WE PUT MORE INTO IT.
YOU GET MORE OUT OF IT.

We engineered a counter-balanced
handle so the cutting reel sits true on
the turf when you grab the handle
We put in password
protected programmable
controls so you can achieve
a consistent cut regardless
of aperator.

We installed regenerative
braking so you can control
We rotated the Honda® speed when mowing.
engine 180 degrees so
you get better balance in
turns and easy access to
the pull-start

We extended the mounting
slots so you can adjust
weight distribution to the
front roller

We installed a true
automotive differential so
We put in our Classic XP
reel with 15-blades so
you get the industry’s

you get superior straight
line tracking.

best quality of cut

We increased the maximum mow
speed to 3.8mph and added a
15-blade reel so you can be more
productive without sacrificing

We put in our patented
true floating head so you
can cut the most undulated
green without scalping

quality of cut

ECLIPSE 2 122F shown

S,

- @ SJNANCEBS=IN

.
~_
Three full service locations . 4
Waukegan, Frankfort, & Ingleside. %"*%% com pa ny 1.888.922.TURF | www.jacobsen.com
M
(847) 3361205 Phone T~
(847) 336-2697 Fax

waww.burrisequipment.com



FEATURE

The Urban F

Chris Schneider

FEATURE

Finding Value in

Social Media

Todd Quitno

03 Director’s Column
Dave Groelle

11  The Bull Sheet
John Gurke

18 Super-n-Site
Luke Cella

20 MAGCS in Motion
Kris Kvelland

22 Midwest Commentary
Greg Martin

24 Off Course

Chuck Barber

PRESIDENT
Dave Groelle, CGCS, Royal Melbourne C.C.

VICE PRESIDENT
Dave Kohley, Silver Lake Country Club

SECRETARY / TREASURER
Chuck Barber, St. Charles Country Club

EXECUTIVE DIRECTOR
Luke Cella, CGCS

BOARD OF DIRECTORS

Matt Harstad, Calumet Country Club

Matt Kregel, The Club at Strawberry Creek
Kris Kvelland, Ridge Country Club

Jim Pedersen, Hughes Creek Golf Course
Justin VanLanduit, Briarwood Country Club

TABLE OF CONTENTS

orest

May 2013 Vol. 67 No. 1

front cover

St. Charles Country Club #1 Quarry Hole this
Spring. It is this year’s site of our first nine hole
walking event. Mark your calendar for June 10th
and plan to join us.

Photo credit: Luke Cella

The wettest April on record proved to be one of the most trying for local area
superintendents. (Morris Country Club, photo credit: Andy Weadge)

2013 MIDWEST EVENTS

5/13
6/10
7/20

7/22
8/26
11/14

PRESIDENT EMERITUS
Bob Kohlstedt, Fox Bend G.C.

COMMERCIAL REPRESENTATIVE
Jake Vollbeer, Burris EQquipment Company

CLASS ‘C' REPRESENTATIVE
Shane Conroy, Park Ridge Country Club

EDITORIAL CHAIRMAN
Matt Harstad

ASSOCIATE EDITORS
John Gurke, CGCS
Chuck Anfield, CGCS
Chuck Barber

Midwest / ITF May Meeting, Beverly Country Club
Midwest Nine Holer, St. Charles Country Club
Midwest Family Night Picnic, Cougar Baseball Game
Midwest July Meeting, Edgewood Valley Country Club
Midwest August Meeting, Crystal Lake Country Club
61* Midwest Turf Clinic, Medinah Country Club

Midwest Association of Golf
Course Superintendents (MAGCS)
exists to promote professionalism
and integrity, to provide network-
ing, education and career
enhancement opportunities to all members who
facilitate the growth and enjoyment of golf.

On Course is published monthly with original
member content. For advertising opportunities
please call 630-243-7900.

© 2013 by Midwest Association of Golf Course
Superintendents. All rights reserved. Reproduction
without permission is prohibited.

Reuse permissions: admin@magcs.org

www.magcs.org 1



Trust your whole
course to Quali-Pro°.

Introducing Enclave’, the ultimate
fungal control that’s proven to go
the distance.

New Enclave™ is a broad-spectrum fungicide
featuring a unigue quad-control technology that
helps you prevent and eliminate many diseases
on your course. The result? Healthier turf with

a product that costs less and does more. That's
value.

See why Enclave is one of the best fungicide
values on the market today —

visit www.quali-pro.com/enclave or
contact Nick Strain.

Ph: (608) 301-6407
Email: nstrain@quali-pro.com

‘l" 0 SSeasically Better.

© 2013 Quali-Pro. Quali-Pro is a registered trademark of MANA.
Always read and follow label directions
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www.arthurclesen.com CLESEN INC

Over 50 years of helping you sustain plant health with
local knowledge, expertise, and innovative solutions.
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| DIRECTOR’S COLUMN |

Time to Move

What a difference a year makes! We went from the warmest spring ever to
the coldest spring in 20 years. I'm sure | speak for everyone when | say that
we can't wait to get back to “normal.” Whatever that is!

How are we doing? My first message as President | spoke of accountability. Our first goal was to
improve the timeliness of our publication On Course. To accomplish this several changes were made.
The first was to hire a new printer. The second was to create an editorial calendar. This essentially
sets up each publication in advance. We began asking for articles now instead of later. Some have
asked, “Why do you need my article now if it is not going to be published until July?” The reason
is very simple. Most of our content is not time sensitive. In other words, the articles we receive can
be read and are pertinent at any time of the year. Second, the offseason provides most of us ample
time to write. We have seen that if allowed to wait until summer, work seems to get in the way. By
having as much of the content available earlier, we can set up each month in advance. This helps us
get the finished product to the printer in a more timely fashion.

Dave Groelle, CGCS
Royal Melbourne Country
Club

The other change that was made is the Luke Cella is now in charge of the layout of the magazine.
Essentially we are completing everything in house now, with the exception of publishing. This allows
for much more efficiency. By the way did you notice the new layout and design? What do you
think?

You may have also noticed a digital version of On Course is now available. It is available to all
members via the website. If you have a chance, check it out! It is great. For those not ready for a
digital version don‘t worry, we'll still be sending a hard copy in the mail. The digital version however
is available much sooner. We anticipate that you will have access to a digital copy on the website the
first week of each month. The hard copy will usually arrive a week or two later. That explains some
of the delay in getting the magazine delivered. Printing and postage can take about two weeks.

So, to get you an issue on time in the mail we need to submit a finished product to the printer two
weeks prior to first of the month. This is why we need the articles sooner. Make sense? | am very
pleased with what we have accomplished so far. With your help it can only get better. Thanks to all
of those who have contributed to On Course by writing an article. As always, we continue to need
more, so think about writing an article soon.

To close, | recently had the opportunity to attend the 2013 Chapter Leaders/Executives Symposium
that was held in Lawrence, KS at GCSAA Headquarters. | traveled with Luke Cella and it was my first
time to the home of the GCSAA. There were 50 people in attendance from different 30 chapters all
around the country. | took many things
away from the event. What | was most
proud of was the strength of MAGCS. It
was very clear to me how blessed we
are to have the membership we have;
members who are willing to participate
and contribute to the growth of our
chapter as well as the game of golf. We
are in a great place professionally and only
getting better. So | encourage you to take
advantage of all that MAGCS has to offer.
Come out to a meeting, participate on a
committee, write an article, volunteer to
be a Board Member. It is our members
that make us great and will continue
to move us forward. Here's to a great
season. @

Dave poses with Old Tom outside GCSAA HQ.

WWW.Magcs.org
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Chris Schneider, Horigan Urban Forest Products

Forest

PHoto CREDITS: CHRIS SCHNEIDER

In 1862 Henry David Thoreau spoke on behalf of nature in his essay, “Walking.”

Thoreau implies that nature is a deity. He describes it having “absolute freedom

and wildness.” He suggests that nature is an autonomous force functioning un-

predictably.

If we accept Thoreau's interpretation of nature, people are
inconsequential in nature’s wild path.

Today, human beings live on a densely populated planet with
limited resources. With our growing needs and limited resources,
we are obligated to maintain not only our built environment, but
nature’s wild world as well. With oceans, trees, air, soil, and any
other resource, our relationship with nature depends on how
well we use and respect it. Think about our forests, not just large
stands of trees in remote areas, not just the wild side of nature
and our role within it, but our urban forests as well, the trees that
stand within our built environment.

By considering our urban forests as a resource, we can bet-
ter understand our place amid nature’s wild and free enterprise.

A portable band saw mill can hew some large logs.
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How well do we encourage the growth of our urban trees, and
how well do we utilize their material? Rooted within our built
infrastructure are proud stands of urban trees. These trees use
the same air that we breathe. They experience the same weather
and feel the same temperature as the humans who walk under
their branches. Just as we maintain and restore our buildings or
homes, we must care for urban trees in a way that ensures their
longevity and their maximum potential for growth. We can act as
stewards for our urban trees, rather than as bystanders existing
among them. As stewards, we will improve the quality of our
trees and reinforce our relationship with the environment.

Fortunately, there are companies already making great strides
in developing the quality of our urban forests. They have estab-
lished themselves as inspiring specialists, caring for and encourag-
ing the growth of urban trees. These master arborists prune, trim,
and treat to maintain a vital, high quality resource. Their trade fo-
cuses on growth and not removal. For a sustainable environment,
the objective is to encourage the growth of urban tress unless
nature gives us no alternative. From Thoreau’s perspective, nature
is inevitably unpredictable, and as the result of harsh weather or
infestation, urban trees do succumb. However, when these trees
come to rest on the urban surface, they need not die in vain.

If we are stewards, than we must utilize what wild nature
provides. Despite every effort to ensure the welfare of an urban
tree, some fall by nature’s hand. In drastic winds, heavy rains,
lightning, or infestation urban trees can meet their demise. Then
begins the long and perilous journey of decomposition, or even
worse, mulching, and urban trees are all but lost. However,
as stewards, we can extend the life of an urban tree by using
its wood. Rather than cutting lumber exclusively from remote
forests, we can use lumber from urban trees. By utilizing the
resources that nature provided, our actions are more in harmony.



Today, in addition to skilled arborists, there is a select group
of urban sawyers. They harvest the many species of fallen urban
trees like ash, birch, beech, catalpa, cherry, elm, ginkgo, hack-
berry, hickory, black locust, honey locust, soft maple, hard maple,
white oak, red oak, pine, spruce, sycamore, and black walnut.
With modern sawmills and dehumidification kilns, companies
with urban sawyers work diligently to cut and dry the material
from fallen trees. For every urban tree utilized in the lumber mar-
ket, one less healthy tree from a remote, stable forest is needed
for our day-to-day lumber use. And with growing national inter-
est in green energy and sustainability, people begin to understand
that urban lumber is a necessity and not a luxury. As the demand
for urban lumber rises, more sawyers are then able to distribute
it.

Today, in addition to skilled
arborists, there is a slect group

of urban sawyers.

With milling systems designed around bandsaws, sawyers
are able to produce lumber at a high yield and an efficient rate.
From thin and narrow
dimensional planks to
thick and wide wood-
en slabs, the goal
in producing urban
lumber is to extract
the maximum amount == =
of serviceable yield. = =
This yield goes into X
wood products like
beams, benches, cabi-
nets, chairs, cladding,
desks, doors, framing,
flooring, headboards,

3 g Iyl ———————— — W g

Urban trees become very unique and original pieces of lumber

molding, tables, trim, shelving, and more. By becoming such
wood products, urban trees extend their lives and communities
are sustained. Sawyers seize the opportunity to produce the most
unique and original pieces of urban lumber.

Like snowflakes, there are no two trees alike. There are no
limits to what we can achieve when we respect our environment
and use fully what nature has given us. @

Below: What is the value of timber on your golf course?

www.magcs.org 5
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“I’ll make dollar spot pay.”

“Even the best turf can fall victim fo disease. But with Honor® Intrinsic™ brand fungicide, | won't go down
easily. On top of unsurpassed disease control, research shows that Honor Intrinsic’s plant health benefits
give me a better root system so | can stand up to siresses like drought and moisture events, extreme

temperatures, and aerification— better than ever.” : : : B ASF

Intrinsic brand fungicides don't just fight disease; they give turf the resilience to endure stress. Find out _
more by contacting Randy Lusher, 630.810.1832, randy.lusher@basf.com. The Chemical Company

DARRELL KOELPER
PRESIDENT
Why Go Shallow,
When You Can GOLF COURSE
Go Deep? CONSTRUCTION & REMODELING
KOELPER MARENGO, IL
815791-7404 GOLF COURSE
Renny@CSturf.net CONSTRUCTION oFfFicE: 815.568-8382
COMPANY HOME: 815 568.6608

ERIC NADLER

o e Redexim
2700 North Farnsworth Avenue > Turf Products
Aurora lllinois 60502 Breaking barriers to better turf.
630.898.1616 EXIM TURF PRODUCTS
ILL SMITH RED J
630.898.1638 Fax Eccouﬁt Manager - A Division of Redexim North America
eric@nadlergolf.com Central and 29 CASSENS COURT
dl I Northern lllinois FENTON, MO 63026
.l.‘ AL LI - nadlergolf-com Cell: 217-971-6695 TEL: 636-326-1009
OLF FAX: 635-326—4884.
Golf Cars - Utility Vehicles EMAIL: Bill@RedeximTurfProducts.com

WEBSITE: www. RedeximTurfProducts.com

Sales + Service + Leasing
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Your Single Source for:

« pH Control

. Fertigation

« Injection Equipment

« lIrrigation System Monitoring & Alarm

Ask about our NEW 990V i“sv"’i

P VFD Technology

P Eliminates Overfeed
Spikes from On/Off Control

P Affordable

P Remote Control from
Irrigation Central

P Optimize Treatment Costs
P Easy to Use

PRODUCT * EQUIPMENT * SERVICE * SUPPORT

For additional info or to schedule a demo, call 800.677.8097
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Consulting, Inc.

USGA Physical
Analysis and Quality
Control
Cultural Management

Soil & Tissue Analysis

Local - Independent
Irrigation Analysis

Tim Davis
847-707-0323
Tim@dirt-n-turf.com

David Marquardt
630-251-1511
Dave@dirt-n-turf.com
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HOLLEMBEAK

CONSTRUCTION INC.

Golf Course Construction ® Renovations ® Bunkers
Clearing * Feature Grading * Shaping ¢ Drainage
Tee and Green Construction ¢ Cart Paths ¢ Grassing
Shoreline Stabilization ® Pond Construction and Dredging
Laser Tee Leveling ® GPS Golf Course Mapping

P.O. BOX 103 » BIG ROCK, IL 60511 = 630-556-3891
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Todd Quitno, Lohmann Companies

For a group of course designers, builders and shapers who didn’t even
know what social media was 5 years ago, we certainly spend a lot of time think-
ing about it these days. Maybe you’re like we were 18 months ago — determined
to do something in that realm (to better communicate with your customers) but

not at all sure how to go about it.

e Using Facebook and Twitter (along with our traditional
Well, there are dozens of “valuable” ways to do it, and we e-mailing list) to drive colleagues and customers to our
keep developing new strategies as we go along. We wanted to blog/website.
share a couple of those with you here.
But while we really do avoid “selling” our services via all this
Let me say first that as superintendents and club/course man-  content, we are continually seeking out and trying to engage
agers, you have a leg up on us course designers and contractors.  with a disparate community of potential customers. Private golf
We at Lohmann Golf Designs and our sister construction firm, clubs and daily-fee facilities are lucky — they have their commu-
Golf Creations, are doing all the basic things we should: nities ready made. It's just a matter of how to best engage them
via social media.
e (Creating a central, “branded”portal— the blog at our

website — where colleagues and customers can read Here's an approach we stumbled upon with some of our
our news, be engaged, respond and generally interact; recent clients:

e Regularly supplying that blog with new content (so visi-
tors always have something new to read); To start, we've reoriented the way we work with golf

e Providing via Facebook further, image-centric content properties overall. Today we basically dice up a traditional master
that is informational, not sales-driven; and renovation plan into smaller chunks that can be tackled annually,

if the money is there. In this economy, we've found that clubs are
better able to swallow these smaller bites in an orderly, produc-
tive, cost-effective fashion. We call this an Asset Management
Plan, or AMP.

We're formulating an AMP for a semi-private club client in
Wisconsin and we're going to use social media to communicate
the scope of that AMP. It makes sense if you think about it. First,
it's easy to get members or regular golfing patrons to like a club’s
Facebook page or visit the blog — they're already interacting
with the club online. So instead of asking members and golfers
to digest the contents of a multi-faceted, multi-year master plan
or AMP all at once, we're planning to dole the information out
to them bit by bit via the club’s blog, and then drive traffic to the
blog with Facebook posts.

8 |SICOURSE 05/13




For example, one week we might discuss tree removal
happening on one hole, and use that to discuss the overarching
tree removal plans we have for the entire course. The next week
we might address the club’s investment in a more aggressive
top-dressing program, its effect on every day playing conditions
like firmness and ball roll. That post might evolve into a further
discussion on why a couple of greens still aren't satisfactory, or
aren’t responding to the program, and may need to be rebuilt or
re-grassed.

This approach serves a bunch of really practical purposes:

e It keeps the membership and golfing customer base
apprised of what's happening at their course, in an
informational way.

e |t provides an avenue for promoting common mainte-
nance activities, like top-dressing, in a way that golfers
can understand, like better ball roll.

* [t demonstrates that investment in the course has been
planned out and staged in a logical, cost-efficient way.

e |t provides them the opportunity for feedback, because
all these social media portals allow for and inherently
encourage that feedback.

e And it gets members in the habit of visiting the website
and Facebook page, where there’s lots of other informa-
tion the club wants to communicate.

e J- : d 1 % - \
This local course resident might be worthy of a FB post.
| had to laugh the other day when | visited my local gas sta-
tion, which, like many do, has a convenience store attached. It's
all part of a big chain of gas/convenience stores. There was a sign
on the door that urged me “Follow us on Facebook!"” For what,
I thought? I'm not going to follow them on Facebook — | don't
care enough about where | buy gas and soda.

But golf courses are different. If you make an effort to stock
your blog and Facebook page with meaningful information
about your course, the people who play that course will continu-
ally come back for more. Most courses have been collecting the
email information on members and greens-fee-paying golfers
for a long time. Use that list to drive them to your Facebook
page. Then tell them what you're doing, like why you've rebuilt
or moved a bunker, and how that change will improve play for
seniors or ladies, for example.

Here's the important bit: It's our view here at LGD and Golf
Creations that the superintendent can and should be the point
person for generating that meaningful social media content. He

or she is the person who knows the most about what's happen-
ing on the property’s most important asset: the golf course. He or
she is also on the course every day, meaning he or she can deliver
timely info and pictures for your social media portals, every day.

When there’s wildlife captured on film (okay, digitally), that’s
a picture and a FB post.

When you re-edge the bunkers surrounding a particular
green, that's a picture, FB post and maybe a blog entry.

When you've drawn up a schedule to punch the greens,
that's something golfers will want to know.

We've seen
some great “Sun-
rise Series”, where
each week the
super features a
different hole at
sunrise— a beauti-
ful time of day that
most golfers don‘t
experience.

Even quite
technical green-
skeeping can
be featured and
explained in this
sort of context. We
know of supers who have applied plant growth regulator to really
lush rough areas in front of ladies tees prior to an invitational —
to increase roll in those areas and lessen the chances of lost balls
there. That's something most supers don't broadcast (cause they
don't want to have to do it on a regular basis!), but tell those
ladies via social media you've made special efforts to keep the
grass down, they'll appreciate the attention.

Here's another fun and interesting social-media worthy
experiment: One of our superintendent friends purposely didn’t
put any tee markers out the first two weeks of the season —
he wanted to see where people would play the holes from, on
their own. He reported that almost always golfers played more
forward than he would have traditionally “marked” them. That's
good info for a superintendent to have, and interesting informa-
tion to share with golfers, especially in the vain of Tee It Forward.

Of course, in all these cases where you are generating fun
imagery, Instagram and PinInterest are two more social media
options that are very photo-centric.

The possibilities are pretty much endless, and that's a good
thing because implementing this sort of social media campaign is
a bit like holding a tiger by the tail. Once you start, you've really
got to stay with it or interest will fall away (this is especially true
for Twitter). But this is the new best way to communicate with
your golfers, and there are dozens of ways to customize it, you
just need to find your way. @

www.magcs.org 9
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Nels J. Johnson Tree Experts, Inc.

A Proud Tradition Since 1930

Phone: 847-475-1877 * Fax: 847-475-0037
www.nelsjohnsontree.com
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