

The PGA will introduce a new icon 
- an animated golfer - to promote its 
employment center at www.pga.com/ 
employment. 

The campaign includes three 30-sec-
ond television spots and three print ad-
vertisements promoting the employment 
center and its benefits to employers in the 
golf industry. The advertisements also 
appeal to individuals pursuing a variety 
of other jobs in the golf industry. 

More than 166 television spots will 
air on The Golf Channel and Turner 
Networks. Print ads will run in PGA 
Magazine, BoardRoom, Golf Business, 
Club Director, African-American 
Golfers Digest and GolfWeek. 

The PGA Employment Center serves 
as a clearinghouse for all types of jobs 
in the golf industry. There are an esti-
mated one-half million golf course jobs, 
including positions in accounting, 
health and fitness, corporate manage-
ment, marketing, manufacturing, rang-
ers, food-and-beverage preparation and 
merchandising. 

http://www.pga.com/
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Jack Nicklaus 
to receive award 
Lawrence, Kan. - Jack Nicklaus was 
selected to receive the 2005 Old Tom 
Morris Award from the Golf Course 
Superintendents Association of 
America. The award will be presented 
at the GCSAA opening session, Feb. 10, 
held in conjunction with the 2005 Golf 
Industry Show Feb. 7 to 12 in Orlando. 

The GCSAA's most prestigious honor 
is presented each year to an individual 
who, through a continuing lifetime com-
mitment to the game of golf, has helped 
to mold the welfare of the game in a man-
ner and style exemplified by Old Tom 
Morris. Morris (1821-1908) was 
greenkeeper and golf professional at the 
St. Andrews Links Trust Golf Club of St. 
Andrews, Scotland; a four-time winner of 
the British Open (1861, '62, '64 and '67); 
and ranked as one of the top links design-
ers of the 19th century. 

Course News 

Ground broken 
on golf project 
Lyndhurst N.J. - EnCap Golf broke 
ground on the $1-million Meadowlands 
Golf Project in New Jersey. The project 
is a brownfield redevelopment. The cen-
tral component of the project is the 
clean up and remediation of landfills 
and the construction of two first-class 
golf courses, related amenities and the 
preservation of hundreds of acres of 
open space. The 18-hole, links-style 
courses will be open to the public. 

The landfill closure and remediation 
of this phase of the golf project is ex-
pected to take four years to compete. 
The construction of the golf courses and 
resort village is expected to be completed 
within seven to 10 years. 

"The Meadowland Golf Project is the 
perfect example of how public/private 
partnerships can succeed in protecting 
our natural resources, while building 
neighborhoods and creating economic 
opportunities," says Bill Gauger, presi-
dent of EnCap Golf Holdings. 

Incline Village 
reopens course 
Incline Village, Nev. - The par-72, 
18-hole Championship Course at In-

cline Village went through a renovation, 
including replacing the in-ground irri-
gation system and renovating the greens, 
bunkers, tees, fairways, roughs, cart 
paths, landscaping and practice facili-
ties. Limited residents-only play started 
Sept. 1, and public play begins May 
2005. Architect Kyle Phillips of Golf 
Course Design; irrigation specialist 
Bryant Taylor of Gordon Golf; United 
States Golf Association Turf Advisory 
Service and Incline Villages grounds 
superintendent Jeff Clouthier oversaw 
the $4.8-million construction project. 

Robert Trent Jones Sr. designed the 
course. 

The greens were rebuilt to meet USGA 
specifications for consistency and efficient 
drainage. Greens were reseeded with a 
blend of creeping bentgrass. Bunkers were 
reshaped to reflect the courses original 
design and were built for optimum drain-
age and sand consistency. The fairways and 
roughs were stripped, resoiled and re-
seeded with Kentucky bluegrass. The tees 
were reseeded with a bluegrass/rye com-
bination for cold weather durability. 

Also, the Chateau clubhouse, which 
is 22,580 square feet, went through a 
complete $7.9-million renovation. 

Burnt Mill course 
under construction 
Wells, Maine - Burnt Mill Country 
Club, which is being developed on 360 
acres of farmland and woodlands, will 
feature an 18-hole, 7,292-yard cham-
pionship golf course designed by PGA 
Tour player Brad ^\\Counfj> 

Faxon and Maine 
golf architect Brad 
Booth; a nine-hole, 
par-3 short course de- kw,s 

signed to be played in 90 minutes or 
less; a golf practice and teaching facil-
ity; a clubhouse built around a historic 
barn and a swimming pool. The nine-
hole course is expected to open in the 
spring of 2005, and the 18-hole course 
is expected to open sometime in 2006. 

Mystic Rock 
reopens course 
Farmingtoa Pa. - PGA Tour winners 
Rocco Medjate and Vijay Singh and 
Nemacolin Woodlands Resort & Spa 
owners Joe Hardy and Maggie Magerko 
reopened the Mystic Rock course in 
June. Most notably, the 18th hole was 

relocated, which narrowed the fairway 
and placed the green in a 10,000-seat 
amphitheater setting. 

"All of the greens have been contoured 
and reshaped, which will give PGA Tour 
officials greater flexibility and opportu-
nities to tuck the hole locations behind 
the bunkers and closer to the edge of 
the greens," says Brian Anderson, golf 
course superintendent at Nemacolin 
Woodlands. 

Protected species 
slows development 
Westford, Mass. - Ed and Betty 
Kennedy, owners of the Butter Brook 
Golf Club, want to expand their nine-
hole course, which opened in April, with 
another nine holes, but rare blue-spot-
ted salamanders and negotiation with 
the Natural Heritage and Endangered 
Species Program are hindering them. 
The protected species is propagating in 
and around a vernal pool on land adja-
cent to the would-be back nine. Con-
struction of the second loop is sched-
uled to commence this fall. 

Architect Mark Mungeam worked 
around a similar pool on the front nine 
where newts are thriving. Mungeam's 
back-nine design provides the pool in 
question with more than 600 feet of 
room. Bay State statutes normally man-
date that protected wetlands and vernal 
pools be given a 100-foot buffer. But 
the NHESP hasn't changed its mind, 
and the situation remains in limbo, 
though the Kennedys and Mungeam are 
confident a compromise will be reached. 

Additionally, Mungeam is busy creat-
ing the private Quail Ridge Country Club 
in Acton, Mass. Also under construction 
is the spectacular Golf Club at Oxford 
Greens in Oxford, Conn., where he's 
working with Billy Casper Golf Manage-
ment on a daily-fee course in a new Del 
Webb community. Also in Connecticut, 
Mungeam is helping to renovate the New 
London Country Club. 

Expansion of Butter Brook Golf Course 
has been slowed by protected species. 
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Grizzly Ranch 
to open next year 
Portola Calif. - Grizzly Ranch, the first 
private golf and recreation community in 
the western Sierras Feather River coun-
try, initiated its first public offering of 
home sites and golf memberships. Con-
struction is expected to be completed this 
year on an 18-hole signature golf course 
designed by Robert Cupp. Members be-
gin play in the summer of 2005. 

Cupp and land planner Gage Davis 
created a golf course that blends into its 
natural California environment. The 
family-friendly, par-72 course is de-
signed to attract players of all abilities 
and age levels. 

Public-run course 
in planning stage 
Shawnee, Mo. - MillCreek Land Co. 
has proposed to develop The Links at 

Mill Creek golf course and community. 
The 700-home development will feature 
a 7,100-yard, city-operated golf course. 
The 250-acre, 18-hole, par-72 course, 
clubhouse, and practice and mainte-
nance facilities would cost about $ 11 
million. MillCreek Land presented de-
velopment details to the Shawnee City 
Council in May. Todd Clark of CE Golf 
Design would design the course. Con-
struction of the course could start this 
fall, and it could open in late 2006. 

Kinsale course 
opens in Ohio 
Powell Ohio - The Arthur Hills-de-
signed Kinsale Golf and Fitness Club 
opened late this spring. It features an 
18-hole, par-72 course that measures 
7,200 yards from the tips. The turf has 
been left to grow in and mature for al-
most two years before opening. 

"Leaving the grass to grow and 
strengthen its roots without play for two 

years is like five years of growth with 
play," says golf course superintendent 
Don Sutton. "This, along with Ohios 
largest 18-hole irrigation system, prom-
ises we will have well-established grass, 
conditioned to perfection." 

Kinsale is accepting membership ap-
plications and will allow limited non-
member play during the first season. 

Miacomet course 
ready for season 
Nantucket Island, Mass. - The nine 
new Howard Maurer-designed holes at 
Miacomet Golf Course, the only pub-
lic 18-hole course on Nantucket Island, 
heads into its first full season of play. 

"Howard did an outstanding job of 
fitting nine new holes of comfortable 
golf on a relatively small piece of prop-
erty," says Charlie Passios, president of 
Moors, which manages the course for 
the owner, the Nantucket Islands Land 
Bank. "We get glowing comments from 
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people. They want to know when we 
are renovating the other nine so every-
thing matches." 

The Nantucket Islands Land Bank is 
charged with protecting the islands 
unique and endangered landscapes. 

"The new holes look like they have 
been there for a long time and simply 
dropped onto the land," says Eric 
Savetsky, Land Bank director. "Howards 
vision resulted in exactly what we had 
been hoping for. I've only heard good 
things from golfers." 

Maurer enjoyed the project that called 
on him and the rest of the development 
team to overcome a number of environ-
mental and political obstacles. 

"The Land Bank staff let the experts 
do their thing and create what we 
thought needed to be created," Maurer 
says. "With the sand-plain grasses, sen-
sitive soils, flowing topography and 
ocean nearby, the site was screaming for 
a links-style course. And that's what we 
delivered." 

Getting the new nine built was no 
small feat. The Land Bank acquired the 
property a number of years ago because 
it was going to be converted from an 
existing nine-hole course into housing, 
according to Kelly Durfee Cardoza of 
Avalon Consulting Group. 

Trump Golf Club 
to welcome 
ADT Challenge 
Palm Beach, Fla. - The Trump In-
ternational Golf Club will host the 
NBC's 13-year-old ADT Golf Skills 
Challenge, featuring PGA Tour profes-
sionals. The event will be taped Nov. 
15 and will air Dec. 25 and 26. The 
competition was held at the Boca Raton 
Resort & Club the past three years. The 
ADT Skills Challenge will be the first 
PGA-sanctioned event to be staged at 
Trump International Golf Club, which 
opened in 1998. 

Grayhawk to host 
Tommy Bahama 
golf challenge 
Scottsdale, Ariz. - The Grayhawk Golf 
Club will host the Tommy Bahama 
Challenge, put on by Jastrow Produc-
tions, Gaylord Sports Management, 
Tommy Bahama and the PGA Tour. 
The newly created PGA-tour-sanc-
tioned, challenge-season event will be 
held Jan. 1, 2005. Grayhawk comprises 
the Talon Course, designed by David 
Graham and Gary Panks and the Rap-
tor Course, designed by Tom Fazio. 

Pinehurst Resort 
kicks off road 
to 2005 U.S. Open 
Pinehurst N.C. - In June, Pinehurst 
Resort started the official clock to the 
2005 U.S. Open - 356 days and count-
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ing until the nation's golf championship 
returns to its historic grounds. 

Employees of the resort gathered on the 
front lawn of the historic Carolina hotel 
to give a wave of welcome to the antici-
pated 45,000 international spectators ex-
pected to visit daily during next years U.S. 

Open. The championship will be sited on 
Pinehursts No. 2 course June 16 to 19. 

Carmel to host 
girls junior event 
Charlotte, N.C.-The United States Golf 
Association selected Carmel Country 
Club as the host for the 2006 U.S. Girls 
Junior Championship July 17 to 22. 

Carmel Country Club is a 36-hole fa-
cility founded in 1947. The south course 
was designed by Ellis Maples and opened 
in 1969. In 1988, Rees Jones made revi-
sions to the South Course. 

"We are delighted to be chosen to host 
the 58th U.S. Girls' Junior Champion-
ship," says general chairman Dave 
Cathcart. "Carmel Country Club has a 
long history of supporting junior golf 
and having this championship on our 
South Course is testimony to that com-
mitment." 

Carmel Country Club, which is host-
ing its first USGA championship, has 

been the host site of the 2001 North 
Carolina Women's Amateur, the 2004 
Carolina Senior Women's Amateur as 
well as serving as the qualifying site for 
the Kemper Open in the 1970s. 

The U.S. Girls' Junior was played at 
Mira Vista Country Club in Fort 
Worth, Texas, July 19 to 24 and will be 
played at Banbury Golf Club in Eagle, 
Idaho, July 18 to 23 in 2005. 

U.S. Senior Open 
to be played 
at Whistling Straits 
Kohler, Wis. - The United States Golf 
Association selected Whistling Straits 
Country Club as the site of the 2007 
U.S. Senior Open Championship, 
scheduled July 5 to 8. 

Designed by Pete Dye and opened in 
1998, the Straits Course at Whistling 
Straits is a links-style course located 
along two and a half miles of Lake 
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Michigan shoreline north of Milwau-
kee. Using land that was previously an 
Army base, the design employs wide 
fescue fairways and sand-dune bunkers 
to complement the prevalent windy 
conditions. All four par-3 holes and four 
additional holes are adjacent to Lake 
Michigan and play from above beach 
level to 80-foot bluffs. 

"We are excited to host this major 
championship," says Herbert V. Kohler 
Jr., president and chief executive officer 
of Kohler Co. "The world's most sea-
soned veterans of the game will be tested 
by a course that honors the origins and 
early character of golf. There's nothing 
in championship play this side of the 
Atlantic like Whistling Straits." 

The site of the 2004 PGA Champi-
onship, Whistling Straits also has played 
host to the 1999 PGA Club Profession-
als Championship. It will be hosting its 
first USGA Championship. 

Flint Hills National 
selected to host 
Senior Amateur 
Andover, Kan. - Flint Hills National 
Golf Club will host the 2007 USGA Se-
nior Amateur championship, which will 
be played Sept. 1 to 6. 

Opened in 1997 and designed by Tom 
Fazio, Flint Hills will offer the challenge 
of a highly rated golf course on hilly ter-
rain with many bunkers. Flint Hills hosted 
to the 2001 U.S. Women's Amateur. 

"This will be our second national 
championship, and we are looking for-
ward to offering the best senior ama-
teurs a warm welcome and a challeng-
ing test of golf," says Jeff Johnson, presi-
dent of Flint Hills National Golf Club. 

The Senior Amateur will be played at 
Bel Air Country Club in Los Angeles Oct. 
9 to 14, 2004; at The Farm Golf Club in 
Rocky Face, Ga., Sept. 17 to 22, 2005; 
and at Victoria National Golf Club in 
Newburgh, Ind., Sept. 16 to 21, 2006. 

Merion to host 
Walker Cup 
Ardmore, Pa. - The East Course at 
Merion Golf Club will host the 2009 
Walker Cup Match, a biennial interna-
tional amateur team competition. The 
match will be played Aug. 15 and 16. 

Opened in 1912 and designed by Hugh 
Wilson, Merion has hosted 16 previous 

USGA championships - the most of any 
club - including four U.S. Opens and five 
U.S. Amateur championships. Merion 
also will host the 2005 U.S. Amateur prior 
to the Walker Cup Match. 

"We are delighted to welcome one of 
the top amateur competitions in all of 
golf," says William Albertini, president of 
Merion Golf Club. "We are committed 
to the spirit of this international competi-
tion, and we are dedicated to showcase 
our fine golf course and hospitality. We 
look forward to adding another chapter 
to Merion's rich golf history." 

Prior to 2009, the Walker Cup Match 
will be played at the Chicago Golf Club 
from Aug. 13 to 14,2005 and at the Royal 
County Down Golf Club in Newcastle, 
Ireland, from Sept. 8 to 9, 2007. 

SolVista features 
golf school 
Granby, Colo. - SolVista Golf Club 
was selected as a John Jacobs' Golf 
School location. The school conducted 
14 sessions from June 13 through Au-
gust 1. Golf professional Brain Ryall says 
SolVista is an ideal location for a golf 
school partly because it has extensive 
practice facilities. Other well-known 
Jacobs school sites include Poppy Hills 
Golf Club & Monterey Marriott in 
Pebble Beach and Stallion Mountain 
Country Club & Las Vegas Hilton. 

Orlando Marriott 
wins golf award 
Orlando, Fla. - The Orlando World 
Center Marriott Resort & Convention 
Center won the 2004 Gold Tee award 
from Meetings and Conventions maga-
zine. The award honors outstanding golf 
and meeting properties. Hawks Land-
ing Golf Clubs 18-hole, championship 
course is nestled amidst the resort's 200 
tropical acres. The par-72 course fea-
tures hills, undulating tifdwarf greens, 
aquatic vegetation, tailored tee boxes, 
native grasses, multifarious trees, mani-
cured fairways and water in play on 15 
holes. 

Supplier News 
BASF'S Insignia fungicide received regis-
tration from the California Environmen-
tal Protection Agency. Insignia provides 
golf course superintendents control of 

more than 15 turfgrass diseases and sup-
pression of dollar spot. The active ingre-
dient in the fungicide is pyraclostrobin. 

Shane Wright, golf course superintendent 
at Ballenlsles Country Club in Palm Beach 
Garden, Fla., won the Revolver Sweep-
stakes, sponsored by Bayer Environ-
mental Science. Wright received 
200,000 Accolades points to use toward a 
selection of rewards prizes. The Revolver 
Sweepstakes was open to Southern super-
intendents who purchased Revolver her-
bicide. The offer included double Acco-
lades points for the first Revolver purchase, 
in addition to one entry into the sweep-
stakes for every case purchased through 
March 31, 2004. Bayers Accolades pro-
gram allows users to earn points toward 
rewards by purchasing products. 

Briggs & Stratton Corp. signed a de-
finitive agreement to acquire Simplic-
ity Manufacturing for $227.5 mil-
lion. Simplicity is a designer, manufac-
turer and marketer of a range of out-
door power equipment. Simplicity's 
products are distributed through inde-
pendent dealers under the brand names 
Simplicity, Snapper, Ferris and Giant-
Vac. Briggs & Stratton expects the ac-
quisition will be accretive to diluted 
earnings by 35 cents to 45 cents per 
share in fiscal 2005 based on prelimi-
nary purchase price allocations. The 
transaction is expected to close at the 
beginning of Briggs &: Stratton's fiscal 
2005 first quarter, at which time Sim-
plicity will become part of the Briggs & 
Stratton Power Products Group. 

All divisions of Dakota Peat & Equip-
ment are under the same roof. The move 
to co-locate the divisions, along with a cor-
responding expansion of the design and 
manufacturing capabilities of Dakota 
Equipment, is intended to position the 
company for future growth and to fur-
ther the company's effort to provide the 
best possible service to customers. Expan-
sion of the manufacturing portion of the 
facility, which has been increased by al-
most 50 percent to more than 125,000 
square feet, provides space for the produc-
tion of several new lines of equipment. 

DuPont'S Surlyn Reflections body pan-
els will be used as part of the Precedent 
golf car made by Club Car. The body pan-
els provide maximum strength and flex-
ibility, while the molded-in color offers a 
high gloss, automotive finish and UV pro-



news 

tection, which enables the golf car to with-
stand dents, collisions and weather. 

Lakeland, Fla.-based Golf Ventures, a 
maintenance supply company for the golf 
course industry, expanded their territory 
with Jacobsen Equipment Products to in-
clude 13 new counties in Florida. 

GPS Industries partnered with broad-
band wireless provider Epproach Com-
munications to provide its Inforemer 
GPS-based golf management system to 
high-end golf and resort communities 
on Hilton Head Island. EC is imple-
menting a high-speed wireless network 
for Internet access. 

The North Carolina Department of 
Labor has given special recognition to 
JaCObsen for two million hours of 
operation with no disabling injuries. 
Other awards presented to Jacobsen by 
the N.C. Department of Labor in-
cluded, two Certificates of Special Rec-
ognition and the Certificate of Safety 
Achievement Gold Award. 

Mark Michaud, superintendent at 
Shinnecock Hills Golf Club in 
Southampton, N.Y., which hosted the 
2004 U.S. Open, outfitted his crew with 
equipment from John Deere Golf & 
Turf One Source. John Deere sup-
plied equipment for the U.S. Open, 
providing everything from mowers and 
bunker rakes to utility vehicles and por-
table power equipment. John Deere will 
provide tournament equipment support 
for all upcoming PGA Tour events. 

LeSCO opened its 25th new service cen-
ter in 2004 in late May in Novi, Mich. 

Players Turf International expanded 
its business operations for its synthetic turf 
products for golf greens, tees, fringes and 
fairways. The company established two 
operations centers in the Southeast and 
added 14 employees since late 2003, in-
cluding two senior designer/installers. 
Players Turf also plans to add six additional 
project installers in the Southeast U.S. 

Redexim Charterhouse has made 
available two rebuild kits for its line of 
Verti-Drain deep-tine aeration units and 
most older units. The minor overhaul 
kit includes the instructions and neces-
sary parts to rebuild the drawrods and 
tine heads. The major overhaul kit in-
cludes the minor overhaul kit plus parts 

to rebuild the crank and bearing sup-
ports and instructions. 

SePro Corp. purchased certain assets 
of Griffin's Turf, Nursery, Ornamen-
tal and Aquatics business. SePro is a spe-
cialty environmental and life sciences 

company located in Carmel, Ind. The 
acquisition includes Avast! and Avast! 
SRP aquatic herbicides, Komeen aquatic 
herbicide/algaecide, K-Tea and K-Pool 
aquatic algaecides, Junction fungicide/ 
bactericide, Pentathlon fungicide, Spin 
Out plant growth regulator, Camelot or-

Any Way You Cut It TifSport 
Can Slana Up To Frequent 
Lower Mowing Heights. 

Unlike many bermudagrass varieties, 
TifSport can handle a wide range of mow-
ing heights. That's why it's so iaeal for tees, 
fairways, roughs and approaches. Wall to 
wall TufSport. Talk about a superintendent's 
dream. TifSport also recovers very quickly 
from injury, has excellent cold-tolerance, 
color, texture, and density, as well as 

EES: 3/8" 
to TifS[port's superior turf 

density, sod strength and good lat-
eral growth rate, it's perfect for 
high traffic areas like tees. It also 
shows improved resistance to and 
quick recovery from divot injuries. 

ROUGHS: 1-1/2" 
You can maintain a good TifSport 
rough of up to 1-1 /z', so why not 
stick with the same grass you have 
on your tees and fairways? You'll 
really be cutting down on your 
management headaches. 

FAIRWAYS: 5/8" 
TifSport's leaf blade orientation 
and stiffness make it ideal for fair-
ways. A lot of superintendent's are 
hearing from golfers that TifSport 
gives a oetter nail lie than other 
Bermudas. 

SURROUNDS: 3/8" 
TifSport has just what it takes for a 
perfect landing area. It holds good 
shots and it's tough enough to take 
lots of shots without injury. No 
wonder more and more superin-
tendent's are using TifSporr 
on their greens collars. 

improved pest resistance. And while it 
might green up a little later than some 
bermuaas come spring, once it takes off it's 
very aggressive. A lot of superintendents 
feel this is a big plus when they're dealing 
with fluctuating spring temperatures. 
TifSport. Specify it by name for your n 
course or renovation project. 
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TIFSPORT 
CERTIFIED BERMUDAGRASS 
www.tifsport.com 
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At Plant Health Care, Inc. All 
product&are subjected to rigid 
laboratory Q u a l i t / t o n t r o l tests. I 
P H C mycorrhizal products have 
guaranteed spore counts and are y 

manufactured using tested 
processes that ensure the spores 
arrive unharmed and ready to 

'' effectively colonize roots. We add 
formonenetin, an exclusive 
ingredient that stimulates the 
rapidcolonization of mycorrhizal 
fungi. 

Be assured that P H C mycorrhizal 
products are not made from non-
spore propagules, reformulated 
or heat processed. 

Quality, perfortnance-
driveii products is our 1 

promise to you. 

PLANT 
HEALTH 

|CARE,INC.| 

For additional product information, 
distributor locations or to request a copy of 

PHC's Guide to Turf Care 
and Golf Course Maintenance 

Call 1 - 8 0 0 - 4 2 1 - 9 0 5 1 or go online to 
www.planthealthcare.com 

news 

namental fungicide and rights to Vendex 
miticide and Kocide 2000 TNO fungi-
cide. The financial details of the trans-
action weren't disclosed. Griffin is a 
wholly owned affiliate of DuPont. 

Syngenta Professional Products 
and Pursell Technologies made a do-
nation to the Clearview Legacy Founda-
tion. The contribution of almost $45,000 
is for the preservation, renovation and 
maintenance of Ohio's (East Canton) 
Clearview Golf Course, the only golf fa-
cility in the world designed, built, owned 
and operated by an African-American, 
William Powell. 

A team of Jacobsen engineers is the re-
cipient of the Textron Corp. chairman's 
award for their design and development 
of an electric mower used to cut golf 
greens. The mower is designed to be qui-
eter and more environmentally friendly 
than traditional mowers. Harry Quinn 
Derby, Carlos Bellot and Andrew Modzik 
work in the Wilmar manufacturing facil-
ity in the Charlotte, N.C. headquarters 
for the Jacobsen lawn and turf business. 

The Toro Co. celebrated its 90th an-
niversary with Minnesota Governor 
Tim Pawlenty around the theme, "in-
novation days." The company put to-
gether demonstrations and displays to 
showcase its nine decades of innovation. 
Toro will continue to increase its invest-
ment in engineering, research and de-
velopment. Last year, the company in-
vested 2.8 percent of its sales, totaling 
$41.5 million, in ER&D. This year, the 
company increased its spending to 3.1 
percent of sales, totaling $50 million. 

Personnel news 
Greg Pecenka is the new golf course 
superintendent for The Duke at Rancho 
El Dorado in Maricopa, Ariz. 

Steve Philbrook is 
the new director of 
golf at Ibis Golf & 
Country Club in West 
Palm Beach, Fla. 

Pat Laughl in was 
named general man-
ager of the Laughlin 
Ranch Golf Club in 
Bullhead City, Ariz. 

Bill Todd was elected 
the 2004-2005 presi-
dent of The Cactus and Pine Golf 
Course Superintendents Association in 
Scottsdale, Ariz. Todd is the golf course 
superintendent of Cottonwood Coun-
try Club and Palo Verde Country Club. 
Alan Ashton, golf course superinten-
dent at Fountain of the Sun Golf 
Course, Ernie Pock, golf course su-
perintendent at Grayhawk Golf Club 
and Phillip Shoemaker Jr., golf 
course superintendent at Desert High-
lands Country Club, were elected to the 
board of directors of the CPGCSA. 

Gary Glaser is the new director of 
golf at Eagle Ridge Resort & Spa in Ga-
lena, 111. ' 

Jeff Jensen was named director of 
sales for Angel Park and The Legacy 
Golf Clubs in Las Vegas. 

Bill Love was elected president of the 
American Society of Golf Course Ar-
chitects. Love will also chair the execu-
tive committee. Love's platform as presi-
dent will include environmental con-
cerns, technology and affordable golf. 

The American Society of Golf Course 
Architects welcomed nine new associ-
ate members: Ian Andrew, a senior 
designer with Carrick Design in Don 
Mills, Ontario, Canada; Ty Butler, vice 
president and project architect for Rob-
ert Trent Jones II in Palo Alto Calif.; 
Paul Cowley, principal of Linksland 
and the senior designer for Love Golf 
Design in St. Simmons Island, Ga.; 
Alan Hami l ton , principal of 
Hamilton Design Co. in Jacksonville, 
Fla.; Grant Haserot, senior design as-
sociate with Schmidt-Curely Design in 
Scottsdale, Ariz.; Jeff Lawrence, 
principal of Lawrence Golf Designs in 
Cave Creek, Ariz.; Brian LuSSier, vice 
president of Robbins and Associates In-
ternational in Cary, N.C.; Scot 
Sherman, senior associate designer 
with Weed Golf Course Design in Ponte 
Vedra Beach, Fla.; and Gary 
Stephenson, principal designer for 
Phil Mickelson Design in Celina, Texas. 

Paul Fullmer, whose 34 years of service 
as executive secretary of the American So-
ciety of Golf Course Architects make him 
the longest-serving senior administrator in 
the golf industry, retired. Former ASGCA 
director of communications, Chad 
Ritterbusch, succeeded Fullmer. 

Alice and Pete Dye and Arnold 
Palmer were elected fellows of the Ameri-
can Society of Golf Course Architects. The 
Dyes have served as ASGCA presidents, 
and Palmer, an honorary member by vir-
tue of receiving the Donald Ross Award. 

John A. Beckett, chief operating of-
ficer of ClubCorp, was named the 
company's chief executive officer as well. 
Bob Dedman Jr., who had been c.e.o., 
continues as chairman. 

Arnold Cleghorn was promoted to 
president of Pursell Technologies. He 
was also named the to company's board. 

Mark Printer coordi-
nates activities for The 
Experience at Farm-
Links tours after being 
retained by Syngenta 
Professional Products. 
Printer will coordinate 
activities during tours of 
the 18-hole championship research and 
demonstration golf course at Pursell Farms 
in Sylacauga, Ala. 

The Outdoor Power Equipment Insti-
tute named its 2004/2005 board of di-
rectors. David R. Zerfoss, president 
of Husqvarna Forest and Garden, was 
named chairman; Kendr ick B. 
Melrose, chairman and chief execu-
tive officer. ofTheToro Co., was named 
vice chairman; and Fred J. Whyte, 
president of Stihl, was named secretary/ 
treasurer. 

Jim Turner joined 
Mamaroneck, N.Y.-
based Aqua-Maxx as 
the director of sales and 
marketing. Aqua-Maxx 
is a professional turf 
care company. 

Kevin Markley joined Rain Bird's 
golf division as a project engineer. 

Mary Harer joined Columbia Seeds. 
Harer will be in charge of international 
sales, production and shipping. GCN 

Donald Padgett II 
is the new president of 
Pinehurst Resort in North Carolina. 
Padgett will report to Rich Beckert, 
ClubCorp's executive vice president of re-
sorts. ClubCorp manages Pinehurst. 

http://www.planthealthcare.com


Tank mix with Quicksilver. Get fast control of broadleaf weeds. 

Quicksilver T&O herbicide provides fast, 
broad-spectrum control of post-emergent broadleaf 
weeds, including tough-to-control weeds such as 
clover and thistle. 

Just add a little QuickSilver to your tank mixture. It's 
rainfast in one hour and effective in 24-48 hours. 

And since QuickSilver is effective across a wide 
range of temperatures, it can be used in many 
geographic regions across the U.S. 

For more information, contact our Customer 
Satisfaction Center at 1-800-321-1FMC, or 
visit: www.pestsolutions.fmc.com. 

-FMC 
© 2004 FMC Corporation. FMC, the FMC logo, QuickSilver, 
and the QuickSilver logo are trademarks of FMC Corporation. 
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market update 

Development decline 

w hen rounds played don t in-
crease but the number of 
golf facilities does, it puts 

pressure on course operators to main-
tain acceptable revenue levels. The con-
sumer, however, has more affordable 
options. Golf course operators have been 
forced to market more aggressively and 
creatively, getting to know their custom-
ers better and becoming more involved 
in player development. New courses are 
being planned and opened at a much 
slower rate than during 2000. The num-

ber of 18-hole equivalent courses opened 
during 2003 - 171 — is the lowest since 
1987. The industry needs to build golf 
courses less expensively and build them 
where they are needed, according to 
Golf 20/20. 

An effective way to measure the de-
velopment of golf courses in the United 
States is to look at 18-hole equivalent 
courses, as opposed to courses that 
might have nine holes or facilities that 
might have multiple courses. This analy-
sis ensures consistency. Below are num-

bers for regulation, short courses and 
total courses, as well as overall develop-
ment numbers. 

Throughout the past three years, the 
percentage increase of new regulation 
and short courses has settled at a 20-
year low rate. Competitiveness in the 
marketplace seems to be impacting types 
of new courses. The percentage of new 
courses that are public access (daily fee 
or municipal) declined from 80 percent 
in 2001 to 75 percent in 2002 and to 
74 percent in 2003. G C N 

Course development (18-hole equivalent) 
REGULATION COURSES SHORT COURSES (EXECUTIVE AND PAR 3) TOTAL COURSES 

NUMBER OF 
COURSES 

PERCENT 
INCREASE 

OPENINGS* NUMBER OF 
COURSES 

PERCENT 
INCREASE 

OPENINGS* NUMBER OF 
COURSES 

PERCENT 
INCREASE 

OPENINGS* 

1 2 / 3 1 / 9 8 12,347 2.6% 304 1,181.5 1.7% 23.5 13,528.5 2.5% 327.5 
1 2 / 3 1 / 9 9 12,690 2.8% 340 1,216.5 3.0% 35.5 13,906.5 2.8% 375.5 
1 2 / 3 1 / 0 0 13,032.5 2.7% 365.5 1,235.5 1.6% 33 14,268.5 2.6% 398.5 
1 2 / 3 1 / 0 1 13,288 2.0% 260 1,261.5 2.1% 24 14,549.5 2.0% 284 
1 2 / 3 1 / 0 2 13,446.5 1.2% 199 1,278.5 1.3% 21 14,725.5 1.2% 220 
1 2 / 3 1 / 0 3 13,551.5 0.8% 154 1,275.5 -0.2% 17 14,827.5 0.7% 171 
1 2 / 3 1 / 0 4 * * 13,682 1.0% 148 1,276.5 0.1% 8.5 14,958.5 0.9% 156.5 

* Excluding reconstructions ** Projected; Source: National Golf Foundation 

2004 year-to-date summary report 
Type Proposed In Planning Under Construction* Completed* 

9-hole 18-hole Total 9-hole 18-hole Total 9-hole 18-hole Total 9-hole 18-hole Total 

New Facilities 
Daily Fee 32 164 196 50 196 246 52 136 188 23 33 56 
Municipal 11 38 49 12 33 45 11 17 28 1 7 8 
Private 2 18 20 9 51 60 13 62 75 1 17 18 

Total 45 220 265 71 280 351 76 215 291 25 57 82 

Additions 
Daily Fee 30 17 47 51 4 55 80 15 95 19 0 19 
Municipal 12 1 13 11 0 11 10 1 11 1 0 1 
Private 7 1 8 9 6 15 18 6 24 12 0 12 

Total 49 19 68 71 10 81 108 22 130 32 0 32 

Grand Total 94 239 333 142 290 432 184 237 421 57 57 114 

* Figures do not include courses classified as reconstructions; Source: National Golf Foundation; as of 7/22/2004 



Andersons 150 SGN 37-0-0 Poly-S @ 200 Lbs. Per Acre 

(Gridlines are marked in one inch increments) 

Competitor's 240 SGN Product @ 200 Lbs. Per Acre 

When Every Square Inch Counts"' 
To maintain top quality greens, tees and 
fairways, it is crucial that every square inch 
of fine turf gets the resources it needs. 
Small particle, consistently sized granular 
products give the consistency and particle 
count needed to effectively deliver 
nutrients and plant protection. Andersons 
Golf Products offers many small particle, 
high quality products with a wide variety 
of nutrient levels and plant protection 

active ingredients. With Andersons, there's 
no need to worry about improper coverage. 
You can count on us: our nationwide 
network of territory managers, distributors, 
seasoned customer service team, and 
expert R&D staff. To order, call your 
local Andersons distributor. For more 
information, call us at 1-800-225-2639. 
Or you can visit our web site at 
www.andersonsgolfproducts.com. 

Andersons 
G O L F P R O D U C T S 

™ Andersons Golf Products is a trademark of The Andersons Technologies, Inc. 2004 

http://www.andersonsgolfproducts.com


Calendar of events 
Sept. 12-15 
Florida Turfgrass Associations 
52nd Conference & Show 
Hyatt Regency Downtown 
Tampa, Fla. 
Call 800/882-6721 or visit 
www.figa.org 

Sept. 24-26 
International Lawn, Garden 
& Power Equipment Expo 
Kentucky Exposition Center 
Louisville, Ky. 
Call 800/558-8767 or visit 
www. expo. mow. org 

Oct. 5 
OTF Annual Golf Tournament 
Golf Club of Dublin, 
Dublin, Ohio 
Call 888/683-3445 or e-mail 
info @ohio turfgrass. org 

Oct. 13-14 
The Southern California 
Turfgrass Councils Turfgrass 
and Landscape Expo 
Fairplex - LA County Fairgrounds, 
Pomona, Calif. 
Call 800/500-7282 or e-mail 
expo @turfcouneil. org 

Nov. 3-6 
2004 PGMS School of Professional 
Grounds Management and 15th 
Annual Green Industry Exposition 
Charlotte Marriott City Center and 
the Charlotte Convention Center 
Charlotte, NC. 
Call 910/695-1333 or visit 
www. neturfgrass. com 

Nov. 14-16 
25th Annual International 
Irrigation Show 
Tampa Convention Center 
Tampa, Fla. 
Call 703/536-7080 or visit 
www. irrigation, org 

Nov. 16-18 
New York State Turfgrass 
Associations Turf and 
Grounds Exposition 
Rochester Riverside Convention 
Center 
Rochester, N.Y. 
Call 800/873-8873 or visit 
www.nysta.org 

Dec. 7-9 
Rocky Mountain Regional Turfgrass 
Associations 51st Annual Turfgrass 
Conference and Trade Show 
Holiday Inn Denver 
International Airport 
Denver 
Call 303/770/2220 or visit 
www.rmrta.org 

Dec. 7-10 
Ohio Turfgrass Conference & Show 
Greater Columbus Convention 
Center, 
Columbus, Ohio 
Call 888/683-3445 or e-mail 
info @o h io turfgrass. org 

Jan. 6-11 
56th Annual Canadian 
International Turfgrass 
Conference and Trade Show 
Metro Toronto Convention Center 
Toronto 
Call 905/602-8873 or visit 
www.golfsupers. com 

Feb. 10-12 
Golf Industry Show 
Orlando Convention Center 
Orlando, Fla. 
Call 800/472-7878 or 800/933-4262 
or visit www.golfindustryshow.com 

Feb. 27-28 
28th Annual Exposition 
Club Managers Association 
of America 
Ernest N. Morial Convention Center 
New Orleans 
Call 703/739-9500 or visit 
www.cmaa.org 

Books 

Irrigation guide 
to help improve 
course systems 
Chicago - A new book about golf 
course management explains the impor-
tance of irrigation and successful irriga-
tion methods. "Golf Course Irrigation, 
Environmental Design and Management 
Practice" is a guide to developing and 
maintaining effective irrigation systems 
that conserve water and improve course 
aesthetics and performance. 

The authors are James Barrett, imme-
diate past president of the American Soci-
ety of Irrigation Consultants; Brian 

Vinchesi, president of Irrigation Consult-
ing; Robert Dobson, president of 
Middletown Sprinklet Co.; Paul Roche, 
irrigation division manager at S.V. Moffet 
Co.; and David Zoldoske, director of the 
center for irrigation technology at Cali-
fornia State University. 

The book is supposed to help golf course 
architects, builders, superintendents, irri-
gation consultants, designers and install-
ers improve playing conditions in the face 
of diminishing natural resources. Its an 
informative reference for owners, devel-
opers, local officials and students. 

"More than 1.3 million acres of golf 
land use 476 billion gallons of water an-
nually," Barrett says. 
"Course owners and 
operators have con-
siderable responsibil-
ity to ensure that they 
meet environmental 
standards and use 
water as efficiently as 
possible." 

The book costs $75 and can be or-
dered by calling 312/372-7090. 

Tapes 

Bentgrasses video 
explains benefits 
Hubbard, Ore. - Tee-2-Green offers 
an informational video, "Managing the 
Penn A and Penn G Bentgrasses," free to 
turfgrass management educators. The 
video contains the latest information from 
Dr. Joe Duich, professor emeritus at Penn 
State University. Duich is the developer 
of the Penn As and Penn Gs. The video 
also includes comments and information 
from superintendents who currently man-
age the Penn As and Penn Gs on their 
golf courses. 

The program explains the benefits the 
Penn A and Penn G bentgrasses provide 
superintendents and players. It addresses 
aspects of management such as establish-
ment, grow-in, interseeding practices, fer-
tilization, irrigation, mowing maintenance 
and cultural practices. 

Call 800/547-0255 or 800/938-4330 
for a copy of the video. GCN 
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marketing your course I JACK BRENNAN 

Jack Brennan founded 
Paladin Golf Marketing, 
Plant City, Fla., to assist 
golf course owners and 
managers with 
successful marketing. A 
former associate 
publisher for Golf Week, 
he can be reached at 
Jackbrennan@ij.net. 

Important exceptions 

I was a consultant for a course that expe 
rienced an $800,000 loss the previous 
year. The owners solution was to keep 

making the course better, and his young 
superintendent went along with him. Main-
taining the course's 260 acres of groomed 
turf required an annual maintenance bud-
get of almost $900,000. 

My analysis showed that while the 
course was demanding $65 fees, it was 
commanding only $45 golf. That ex-
plained the loss. 

I persuaded the superintendent to de-
termine what would need to be sacrificed 
if the budget were reduced to $650,000. 
The superintendent replied with a list 
that made it close, including letting 60 
acres go unmaintained. The owner kept 
asking what it would look like if this were 
cut or if that were sacrificed. The 
superintendents response, based on his 
carefully considered recommendations, 
was that the course wouldn't look all that 
different. 

Six months after the suggested main-
tenance changes had been made, I vis-
ited the course, and it still looked high 
profile. The owner also lowered the fee, 
which made the course more attractive 
to area golfers. The courses play in-
creased, and along with sacrifices in some 
other areas, the owner was able to cut his 
loss to $230,000 the next year. By the 
third year, they had broke even, and in 
the fourth year, the course was in the 
black. 

It was a lot of work, but the story had a 
happy ending. 

I share this story because, as a marketing 
consultant, the one true measure I use to 
evaluate the performance of a golf course is 
revenue. You can evaluate golf courses as 
being private, public, municipal, military, 
semiprivate or by whatever intended clien-
tele they aim to serve. You also can evaluate 
them for agronomic quality - some are ex-
cellent, others are adequate, and some are 
in poor condition. 

From a business and marketing per-
spective, the critical factor is whether a 
golf course is losing money, is profitable 
or is highly profitable. These are the only 
business possibilities. 

A common mistake of golf course mar-
keting is letting a general expectation 
about what kind of course you have de-
termine how much to charge. While its 

true private courses are usually nicer than 
public ones, and semiprivate courses tend 
to be nicer than municipal ones, there are 
important exceptions. I've seen military 
courses that rival resort clubs. 

It's also a mistake to set your fees based 
on what the average is for your type of 
course in your area. One of the impor-
tant facts I determine for clients is the 
number of rounds played in their area. If 
rounds are limited and the course needs 
to gain players, then those rounds have 
to be taken from existing play, which 
means you can't offer the same combina-
tion of price and value as everyone else 
and expect to gain play. 

It can even be a mistake to think that 
you're better than your competition for 
any intangible reasons. I know a large and 
respected company known for its high-
end courses. It purchased a golf course in 
an area and renovated it to its exceptional 
standards. But the course failed because 
the market didn't need another high-end 
course. Despite its excellent reputation, 
the golfers didn't respond. 

Similarly, but at the other end of the 
spectrum, municipal courses have been 
created to provide inexpensive entertain-
ment for the com-
munity, which gen-
erally means provid-
ing an inexpensive 
product. That's not 
always the case, 
however. For ex-
ample, the commis-
sioners in Denver discovered their mar-
ket would support high-end courses. 
Some of its municipal courses charge $75 
fees successfully. As expected, these 
courses look as good as private courses 
because the players pay for and expect that 
level of course conditioning. You have to 
let the market determine what you charge. 
To do this, you have to analyze and un-
derstand your local market. 

A few years ago, the National Golf 
Foundation surveyed the Raleigh, N.C. 
market, which was supposed to be over-
saturated for golf from a population 
standpoint. What the study found sug-
gested the area could support another 
medium-level course, say in the $30 to 
$40 range. What this meant is that it 
would have been possible for a $20 course 
to invest and move up to fit that medium-

level niche and be successful or for an un-
successful $40 to $50 course to move 
down. 

Critical to being able to properly posi-
tion a golf course is that the superintendent 
should know the difference between $20 
golf, $30 golf or $40 golf because the ulti-
mate business challenge is being able to 
match the target demand and market ex-
pectations. One aspect of this is that the 
superintendent cannot simply accept the 
budget he or she has. If the budget is inad-
equate, the superintendent must explain 
why market factors demand that more 
money is needed. At the same time, if a su-
perintendent has too much budget, then 
he or she should give some of it back. Put 
another way, the superintendent's job is to 
match the necessary course conditions with 
the marketing goals, not do everything pos-
sible to the course. 

I'm sure the thought of giving some of 
the budget back will make many readers 
smile and others laugh. But its good busi-
ness. If a superintendent can get the job 
done with a smaller budget, then the 
money saved will drop straight to the bot-
tom line. The appreciation a superinten-
dent should receive would be the same as 

if several of his or her 
employees came up 
with a great time-
saving idea that 
would free one hour 
from each of their 
days, then ask the 
superintendent what 

else they could do. Those employees 
would be the superintendents heroes. 

When people ask me what marketing 
is about, I tell them the story about when 
the first disposable cigarette lighters came 
out - they were priced around 25 cents. 
The market viewed the lighters as cheap 
and unreliable, and they sat on store 
shelves and in warehouses. Then some 
marketing was conducted, and the light-
ers were reintroduced at $1 each. They 
sold quickly because they were perceived 
as a quality product. 

Marketing is meeting or exceeding ex-
pectations to the ability you can afford 
and the market demands. Its not about 
doing everything possible. It's simply the 
age-old, revenue-minus-cost-equals-profit 
equation. After all, the objective of mar-
keting is profit. G C N 

IT 'S ALSO A MISTAKE TO 
SET YOUR FEES BASED ON 

WHAT THE AVERAGE IS 
FOR YOUR TYPE OF 

COURSE IN YOUR AREA. 
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design conceptions I JEFFREY D. BRAUER 

A twist on course plans 

Ihave been discussing with a few clubs 
developing something other than a 
master plan for them. I call it a theme 

book or a premaster plan. This is a new 
twist on course planning for me. 

The idea is that you, as a superinten-
dent, do many things in-house without 
going to the expense of using an archi-
tect. Now, I could, and probably should, 
spend the rest of this column debating 
the wisdom of that, but for the moment, 
I'll agree you probably don't need to call 
me or my brethren always to help you 
when you decide to stabilize a creek bank 
or plant a few trees. 

Any change you make to your course 
is subject to criticism from just about 
anyone who plays the course, and in 
many cases, even from folks who simply 
drive by. And, you continually hear sug-
gestions from well-meaning golfers who 
don't understand why you can't imple-
ment their great ideas. The clubs I've dis-
cussed this with realize it might be handy 
for their superintendents to have a pre-
conceived guide to such changes, justify-
ing them in the context of the overall 
theme of the club, their maintenance 
budget and construction options that fit 
both. 

A complete master plan, with phasing 
and cost recommendations, addresses in-
house changes. But many master plans 
and/or renovations stem from a laundry 
list of specific problems noted by mem-
bers, the committee or the superinten-
dent. Then, clubs dive right into changes 
without looking at deeper, underlying is-
sues. It's comparable to a freshman not 
wanting to start with basic 101-level 
courses and preferring to jump right into 
graduate-level courses. 

While this preplanning process should 
be the start of any master plan, it can be 
almost as valuable, even if your consult-
ing architect draws an example plan only, 
perhaps using one typical hole, or no 
plans at all. It's important to start at the 
beginning. 

A golf course theme is often overlooked 
as a basic guide to design, but perhaps 
it's more important than most people re-
alize. Courses can look like Augusta Na-
tional or Pine Valley if the proper plan-
ning is implemented. Landscaping is an 
obvious example of emulating a course. 
If you want your course to have a refined 

look, similar to Augusta National, then 
you might lean toward formal flowers and 
exotic trees for your landscaping. If you 
want the rugged look and feel of Pine 
Valley, native grasses and trees would be 
a better choice. 

In these premaster plans, frank talk 
about budgeting is essential to setting 
your course. In one case, a club wanted a 
formal look. However, when surveying 
the budgets of top clubs in the area, we 
found its budget was about 80 percent of 
those top clubs, and its members weren't 
keen about major dues increases. I was 
surprised to see the top dozen courses in 
the area had $1-million budgets, and the 
13th had a maintenance budget o f 
$998,000. 

For example, when you propose 
plantings — which are maintenance items 
above and beyond an essential mainte-
nance budget of perhaps $600,000 — to 
carry out a formal look, it seems quite 
obvious the course should have fewer 
high-maintenance landscaped areas than 
the highest budgeted clubs. The logical 
conclusion is that if similar but higher-
budgeted clubs have an acre of annual 
flowers, then your club should have no 
more than 0.8 acre 
of annual flowers, 
and probably less, 
because flower 
maintenance is a 
higher percentage of 
the discretionary 
budget. 

The preplan then would allocate the ar-
eas of highest impact for plantings, such 
as at the front entry, clubhouse, first and 
10th tees and any multiple tees where the 
same flowers can be viewed twice. Then, 
if someone gets the idea that a new flower 
bed is perfect for the 14th tee, you have 
justification for saying no. 

Using creek bank stabilization as an-
other example, the options include leav-
ing the bank as dirt, adding native veg-
etation or using a hard surface, such as 
gabion walls, cement bags or a formal re-
taining wall. A Pine Valley-themed course 
would presumably opt for native vegeta-
tion, assuming the strength of flooding 
doesn't dictate the hard surface, but a for-
mal course probably needs a hard surface. 
The issue in that case would be looks ver-
sus cost. It might be that any work in criti-

WHILE THIS PREPLANNING 
PROCESS SHOULD BE THE 

START OF ANY MASTER 
PLAN, IT CAN BE ALMOST 

AS VALUABLE. 

cal-view areas receives a more expensive 
wall, and areas well hidden receive less 
expensive treatments. 

This plan can go through a general and 
detailed discussion of every area of con-
cern on your course - tees (size, shape 
and style, orientation, access and circula-
tion), greens, bunkers (styles and type, 
whether to use fabric liner), fairway and 
fairway-tree-corridor width, grass types, 
ponds, cart paths, etc. to determine, in 
order, what best fits your theme, what best 
fits your budget and what your most prac-
tical options are. As with comparable bud-
gets, it might be handy to include pic-
tures of similar clubs and solutions they've 
found successful — especially with things 
such as using new grass types — as a guide 
to your improvements. 

What's missing from these nontradi-
tional documents is a phasing plan. Many 
golf course changes don't fit a schedule 
well. Natural conditions, such as freeze 
or flood, change priorities and budgets. 
What's added is an in-depth discussion 
of the deeper, underlying assumptions 
behind any recommendation for change 
presented in a binder. 

Depending on how familiar your ar-
chitect is with your 
course, costs should 
be less than a com-
plete master plan. 
Depending on how 
much he or she is 
planning to write 
about the subject, 

your theme book might vary from a thin 
document to a coffee-table book located 
in the clubhouse for easy viewing. The 
cover of this book or binder should be of 
soft leather to connote an air of author-
ity and to soften the blow of the 
superintendent's finger as he points and 
jabs at it when discussing changes with 
members! 

Sharing the information about how you 
decide to maintain the course with your 
members via this type of document can 
provide valuable interaction with them. 
Most importantly, if you're in the market 
for architectural advice, tweaking the tra-
ditional master plan format to something 
like this premaster plan format might 
prove to be a better tool to keep renova-
tions on a consistent path for your club 
or course. G C N 

Jeffrey D. Brauer is a 
licensed golf course 
architect and president of 
GolfScapes, a golf course 
design firm in Arlington, 
Texas. Brauer a past 
president of the American 
Society of Golf Course 
Architects, can be 
reached at 
jeff@jeffreydbrauer.com. 
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a vancing the game I JIM MCLOUGHLIN 

Jim McLoughlin Is the 
founder of TMG Golf, a 
golf course develop-
ment and consulting firm 
(NAAAW.TMGgolfcoun9ei.com) 
and Is a former execu-
tive director of GCSAA. 
He can be reached at 
golfguide@adelphia.net. 

Win in a tight job market 

An oversupply of talent is a waste 
of talent. The marketplace will bal 
ance the availability of people to 

jobs in due course, but during the time it 
takes this to happen, talent drifts and frus-
trations grow. 

Tight employment makes it difficult for 
qualified school graduates to find jobs, ad-
vance once employed and almost impos-
sible to peak in a career. As a result, tal-
ented professionals lose their edge, fail to 
grow, get complacent and become vulner-
able in their jobs and at home. 

Could there be a clearer indication of an 
industry suffering through these pains than 
when: more than 125 superintendents ap-
ply for every decent job that becomes avail-
able; a good superintendent can submit a 
solid resume to a dozen search committees 
and never get a call for an interview; assis-
tants remain on jobs for six years instead of 
three; and the majority of superintendents 
are more fearful of losing their jobs than 
feeling secure in holding their jobs? 

Welcome to the high-risk world of the 
golf course superintendent. At a time when 
there are too many turf management 
schools, more are coming on line every year. 
These schools are graduating more than 
3,000 students annually into a national golf 
economy where there never has been more 
golf courses throughout the country facing 
forced sales and where there are 60 percent 
fewer new golf courses opening each year 
than at the recent turn of the century. 

What should an aspiring superintendent 
do? 

The correct answer can be stated simply 
but not translated easily into a robust ca-
reer. First, get a complete education while 
in school and continue thereafter. Second, 
outprepare your competition when seeking 
a job. Third, plan ahead and know when to 
seek change in your career. 

History shows the consistent weak link 
in the above scenario is how ineffectively 
superintendents (golf professionals and 
managers, as well) pursue jobs. In a profes-
sion that has made a limited commitment 
to teaching the art and science of seeking 
employment, is it any wonder golf course 
superintendents generally don't know how 
to separate themselves from the field when 
applying for jobs. They seek to be included 
within the job competition because some-
body always will be selected by a process of 
elimination, not win the competition be-

cause they dont know how to win a job 
outright. 

Typically, superintendents overload re-
sumes in naive attempts to win jobs quickly, 
overlooking the far more imperative goal of 
getting interviewed. The resume should 
serve as a tease and not as a historical docu-
mentation of ones career. 

Interviewing superintendents tend to 
spend too much time discussing past jobs 
and not enough time presenting a plan of 
action for the available job. Experienced 
interviewees learn to reverse this emphasis. 

The difference between applying to win 
a job versus applying to compete for a job 
boils down to taking a creative initiative and 
endless preparation. Examples follow. 

1. Taking the initiative begins with the 
cover letter. Its often simply thought of as a 
vehicle to introduce the resume, but the 
cover letter presents the unique opportu-
nity to set up the entire application process. 

No credible action plan can be presented 
to search committees without the candidate 
first gaining access to the good and bad de-
tails of current and past maintenance pro-
grams at a golf course. The cover letter is 
the means best suited for gaining access to 
this information. 

For example, using 
appropriate profes-
sional language 
within a cover letter, 
a candidate would 
ask for access to (not 
possession of): copies 
of all recent USGA 

TAKING THE INITIATIVE 
CONTINUES WITH THE 
DEVELOPMENT OF A 
PERSONAL CAREER 

WEB SITE. 

Green Section reports; recent department 
financial statements and current-year bud-
gets; program operational records; appro-
priate personnel files with job descriptions; 
computer system profiles; in-house print, 
audio and video educational programming; 
and the opportunity to walk the course with 
a member of the green committee and, if 
plausible, the outgoing superintendent. 

Only with this information in hand can 
a candidate prepare a deft plan of action ca-
pable of getting the job. 

2. Taking the initiative continues with the 
development of a personal career Web site 
— a new concept in the highly competitive 
job-seeking world. 

Development guidelines and the formats 
needed to prepare a personal Web site are 
available on the Internet and through pro-
fessional consultants at a cost that should 

fall within a few hundred to a few thou-
sand dollars. An enterprising superintendent 
should be able to design his or her own Web 
site at almost no cost. 

The target audience for a personal-career 
Web site is the search committee the candi-
date approaches in each job application. The 
Web site should include text, digital pho-
tographs and graphics to profile the 
candidates academic record, assistant posi-
tions held, past and current superintendent 
jobs, special projects and accomplishments 
the candidate has been involved with at each 
stop throughout his or her career. 

Presenting a superintendents or an 
assistants career Web site address within a 
cover letter will immediately realize the fol-
lowing invaluable goals: (1) virtually guar-
antee the candidate an interview; (2) take 
the pressure off the resume by presenting 
an easily accessed, highly professional sum-
mary of the candidates career; and (3) ease 
the interview process by pre-educating the 
search committee about the candidates ca-
reer before interview. 

3. Taking the initiative concludes with the 
job description. Because most clubs and golf 
course operators have yet to incorporate job 
descriptions within their management struc-

- ture, this translates 
into the candidate 
basically drafting a 
first-time job descrip-
tion or amending an 
existing job descrip-
tion when applying 
for a golf course su-

perintendent position. 
Including a projected job description 

within an applicants plan of action is the 
equivalent of turning the light on in a dark 
room. Search committees that generally lack 
a good summary understanding of the golf 
course superintendent positions they at-
tempt to fill fall in love with candidates who 
can deliver such program-defining mission 
statements into their hands. 

Rarely can a job candidate trump a com-
petitive field. This possibility exists today 
every time a candidate commits to total 
preparation through the creative use of cover 
letters, individual Web sites, job descriptions 
and other well-established practices. 

Prepare now and play to win. Its the only 
way to ensure solid times at bat in the cur-
rent highly competitive job application 
market. First come, first served. G C N 
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STEVE MONA 

CHIEF EXECUTIVE OFFICER 
OF THE GOLF COURSE 

SUPERINTENDENTS 
ASSOCIATION 
OF AMERICA 

What has been the biggest 
change in golf during your 

career? 
Golf has become a business. Now, is that a 
bad thing? Not necessarily, because through-
out the same period of time, golf has moved 
into the mainstream of society. For ex-
ample, in the early 1970s when I was in 
high school and started playing, you were 

ridiculed for being a golfer. Golf 
was a fringe, niche sport then. 
Today, it's estimated that more 
than 10 percent of the popula-
tion plays golf. Golf has be-
come a respected team sport at 
the high school and college lev-
els. The evolution of golf as a 
business has been one factor in 

bringing the game into the mainstream of 
society. 

More golf courses and players encour-
aged invention and investment. Major ad-
vances in golf technology have been made 
in every aspect of the game - in clubs and 
balls, golf carts, irrigation systems, 
turfgrasses, mowers and plant protectants. 

Of course, not all change to the game has 
been good, especially for those who revere 
the good old days. But golf is now big 
business, and it has to be viable. Wall Street 
is involved, and investors want a return on 
their investment. So, golf is now a tougher 
business. 

What is the biggest challenge 
for the superintendent today? 

That's a tough question because there are a 
number of challenges. Probably the one 
talked about the most is the demand for 
near-perfect playing conditions - what's 
been labeled the Augusta Syndrome. In 
such a competitive market, the customer is 
clearly in charge. So, golfers watch the 
Masters on TV and then decide they want 
their own course to look that good. If they 
are willing to pay for exceptional course 
quality, then the superintendent can prob-
ably invest in the necessary turfgrass, fertili-
zation, mowers, grooming equipment and 
irrigation advancements to produce the de-
sired result. But perfect course conditions 

are often not possible for budget or agro-
nomic reasons. 

Does the GCSAA officially 
advocate more realistic 

playing conditions? 
Our position on green speed or other course 
expectations isn't to say what should or 
should not be done but rather to commu-
nicate the facts and the costs. We advocate 
that each facility make decisions based on 
the economic and agronomic factors that 
are right for that particular course. In some 
locations, aiming for perfection is easier 
than in other locations. The role of a good 
superintendent is to tell the employer the 
costs in terms of plant stress, added labor 
and other inputs. 

We also communicate to employers about 
the superintendent's side of the business. 
Our Leader Board newsletter goes to em-
ployers six times per year. The content aims 
to educate employers about the game from 
the golf course management side of the 
business. Addressing the unrealistic expec-
tations issue, even from an education per-
spective, requires reaching the decision mak-
ers who ultimately must answer to the 
golfers. 

What are other major 
challenges? 

The environment is a significant challenge 
for superintendents and a huge issue for the 
industry. Any given superintendent might 
not be facing an environmental challenge 
presently, but the chances are that they will 
sometime during their career. 

For the industry, the big issue is that 88 
percent of the public does not play golf. 
The industry needs to educate and influ-
ence the huge court of public opinion 
about what we do, why we do it and the 
benefits of golf and golf courses. 

What are the specific 
environmental issues? 

We've identified five - water quality and 
availability; golf course siting, design and 
construction; integrated plant management; 
energy and waste management; and wild-

life and habitat management. 
To address these issues, the GCSAA, in 

February 2003, converted our charitable 
foundation into the Environmental Insti-
tute for Golf (EIFG). In July 2003, we 
identified five strategic issues and created a 
task force for each issue, including EIFG 
two task forces for water, one addressing 
availability and one quality. 

With a generous $93,000 donation from 
the Toro Foundation, made during the 2004 
GCSAA Show, we are conducting an exten-
sive literature search on each of the strategic 
issues. Our goal is to identify the knowledge 
gaps, obtain information to fill those gaps, 
and create a body of knowledge regarding golf 
and the environment. We will post this body 
of knowledge online where it will be available 
to developers, owners, architects, superinten-
dents, builders, communities, legislators and 
regulators. 

From a public policy perspective, the end 
game is to provide the information needed 
to enable appropriate and fair-minded leg-
islation and regulation. From an industry 
angle, the goal is to create environmental 
best management practices and then incor-
porate them into our education programs. 
We plan to introduce a body of knowledge 
during the Golf Industry Show in February 
in Orlando. 

I Are you addressing broader 
I environmental issues as well? 

On pesticide issues, we cooperate with Re-
sponsible Industry for a Sound Environ-
ment (RISE), whose executive director, 
Allen James, serves on our environmental 
programs committee. And members of 
GCSAA staff serve on RISE committees. 
Pesticide issues are both national and local, 
with cities like San Francisco banning their 
use. When a community bans pesticides or 
severely restricts them, then the superin-
tendent doesn't have the tools they need. 

Water is also a national, regional and local 
issue. Water availability is always an issue in 
the West, but it can become an issue in any 
local community that's experiencing a drought. 
In the areas where water is abundant, the issue 
tends to be quality. 
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We also seek to educate the public about 
broad, green-industry issues through par-
ticipation in the Evergreen Foundation. 

Does the GCSAA lobby? 
Yes, for issues that could impact golf. 

We retain a law firm in Washington, D.C., 
that monitors Congress and key federal 
agencies, such as the Environmental Pro-
tection Agency. They have helped us present 
the association's perspective on a number 
of environmental issues - the Food Quality 
Protection Act and the Americans with 
Disabilities Act. 

What's the story behind the 
GCSAA Show becoming the 

Golf Industry Show in 2005? 
The Golf Industry Show came out of dis-
cussions with the National Golf Course 
Owners Association (NGCOA). Combin-
ing the two shows means bringing their 
1,000 show attendees together with our 
20,000, and their 10,000 square feet of 
exhibit space with our 250,000 square feet. 
Both organizations will maintain separate 
education tracks at the Golf Industry Show 
in 2005. 

The result of all of this is that attendees 
will be given broader exposure to the game 
and the show will be stronger. The revenue 
sharing agreement ensures that we both 
profit proportionately to our contribution, 
and it protects the historic amount the 
owners have gained from their show. 

I What are the benefits for 
I superintendents? 

The Golf Industry Show will be bigger and 
stronger. It also creates opportunities for 
superintendents and owners to have an 
ongoing dialog and learn from one another. 
While there will not be joint education in 
2005, over time you'll see a morphing of 
elements of the education programs to-
gether. One day you might not be able to 
tell which session you're in - an owner 
session or a superintendent session. 

Both association boards will hold a joint 
meeting in Orlando. We've also invited own-
ers to attend our seminars at the member rate, 
and they can sit in our educational sessions 
and forums at no cost. In 2006, we'll jointly 
develop specific education that appeals to 
both superintendents and owners. 

What new educational efforts 
are under way? 

We are getting involved in virtual educa-
tion. Access to our education is limited 
because some superintendents can't get to 
our meetings or the annual show. We've 

offered correspondence courses and online 
training to help fill this gap but six months 
ago launched live Web-cast training. It's an 
emerging technology that lets superinten-
dents get the same classroom-type training 
that we give at regional seminars and at our 
annual conference and show. But they get 
this at their own offices. All they need is a 
computer. We've done four Web-cast pro-
grams already, and all have been well re-
ceived. We're excited by this new way to 
serve our members' training needs. 

What is the long-term vision for 
the show? 

We have, and are talking to, other associa-
tions, including the architects, builders and 
managers associations. Ultimately, the Golf 
Industry Show could represent all the facets 
of the game from design through construc-
tion, maintenance and operations - every-
thing up to the player level, which is handled 
at the PGA Show. 

What is happening at the 
GCSAA chapter level? 

There are now 103 affiliate chapters. Un-
der our formal relationship all members of 
a local chapter are also members of GCSAA. 
An important organizational goal is to have 
all local chapters operate at a standard 
performance level with some standard com-
petency. We offer local chapters a speaker's 
bureau, educational resources and regional 
seminars they can participate in. Some 
research is also done at the local chapter. 
We invest something like $200,000 in 
research each year. One condition is that it 
must be cofunded at the local level and 
must meet other requirements. 

Is the GCSAA membership 
elitist? 

The perception is that we are skewed to the 
high-end clubs, but our membership data 
shows that we have across-the-board repre-
sentation. On a percentage basis, we tend 
to have stronger representation of the tradi-
tional higher-end facilities than daily-fee 
courses. Perhaps this is because of tradition 
- the superintendent at many of these 
courses is simply expected to be a member, 
and the costs are covered. These clubs also 
have the necessary staff to make it easier for 
the superintendent to participate in meet-
ings and trade shows. But our goal is to 
attract, serve and retain superintendents 
from every area of the game. 

What is the most underutilized 
association resource? 

Our career planning service. For no cost, 

members can find out where they need to 
strengthen themselves and develop a per-
sonal road map to help them move along 
their intended career path. This is one 
service every member should want. Super-
intendents stay in one position for an aver-
age of seven years, and the association can 
help in career advancement. Educating 
members on all the available resources is a 
challenge, but any superintendent that looks 
into all that his or her association has to 
offer will be surprised at breadth and depth. 

How good of a job is the 
GCSAA doing for members? 

Most of our feedback comes from survey-
ing members about a wide variety of pro-
grams and services, so we're being told how 
we're doing all the time. Overall, the best 
measure of how well we are doing is our 
superintendent member retention rate, 
which runs in the 90-percent to 92-percent 
range. We do know that superintendents 
leave the GCSAA for a number of reasons, 
and we are actively addressing the reasons 
why they leave. 

Does the GCSAA have the 
necessary resources? 

One of the great things I found when I 
joined the GCSAA 10.5 years ago was that 
the association was on solid ground finan-
cially. I credit the previous executives and 
boards for this. I would describe the GCSAA 
as well funded but not rich. We have the 
resources to accomplish some things that 
we really need to do, but we can't do 
everything. Our vision exceeds our re-
sources, so resource allocation is a chal-
lenge. We constantly have to ask ourselves 
what is the highest and best possible use of 
our resources? 

We're also making sure that we protect 
and grow our key assets. Creating the Golf 
I ndustry Show will help ensure that it grows 
and is successful. 

| What is your vision for the 
I GCSAA? 

I'd like to see the Golf Industry Show 
become as important as any show in the 
golf industry by 2008. I'd like to see the 
industry be viewed as an environmental 
leader by the public. I'd like to see the 
association engage its members to a greater 
degree. The true measure of association 
success is having members that can say that 
their association is well run and is doing 
great things for them. GCN 

Steve Mona can be reached via e-mail 
at smona@gcsaa.org. 
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Introducing a weather station 
you can't afford not to use. i 

Rain Bird WS PRO LT. 
The feature-packed, value-priced Rain Bird ' WS PRO LT is designed 
to help eliminate the guesswork in determining accurate sprinkler 
run times. Sensors collect weather data used to calculate an ET 
value. Using this value, the central control system can automatically 
program run times without over- or under-watering. Features include: 

• Automatic ET Download with Optional ET Override — 
Automatically use ET in calculating irrigation run times, or use 
only as a guide when selecting user-defined run times for an entire 
system or specific areas. 

• Weather Data Reports — Run customized weather reports by the 
hour, day, week, month or year. 

• Easy Installation — Eliminate the need for any wiring by selecting 
wireless communication and solar panels. 

The Intelligent Use of Water." Weather stations are vital 
components of an irrigation system for maximizing efficiency. 

For more information, see your authorized Rain Bird distributor, call 800-984-2255 
or visit www.rainbird.com/golf. 

"I saw myself as doing a pretty 

good job of managing water 

around the golf course, but now 

with this affordable option, I 

know I'll be doing an even better 

job of saving water, as well as 

reducing energy costs and wear 

and tear on my pumps." 

Bob Marshall, Superintendent 
Skaneateles Country Club 
Skaneateles, New York 

RAIN^BIRD 
© 2004 Rain Bird Corporation USE READER SERVICE # 2 5 

http://www.rainbird.com/golf
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W I T H O W N E R S H I P C O M E S T H E F R E E D O M T O M A K E 
D E C I S I O N S B U T A L S O L O N G H O U R S A N D H I G H R I S K 

by 
JOHN 

WALSH a; 
ccording to the Golf Course Superin 
tendents Association of America, only 

. two percent of its members have own-
ership in a golf course. High risk, money and 
long hours are the main reasons why more 
superintendents don't own golf courses. Su-
perintendents who are also owners say the re-
wards must equal or supercede the risk as they 
take on additional operational responsibilities 
and consider long-term retirement plans. 

Operational issues 
Tim Stare, superintendent and part owner 
of Raymond Heights (Wis.) Golf Center, 
handles most aspects of the business. Stare 
gets help from his long-time friend and busi-
ness partner, Bob Maibusch, certified su-
perintendent of Hinsdale Golf Club in 
Clarendon Hills, 111. Maibusch, the other 
owner of Raymond Heights Golf Center, 
helps Stare with the technical aspects of 
maintaining the nine-hole public course. 
Stare says the two are like split superinten-
dents at the golf center. 

The par-3 course also has a lighted driving 
range and an 18-hole miniature golf course. 

"Its more of a family golf center," Stare 
says. "A lot of people that get into a par-3, 
mom-and-pop course don't know a whole a 
lot about golf course ownership. 

"Its a challenge because we don't have the 
best equipment. We're still using gang mow-
ers and walk-behinds. We struggle along, 
hand mowing and gang mowing to keep 
customers happy. The customer's aren't very 
savvy players and are not overly critical of 
the course." 

The course is open seven months a year, 
and there's only three months to make sig-
nificant money, Stare says. 

"It's a struggle," he says. "Every day can 
be a surprise - one minute I'm in the bar 

pouring drinks talking with customers, and 
the next, I'm hopping in my pick up truck 
to pull a golf cart out of the mud." 

Maibusch owns the course for fun. He also 
uses his ownership as a business plan, mainly 
as a retirement nest egg. 

"It's a struggle right now," he says. "We may 
have to sell the course because we haven't been 
doing well. We've lost a lot of days to rain." 

Maibusch isn't very involved in the opera-
tions at the Raymond Heights Golf Center 
because his priorities are with Hinsdale. Some 
Saturdays he drives up to Raymond Heights 
to help Stare. 

"I'm not very involved with the day-to-day 
decisions," he says. "I have a partner that I've 
known my entire life. I trust him with my 
childrens' lives. If it wasn't for my partner, I 
wouldn't have pursued this." 

Payment also can be different if a superin-
tendent is also an owner. Jim Johnson, certi-
fied golf course superintendent of The Rail 
Golf Club in Springfield, 111., draws one sal-
ary for both of his roles - superintendent and 
part owner. Johnson is one of several part-
ners that have ownership in the club. There 
are cash payouts to the other partners once a 
year if the course is performing well. If the 
course isn't performing well, there could be 
a cash call, in which all the partners are re-
quired to supply cash to help the operations 
of the course because it's in the red, but that 
hasn't happened yet. 

"We get a nice return," Johnson says. 
The Rail is a public, 18-hole course de-

signed by Robert Trent Jones. 
Johnson says being an owner puts more 

pride in his job because he helped build the 
course. Also, Johnson's relationship changed 
tremendously with the customers because 
part of the role of an owner is to be in front 
of and talk to customers. 



One of Cleve Cleveland's improvements to the Newark Valley Golf Club 
has been irrigated fairways, which some of his competition doesn't have. 
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"I get to meet a ton of people," he says. 
"Now I get to meet and greet, talk with them 
and see them twice a week. When you re out 
on the course, you don't get to hear what 
people say about it. Now I can hear the com-
plaints and the compliments and can pass 
them on to the assistant superintendent, who 
is more in charge o f the day-to-day opera-
tions o f the course. " 

Johnson works more hours, too. 
"When I was just the superintendent, I 

worked from 5:30 in the morning to about 
3 : 0 0 or 4 : 0 0 in the afternoon," he says. 
"Now, as both part owner and superinten-
dent, I work from 5:30 in the morning un-
til 9 :00 or 10:00 at night." 

Control over spending also changes as an 
owner. Newark Valley (N.Y.) Golf Club, an 
18-hole public course, used to be a bare-bones 
course until Cleve Cleveland, the courses cer-
tified superintendent and owner, put money 
into it, and improved it by doing things like 

building his own irrigation system. 
"I've been building the course since 1980," 

he says. 
Improving and operating the course is a 

cost-benefit situation for Cleveland. 
"A lot o f the low-end public courses don't 

have the money to invest in their course, but 
it doesn't make sense for them to put more 
money into the course because the fees they 
charge wouldn't cover the expense o f the 
upgrades," he says. "A lot o f my competi-
tion doesn't have irrigated fairways or as good 
turf as I do, and they still attract customers. 

"My budget figure is very flexible and 
many of my decision are based on whether 
or not I think the expenditure is going to 
make me money. My salary is what's left at 
the end of the year." 

John Gehman, golf course superintendent 
of Butter Valley Golf Port in Bally, Pa., says 
one of the benefits of owning his own course 
is that he has complete control of the budget. 
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The Raymond Heights Golf Center In 

Wisconsin is open seven months a year. 

"I don't have to work for someone else," 
he says. "I get to make the choices. I'll spend 
money where there is no return, but I know 
it makes the place look better." 

Last fall, a crew member left, and Gehman 
picked up the additional responsibilities. 
Looking back, he says he was spread too thin. 
Gehman's son Joshua is coming in next year 
to take over the superintendent's position and 

Timing and money are keys to course ownership 

Superintendents who want to buy a golf course or driving range need 
timing and money on their side. Persistence also helps. 
Tim Stare, golf course superintendent of Raymond Heights (Wis.) Golf 

Center, and his long-time friend and business partner, Bob Maibusch, cer-
tified golf course superintendent of Hinsdale Golf Club in Clarendon Hills, 
III., have owned the golf center for 12 years. 

Stare and Maibusch grew up together developing a love of the game 
of golf and wanted to get into the business of golf on a personal level. 

An opportunity came about when Maibusch saw an ad in the Chicago 
Tribune about a golf course for sale. 

"The price was something we couldn't ignore," Stare said. "It was 
$250,000 for the whole place. We didn't have the cash, so we took out a 
five-year lease with an option to buy. After we took it over, it was making 
money, and we only had to take out a loan for a little more than $200,000." 

Maibusch, who has been a superintendent at Hinsdale, a private 18-
hole golf course, for 22 years, always had an interest in owning a golf course. 

"I looked at umpteen golf courses before I bought this one," he says. 
"The stars were aligned. My partner left a successful career at IBM to 
run the course." 

The previous owners of the golf center weren't interested in operat-
ing a golf course and wanted to use the land for something else. When 
zoning prevented them from using the land as they wanted to, they let 
the course deteriorate. 

"There were dandelions growing in the fairways and on the greens," 
Stare says. "We've rebuilt the reputation of the place. We won the Blue 
Chip Enterprise award from Mass Mutual Life in 1997." 

Jim Johnson, certified golf course superintendent of The Rail Golf Club 
in Springfield, III., has been there since 1975. When the course was built 
in 1969, he worked there while he was in high school during the sum-
mers. In 1973, the back nine opened, the same time Johnson went to 
Penn State University. After a year at Penn State, he went back to the 
course, and then management hired him as the superintendent. 

In 2000, the club offered Johnson the general manager position in 
addition to the superintendent position he had already. 

In 2001, the course was sold, and the new owner, Bill Smith of Green 
Fairways, gave Johnson an opportunity to become part owner. Johnson 
became one of the owners after working for Smith for a year. Johnson 
says the partial ownership did take cash (he declines to say how much) 
and that there are several other owners of the course. 

"Being an owner changes your perspective," he says. "You really look 
at the expense side of it and how you can save money here and there 
and still provide the same quality conditions." 

Cleve Cleveland, certified golf course superintendent of Newark Valley 

(N.Y.) Golf Club, an 18-hole public course, has been superintendent and 
owner since 1979. His parents built the course in 1958. He started working 
on the course at the age of 12 and bought the course from his parents in 
1976. 

"I've worked on this course my whole life," he says. "I was an owner who 
was forced to be a superintendent." 

After high school, Cleveland went to college and majored in account-
ing because he wanted to work for the FBI. During his college tenure, he 
worked on the course. 

"I then went to Houston to get experience in the accounting field, and 
my father fell ill," he says. "I got a call from my mother saying that I would 
have to come back or they would have to sell the course. So I came back." 

The mom-and-pop operation, as Cleveland puts it, never had a super-
intendent other than his father, who was a farmer. 

"We couldn't afford to hire a superintendent, so I took on all the roles." 
Cleveland became a certified golf course superintendent in 1995. 
John Gehman, golf course superintendent of Butter Valley Golf Port in 

Bally, Pa., says his family built the course in 1969 and his dad opened it. The 
land had been in the family since 1792. Gehman started working on the 
course for his dad when he was 14. His folks retired in 1985. 

"This is a family business," he says. "I have a tough time imagining how 
people go from one course to another. I know exactly where everything is 
on this course." 

A plan was in place for Gehman and his wife to buy the course from his 
parents. First, they become half owners of the course, and then in 1985, 
when his parents retired, they became sole owners. He says that in about 
10 years, when his son Joshua will be 40, he will get him involved in the 
ownership of the course. 

Dale Reash, certified golf course superintendent of Countryside Coun-
try Club in Clearwater, Fla., has been there 12 years, has been a superin-
tendent for 25 years and has been with Club Corp. for 27 years. 

More than six years ago, Reash's wife was working for Club Corp. in the 
accounting department and wanted to leave the company. Around that 
time, Reash and his wife put together a group of people who wanted to 
buy a golf course, but that fell through, so he and his wife looked at other 
small businesses, such as motels and other real-estate ventures, to buy to 
have as a nest egg when he retires. 

When looking for a business to buy, a business broker left Reash a mes-
sage on his answering machine about a driving range that happened to 
be two miles away from his house. Reash and his wife have owned the 
range for six years. 

"Operating a business is always a learning experience," he says. "There 
is always something that pops up unexpectedly. It's a lot of work." G C N 
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will be able to concentrate more specifically 
on turf management than he did. 

Another aspect of ownership is dealing with 
customers, and Gehman has help with that. 

"Ive got a couple of good people in the pro 
shop to schmooze customers," he says. "I don't 
get the same reaction from them that these 
guys do. I like sitting on the tractor and mow-
ing. Customers have said they like the course 
because they see the owner working." 

As an owner, Gehman says he can choose 
which customers he wants and which ones 
he doesn't. 

"If I'm on the course and I have problems 
with golfers, I've got no problem telling 
them to take a hike because they don't know 
they're talking to the owner." 

Some superintendents might not be able to 
own a golf course, but the next best thing 
could be a driving range. Dale Reash, certi-
fied golf course superintendent of Country-
side Country Club in Clearwater, Fla., says 

his wife primarily 
runs the driving range 
they own. During the 
first two years of own-
ership, Reash was in-
volved actively with 
the range but couldn't 
continue that and do 
his job as superinten-
dent of Countryside. 

"We found good people to work the 
counter," he says. "It's done well enough 
where we can hire people. It's been good." 

Reash and his wife employ 10 workers. 
One of them, a maintenance person, is full 
time, and the rest are part-time employees. 

one course is all he can handle. 
"I'm looking to retire," he says. "I'm do-

ing everything. I'm always scrambling to find 
employees to man the clubhouse. Having 
another course would be ridiculous. 

"Down the road, I'll get to a point where 
physically I can't do the job and will need 
to hire people to help out. Eventually, I'll 
sell it or bring in a young superintendent 
who's willing to work like this." 

Gehman says his intent is to sell the 
course to his son, but Gehman won't get 
top dollar for it because he doesn't want 
to put his son behind the eight ball. 

Reash, who works for ClubCorp, says 
there have been opportunities to acquire 
ownership of golf courses on the West 
Coast and in Florida, but nothing that's 
attractive to him. 

"I've also had calls for a driving range 
about two hours away, but you need to 
be real close to a small business like that," 
he says. 

Recommendations 
Superintendents who have ownership also 
have advice for other superintendents who 
might be thinking about ownership. 
Maibusch says every superintendent 
would love to have a piece of ownership, 
but not everyone is willing to jump 
through the hoops to get it. 

"I looked at courses for more than 10 
years before I found the right one," he says. 

Superintendents who want to be part 
owners of high-end courses need deep 
pockets, according to Stare. 

"Ownership could be fun if it's a mu-
nicipal course that requires low mainte-
nance," he says. "If you're doing it on the 
side, be open and honest with your main 

The range, which is open every day of the 
week, also has three instructors and is lo-
cated in a dense area where 70,000 cars drive 
by daily, according to Reash. 

Down the road 
Superintendents' ownership plans for the 
long term vary. Stare's intention is to own 
Raymond Height Golf Center long term, 
until retirement. 

"People come here to learn to golf," he 
says. "We're not looking to expand. We're 
taking things slowly. Perhaps we could sell 
it after we pay off the debt and make some 
money. We're in a quickly growing area be-
tween Chicago and Milwaukee. We have 36 
acres. We could make more money selling 
it to someone who wants to build a busi-
ness park. It seems like a pretty good retire-
ment nest egg." 

Maibusch says it's unlikely he will own 
another course anytime soon. 

"My plate is full right now," he says. "But 
I'll always entertain the thought of a good 
deal. I'm happy with my job and my part-
ner. For us, it's kind of a labor of love. I'd 
like to think we're doing something to mar-
ket the game. We market our course to kids 
and families. There are not a lot of courses 
like that. We're not going to get rich on the 
day-to-day operations. The investment 
comes with selling it, whenever that is. The 
return on investment isn't huge with this 
business model. Many people are not will-
ing to make the 10- to 15-year commitment 
before the payoff." 

Cleveland has no interest in owning or 
being part owner of another course because 
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It's time consuming, and you have to have 
the drive to do it. It gives a person a lot of 

pride." — JIM JOHNSON 

job and keep your priorities straight. 
"Don't let it consume you. There's a bal-

ance between setting your own hours and 
working too much. You have to hire good 
people and trust them so you can spend time 
with your family." 

If superintendents 
were to be owners, 
that would be their 
life, Johnson says. 

"Its a tremendous 
amount of work," he 
says. Your family life 
would be shortened. 
Its time consuming, 
and you have to have 
the drive to do it. It gives a person a lot of 
pride. I was fortunate to be in a position to 
do that. It was one of my goals, but I didn't 
think it would happen at The Rail." 

Nobody's going to give ownership away, 
and superintendents will have to negotiate 
with the owner to become part owner, and 
that might include taking a pay cut, and 
many superintendent and owners are will-
ing to do that, according to Maibusch. 

"Superintendents who are owners are in 
one of two camps: They're like me and wear 
many hats or are part of a group in which a 
couple of guys have deep pockets, and in 
that case, you're still an employee," Cleve-
land says. "Its pretty hard for anything in 
between because of the cost. 

"Very few superintendents are willing to 
take the risk of owning a golf course. When 
they weigh that against the salary they're 
earning now and the hours they work, they 
chicken out. I'd love to go to a 50-hour work 
week. That would be like a vacation to me." 

Cleveland says for many superintendents 
ownership is a step below them because they 
are coming out of the top agronomy schools 
in the country and then work at prestigious 
golf courses. 

"And for a superintendent to quit that and 
work at a low-end course for a piece of own-
ership, isn't worth it to them," he says. 

For a superintendent to be an owner of a 
golf course, he has to make decisions about 
such things as green fees and tournaments, 
according to Cleveland. 

"You're not in the background, and that 
scares many superintendents to death," he 
says. "Very few people are meant to be own-
ers of businesses. It takes time, money, risk 
and personality. You can't be introverted, 

you have to deal with the public and attract-
ing people to your course. The public wants 
to be where they feel welcome. You have to 
be a salesman." 

A common theme is one in which a group 
of ownership partners get a superintendent 
on board, Cleveland says. 

"I teach a number of [Golf Course Super-
intendent Association of America] seminars 
and tell them the best way to go for owner-
ship is a little nine-hole course that's family 
owned where the parents want to get out be-
cause the kids don't want to take the course 
over," he says. "You can buy a nine-hole 
course for between $250,000 and $800,000. 
The owner will be willing to hold on to the 
paper and mortgage." 

Cleveland says owning a course is a lot of 
hard work and there's always a questionable 
return, but the benefits of owning a course 
are control over the product and not being 
as constrained with a budget. 

"No one is second guessing me," he says. 
"I'm willing to spend my own money on newer 
equipment because I don't have a high payroll 
and I'm not that good of a mechanic." 

Reash says that by being a superintendent 
one gains knowledge of how a course is op-
erated and that's the one of the basics for 
running a business. 

"Superintendents are resourceful and have 
the basics to run a job," he says. "A lot of guys 
don't know how to get started and are afraid to 

take the risk. There are a lot of superinten-
dents involved with sod farms and are small 
ownership partners of courses in Florida." 

Because compensation for superinten-
dents has improved throughout the years, 
superintendents who have ownership aren't 
necessarily doing it as a retirement plan, but 
because they want to get ahead and be self-
supportive, according to Reash. 

He says the financial rewards of being a 
part owner of a golf course outweigh those 
of owning a driving range because of the 
real-estate value and the revenue generated 
by an 18-hole course. 

"A driving range is a small business," he 
says. 

Reash says the important things he 
learned about business are to operate within 
a budget, understand the market and know 
what customers want. 

"What you think is important might not 
be important to the customers," he says. 
"We've built a good base of loyal customers." 

Cleveland predicts the industry will see 
more superintendent/owners depending on 
where the growth in the industry is. 

"There is a lot of room for growth at the 
lower end of the market," he says. 

Gehman's advice to superintendents who 
wish to own their own golf course is that 
they need to be willing to work hard and 
put in their time. 

"You can't do it for ego or prestige - that 
won't work," he says. "A superintendent 
who wants to become an owner should do 
a careful analysis of the course. It's a tough 
racket right now. These places have to be 
marketed. Make sure you know what you 
are getting into." GCN 

Being an owner, Cleve Cleveland has to make decisions about his course, such as green 
fees and tournaments, that he wouldn't make if he was just the superintendent. 
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I alishan Golf Links, the course that 
once first showcased the golfing 
promise of Oregon's coastline, re-

opened following a major redesign by 
Jacobsen Hardy Golf Course Design. Fea-
turing 18 new greens, an additional 400 
yards and new views of the Pacific Ocean 
and Siletz Bay, Salishan, located in Gleneden 
Beach, Ore., has reclaimed its standing as 

AT A GLANCE: 
Salishan Golf Links 
www.salishan.com 

Location: 

Course Type: 

Cost: 

Construction began: 

Course opened: 

Yardage: 

Par: 

Number of bunkers: 

Average green size: 

Greens: 

Tees: 

Fairways: 

Accent: 

Slopes: 

Ratings: 

Professional: 

Director of Golf: 

Superintendent: 

Architects: 

Design Firm: 

Design Builder: 

Gleneden Beach, Ore. 

Resort 

$3 million 

Aug. 18, 2003 

Nov. 15, 2003 (course opened 

Memorial Day weekend, 2004) 

6,470 

71 

58 

5,000 square feet 

100-percent poo onnuo 

bluegrass/rye mix 

bluegrass/rye mix 

native and beach grasses 

134 from the back, 

130 from the middle, 

128 from the forward 

72.2, 70.4,71.3 

Mark Swift 

Mark Swift 

Ryan Bancroft 

Jim Hardy and Rex VanHoose 

Jacobsen Hardy 

Eagle View Golf 

one of the Northwest s top golf resorts. 
"The major changes needed at Salishan 

were to identify drainage of the entire 
course and make the greens playable and 
receptive," says Oregon native Peter 
Jacobsen, PGA Tour veteran and partner 
with Jim Hardy in Houston-based 
Jacobsen Hardy. "I feel we accomplished 
both of those goals, but we did a lot more 
than that." 

The Salishan layout was completely 
rebunkered, and one hole, the par-3 15th, 
was completely reimagined. 

"The most dramatic change is the new 
No. 15," Jacobsen says. "Instead of a blind, 
uphill par 3, its now a downhill par 3 play-
ing directly toward the Pacific Ocean on 
the horizon. Its one of the exciting changes 
and improvements that we feel puts 
Salishan back on the map of tremendous 
Oregon golf courses." 

Complete renovation 
After purchasing Salishan in 2003, Eugene-
based owner Spring Capital Group em-
barked on a multi-million-dollar renova-
tion of The Lodge at Salishan. This fall, 
Salishans day spa will open. But most im-
portant to golfers, Spring Capital commit-
ted $3 million to Jacobsen Hardy's course 
upgrade. 

Opened in 1965, Salishan Golf Links 
pioneered the Oregon coast for resort golf. 
Bordered by the Pacific Ocean to the west 
and the saltwater Siletz Bay to the north, 
Salishan attracted golfers because of its sce-
nic location. However, the golf course 
never took maximum advantage of its lo-
cation, according to Jacobsen. The layout 
was short, 6,000 yards, and throughout 
time, the course developed major drain-
age problems. 

"One of our primary goals with the res-
toration of this course was to bring it into 
the 21st century," says Mark Swift, 

Salishans director of golf. "Technology of 
course design and maintenance had passed 
us by, and we wanted to preserve Salishans 
place as one of the finest golf courses in the 
Pacific Northwest." 

Focus on the course 
Salishan was a tired golf course and needed 
more than minor improvements, according 
to Rex VanHoose, Jacobsen Hardy's senior 
architect in charge of the Salishan project. 

"We solved the drainage issues, but we also 
brought a coherent strategy to the entire 
design," VanHoose says. "Peter's always tell-
ing us to let the land be the hero, and that's 
what we did here. The holes relate much 
better to the terrain now. I never suspected 
that we could change things so dramatically 
on every hole." 

Salishans new 10th hole illustrates the " 
scope of Jacobsen Hardy's work. What had 
been a downhill, straightaway par 5 of 440 
yards, with a perpetually soggy fairway, is 
now a dry, 457-yard double-dogleg thanks 
to strategic, fairway-pinching bunkers and 
a green that sits 30 yards to the right of the 
old one. 

"It s a great improvement, but we also cre-
ated a tremendous view of Siletz Bay behind 
the green," says VanHoose. "When we got 
there, the view was completely hidden by 
dense grouping of trees. You didn't even 
know the bay was there until you got to the 
11th tee. Now you see it from 10th tee. 

"The 10th and 11th (a 202-yard par-3 
hole) both capitalize on the ambience of 
Siletz Bay in ways they never did before. The 
11 th green used to sit below a dike that runs 
along the bays edge. We built up a new put-
ting surface to the dike's elevation, so now 
you're looking out over the water across a 
horizon green. We also incorporated a sweep-
ing dune feature behind the green, covered 
in beach grass, to provide a real sense of ar-
rival on the links nine." 

http://www.salishan.com


Owner Spring Capital Group invested $3 million to renovate Salishan Golf 
Links. Below are the 14th (¡background) and 15th greens (foreground). 
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measures 416 yards now, and the drive plays 
right over a miniature gulch. The old hole 
was a shorter par 4 with a hidden creek at 
230 yards. Resort guests were always in it. 
With this back tee, the creek is 300, so its 
not such an issue." 

"That was the story with a lot of holes at 
Salishan," VanHoose adds. "They were me-
diocre in terms of fairness and strategy, and 
now they're quite spectacular, with bolder 
bunkering. The 6th green, for example, used 
to be circled by eight little, sod-walled bun-
kers. Peter looked at them one day and said, 
'Wow, that looks like my wife's vanity mir-
ror.' So we took them out, recontoured the 
green, set in a bunker back right and an-
other deep one front left. The hole has a stra-
tegic angle to it now - and it doesn't look 
like a vanity mirror." 

Drainage solution 
Jacobsen Hardy mitigated the site's long-
standing drainage issues by implementing a 
new technique called Sand Slits, in which 
drain lines were trenched, and the excavated 
soil was conveyed directly to a holding area 
without ever touching the ground. 

"The subcontractor on this job [Mt. 
Vernon, Wash.-based Greenshield Systems] 
has developed custom-built equipment to 
execute this procedure, which is faster and 
cleaner than any drainage-installation pro-
cess we've seen," VanHoose says. "Basically, 

it's a wheel-trencher attached to a Bobcat 
that features an integrated conveyer system 
that carries the dirt straight into a Ty-Crop 
- clean as can be. The dirt never hits the 
ground. The trench is cut perfectly. It's laser 
equipped to monitor depth. But here's the 
really neat part: With another attachment, 
Greenshield can reverse the process, convey-
ing sand from a Ty-Crop into a portal that 
funnels sand into the trench while laying the 
pipe in the same motion." 

Many contractors struggle to lay 2,000 feet 
a day using traditional methods, and that 
doesn't always include backfilling. With this 
system, 3,000 feet of drainage lines fully 
capped were laid a day, according to 
VanHoose. 

The six trouble holes at Salishan - the first, 
10th, 11th, 12th, 13th and 14th, where 
soggy conditions had prevented mainte-
nance crews from mowing for weeks at a 
time - were built in the 1960s atop an old 
bog. A layer of peat was laid down, then a 
foot of sand, then another foot of clay-peat 
mixture, then more sand, then another layer 
of clay and peat. 

"By using these layers, they had basically 
created the ideal conditions for a perched 
water table; it was a quagmire," VanHoose 
says. "The Sand Slits enabled us to look at a 
hole, determine the natural surface-drain-
age fall lines, then lay in the pipe perpen-
dicular to the flow. We installed them in 15-

Working with Salishan superintendent 
Ryan Bancroft and course contractor Eagle 
View Golf of Spring, Texas, Jacobsen Hardy 
accentuated the beach grass/waste area look 
throughout the seaside back nine. The front 
nine, which plays inland through a thick 
forest of pine, also was the subject of major 
improvements in playability and design. 

"On the front side, I'd say the most no-
table improvement came at No. 3," Hardy 
says. "We found a spot for a back tee, which 
added 50 yards to the third hole and revealed 
a beautiful escarpment feature. The hole 
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"One of our primary goals with the 
restoration of this course was to bring it into 

the 21st century." — MARK SWIFT 

foot spacings. They all meet at a trunk line 
that carries off and discharges the water. Its 
an incredible process that helped us meet a 
tight construction schedule. It cut down our 
soil disturbance obviously, but it also freed 
us from going back and re-establishing or 
improving the existing grade, which was 
maintained." 

Greens improvement 
The greens Jacobsen Hardy encountered 
prior to the renovation at Salishan were se-
verely contoured and averaged 5,000 square 
feet in size. The green contours, designed in 
the 1960s when mowing heights ranged 
from 9/32 to 1/4 of an inch, were a con-
tinual source of frustration for resort guests. 
Presently, thepoa annua putting surfaces are 

cut at 1/8 to 1/10 of an inch. 
"The greens at Salishan had become 

unplayable and unfair, and pin placements 
were scarce," VanHoose says. "This is not 
to say that greens today cant be designed 
with significant movement. To make them 
fair, however, the size of the green must in-
crease to allow for this movement and for 
multiple pin placements. Because we were 
salvaging the existing turf from the existing 
green surfaces (100 percent pure poa annua), 
we were confined to the same average green 

size. In response to lower mowing heights, 
greater green speeds and 5,000-square-foot 
greens, we redesigned the putting surfaces 
with softer contours - no slope greater than 
3 percent. The new greens offer subtle 
movement within each surface, creating a 
fair and playable test that's plenty challeng-
ing, too." GCN 

Hal Phillips is president of Phillips Golf Me-
dia. He is based in New Gloucester, Maine, 
and can be reached at onintwo@maine. rr. com. 
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Setting the stage 
for the following season 
W I N T E R P R E P A R A T I O N I N V O L V E S M U C H W O R K D U R I N G A S H O R T T I M E 

by 
KEVIN J. 

ROSS, 
CGCS 

F 
lor many golf course superintendents 
throughout the Northern regions of 
the country, the fall season may be 

the most important time of the year. Fall is 
when its time to put the golf course to bed 
and protect the turfgrass from the ravages 
that come with winter. Its also the time of 
the year during which fall agronomics pro-
grams begin setting up the golf course for 
next year's season. And for a select few, it's 
a time to prepare their facility for winter 
activities, such as cross-country skiing and 
ice-skating. 

For many superintendents, preventing 
winter injury to turfgrass areas ranks as the 
No. 1 concern as winter approaches. Matt 
Rostal, superintendent at Interlachen 
Country Club in Edina, Minn., says it's a 
critical time to get a lot of work accom-
plished in a short period of time. Rostal 
has been with the Interlachen Club for 13 
years, the last four as its superintendent. 
With that experience, he puts snow mold 
controls, green covers and irrigation win-
terization at the top of his winter prepara-
tion list. At Interlachen, all greens are cov-

ered with turfgrass mats for winter protec-
tion. Rostal says the turfgrass covers offer 
desiccation protection and help prevent ice-
and suffocation-related damage. 

"This past year, some area courses got hit 
hard with low-area winter kill on greens, 
while at Interlachen, we came through in 
excellent condition," he says. "I attribute this 
mostly to the turfgrass covers we use." 

Prior to covering the greens, a mid-Octo-
ber fertilization consisting of 0.5 pounds of 
nitrogen per 1,000 square feet from an 8-2-
10 organic material is applied along with 
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a mulching mower is used to grind them 
up, so Rostal doesn't have to worry about 
collecting leaves and disposing them off 
site. 

"Its a nice way to add some nutrient 
value to the rough without fertilizer," he 
says. 

Rostal also has to prepare other golf 
course amenities for the winter. This year, 
he will purchase a cross-country ski tracker 

Different prep 
At the Nantucket Golf Club on the island 
of Nantucket in Massachusetts, fall prepa-
ration means it's project time. 

"This is when all our golf course project 
work and grassland restoration is accom-
plished," says Mark Lucas, who's been su-
perintendent at Nantucket since 2001. 

Lucas ranks golf course improvements, 
drainage work such as vertidrain and 
waterwick, grassland restoration, soil test-
ing and nutrient applications, irrigation win-
terization and greens preparation as his main 
focus heading into the fall. 

As far as normal turfgrass preparation 
heading into the winter, Lucas differs from 
many courses. To begin with, Nantucket 
Golf Club doesn't treat for snow mold. In-
cluding his years as an assistant, Lucas has 
only seen snow mold (pink) once in seven 
years. He says a fungicide application isn't 
justified. He also doesn't normally apply any 
late-fall/dormant-type nitrogen fertilization. 
Environmental concerns also factor into 
Lucas' decision to not make these applica-
tions. The ground water at Nantucket Golf 
Club is monitored every three months. This 
monitoring is an ongoing process and is re-
quired as part of the original permit for con-
struction of the golf course. 

"We need to keep this in mind with all 
our programs," Lucas says 

The greens at Nantucket are prepped for 
winter with heavy topdressing in early De-
cember. The main goal is to protect them 
from desiccation. 

"With a windy and unpredictable winter-
time, our main problem is protecting our 
greens from those desiccating winds," Lucas 
says. 

Lucas doesn't use turf covers, although he 
has tried them. 

"There is no possible way to keep the cov-
ers down in our winds," he says. "I've even 
seen hay bales be blown off the covers and 
roll down the fairway some 50 to 100 yards." 

During the fall, grassland restoration in 
native areas is a major focus for some of 
Lucas' staff. He employs a full-time grass-
land specialist, who leads a transplanting 
effort. Each fall, a 1-acre area is planted, and 

snow mold controls. Aerification of greens 
is done during late August to allow for suf-
ficient healing time. 

Another task is leaf removal. Rostal esti-
mates that about 2,000 trees are in play 
throughout the golf course, in addition to 
trees elsewhere on the 185-acre property. 
This keeps his staff busy with leaf duty alone 
throughout the fall. The leaves are blown 
off the fairways into the rough areas where 

to track trails on the golf course for use by 
the club's members. He marks and stakes all 
trails in the fall to make sure skiers are in 
areas of the course he prefers. He also floods 
seven clay tennis courts, turning them into 
ice rinks for hockey and pleasure skating. 
Both of these amenities require maintenance 
by his staff throughout the winter. 

"Not too many golf course guys get to 
drive a Zamboni," he says. 

At the Interlachen Country Club In Edina 
Minn., tennis courts are used for ice skating. 

Some golf courses, such as Breckenridge Golf Club in Colorado, 
switch its focus from golf to cross-country skiing during the winter. 
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about 20,000 plants are planted within the 
acre each following year. Lucas estimates 
about 10 acres have been planted through-
out the years with about 200,000 plants 
planted in these areas. Also, grassland res-
toration was part of the approval permits 
stemming from the initial construction of 
the course. 

"Even if it was not part of the permit-
ting, we would still go ahead with the 
plantings," he says. "It is such a good 
thing." 

Some of the species that have been 
planted, such as New England Blazing Star 
and Saint Andrews Cross, are on Massa-
chusetts threatened and endangered list. 

Time crunch 
Far from Cape Cod at the Breckenridge 
Golf Club in Colorado, Derf Soller, super-
intendent of the 27-hole, Jack Nicklaus 

Labor Day. When finished, these areas are 
treated for snow mold using PCNB. The 
fairways are fertilized with ammonium sul-
fate at 1 pound of nitrogen per 1,000 square 
feet, and the tees are fertilized similar to 
the greens. Along with these applications, 
Soller also applies an anti-desiccant to high 
areas that don't hold snow cover to protect 
from the drying winter winds and desicca-
tion damage. 

The most daunting task at Breckenridge 
is the winterization of the irrigation system. 
Working around Mother Nature with 27 
holes of piping, the system winterization is 
a five-day challenge. Normally, Soller shoots 
for the first week of October to complete 
the winterization. 

"Depending on what the weather looks like 
we might go a little earlier or a little later," he 
says. "When you deal with mother nature in 
the Rockies, anything can happen." 

"There is no possible way to keep the covers 
down in our winds. I've seen hay bales be 

blown off the covers and roll down the 
fairway some 50 to 100 yards." - MARK LUCAS 

municipal layout, has his own worries. 
High in the Colorado Rockies, 
Breckenridge can experience permanent 
snow cover as early as October. This leaves 
a short period of time to accomplish the 
much-needed winter preparation for the 
golf course. 

"My main worry to prep for winter is, 
can I get everything wrapped up before 
winter sets in," Soller says. 

Soller's prioritized checklist heading into 
winter includes: greens dethatching, appli-
cation of snow mold controls, irrigation 
system winterization, fall fertilization and 
anti-desiccant applications. 

Greens preparation starts during the 
third week of September when the greens 
are linear aerified using a dethatcher. Soller 
uses 2-mm blades on the greens followed 
by heavy topdressing. He says the heavy 
topdressing helps protect the plant during 
the winter. He finishes his greens prepara-
tion with a PCNB (pento-
chloronitrobenzene) snow mold applica-
tion and fertilization at a rate of 0.5 pounds 
of nitrogen per 1,000 square feet, along 
with a separate application of potassium. 

"That about sums up the greens prep for 
fall," he says. "Then with our winters, you 
just hope for the best in the spring." 

Other areas of the golf course, such as 
fairways and tees, are aerified shortly after 

After the golf season is finished and the 
course is covered with snow, it's transformed 
into the Breckenridge Nordic Center for 
the winter. During the fall, a big effort is 
required from Soller's staff to ready the 
routings of the trails for skiers. Tree prun-
ing, mowing native grass areas and install-
ing culverts for stream crossings takes place 
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throughout September and October. A 
snowmobile is used in the beginning of the 
winter when the snow base is light. Then 
when a sufficient base accumulates, a snow 
cat is used on a regular basis. Soller equates 
maintaining ski trails to that of maintain-
ing greens. Often, he hears the same type 
of comments: The track is too slow, too fast, 
too hard. Its an every day job, much main-
taining greens. 

Although fall preparation might vary from 
course to course and region to region, there's 
one commonality: There's a lot of work to 
accomplish in a short period of time. It also 
might be the time of year that dictates what 
the following year will bring. GCN 

Kevin Ross, CGCS, is director of golf 
course management at the Country 
Club of the Rockies in Vail> Colo. He 
can be reached at kjross@vail.net. 

mailto:kjross@vail.net
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The Internet: 
an invaluable tool 
U S I N G T H E W E B H E L P S M A I N T A I N C O U R S E S M O R E E F F I C I E N T L Y 

by 
JOHN 

WALSH 
G | olf course superintendents are us-

.ing the Internet more and more. 
Yet, some superintendents use the 

Internet more than others, but they all use 
the Web for the same thing — to acquire 
information. Whether the information per-
tains to equipment, tools, purchasing, 
weather or solving turfgrass disease prob-
lems, the Internet helps superintendents do 
their jobs more efficiently and effectively. 

Bill Prest, superintendent of Sweetbriar 
Golf Course in Avon Lake, Ohio, uses the 
Internet more frequently than he did be-
fore he arrived at Sweetbriar five years ago. 

"Before I came to Sweetbriar, I didn't have 
a computer," he says. 

Steve Neuliep, certified golf course super-
intendent at the Country Club of Asheville 
(N.C.) uses the Internet to find informa-
tion that helps solve turfgrass problems, to 
locate a piece of equipment or to obtain 
general information. 

"Better decisions can be made through 
finding information quickly on the 
Internet," Neuliep says. "The ability to ac-
cess information more readily is huge. There 
is a wealth of information available." 

Jon Jennings, certified golf course super-
intendent of the Chicago Golf Club in 
Wheaton, 111., says the Internet has become 
very important to him. Jennings uses the 
Web to look up equipment, to buy parts, 
to communicate with the club's members 
and to check the weather. Jennings, who 
has two computers linked together in the 
maintenance facility, uses the Web several 
times a day. 

"If I don't have a parts manual, I can look 
it up on Toro's or Jacobsen's Web site," he 
says. "I can accurately identify parts online 
or check a (material safety data) sheet or 
label." 

Tom Schlick, certified golf course super-
intendent and director of golf course and 
resort grounds at Grande Lakes Orlando 
(Fla.), is in charge of 500 acres, including 
an 18-hole golf course. Schlick uses the Web 
more and more each month. 

"It's faster to go on a search engine than 
to look something up in a book, unless it's 
certain types of fertilizer," he says. 

Schlick retrieves schematics on Rain 
Bird's site and prints them out and gives 
them to workers to change parts of the ir-
rigation system. Also, mechanics on staff 
use the Web when repairing equipment. 

"They can get exploded views of assem-
blies, print them out and post them up at 
their work station, and then when they're 
done, throw it out," Schlick says. 

The grounds maintenance building at 
Grande Lakes Orlando has five computers 
for everyone to use. The computers aren't 
dedicated to one person. 

"The crew leaders use it, but they didn't 
use it last year," Schlick says. "We give them 
the opportunity to take the initiative to look 
something up and ultimately advance their 
careers because they are more proactive. We 
push these guys pretty hard to figure it out 
on their own." 

Schlick uses The Weather Channel's site 
and the National Oceanic and Atmospheric 
Administration's (NOAA) site, which features 
a more precise radar station that covers cen-

SurfirV the Net 
Here are some Web sites mentioned in the article above that golf course 
superintendents find useful: 

tral Florida. He also uses plant search engines 
and horticultural, nursery and association 
links, including the Golf Course Superinten-
dents Association of America's site. Other ref-
erences, primarily for equipment, include Ben 
Meadows, A.M. Leonard, Lesco, DuPont, 
BWI and Turfcovers.com. 

"I'm all over the board," Schlick says. "The 
Internet is a great resource that I can use in 
my office. I'm happy I have it." 

Peter Galea, certified golf course superin-
tendent of Pajaro Valley Golf Club in Royal 
Oaks, Calif., uses a Web site, 
www.bluebooktor.com, to look up the lat-
est information about pesticide labels and ma-
terial safety data sheets. 

"I've never not found a pesticides on there," 
Galea says. 

David Wrenn, golf course superintendent 
at the Quail Hollow Club in Charlotte, N.C., 
uses the Internet to gather information three 
or four times a week to check the weather, for 
maintenance, and to get parts and supplies. 
Wrenn admits he isn't as computer literate 

COMPANY WEB SITE CATEGORY 

AccuWeather.com www.accuweather.com Weather 

A.M. Leonard www.amleonard.com Equipment 
BenMeadows.com www.benmeadows.com Equipment 
BWI www.bwi.com equipment 
Golf Course Superintendents 
Association of America 

www.gcsaa.com Maintenance practices 

Jacobsen www.jacobsen.com Equipment 
John Deere www.johndeere.com Equipment 
Lesco www.lesco.com Equipment 

National Oceanic and 
Atmospheric Administration 

www.noaa.gov Weather 

Rain Bird www.rainbird.com Equipment 
Smith Turf & Irrigation Co. www.smithturf.com Equipment 
Syngenta www.syngenta.com Pesticides 
Textron www.textron.com Equipment 
The Toro Co. www.toro.com Equipment 
TurfNet.com www.turfnet.com Maintenance practices 
United States Golf Association www.usga.org Maintenance practices 
Vance Communication Corp. www.bluebooktor.com Pesticide labels, MSDS 
The Weather Channel www.weather.com Weather 
Xton www.turfcovers.com Equipment 

http://www.bluebooktor.com
http://www.accuweather.com
http://www.amleonard.com
http://www.benmeadows.com
http://www.bwi.com
http://www.gcsaa.com
http://www.jacobsen.com
http://www.johndeere.com
http://www.lesco.com
http://www.noaa.gov
http://www.rainbird.com
http://www.smithturf.com
http://www.syngenta.com
http://www.textron.com
http://www.toro.com
http://www.turfnet.com
http://www.usga.org
http://www.bluebooktor.com
http://www.weather.com
http://www.turfcovers.com
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Blow away fire ants before they take 
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to fire ant control with an adulticide to 
knock 'em down and an insect growth 
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Unsuspecting workers take the bait 
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effectively eliminating colony growth 
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use where fire ants are a problem. 
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as some and doesn't use the Internet as much 
as others. 

"Its not vital," he says. 
Web sites Wrenn and his staff use frequently 

include sites of the GCSAA, Smith Turf & 
Irrigation Co., Textron, The Toro Co. and 
The Weather Channel. 

Chat rooms 
Prest primarily uses two Web sites: the 
GCSAAs and TurfNet.com for turfgrass-
maintenance issue. 

"The chat rooms help with problems," 
he says. "I get an answer within a day from 
five or six superintendents who have dealt 

Mike Sullivan of Hawthorne Hills Golf Club 
in Lima, Ohio had this experience: 

" I had been having trouble with 
Dollar Spot on a few of my Penncross 
greens for the last few years. Last fall, I 
overseeded with LS-44 in areas that 
were persistently and heavily infected 
with Dollar Spot. LS-44 established 
quickly and looked good. This year the 
areas I had overseeded have not 
developed any Dollar Spot. I'm looking 
forward to overseeding LS-44 in more 
areas this f a l l . " 

LS-44 has genetic disease resistance and 
can help you by decreasing your fungicide 
applications. 

If you're planning to overseed with an old 
variety such as Penncross ..why not use 
LS-44 instead. 

You can save money and get a better turf! 

LS-44 a better choice 
for your course! 

2 0 0 2 Qual i ty (Mean) , 
NC State, Pinehurst, NC 

High cut (5/32)/with NO Fungicide 
Turf quality is rated on a scale of 1 to 9; 1 = lowest quality; 

5 = minimally acceptable quality; 9 = highest quality. 
8 r H 8 

32041 Cartney Drive / Harrisburg, OR 97446 
Phone: 541-995-6836 / Fax: 541-995-6906 

linksseed.com 
Other New Turfgrass Varieties Available from Links Seed: 
Terradyne Perennial Ryegrass 
Turnberry Tall Fescue 
Golden Nugget Kentucky Bluegrass 

If you have Dollar Spot and Brown Patch on overseeded greens, tees and fairways... 
LS-44 Creeping Bentgrass can save money 
by reducing fungicide treatments! 

with the problem before." 
Prest likes the chat rooms and messages 

boards found on the GCSAA site because he 
likes feedback from other superintendents. 

"If I'm about to do a large project, I'll go 
on to the GCSAA site and put a question out 
to members and look for recommendations 
and/or potential problems with what I'm about 
to do," he says. 

However, Prest says the GCSAA site isn't 
monitored as closely as the message board on 
TurfNet. 

Occasionally, Prest will visit one of the ma-
jor chemical companies' Web sites, such as 
Syngenta, to see what chemicals it has. 

Sites Jennings frequents are Toro's, 
Jacobsen's, The Weather Channel's, the 
NOAA's, the GCSAAs, TurfNet.com and 
AccuWeather.com. 

"I draw at least one good idea a week from 
what people are talking about on the messages 
boards, things like retrofitting and golf course 
maintenance aspects," he says about TurfNet's 
and the GCSAAs sites. 

Galea says chatrooms are a time saver be-
cause he can just type in a query and a num-
ber of responses pop up, allowing him to find 
out what other superintendents have done with 
a similar problem. 

Neuliep says he doesn't subscribe to TurfNet 
anymore because he can find turfgrass main-
tenance information on other sites free of 
charge. 

E-mail 
Jennings says the weekly update he sends to 
club members lets them know what's going 
on with the course, such as aerification or tour-
nament preparation. 

"It keeps them in the loop so they're not 
caught off guard," he says, acknowledging that 
his weekly e-mails prevent members from get-
ting upset with course maintenance and con-
fronting him about it. 

Prest receives a weekly e-mail from Dr. Karl 
Danneberger, a turfgrass agronomist at Ohio 
State University, discussing disease and soil 
analysis, which helps him out with issues on 
his course. Also, Prest says Columbus usually 
experiences a change in the weather before the 
Cleveland area does, and through 
Danneberger's e-mails, he can keep tabs on 
what weather to expect. 

Weather 
Jennings checks The Weather Channel's and 
the NOAA's sites to monitor weather. 

"We check the weather every morning and 
at the end of the day for planning purposes 
for such things as fungicide applications," he 
says. 

Neuliep also checks The Weather Channel's 



resources 

site on a regular basis, which helps with spray 
applications and the bulk of the maintenance, 
so he knows when to do something and when 
not to. 

Prest uses the Internet to check the weather 
twice a day. 

"If I'm about to make a chemical applica-
tions, I will make sure it will have one or two 
hours to dry," he says. "If I see rain within 
two miles, I'll wait." 

Purchasing 
Schlick uses the Web to look for, and some-
times purchase, equipment. He visits sites of 
companies such asToro, Textron, John Deere 
and Rain Bird regularly. He purchases equip-
ment from A.M. Leonard through its Web 
site because the company makes it easy to do 
so. But when he buys turfgrass, its a phone 
order. 

"You have to have a Web site that works," 
he says. "You have to make it easy for me, or 
I won't consider purchasing online." 

Jennings orders online with all of the com-
panies that have that capability. The Internet 
helps Jennings save money on purchases. As 
an example, when he was looking to buy teak 
water coolers, he went online and checked 
several companies that sold them and ended 
up saving $400 per cooler. 

"I couldn't have done that without access 
to the Internet," he says. 

Using the Internet has some quantitative 
and nonquantitative cost savings, according 
to Jennings. For example, he saved $ 1,200 
by not having to subscribe to the DNT 
weather system, which includes an antenna 
connected to a satellite and a screen to view 
weather patterns. Now he gets the weather 
from the Internet. He also saves time on the 
phone by ordering directly online. 

Prest, unlike Jennings and Schlick, doesn't 
purchase equipment, tools or parts online. 
He says he prefers to work through local sales 
representatives. 

"A guy out of town cannot come to my 
door if I have a problem," he says. 

Galea says he doesn't do any purchasing 
online either. 

"A while ago, I was using some turf shop-
ping sites, but they didn't work so well, and I 
never got into it," he says. 

Net effect 
The Web will take on a larger role with train-
ing superintendents and their staffs about top-
ics such as safety because it offers a two-way 
feedback, according to Jennings. 

Schlick foresees the Internet becoming 
more integral in jobs related to golf course 
maintenance. 

"I can see the day, before I retire, when there 

will be an LCD screen in a mechanic's bay, 
and he'll pull everything up right there on 
the screen at his workbench," Schlick says. 
"That will be huge. There will be the same 
thing in the fertilizer building." 

"It's a great reference tool," Jennings says. 
Prest says using the Internet makes him a 

better superintendent. 
"If you are not on it, you should be be-

cause there is a whole host of information 
that you're missing out on," he says. GCN 

John Walsh is the editor of Golf Course News. 
He can be reached at jwalsh@gie.net. 
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Course maintenance 

Aerification: 
o necessary evil of turfgrass management 
S U P E R I N T E N D E N T S B A L A N C E H E A L T H Y T U R F A N D P L A Y E R D I S R U P T I O N 

by 
DEREK 

RICE 
w; "hen it comes to aerification, su 

perintendents are forced to 
maintain a delicate balance be-

tween aerifying enough to keep turf healthy 
and free of disease and decay, and taking into 
account the disruption of play aerification 
causes, which is no small problem as far as 
players are concerned. 

While superintendents aerify greens, tees 
and fairways, its greens aerification that causes 
the most disruption and for which they re-
ceive the most grief. 

To say greens aerification is among the most 

dreaded operations at a golf course might be 
an understatement. Finding the happy me-
dium between healthy turf and member con-
venience can be challenging, but aeration is 
a necessary evil because of its many benefits. 

According to Ron Kuhns, superintendent 
at Sun Willows Golf Course, a city-owned 
facility in Pasco, Wash., the major benefit of 
aerification is to relieve soil compaction 
caused by players and equipment. Compac-
tion can be substantial throughout the year. 

"Even though I'm not driving bulldozers 
on these greens, people walking on them 

causes a lot of compaction," Kuhns says. 
"That s a lot of pressure per square inch under 
somebody's feet." 

To maintain the low-cut (5/32 of an inch 
or lower) greens that players demand and to 
keep tees and fairways at their ideal playing 
heights, superintendents need to develop and 
maintain a deep, healthy root system. This 
means ensuring optimum levels of oxygen are 
getting to the root system to support the plant 
above ground. When greens become com-
pacted, these air pockets are eliminated, leav-
ing little air in the soil and making it harder 

o Q 
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One benefit of aerification is to relieve soil compaction, which can be 
substantial throughout the year, caused by players and equipment. 
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course maintenance 

just once in the fall and not doing it in the 
spring. We ended up having some disease is-
sues in the summer because we didn't open it 
up in the spring." 

The healing process 
The most common aerification practice is re-
moving soil cores or plugs and then topdressing 
to fill the holes that are left, usually with sand 
and other amendments such as fertilizers that 
allow the soil to maintain its air space and im-
prove water penetration. 

The time it takes to punch the greens with 
an aerifier is only half the problem in players' 
eyes. The other problem is the holes that are 
left. The time it takes them to heal varies from 
course to course, but it averages two to two-
and-a-half weeks, Stachowitz says. 

"I get more complaints from the longevity 
they may take to heal and from the timing of 
the aerification," he says. "The September one 
comes at a peak time playingwise, but it's also 
the best time of the year to do the aerification. 
The members would rather see me do it in 
October or so, but by then, it's too late to get 
them to heal." 

Tim O'Neill, superintendent at Country 
Club of Darien (Conn.), might alter his sched-
ule this year to allow the greens to heal more 
quickly than last year, when he did his tradi-
tional fall greens aerification in conjunction 
with a drill-and-fill project. 

"Those holes were evident in my greens for 
a long time," he says. "If we aerate the greens 

for water to penetrate, causing roots to suffo-
cate and wither away. If that happens, then a 
superintendent will have a larger problem than 
inconveniencing players for a few days to aerify. 

Another benefit of aerification is it opens 
air pockets, improving the absorption of fer-
tilizer and water to the root zone, says Peter 
McDonough, superintendent at The Keswick 
(Va.) Club. 

"In the soil profile or sand profile, you ei-
ther have air or water consuming space," 
McDonough says. "Obviously, air is much 
more preferable. If you get air circulation into 
the soil profile, you're going to have plants that 
breathe, and you get that water to penetrate 
instead of being on the surface." 

The USGA Green Section recommends 
courses aerify greens twice a year, but some 
argue the more it's done, the healthier the turf 
will be. Unfortunately, that won't always wash 
with a membership or green committee. 

Jeremy Stachowitz, superintendent at 
Wahconah Country Club in Dalton, Mass., 
core aerifies greens in early May and early Sep-
tember, which he combines with a vertidrain 
aeration in late October or early November. 
However, the course could use more aeration, 
he says. If Stachowitz had his way, he would 
probably do two aggressive core aerifications 
with half-inch tines and then use hollow-claw 
tines monthly, which would only take about a 
week to heal, he says. 

"Even just doing the two per year and the 
vertidrain is not nearly enough for what this 
golf course needs, but it's about as much as 
my membership will tolerate," he says. 

Like Stachowitz, most superintendents try 
to aerify the greens in the spring and fall, dur-
ing off-peak times. Then they focus on tees 
and fairways whenever they can throughout 
the year, although not everyone can get away 
with less. 

"Twice a year used to be standard years ago, 
but now there are quite a few golf courses that 
do it once," Kuhns says. "We tried doing it 

during the growing season, like in September, 
the holes will only be there for a couple of 
weeks. If we do it at what amounts to the end 
of the season, it takes six months to grow any 
grass at that time of year." 

For this year's spring aeration, the holes were 
healed within two weeks, O'Neill says. 

Fairways and tees 
While aerifying greens causes the most disrup-
tion at a course, fairways are a close second, 
Kuhns says. Because Sun Willows is owned 
by the city, Kuhns doesn't have the luxury of 
having all the equipment the course needs in-
house. So his aerification schedule is based on 
what he can borrow from neighboring courses. 
In spring and fall, he borrows an aerifier and a 
couple of laborers to finish the greens in one 
day. For fairways, which are on less of a set 
schedule based on what's available for equip-
ment, he uses a Renovair because of staffing 
limitations. 

"I try to do fairways twice a year, but I try to 
do it when I can get the equipment," he says. 
"Doing fairways takes almost a week, and the 
cleanup can be a disaster." 

Tees present the least amount of trouble with 
disruption in play, Kuhns says. 

"Tees are easier for me," he says. "I do those 
three times a year in spring and fall and when 
it starts to get hot. Those are really easy to clean 
up because they aren't really big." 

At Keswick, McDonough aerates fairways 
the week after Memorial Day and the last week 
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course maintenance 

Superintendents have learned aerification is something 
that must be done, whether golfers like it or not. 

in July. The timing is based on the optimal 
growing season for Bermudagrass, which is 
overseeded with rye. Tees are on the same 
schedule. 

"We aerify again during the last week in July 
because that's when my soil temperature and 
the Bermudagrass is at its peak for growth," 
he says. "That's when you're really going to be 
able to give the roots and shoots plenty of time 
to develop." 

In addition to the two aerifications, 
McDonough puts blades on his aerifier to slice 
the fairways four or five times a year, which is 
one of the most underrated practices around, 
he says. 

O'Neill spreads out his tees aerification over 
a longer period of time because his club has 
multiple tees and he can aerate one without 
interrupting play. 

"I don't feel that I have to get it done over 
two days," he says. "The holes that only have 
one tee I 'll take care of on a Monday so I don't 
have to disrupt play." 

Communication is key 
Superintendents have differing ways to deal 
with the disruptions in play. It depends on the 
type of course they maintain. Kuhns closes his 
course for a day and brings in extra labor and 
equipment from neighboring courses. 

"With all the extra help and machines, we 
can get all 18 greens done in one day," he says. 

Sun Willows is owned by the city, but IRI 
Golf Group leases it. Because IRI also man-
ages nearby Columbia Point Golf Club in 
Richland, Kuhns says his course can make spe-

cial arrangements to accommodate its mem-
bers who are displaced during aerification. 

"When we aerify, we do a deal between the 
two. We let our members go over there, and 
when they punch, we let their members come 
here, at a greatly reduced rate," he says. 

O'Neill has the added benefit of his club's 
Monday closure throughout the season. This 
allows him to run his aerifier over nine greens 
each on a Monday and Tuesday, but only dis-
rupt play on the back nine on one Tuesday in 
the spring and one in September. 

"Between a club that has the option to close 
on a Monday and one that doesn't, it is easier," 
he says. "I don't have to worry about any play 
on that day." 

He does the same thing with fairways be-
cause he can't work around people when he's 
doing fairways. Even though O'Neill has an 
understanding membership, he says commu-
nication is key. 

"Keeping the green committee and the 
grounds chairman and the members informed 
as to what's going on is important," he says. 
"It helps when they understand the process." 

Because Keswick is a resort as well as a pri-
vate club, McDonough says the pressure is on 
to maintain the course at optimum levels with-
out any major disruption in play. 

"You've got to give players nine holes, espe-
cially when you've got a hotel to support," he 
says. "When they do central reservation book-
ing, they make sure that they know what's 
going on with aerification. We can make our 
membership aware of it quickly and con-
stantly, but anyone who shows up as what we 
call a member for a day' is notified ahead of 
time, even if we have to call them at their house 
to let them know." 

To ensure play continues during aerification, 
McDonough does nine holes at a time, spread 
out over two days. Unlike Kuhns, he aerates 
three times a year - the beginning of April 
and the end of September with half-inch tines 
and once in July with quarter-inch tines. The 
July aerification has helped alleviate problems 
with excess water at the course. 

"With all the rain we've had since the 
drought problems a couple years ago, we've 
been waterlogged," McDonough says. "We 
find that doing it with those quarter tines just 
gets some air movement into the soil profile. 
That really helps immensely with a whole host 
of issues." 

Another benefit of aerating with the quar-
ter-inch tines on his Toro aerifier is that the 
holes are smaller and heal more quickly. 

"With the quarter tine, you get small 
holes that, at this time of year, heal over 
rather quickly after a couple of hand 
mowings," he says. "Within a week, they're 
almost unnoticeable." 

Plugs, plugs everywhere 
Aerifying greens and fairways results in a lot of 
plugs on the turfgrass. So what do superinten-
dents do with those plugs? In Stachowitz's case, 
he attaches a core harvester to his Toro Work-
man to collect them. From there, he uses them 
for just about anything - filling in fairway holes, 
creating a green nursery or anything else he 
can think of. 

"Those things are like gold," he says. "You 
don't just throw them away." 

Kuhns also reuses the cores, particularly those 
from tees. 

"We run a core harvester over the area that 
picks up the plugs and shoots them into the 
bed of the Cushman," he says. "Then I just 
put them in a pile behind my shop, and when 
we're all done aerifying, I put them in bare ar-
eas. Each one is a mini yard, about 5/8- to 1/2-
inch across. We'll spread them out in a bare 
area, roll them and fertilize them, and in about 
two weeks, it grows together, and you've got 
grass." 

McDonough has a different take on cores. 
Being a private/resort club, his priority is keep-
ing the unsightly piles off the premises. Rather 
than collect cores from fairways, McDonough 
uses a Lacy core pulverizer, which turns them 
into dust. 

"We'll use the core pulverizer, then we drag 
in the afternoon, which almost acts like a 
topdressing. If you give it a nice watering and 
cut the fairways the next day, it's not notice-
able," he says. 

Any clumps that are left behind during wet 
conditions are then scooped up before the holes 
are reopened for play. 

"There's never a problem with aerifying as 
long as you present the product open again as 
clean as possible," McDonough says. 

Turfgrass management 
Despite all the headaches that come with 
aerification, superintendents have learned that, 
for the most part, not doing it isn't an option. 
It's simply something that must be done, 
whether members like it or not. 

"Everybody's situation is different, and I don't 
know if members always understand that," 
Stachowitz says. "In their minds, there's never 
a good time to do it, and in superintendents' 
minds, we never do enough." 

Kuhns agrees the benefits far outweigh the 
drawbacks. 

"Its a pain in the rear end, and I don't like 
doing it, but in the long run, my greens are 
healthier," he says. "It's just good turfgrass 
management." GCN 

Derek Rice is a freelance writer and editor from 
Portland, Maine. He can be reached at2071541-
1928. 
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The purpose of the awards are to: 
• Advance and continuously improve the profession of golf course construction in 
agreement with the G C B A A mission statement 

• Increase awareness of the contributions made by builders to the industry and the 
benefits of excellent course design and construction to the game 

The awards recognize 
GCBAA builder members in 

three award categories: 
• Creative Excellence Award for best new construction 

• Heritage Excellence Award for best course renovation or reconstruction 

• Environmental Excellence Award for best environmentally responsible course 

Special recognition for award 
winners includes: 

Awards presentation at the Golf Industry Show 

• Profile of winners and winning projects in the March issue of Golf Course News 

Press releases to all major associations and local media for each winner 

Contact John Walsh, editor of Golf Course A/ews, 
at 800-456-0707 Ext. 239 for additional information. 
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SOURCE 
Jeff L. Nus, Ph.D., United States 
Golf Association, 2004 
Turfgrass and Environmental 
Research Executive Summary 

MORE INFORMATION 
usgatero.msu.edu 

Soil tests emphasize long-term 
effects of root-zone mix . 

m 
Study determines pesticide runoff caused 

by irrigation systems and rainfall. 

Soil physical characterization 
of aging golf course greens 

This three-year project is a focused extension 
of the previous University of Nebraska USGA-
funded project: Grow-in and Cultural Impacts 

in USGA Putting Greens and their Microbial Com-
munities. Emphasis is being placed on characteriza-
tion of the long-term effects of root-zone mix and 
grow-in procedures on soil physical parameters. 

Results to date indicate after the first year, grow-in 
procedure does not influence subsequent years. Data also 
indicates that as a green matures, soil infiltration isn't 
affected in the first two years of grow-in but decreases 
significantly in the third year. Water movement through 
the green profile continues to decrease significantly as 

the green ages. Lateral shear strength, as measured by the 
turfgrass shear tester, follows a seasonal trend where spring 
data consistently has the highest shear strength, followed 
by a significant decrease in the summer, and then a slight 
rebound in the fall. Shear strength also appears to de-
crease as the green matures. 

Characterization of three root-zone mixes at Arbor 
Links Golf Course near Nebraska City is new to the 
project last year. Results to date indicate the California 
single-tier green is harder and infiltration rates were higher 
than the USGA two-tier profile greens with organic mat-
ter. However, rooting strength was stronger on the USGA 
profile greens than the California greens. 

Nutrient, pesticide runoff 
on fairways caused by rainfall 

Golf course fairways require intensive manage 
ment and often border lakes, ponds and 
streams. The potential for nutrient contami-

nation of surface water from these sites is a subject of 
environmental concern. The objectives of this study 
by Oklahoma State University are to: 

(1) measure the loss of nitrogen and potassium 
caused by natural rainfall from a common 
Bermudagrass fairway managed with normal fertili-
zation and irrigation practices throughout a three-year 
period; 

(2) determine if pesticide runoff caused by United-
States-Environmental-Protection-Agency-accepted 
simulated rainfall differs from runoff caused by a 

turfgrass irrigation system; 
(3) measure the potential loss of pesticides from a 

common Bermudagrass fairway when a significant rain 
event occurs within 24 hours after application. This 
project is part of a national turf runoff effort under 
the heading of "The Turf Umbrella." 

The umbrella project includes researchers from at 
least three different universities in three regions of the 
country using three different grasses. The ultimate goal 
of this work is to assist in developing a national data 
set that can be used to calibrate pesticide runoff mod-
els specific to turfgrass environments and to help es-
tablish a standardized protocol for conducting turf run-
off investigations. 
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Study evaluates 10 wetting 
agents most commonly used. 

On-site evaluation of products: 
golf course wetting agents 

USGA is co-funding a project with the Golf 
Course Superintendents Association of 
America to evaluate selected wetting agents 

on golf course and research putting greens through-
out the United States. Ten wetting agents most com-
monly used by superintendents and an untreated con-
trol are being evaluated at nine sites throughout the 
United States. All 10 products are being applied at 
the highest label rate for control/management of lo-
calized dry spot. The nine evaluation sites are: 

(1) Bermudagrass research putting greens at the 
University of Florida-Fort Lauderdale and Texas A&M 

University; 
(2) Creeping bentgrass research putting greens at 

the University of Georgia, Cornell University, Michi-
gan State University and Washington State University 
(Puyallup); and 

(3) Creeping bentgrass practice greens at golf 
courses with the research being conducted by scien-
tists from New Mexico State University, Cal State Poly-
technic (Pomona) and the University of Missouri. 

Data collected on a regular basis includes turf color, 
turf quality, phytoxicity and degree of soil hydropho-
bia ty. GCN 



THE GLOVES ARE OFF. 
Because of activists, extremists and misinformed politicians, 

consumers are questioning whether the products and resources (such 

as water) used to care for their lawns, landscapes and other green 

spaces are a waste—or a harm to the environment. Yes, legislation 

and regulations have been throwing the green industry some rough 

punches. And we re about to start fighting back. 

Project EverGreen is an alliance of green industry associations, 

companies and professionals dedicated to educate the public, 

protect the green industry and grow our business. It was created 

in response to unfavorable regulations in many parts of the 

United States and Canada. If the services our industry professionals 

offer are restricted, regulated or made illegal, everyone will lose 

revenue and customers. 

Help Project EverGreen educate 

consumers on the environmental, 

economic and lifestyle benefits 

of green spaces. To make a 

contribution, volunteer your time 

or find out more information, 

call 1-877-758-4835 or visit 

www.projectevergreen.com. 
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products — new • 
Erosion control software 
• Version 4.3 provides computer-assisted selection of 

materials for slope erosion protection and channel-scour 
resistance 

• Helps comply with erosion- and sediment-
control regulations 

• Provides viewable and printable back-up 
computations to support analysis output 

• Supported by Windows 
• English or metric units 
• Choice of language: English or Spanish 
• Includes installation CAD diagrams 
• Updated reference manual 
North American Green 
Circle 200 on reader service form 
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Electric motor 
• Economical way to enhance performance of utility 

vehicles or golf carts 
• Torque performance can be increased as much as 60 

percent versus standard vehicle performance 
• Built in the United States to Class H insulation 

specification 
• Motor can be changed in 15 minutes 
• Engineering support available 
D&D Motor Systems 
Circle 201 on reader service form 

M80 broadcast 
spreader 
• High-volume, 250-pound load-
bearing capacity 
• Vertical or horizontal mount system 
• 12-volt motor protected in a 
thermoplastic housing for long life 
• Stainless steel chassis 
• Earth Way Ess control system uses 
an electric solenoid to open and close 

the shut-off with the push of a button 
• Ev-N-Spred Dual Port shut-off system with right and left side 

adjustable throwing ports that allow spread pattern adjustments based 
on material density of size of area to be covered 

• Optional motor-speed control for infinitely variable speed without 
reducing torque 

EarthWay Products 
Circle 203 on reader service form 

Mosquito trap 
• Propane powered; 20-pound tank 
• Hybrid internal power system designed to emit 

a cleaner, purer form of carbon dioxide, enticing 
biting insects to the trap 

• Large net provides greater catching potential 
• Advanced icon-based diagnostic control panel 

to help user monitor traps performance 
• Industrial strength solar panel that serves as 

back-up energy source 
• Gas-empty signal alert 
• Three-step assembly process 
• Freestanding units 
American Biophysics Corp. 
Circle 202 on reader service form 

Freedom Pad II 
hand-held remote 
• Provides users with real-time 

irrigation control through a 
map-based interface 

• Comes with everything needed 
to transfer all maps and station data 
directly from other company 
central control systems 

• User can operate the irrigation 
system while on the course; sprinklers can be controlled 
directly 

• Features Hewlett-Packard iPAQ personal digital assistant 
that runs the latest version of Microsoft Mobil operating 
system 

• Improved battery life and slimmer design 
• Features more memory for larger maps and a faster 

processor 
• All activity is logged at the central control computer 
Rain Bird's Golf Division 
Circle 204 on reader service form 

Compact utility tractor 
• 4000 twenty series; 4120, 4320, 4520 

(pictured) and 4720 models 
• First compact utility tractor with John Deere 

engine (2.4 liter turbo charged) and 
automotive-style diagnostic control center 

• eHydro electronically controlled transmission 
• LoadMatch feature automatically adjusts 

transmission 
John Deere 
Circle 206 on reader service form 

MiZer water conserver 
• Designed for use in irrigation systems covering large turf areas 
• Lessens the effects of water-repellent turf 
• Reduces costs by conserving water that's lost through surface 

evaporation 
• Optimizes water performance from irrigation and rainfall 
• Effective when used in conventional spray equipment for smaller areas 
• Linear polyacrilymide acts as a flocculant to improve water and air movement in the soil 
• High concentration of active ingredient means it can be applied at a reduced cost per acre 
• Available in 2.5-gallon jugs and 30- and 55-gallon drums 
Verdicon 
Circle 205 on reader service form 
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products — sprayers 

Diesel-powered precision sprayer 
• Multi Pro 5700-D model 
• 35.5-hp Kubota engine 
• 300-gallon tank and reliable dual diaphragm pump 
• Delivers a constant rate of application regardless of speed 
• Three-section boom that spans 18.5 feet 
• Pump can be run dry without damage to seals or pump 
• Produces as much as 220 psi of pressure for hand-spray 

applications 
• Optional computerized controller works in conjunction 

with pump 
The Toro Co. 
Circle 207 on reader service form 

Drift containment spray booms 
• Windfoil and Falcon brands 
• Reduces drift and downtime while increasing profitability and public 

confidence 
• Models range from 40-inch walkers to 20-foot mounted booms that retrofit 

most sprayers 
• Drift-stop curtain seals the shroud to the turfs surface 
• Airfoil eliminates the uplifting eddy 
• High-profile boom, low-profile sprayers and front-mount models available 
Rogers Sprayers 
Circle 210 on reader service form 

HD200 sprayer 
• Impact-resistant, 200-gallon polyethylene tank with 

low center of gravity 
• Side access point gives operator easy access to tank 
• Can be equipped with a 15-foot, 18-foot or 21-foot 

boom 
• Tube agitation ensures solution is mixed well 
• Heavy-duty frame with built-in personal wash tank 
• Compatible with ProGator models 
John Deere 
Circle 208 on reader service form 

WS-490 Greens Wheelie 
sprayer 
• Applies 6-foot path spray at 1 gallon per 1,000 

square feet 
• Used on greens, around the collar, for spot 

spraying and areas near the clubhouse 
• Motorless - promotes quiet, low-profile 

chemical applications 
• The faster its pushed, the faster it sprays; when 

the user stops, the sprayer stops 
• Applies liquid fertilizers, herbicides, fungicides 

and growth regulators 
• 10-gallon tank 
• Shut-off controls are located on the handle 

grips 
Wheel Spray Corp. 
Circle 209 on reader service form 

Spray delivery system 
• Available in 15-foot or 18.5-foot lengths 
• Nozzles are enclosed for protection 
• Double shock absorbing rubber isolation 

system keeps the extension structures 
operating smoothly in rough terrain 

• Extension arms break away with an 
adjustable air shock for smooth action 
if an obstacle is struck 

• Extension arms fold into a crossed 
transport position from the operators seat 

Hahn Application Products 
Circle 212 on reader service form 

Low-volume sprayer 
• Generates 180 mph wind speed for turf canopy 

penetration and increase in plant coverage 
• Positive ion charge adheres solution to the leaf blade, 

crown, thatch and soil 
• User is able to spray in windy conditions with 

reduced drift 
• Allows user to reduce amounts of chemicals and 

increase spray intervals 
• Low volumes of 5 to 50 gallons per acre 
Airtec Sprayers 
Circle 211 on reader service form 



products — sprayers 

Spray gun 
• Cone and straight-jet spray 
• Adjustable cone angle from 0 to 60 degrees 
• Brass body covered with shockproof plastic 

housing 
• Plastic trigger with hand protection 
• Rated pressure: 350 psi 
• Max flow rate: 16 gpm 
• Max working temperature: 195 F 
Salvarani North America 
Circle 213 on reader service form 

AccuPro sprayer 
• Five-speed transmission 
• Full suspension: front and rear 
• High visibility operator seat 
• Available in 160- or 210-gallon sizes 
• 18 hp Kohler v-twin engine 
• Power steering 
• Quadra-jet agitation 
• Centrifugal pump/silicon carbide seal 
Broyhill 
Circle 215 on reader service form 

Spray Star 1600 
• Features a mechanical gear drive and a Kohler 

Command 25-hp, 2-cylinder gasoline engine 
• Spray boom with terrain-following wheels 

that assure precise applications on hills, slopes 
and uneven turf areas 

• 160-gallon, polyethylene spray tanks have low 
profile for maximum visibility, stability and 
safety for the operator and for easy loading 

• Quadra-Jet system supplies total and 
continuous agitation of the spraying mixture 

Smithco 
Circle 217 on reader service form 

Boomless flat spray 
nozzle 
• XP Boomjet extra-wide model 
• Design combines a polymer 

preorifice with an exit orifice that 
assures uniformity of 
product placement with drift 
reduction 

• Can produce spray patterns as 
wide as 18.5 feet 

• Available in polymer or stainless 
steel materials with VisiFlo color-
coded capacities ranging from 2 
to 8 gpm 

• Recommended pressure range is 
20 to 60 psi 

Spraying Systems Co. 
Circle 214 on reader service form 

Compressed air 
pressure sprayer 
• Industrial quality 
• Sprays continuously after quick 

priming 
• Lever-lock for big spraying job 

convenience 
• Adjustable spray pattern 
• Complete operation and maintenance 

instructions on container 
• Easily disassembles for maintenance 
• Six units per case 
Delta Industries 
Circle 218 on reader service form 

Transformer 
power washer 
• Attaches to wall mounted frame or portable 

frame 
• 2.2 gpm at 1,100 psi 
• 115-volt, 2-hp TEFC motor 
• Adjustable chemical injector 
• Thermal relief valve 
• Liquid-filled pressure gauge 
• 30-foot, high-pressure hose 
• Weighs about 100 pounds 
• 36-inch spray gun/wand 
Spray Master Technologies 
Circle 216 on reader service form 



products — weather monitoring 

Lightning warning system 
• L75 model is upgradeable from a prediction system with Thor PC 

included for computer viewing to a full programmable system capable of 
controlling an number of the company's horn systems 

• Other L75 models include single horn-alert capabilities and equipment 
switching 

• Optional software can distribute real-time data from 10 to more than 100 users 
• Incorporates the latest circuitry and circuit board design in a small but reliable 

and affordable package 
Thor Guard 
Circle 244 on reader service form 

Hobo soil monitoring station 
• Multi-channel data logger measures and records soil moisture and 

temperature 
• Used where data needs to be collected in multiple locations and then 

analyzed on a PC 
• Based on smart sensor technology: sensors are recognized by the station 

without complicated wiring, programming or calibration requirements 
• Compact size (3.5 inches wide, 4.5 inches high, 2.1 inches in diameter) 
• Convenient data off-load options 
Onset Computer Corp. 
Circle 238 on reader service form 

Strike Guard fiber-optic converter 
• Converts standard RS-232 serial communications ports to 

bidirectional fiber-optic links 
• Replaces copper serial data lines with fiber-optic cable 
• Provides enhanced reliability over twisted-pair, short haul modems 
• Instant termination - no connectors, crimping, polishing or epoxy 
• Complete autonomy from external power supplies 
Wxline 
Circle 241 on reader service form 

Turf Watch weather system 
• Measures rainfall and calculates the 

évapotranspiration rate 
• Allows user to compute the net difference 

between rainfall and irrigation applied and 
amount of water lost to run-off 

• Allows multiple calculations of 
évapotranspiration for varying mowing 
heights and types of grasses 

• Allows user to set alarms for certain weather 
conditions 

• Stores historical data and time of weather 
conditions 

• Helps reduce water and chemical use 
Weather Metrics 
Circle 240 on reader service form 

Rain Watch with central 
control software 
• Version 4.0 
• Helps superintendents maximize water 

management and conservation practices 
• Can be installed with all Rain Bird central 

controls 
• Uses rain cans to measure rain as it falls 
• Can cancel or pause irrigation 
• Determines the type of rain event the site 

experiences 
• Safe for a hydraulic network 
Rain Bird Corp. 
Circle 237 on reader service form 



products — weather monitoring 

Kelway pH and water moisture probe 
• Provides reliable pH readings from 3.5 to 8.0 and water moisture 

from 0 to 100 percent 
• Operates through natural electric charge generated from soil through 

the metal side plates on the probe 
• Accurate to +/- 0.2 on pH and +/-10 percent on moisture 
• Includes instructions and carry case 
• Requires no chemicals, distilled water or outside power source 
• Requires conditioning film to clean side plates 
Gemplers 
Circle 243 on reader service form 

Hydra Probe for soil measurement 
• Provides information about soil-moisture content, 

salinity and temperature 
• Helps to optimize watering and fertilization 
• Permanently placed underground below the root zone 
• Measures electrical response of soil types by two 

parameters: dielectric constant and conductivity 
• Dielectric constant is most indicative of water content; 

conductivity is dependent on soil salinity. 
• A thermistor determines soil temperature 
Stevens Water Monitoring Systems 
Circle 239 on reader service form 

WatchDog 800 weather station 
• Ideal where multiple sensor measurements are required 

for temperature, soil moisture or rainfall data 
• Can be customized by choosing as many as eight plug-

in sensors, including option for one rainfall sensor 
• Features a built-in data logger that stores measurements 

until user transfers data to PC 
• Measurement intervals of one, 10, 15, 30, 60 or 120 

minutes 
• User can add as many as four plug-in sensors 
Spectrum Technologies 
Circle 242 on reader service form 

A synthetic T-Line from Golf Greens ¿¡fore" U 
looks, feels, and reacts just like natural grassi. 

without the maintenance! 

Your golfers can practice and warm-up on 
a consistent surface throughout the golf season. 

You'll be saving both time and money with a |j| 
synthetic T-Line from Golf Greens "Fore" U; 

'mm. 

SeBrvr • uyûtt&l Ù 

* G o l f G r e e n s ' F o r e " U 
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www.golfgreensforeu.com 1-800-350-6650 

http://www.golfgreensforeu.com


products — topdressers/seeders 

Easy spread topdresser 
• New hydraulic-powered system 
• Self loading 
• Available in two sizes: 52-inch and 63-inch working widths 
• Designed to be loaded, driven to the site and used without the operator 

leaving the seat 
• Electric switch engages the hydraulically powered distribution drum 
• Variable-control valve sets the rotational speed of the drum 
• Spreading thickness is independent of tractor and can be varied from a 

light dusting to Vi inch 
Redexim Charterhouse 
Circle 232 on reader service form 

Broadcast topdresser 
• Pro Pass 180 low-impact model 
• Has a ground pressure rating of 5.6 pounds psi loaded to 3 pounds 

psi empty 
• Load by volume is 18 cubic feet struck, 21 cubic feet heaped 
• Load by capacity as much as 2,200 pounds 
• Hydraulic requirements are 6 gallons per minute at 2,000 psi 
• Attachment mounting system is quick release; no tools required 
• Spread width is 15- to 35-feet wide 
• Spread depth is from an ultra light dusting to V -̂inch deep 
• Tailgate opening is adjustable from Vi to 3 inches 
Ty-Crop Mfg. 
Circle 230 on reader service form 

Hydro seeder 
• HS-100-P model 
• A 5.5-hp Honda engine and 2-inch-by-2-

inch pump provides fast mixing 
• Ideal for repairing wear along cart paths 

and seeding new areas 
• Can be pulled by a tractor, ATV or utility 

vehicle 
• 100-gallon skid type 
• Seeds 1,300 square feet per load 
Turbo Technologies 
Circle 231 on reader service form 

Truck-mount topdresser 
• WideSpin 1530 model 
• Can be attached to John Deere Pro Gator and Toro Workman utility vehicles 
• Features a 19-cubic-foot hopper capacity with a longer, wider opening for easier 

loading of materials 
• Mounting brackets and connectors are used to connect to a utility vehicle 
• Can topdress as light as a fertilizer spreader and as wide as 30 feet, allowing to 

topdress 18 holes as quick as 90 minutes 
• Can uniformly apply !4 inch or more of topdressing as wide as 15 feet 
Turfco Mfg. 
Circle 229 on reader service form 

T75 HydroSeeder 
• Fully loaded weight of less than 10,000 gvw 
• 700-gallon tank covering 8,700 to 10,500 square feet per load 
• Spray distances as far as 150 feet from the discharge gun 
• Hydraulically controlled paddle agitator and liquid recirculation 
• Agitator controls at each end of the tank for operator convenience 
• Large toolbox in the hitch for storing hoses and nozzles 
• Centrifugal pump driven by an in-line common shaft clutch 

eliminates high maintenance belts and couplings and maximizes 
horsepower efficiency 

Finn Corp. 
Circle 233 on reader service form 



products — topdressers/seeders 

GT-100 topdresser 
• Gate is fully adjustable 
• 20-inch-wide conveyor and spinners work together 

to create a precise spread depth and pattern from a 23-
cubic-foot capacity hopper 

• Vehicle-mount control system allows user to make 
adjustments to the spread pattern without stopping 
or getting off the vehicle 

• Dual spinners adjust the spread pattern from 15 feet 
to 30 feet; tilts 15 degrees up or down 

• Metering gate manually adjusts from 0 to 7 inches 
• Powered by a 9-hp engine 
• Working speed of 4 and 9 mph 
Pequea Machine 
Circle 234 on reader service form 

412 turf tender topdresser 
• Capacity of 2 cubic yards level, 2.38 cubic yards heaped 
• Features a trackless, 18-inch PVC belt 
• Spreading application is adjustable from extremely fine 

to very heavy 
• Can spread 12- to 40-feet wide 
• Electric over hydraulic machine controls belt and 

spinner speed from the vehicle-mounted control panel 
• Manual hydraulic machine features valves on the side 

of the machine to control the belt and spinner speed 
Dakota Peat & Equipment 
Circle 235 on reader service form 

Turf Tiger topdresser 
• Applies various topdressing and bulk materials even 

when material is wet 
• Provides flexibility for scheduling and working 

around variable weather and material moisture 
conditions 

• Applies sand/peat topdressing, compost, topsoil 
mixtures, soil 
amendments and other bulk materials 

• Spinner attachment applies a precise pattern of 
sand/peat topdressing 35 feet wide. 

• 7,500 pound capacity; tires exert 14 pounds per 
square inch of ground pressure 

• Available with Saber Tooth attachment 
• Spreading pattern ranges from 10- to 16-feet wide 
Millereek Mjg. Co. 
Circle 246 on reader service form 

Flexispread topdresser 
• 5-feet spreading width; 6-feet working 

width 
• Can be tractor mounted or trailed 
• Features wide, low ground pressure tires 

forward of the spreader 
• 105-gallon capacity 
• Tractor hydraulic power source 
• Infinite variable application rates 
• Application rate is controlled by a 

hydraulic flow control valve 
Trilo BV 
Circle 236 on reader service form 

-.TV! 

Slicer/seeder 
• 355/2000 model 
• Operates in a 25-inch radius, allowing user to work 

around trees and flowerbeds 
• Performs on inclines as steep as 40 degrees 
• Powered by 11 -hp Briggs & Stratton engine 
• Can seed 18,000 square feet per hour 
• Plants rows on 2-inch centers 
• Slicer depth is adjustable as deep as 2.5 inches 
• Machine is 35-inches wide 
• Blades are 11-gauge steel, 14 gauge is optional 
Salsco 
Circle 228 on reader service form 



c assif ieds 

EMPLOYMENT WANTED 

Project Manager seeks position with owners and de-
velopers of new and renovation golf course construc-
tion, club house and maintenance buildings. Well 
versed in all aspects in the golf course industry, from 
plans to opening of operations worldwide. 888/310-
6524. 

FOR SALE 

Stroke & Distance 
We Take The Guess Work Out Of Golf 

GPS Work • Laser Measuring 
Distance Tags • Sprinkler Head 
Lids • Signs • Yardage Markers 

Yardage Books 

To Order Call: (800) 523-7853 
Mike Donovan 

www.strokeanddistance.com 
Charlotte NC 28105 

& «M 
* M 

GOLF COURSES FOR SALE 

Beautiful 9-hole golf course in South Mississippi. 
Only 90 miles from Gulf Coast. Additional land 
for 9 more holes and house sites. Large lake and 
beautiful oak-tree setting. Also included is a club-
house, driving range, tennis court, putting green and 
2 large buildings with equipment. $675,000. Owner 
wants to retire. Call Harold at 601/788-6986. 
Connected to this property is 25 acres with a 4,000 
sq. ft. home for $250,000. 

HELP WANTED 

HERITAGE LINKS 
Recognized Golf Course Contractor seeks Project 
Manager, Construction Superintendents, and Shapers 
with golf course experience for domestic and interna-
tional work on multiple projects. Must have strong 
administration skills, knowledge of contracts, budgets 
and schedules, and computer skills. Please send re-
sumes to: hr@heritage-links.com. 

SEMA G O L F / 
SEMA I N T E R N A T I O N A L 

Is currently interviewing for full-time experienced 
project managers, site superintendents, golf course 

construction shapers, equipment operators, 
irrigation foreman and general laborers. 

Applications can be e-mailed to 
dlong@semagolf.com, fax to 480/951-4081 

or call Doug Long at 480/951-4086 
for further information. 
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making a difference 

Educational golf program 
helps shape, benefit youths 

The National School Golf Program (NSGP), which is piloted under Golf 20/20, became an initiative 

of The First Tee. The NSGP was created to introduce the basic skills, etiquette and play of golf to 

elementary school children. The focus is to bring the lifetime benefits and values of the game to 

youths throughout America. 

Coinciding with the NSGP, Snag Golf, a provider of introductory golf equipment is a new member of 

The First Tee's Premier Partners. As part of the relationship, The First Tee is a distributor of Snag First Touch 

equipment. 

"The arrangement with Snag will provide The First Tee with the flexibility of managing product inventory 

and expediting the distribution of equipment to schools associated with the National School Golf Program 

as well as The First Tee Chapters," says Joe Louis Barrow Jr., executive director of The First Tee. 

The NSGP trains physical educators to introduce basic golf skills to children as part of their yearly 

program. The curriculum is based on national physical education standards and emphasizes character 

education through an introduction to The First Tee's core values. 

"The NSGP is structured to present a quality, school golf curriculum that develops competency, 

understanding and progression through movement and physical skills," says Benna Cawthorn, director of 

the NSGP. "Through this program, children as young as five will be exposed to the motor patterns 

associated with golf, along with the inherent values of the game." 

During the 2003-2004 school year, the NSGP was piloted in 130 elementary schools in eight communities 

and reached more than 50,000 children. The initial feedback from physical educators, principals, parents 

and the students has been positive. During 2004 and 2005, the program will be implemented in more than 

300 schools throughout the country. A plan is in place to expand the program beyond that. 

Snag golf equipment was used throughout the pilot season and has been a preferred supplier to The 

First Tee for several years. The equipment is designed to be developmental^ appropriate for students and 

to accommodate constricted areas. 

The First Tee, an initiative of the World Golf Foundation, has opened 154 golf-learning facilities since its 

inception in 1997. It also has introduced golf to more than 300,000 participants 

since 2000. The focus is to give young people an opportunity to develop life-

V 1 ' 
character education. Vi^-» Q 

Above are pictures of kids participating in the NSGP. G C N 

enhancing values such as honesty, integrity and sportsmanship through golf and ' "p i J 2 
r ^ h r ^ m r ^ + o r o r l i - ̂  Q 

First Tee < 



One Tough Animal 

Our website: 
www.bobcat.com/0276 
Toll-free for FREE 
Video Catalog and Buyer's Guide: 
1 - 8 6 6 - 8 2 3 - 7 8 9 8 ext. 0 2 7 6 

An (ÊR Ingersollfland business Bobcat C o m p a n y P.O. Box 6000 • West Fargo, ND 58078 

USE READER SERVICE # 3 6 

http://www.bobcat.com/0276


No matter how beautiful the fairway is, some people still won't use it 

Keep your course in top condition with the premier fungicide, Banner MAXX™. It's proven to provide superior protection against 
dollar spot and many other turf diseases, including summer patch and brown patch. Besides, Banner MAXX is specifically 
designed for the turf market, so you know what to expect. For more information on Banner MAXX, call 1-800-395-8873. 

f -

Banner MAXX 
Fungicide 

w w w . s y n g e n t a p r o f e s s i o n a l p r o d u c t s . c o m 
Important: Always read and follow label instructions before buying or using this product. 02004 Syngenta. Syngenta Professional Products, Greensboro, NC 2/419. Banner MAXX" and the Syngenta logo are trademarks of a Syngenta Group Company. 

http://www.syngentaprofessionalproducts.com

