
NOT YOUR GREENS AND TEES 

Our All-New Spray Star 1000. The turf sprayer 
that will take the worry out of damage to your 
most important turf areas. With its very light 
weight and extra-soft turf tires, its psi adds 
up to only seven. Hydraulic drive and power 
steering make it particularly maneuverable 
and its spray controls will give you the 
precision you want and need. The spray tank has a 
very low center-of-gravity and profile - and carries a 
Lifetime Guaranty. Only from Smithco. 

SPRAY STAR 1000 
110-Gallon Capacity 

SPRAY STAR 3000 
300-Gallon Capacity 

Many Other Special Features. Two types of 
safety control switches for maximum operator 
protection • clear water wash tanks • three spray 
control options for exact pressure adjustments and boom 
control • soft-touch tires front and rear for superior weight distribution 
• excellent stability on sloping terrain and hills 

SPRAY STAR 1600 
160-Gallon Capacity 

The Spray Star 1600. Our mid-size sprayer, with a production rate of 
100 acres per day. With a Kohler Command engine, 
two-wheel mechanical drive, hydraulic steering and 

braking, and many safety features. With a choice 
of spray booms and spray controls known for 
their precision. 

The Spray Star 3000. Our big-capacity sprayer 
for those big jobs and big areas. Its 

quiet, Ford, water-cooled 
engine delivers plenty of power for its big 
payload - and its automotive-type steering gives it 
the maneuverability you like. With many operator 
safety features, including a filtered-air cab. 

Ask your Smithco distributor to show you why we are the leaders in 
turf spraying equipment. Seeing is believing. 

A L W A Y S O U T F R O N T 

SMITHCO 
W A Y N E , P E N N S Y L V A N I A 1 9 0 8 7 

www.smithco.com 

http://www.smithco.com


Superintendent Public Relations 

Sometimes, when the subject of 
golf course superintendents' im 
age and visibility comes up, 

people either get angry, anxious or am-
biguous. The word "image" today can 
conjure connotations of spin doctors and 
Madison Avenue hype... inferences of 
smoke and mirrors or sound bites. There 
is definitely something about the termi-
nology that seems foreign to the tradi-
t ional pe rcep t ions of the 
superintendent's role in golf. 

Perhaps i t ' s because the 
superintendent 's traditional role has 
changed not so much in substance but in 
scope that many think special emphasis 
on our "image" is indeed warranted. 
Image is perception and perception is a 
person's reality. There is nothing wrong 
about superintendents being perceived 
as professional businessmen. The fact 
that part of their day may be spent get-
ting their hands dirty is not a complete 
reflection on the rest of their responsi-
bilities. A surgeon gets bloody hands, 
but he is also highly respected for his 
knowledge and skill. 

Public relations is 70 percent com-
munication, 20 percent planning and 10 
percent timing. You can play around 
with the percentages if you want to. The 
point is, you can be a hard-working, 
loyal superintendent, but if no one knows 

It's Frequently Much Harder Than Growing Grass: 

Public relations is 70 percent communication, 20 

percent planning and 10 percent timing. You can 

play around with the percentages if you want to. 

The point is, you can be a hard-working, loyal 

superintendent, but if no one knows what you're 

doingy how well you're doing it and why you're 

doing if, you might as well be invisible. 

what you're doing, how well you're do-
ing it and why you're doing it, you might 
as well be invisible. 

I learned that lesson the hard way. I 
will never forget the day I was standing 
with the golf pro on the steps of the 
Isleworth clubhouse and a member pulls 
up in his cart and says to the pro, "Hey 
Dave, the course is looking great!" 

Here I was busting my butt trying to 
manage bentgrass greens in Orlando, 
working 358 days straight my first year 
and the pro is getting a compliment on 
course conditions! Obviously, I was do-
ing my turf job very well, but my public 
relations and image needed some work. 

For all those who view efforts to en-
hance the superintendent's image as 

misguided, off target or a waste of time, 
please remember that communications 
and information are the currency of the 
times. A superintendent's image should 
not be a veneer and visibility should not 
just a photo op! Thoughtful, factual com-
munications paired with performance 
and timely appearances will generate the 
kind of positive image and visibility our 
profession is seeking. 

Salesmanship - From A 
Superintendent's Perspective 

The image that a superintendent has 
of himself as a turf manager is cer-

tainly understandable. What I see is the 
lack of conscious understanding by many 
of my peers that a superintendent is re-

The Superintendent as Salesman 
Selling your budget will include: 
• Financial compensations for yourself and your staff. 
• Projects, renovations or course improvements. 
• Reasons to replace old and worn out equipment. 
• Reasons to attend educational and chapter meetings to 

better yourself. 
• Long range programs. 

To your members you will have to sell: 
• Specific maintenance procedures and how it effects golfers 

like topdressing, aerifying, pesticide applications, etc. 
• Specific maintenance/playing condition/pace of play 

issues like green speed, rough height, cup positions, etc. 

• Yourself as a complete business professional not just a 
turf manager or a greenkeeper. 

• Solutions to problems whether they be a result your 
decisions, your staff, your superiors or natural disasters. 

To your staff you will have to sell: 
• The why's and how's of specific maintenance 

procedures. 
•. Membership requirements. 
• Club rules and policies 
• Training and compliance with safety procedures and 

requirements. 



When someone suggests vou spend more monev on a less 
effectiue preemergent. it's time to hold on to vour wallet. 

Herbicide 

PENDULUM H H H M H M H H 

BARRICADE* H M M M MH M H H 

DIMENSION" H M H M H M M M 

TEAMC H M M M M M NR NR 

RONSTAR" M H NR M M NR NR NR 

SURFLAN1 H H H M MH M H H 

Level of control Mediu m Medium-High High Not Registered | 
m Novarii* b™ Rotini awl Haas Co. c " Dow AgroScioncos d™ RbAno Poultnc 

Field trials confirm that PENDULUM" consistently gives you more dependable, broad-spectrum 
weed control than any other preemergent herbicide. 

So, even when compared to premium-priced products, PENDULUM controls more weeds. 
You can take that to the bank. 

For the PENDULUM herbicide distributor nearest you, 
call 1 -800-545-9525, ext. T2611. J j B 

Or visit our website at www.turfffacts.com. WÈÊÊÊÈÊÊÊÈÊÊÈÊWC^ 
unmatched uaiue. unbeatable performance 

PENDULUM® is a registered trademark of American Cyanamid Company. ©1999 Always read and follow label directions. 

http://www.turfffacts.com


ally a salesman with a turf management 
background. 

When you're sitting across the table 
from a sales representative have you ever 
thought, "I could never do what he does. 
I couldn't sell for a living." Well, it just 
isn't true. 

More and more younger people are 
getting into the turf management busi-
ness. They come with education geared 

for the turf industry. They've worked at 
some very impressive clubs. They have 
turf experience in all areas but there's a 
gap in this education — salesmanship. 

Right from the time you get your staff 
started in the morning, you become a 
salesman. As you explain the assignments 
for the day, you're telling them that this 
is important and necessary. You may 
even explain why and how what they do 

will benefit the course, the club, mem-
bers and themselves. Isn't that selling? 
You're selling ideas, concepts, programs 
and even a feeling of self accomplish-
ment. You're selling them the purpose of 
doing their job in a particular manner 
and why. How good you sell it will deter-
mine how they feel and how well they do 
it. 

Later in the morning you stop by the 
pro shop. In the course of conversation 
you let the pro know about a problem 
with a particular green and, for the next 
few minutes, you give him some basic 
facts of what occurred and what you are 
doing to correct the situation. Plus you 
tell him that if a member happens to ask 
what is going on with that green, he can 
now provide a knowledgeable answer. 
Now, you've not only been selling valu-
able information to him but now you 
have a sales partner with the members. 

When you analyze your day you will 
find many examples of your "salesman-
ship." Within your club's operation you 
will have to sell and several are listed in 
the box on page 42. 

You could spend days explaining how 
to sell these ideas and concepts. Numer-
ous seminars are available on how to sell. 
There are speakers and book writers who 
have made fortunes teaching people how 
to sell. In fact, I encourage everyone to 
attend a seminar or read about these 
selling ideas. What sales technique you 
use will probably be a combination of 
these ideas. 

I'd like to share a few ideas that have 
worked well for me: 

• Be prepared to back up your ideas 
and concepts with sound reasoning, uni-
versity research, consultant recommen-
dations, statistics, reports, quotations, 
etc. 

• C o m m u n i c a t e . Communica t e . 
Communicate. If you work in a vacuum 
and don't talk to anyone then you open 
yourself up to letting others talk about 
you. Use all your resources to let every-
one know what is going on. Use bulletin 
boards, club newsletters, memos, pho-
tos, faxes and e-mails. Hang out on the 
first tee on Mens' and Ladies' Days. Eat 
lunch in the clubhouse. Seek out and 
inform influential golfers. 

r 
When it comes to 

keeping your water 
pristine, Aquagenix 
kntws the score. 

Only one water management company ranks 
number one in keeping golf course water hazards 
in peak condition... Aquagenix. Our fully-licensed 
pros and fleet of non-intrusive vehicles will keep 
your waterways in complete compliance, while 
leaving your turf clean and green. Call today 
for a free site survey. We'll hit a hole-in-one 
for you everytime. 





and 

present... 



SUPER IOR 

MOWERS WITH 

A LEGACY FOR 

SETTING THE 

INDUSTRY 

STANDARD IN 

QUALITY OF 

Greensmaster 500 

Greensmaster 800 

Greensmaster 1600 



Each of these premium mowers offers superintendents a 
unique solution to meet specific course conditions. 

PERFORMANCE PLUS 

QUIET PERFORMANCE A smooth, 
more quiet-running OHV Kawasaki engine 
offers many practical benefits. Less noise 
enhances operator safety, helps courses reap 
benefits of early morning mowing - without 
disturbing the neighbors. 

THREE CUTTING WIDTHS Each 
mower offers a unique solution for different 
mowing requirements. For your greens, 
choose from the tight 18" cutting width of 
the Greensmaster 800, or from the 21" 
Greensmaster 500 and 1000 models. And for 
your aprons and tees, the productive 
Greensmaster 1600 features a 26" width. 

FULL FLOATING CUTTING HEAD 
For stepped or undulated greens, choose the 
Greensmaster 500 with a full floating cutting 
head. It gives superb ground following and a 
smooth, even appearance. 

OPERATOR COMFORT A comfortable 
loop handle lessens operator fatigue, 
increases productivity. A wno tool" simple pull 
pin easily adjusts handle height to operator. 

PRECISION CUT Front-weight bias eliminates operator 
influence, allows deep penetration and straight line mowing. 
Greens receive a more uniform cut with fewer markings. 
Players benefit with faster and truer ball roll. 

Kawasaki engine with 
special muffler decreases 
noise for operators, players 
and neighbors 

Note: Features apply to 
all models unless 
otherwise noted. 

Patented louvered 
grass baskets help 
clippings stay 
evenly distributed 

Choose from 18", 21" and 26" 
cutting widths; each offers 
unique applications 

Economically designed 
loop handle accommodates 
different-sized operators 

Simple pull pin 
allows operator 
to easily adjust 
handle height Front-weight bias 

helps mowers deliver 
precision cut 



TORO 

MODEL PROFILE 

G R E E N S M A S T E R 800 This all-new specialty mower offers a 
tight, 18" cutting width for specialty applications. Use the 800 to get 
an even narrower stripe, for extremely low heights of cut, or steeply 
carved greens. 

G R E E N S M A S T E R " 1000 Put simply, the 1000 has earned a 
legendary reputation for superior greens mowing worldwide. It's the 
envy of the competition, and the mower of choice for many prestigious 
courses. Count on the 1000 to cut lower than competitive models at 
the same setting. Cutting width is 21". 

G R E E N S M A S T E R " 1600 The 1600 provides a greater range of 
applications. Its 26" cutting width and extended height of cut range 
make this mower perfect for tee, apron and other formal turf areas, 
even large area greens. A dimpled traction drum provides better 
traction for off-greens cutting. 

G R E E N S M A S T E R * 500 The 500 offers the best solution for 
courses with heavily undulated, stepped, or soft greens. The mower's 
full floating cutting head allows the 500 to follow contours uniquely in 
all directions even as the weight of clippings increases. Greens receive 
an even cut with the least scalping. Cutting width is 21". 

ACCESSORIES 
T R A N S P O R T T R A I L E R 
Conveniently accommodates two walk greens mowers. Protects 
mowers and their fine adjustments during transport. 

L IGHT K I T 
Dual lights enable early morning mowing resulting in earlier tee times. 
(Not available for the 500.) 

T H A T C H I N G REEL 
Eliminates need for riding greens mower with thatching reels, and 
associated risks of compaction and oil leaks. (Available for 1000 only.) 

O P E R A T O R P R E S E N C E K I T 
Optional safety bail available to meet select customer requirements. 



GREENSMASTER' WALK MOWERS 

500, #04130 800, #04048/1000, #04052 1600, #04060 

Engine Kawasaki. 4 cycle. 3.7 hp (2.7 kW), air cooled 
OHV engine, iron cylinder sleeve. 

Kawasaki. 4 cycle, 3.7 hp (2.7 kW), air cooled 
OHV engine, iron cylinder sleeve. 

Kawasaki, 4 cycle, 3.7 hp (2.7 kW). air cooled 
OHV engine, iron cylinder sleeve. 

Traction Drive Transaxle with multiple friction disc clutch 
Spur gear differential transmits power to 
2 rubber traction drums. 

Belt powered, split drum with differential Idle 
pulley to engage disengage. 

Belt powered, split drum with differential Idle 
pulley to engage disengage. 

Reel Drive Universal drive shaft. Timing belts from countershaft to differential, 
drive drum and reel. 

Timing belts from countershaft to differential, 
drive drum and reel. 

Reel Construction Cutting Unit independent from traction unit 
and catcher. 3.5" (8.9 cm) diameter, 9 blade. 

11 carbon steel blades. 
GR1000 only: Optional 8 blade. 

8 carbon steel blades. 

Maximum Ground Speed Mowing: 3.8 mph (6.1 km/h) Mowing: 3.5 mph (5.6 km/h] 
Transport: 5.3 mph (8.5 km/h) 

Mowing: 3.5 mph (5.6 km/h] 
Transport: 5.3 mph (8.5 km/h) 

Weight 186 lbs. (84kg) GR800: 203 lbs. (92.3 kg) 
GR1000: 208 lbs. (94.3) 

230 lbs. (104 kg) w/o transport tires. 

Width of Cut 21" (53.3 cm) GR800: 18" (45.7 cm) 
GR1000: 21" (53.3 cm) 

26" (66cm) 

Height of Cut i/s" (3.2 mm) to »/»" (17.5 mm) 
(optional bedknife to •/»") 

GR800: i/b" (1-56 mm) to 1" (25 mm) 
GR1000: s/e»" (1.9 mm) to 1" (25 mm) 

>/8" (.31 cm) to 11/4" (3.1 cm) 

Clip .197" (5.0 mm) Standard 11 blade: .16" (4.1 mm), 
GR1000 only: Optional 8 blade: .23" (5.8 mm) 

.23" (5.8 mm) 8 blade reel. 

Bedknife Adjustment Reel adjusts down to the bedknife through 
two threaded bolts. 

Dual screw ^lick" adjustment to reel. Dual screw "click" adjustment to reel. 

Warranty Two year limited warranty. Refer to the Operator's Manual for further details. 

TORO 
C O M M E R C I A L P R O D U C T S 
We reserve the right to improve our products and make changes in the 
specifications, designs and standard equipment without notice and without 
incurring obligation. 

Products depicted in this brochure are for demonstration purposes only. Actual 
products offered for sale may vary in design, required attachments and safety 
features. See your Thro Distributor for details of our warranties. 

©1998 The Toro Company 
8111 Lyndale Ave. S. 
Bloomington. MN 55420-1196 

Simm 

T O R O IS P R O U D T O S U P P O R T T H E N A T I O N S T U R F P R O F E S S I O N A L S 
W I T H T O P Q U A L I T Y E Q U I P M E N T , S E R V I C E A N D P A R T S . 



• Take the time to explain to your 
supervisor the pros and cons of an issue. 
Let them become part of the decision 
making process. 

• Listen to what others have to say. 
Don't always dominate a conversation. 

• Be proactive when problems occur. 
Let people know what occurred, why 
and what you are doing about it. 

• Present yourself in a positive and 
confident manner. Speak clearly and 
practice your presentations in front of a 
mirror or in front of your wife. This is 
especially helpful if you have a problem 
with public speaking. 

• Dress appropriately for the situa-
tion. Coat and tie for board meetings or 
formal presentations. Clean and conser-
vative apparel for most other situations. 

• Prepare typed documents or reports 
detailing budgets and expense line items. 
Be specific but brief and to the point. Be 
accurate. If you can't type, find someone 
who can. Learn how to use computer 
word processing programs. Gone are the 
days of handwritten material. 

• Work to improve yourself and your 
staff. Have training sessions for them 
and attend seminars or meetings to learn 
what is going on around you. Keep up-
dated on trends in the industry. 

• Ask others for help. Our own egos can 
get in the way of solving problems. There 
are others who can help you learn. Call 
upon your peers, consultants, university 
personnel or technical representatives to 
help solve problems. Learn to share ideas, 
concepts, solutions and problems at chap-
ter meetings and in trade publications. 

• Read educational journals and browse 
the Internet. There are a lot of sources out 
there to get information. Look and In-
quire. 

Your "salesmanship" skills result in an 
image you will project to those you work 
for and work with. Fine tune your style and 
technique constantly. And finally, keep 
yourself approachable and visible. 

STEVE PEARSON CGCS 

The Falls C.C. 

Resorting to Your Image and 
Your Visibility 

It is a hard thing to promote the super 

intendent position at a resort course 

that doesn't have a membership. When 
you turn approximately 65,000 rounds 
per year, you rarely see the same person 
twice. 

So you have to focus on the areas 
where you can make an impact: dress 
code, on-course contact with guests, and 
visibility to the golf operations people, 
which include the head professional, the 
area manager, and the staff of rangers, 
starters, and pro shop. 

Superintendent dress code is a fairly 
simple subject here at Disney because a 
union contract prohibits us from doing 
any work that could be done by an hourly 
employee. So management will gener-
ally dress in a nice golf shirt, slacks, and 
dressy work or smooth-soled golf shoes. 
The maintenance crew is required to 
wear a costume that is provided and 
cleaned by the company. The new hires 
are also provided with temporary cos-
tumes until they receive their permanent 
sets. Name tags are a must for everyone. 

Grooming is a big issue at Disney and 
everyone is expected to be clean-shaven 
and meet Disney standards for hair 
length. Tattoos and earrings are not al-
lowed. Having everyone looking neat 
and in proper uniform, provides a state-
ment of professionalism that is becom-
ing more and more important in our 
industry. 

Contact with guests is minimal for 
the maintenance crew. We begin our day 
between 4 and 5 a.m., depending on 
what is scheduled for maintenance and if 
there are any events that day. The first 
golfers will normally be on the course at 
7. The crew usually will not see any golf-
ers during their first assignments but 
may during their second jobs. 

Golf course etiquette is highly stressed. 
The crew is instructed not to bother the 
golfers in any way. Obviously, some work 
goes on during play, such as rough mow-
ing, weed eating, and edging paths. So 
the crew is trained to read the situation 
and to respond properly to "the look" 
that we have all received from time to 
time. Any complaints that we receive are 
brought to the attention of the respon-
sible crew member and documented. 

Guest contact by the superintendent 
is what Disney calls a "guest satisfier." It 

...it is amazing the 

amount of 

conversation that a 

simple soil probe can 

generate. It is a great 

way to break the icey 

talk a little about 

conditionsy the 

weather, or even give a 

basic soil profile 

lesson. 

shows the golfer that you care how their 
round is going and that you are available 
if there are any problems. As you go 
about your business on the course, it is 
very easy to approach golfers and make 
yourself accessible to them. 

Once the crew is gone for the day, I 
will usually make an "afternoon run" 
and check on the condition of the course. 
Moisture levels are always a big concern 
in the afternoon and it is amazing the 
amount of conversation that a simple 
soil probe can generate. It is a great way 
to break the ice, talk a little about condi-
tions, the weather, or even give a basic 
soil profile lesson. 

Golfers will take an interest in what 
you are doing and what a great opportu-
nity for some basic education. A word of 
caution, however: It is wise to work back-
ward from 18 and not to follow the same 
group around; otherwise you will be the 
one receiving the education, and I think 
we've all been there before. 

Communication with the golf opera-
tions staff is critical at any facility. This is 
where everyone must be working to-
gether to make things run smoothly. We 
have all been caught by surprise when 
that 8:30 shotgun goes out at 8:00, or 
when you thought you had arranged for 
a No. 10 start and instead play went out 
on No. 1. 



Something we do regularly is attend 
the 5:45 a.m. golf operations staff meet-
ing. At this meeting, either the foreman 
or the superintendent will confirm the 
start times, number of players for the 
first time (we always hope it is a four-
some), the tentative numbers for the 
day, if there are any breaks in play, and if 
there are any special maintenance items 
going on that day. 

The golf staff supervisor, starter, 
ranger, and pro shop personnel are all at 
this meeting so all the bases can be cov-
ered at one time. The starter will also call 
us on the radio when the first group goes 
out and how many there are. These 
people can really be an asset on the days 
when you are fertilizing or topdressing, 
so it pays to take the time to get to know 
the golf operations personnel. I'm still 
amazed at how far a box of donuts at the 
morning meeting can go. 

There are many other ways that the 
visibility and image of the superinten-
dent can be promoted. The head profes-

sional and his apprentices just finished 
up a six-week stretch of junior camps at 
our facility. Each camp was one week 
long and had approximately 20 to 30 
kids. They asked if we could speak with 
the kids each Wednesday for half an 
hour and talk about golf course mainte-
nance. 

The kids were a great audience. We 
spoke about greens construction, the 
price of building a golf course and main-
taining it, the price you pay for fast greens, 
how much a specific piece of equipment 
cost, what time we get to work, the edu-
cation required, and so on. Hopefully 
they will take some of that message with 
them as they grow as golfers. 

We also participated in a trade show 
at Disney's Wide World of Sports field 
house this past winter. A USGA specifi-
cation greens profile was built in a fish 
tank to show how a green was con-
structed, and we displayed several pieces 
of maintenance equipment. 

All the Disney superintendents took 

turns manning the booth during that 
week and we gained a lot of positive 
exposure. Something similar could be 
done at a member-based club by having 
an open house at the maintenance facil-
ity or by building a similar greens profile 
display and putting it in a common area 
for the members and guests to see. 

In summary, superintendent visibil-
ity and image is something that is in our 
hands. If we want to improve it at all, it is 
up to us. 

Be proactive. Be involved. Speak with 
members and guests. Help out other ar-
eas if you get a chance and spread the 
word that we are professionals and know 
what we are doing. 

DAVID DATEMA 

Disney's Magnolia GC 

The PR Run 

One of my favorite superintendent 
public relations stories comes from 

recently retired Stanley Carr. Stan worked 
at the Gulfstream County Club for 30 

Producers of Quality Turf grasses 
for Golf Courses and A thletic Fields 

High quality sod and sprig 
turf grasses available: 

• Ufa-ay 419 
• TifSport 
• Tifgreen 328 
• TifEagle 
• Tifdwarf 
• Centipede 
• Meyer Zoysia 
• Centipede Seed 

We install sod and/or sprigs on 
Golf Courses and Athletic Fields 
Rowplanting Services A vailable 

Pike Creek Turf ¿hc. 
R o u t e 2 , B o x 3 7 6 - A Ade l , G e o r g i a 3 1 6 2 0 

1 -800-252-7455 



years so he must have been doing some-
thing right. 

I first heard his strategy during a con-
versation he was having with a superin-
tendent who was struggling with his green 
committee. 

The superintendent was bemoaning 
the fact that he was always on the job, but 
it didn't seem to make a difference to his 
superiors. I got the impression that he 
spent a lot of time in his office taking care 
of business of course, but he was out of 
sight and out of mind of the people who 
mattered the most. 

Carr told the person, "Every day I 
make what I call my 'PR run. ' I make 
t ime to ride the course especially in 
season. I make it a point to let the 
members see me walking greens and 
making notes even if the notes aren' t 
critical. I greet the members and talk to 
them and answer any questions they 
might have. I have seen too many hard-
working superintendents lose their jobs 
simply because they just weren' t vis-
ible or d i d n ' t c o m m u n i c a t e effec-
tively." 

Carr also cultivated relationships with 
consultants, USGA agronomists and 
other outside experts. He would invite 
them for lunch and introduce them to 
his green committee members. He would 
have these experts over for a visit when 
he didn't have problems just to let his 
members know he was staying on top of 
the latest information. When he did use 
them to back up or explain a problem, 
they weren't perceived as strangers 
making excuses for a superintendent's 
mistake. 

Carr always dressed the part of a pro-
fessional superintendent. That meant 
coat and tie for committee meetings and 
boots and raincoat for rainy days. He 
also cultivated his green chairmen's sup-
port by making them part of the process 
and asking them questions even if he 
already knew the answers. 

He told them up front that he couldn't 
give them a trouble-free golf course ev-
ery day of the year. Mother nature just 
didn't work that way. He also told them 
that he wanted to feel safe in disagreeing 
with the chairman if he believed his po-
sition was in the best interest of the golf 

course. By being candid and yet profes-
sional, he created a "we" atmosphere, 
which paid dividends in job satisfaction 
for 30 years. 

Adopting a "PR run" strategy just 
might give you the visibility and cred-
ibility you need to compliment your hard 
work in the field and in the office. 

JOEL JACKSON, CGCS 

Florida GCSA 

First Impressions 

In today's world, with increasing de-
mands and shr inking budgets , a 

superintendent's image may be more 
important that ever. 

It's that first impression people get 
when they meet a superintendent or when 
they visit his maintenance facility. The 
maintenance building is generally the 
hub of any operation. 

If You're Looking 
for Improved Pest 
Control. . . 
Du Cor has an 
Easier Solution! 

New Du Cor LEMWET can help improve your 
pesticide spray application! LEMWET is a lemon 
extract attractant and surfactant for use with most 
pesticides. LEMWET attracts nearby pests to your 
spray. In addition, it's non-ionic surfactants 
improve spray penetration and bring your 
pesticide into close contact with pests! 

For over 35 years, Du Cor has been coming up 
with products to fit our customers needs. From 
liquid micronutrients, humates and fertilizers, to 
specialty dyes, surfactants, odor counteractants 
and more, we take pride in finding special 
solutions that help our clients. 

So if your looking for something special to 
attract a nuisance, or maybe just a different 
solution to help you grow, give Du Cor a call. We 
may already have just the solution you need! 

T^^. Du Cor International 
Corporation 

V RO- B o x 593298, Orlando. Florida 32859 
407-859-4390 or Toll Free 1 -800-382-6735 



Most people believe the golf course is 
the most important to maintain, (which 
is true) but the "barn" can tell a lot about 
how the operation is run. This is where 
the crew meets every morning to receive 
their assignments throughout the day, 
eats lunch and receives their training 
when they are hired. 

The maintenance building is where 
the superintendent, assistants, and me-
chanics spend a majority of their time, 
when they are not in the field. It is an area 
where all the equipment is stored and 
serviced. Many people—vendors, mem-
bers, general managers and other super-
intendents — visit the building during 
the day. 

The first thing someone sees as they 
enter your maintenance complex, is the 
landscaping in the entrance and the 
grounds around your facility. Our jobs 
are hard enough without having elabo-
rate and extensive landscaping around 
the shop to maintain. 

Limiting the amount of material that 

needs maintaining enables you to con-
centrate on other areas while your site 
still looks efficient and professional. 
Eliminating unneeded grass that requires 
mowing (such as; bahia) reduces time 
spent in maintenance. By planting 
cordgrass or other low-maintenance tall 
grasses, you will increase habitat and 
decrease maintenance. Around your 
building, you can plant low-maintenance 
shrubs, like Walters viburnum. Most 
native trees, shrubs and tall grasses only 
need to be watered until established. 

Another place people see immedi-
ately upon arriving is the front entry into 
the buildings. It should be neat and clean 
with very low maintenance material 
around the building. Placing a bird feeder 
outside of the entry is a delightful touch, 
and it enhances conversation with mem-
bers. Having pictures of your golf courses 
and site maps on the walls in the front 
office makes communicating with mem-
bers more exciting. It is very important 
to keep the inside of the buildings or-

derly and clean. Everything is a factor to 
the overall professional image of the su-
perintendent and the entire operation. 

We have been very successful with the 
"Inside Cleaning Program." With a ro-
tating schedule, every day after lunch 
someone does a quick 10 to 15 minute 
clean-up (empty trash, wipe down tables 
and sweep floor). Then before the crew 
goes home for the day, the same person 
spends 30 to 45 minutes finishing the 
daily clean-up routine (restrooms, mop-
ping, etc.). 

One of the most important areas we 
concentrate on is the equipment. The 
equipment is paste-waxed when it is first 
delivered. This protects the paint against 
the hot climate in the South. Then at the 
end of each day the equipment is liquid 
waxed and towel dried, and Armor All is 
applied to all the plastics and rubber. 

When equipment care is practiced, 
you are protecting the company's assets. 
Equipment lasts longer and keeps the 
resale value on the equipment higher. In 

ullivan 
lectric & Pump, Inc. 

(¡561 ) 588-5886 
SERVICES 

DESIGN, SALES, INSTALLATION AND SERVICE OF ALL TYPES OF 
GOLF COURSE AND COMMERCIAL IRRIGATION PUMP SYSTEMS. 

FULLY STOCKED WAREHOUSE WITH SPECIFIC EQUIPMENT TO 
MEET YOUR IRRIGATION NEEDS. 

FULLY EQUIPED, RADIO DISPATCHED TRUCKS PROV*P£ 24 HOUR 
EMERGENCY SERVICE. J g | j 

COMPLETE CRANE SERVICE. 

INHOUSE PUMP REPAIR FACILITY. 

MOTOR REPAIR AND REWIND FACILITY. 

PREVENTATIVE MAINTENANCE PROGRAMS:1 

TOTAL LIGHTNING PROTECTION AND INTERF, 
LISTED INSTALLER. 

UNDER WATER WETWELL AND INTAKE CLEANING i 

LICENSED & INSURED ELECTRICAL CONTRACTORS. 

.UL 

REPAIR. 

PRODUCTS 
• FLOWTRONEX PSI 

• OTTERBINE AERATORS 

• EPS LANDSCAPE PUMP STATIONS 

• EPS HYDRAULIC PUMP STATIONS 

• WESCO FOUNTAINS 

• CLAYTON VALVES & PARTS 

• WESSELS HYDROPNEUMATIC TANKS 

• SELF CLEANING INTAKE SCREENS 

• THOMPSON LIGHTNING PROTECTION E< 

• VERTICAL TURBINE PUMPS 

• CENTRIFIGUL PUMPS 

• REPLACEMENT MOTORS 

• CUSTOM CONTROL PANELS, ETL LISTED 

"Servicing South Florida' 



IESCO Golf Course Accessory 
Early Order Program 

LESCO Now Offers a Complete 
Line of Customized Accessories 

• Embroidered and silk screened flags 

• Laser etched redwood markers and signage 

• Custom striped flag sticks 

• Cast aluminum and bronze signage 

Each $600 of your order equals one point. Use your points to select 
from great items or convert your points into a cash donation to your 

favorite superintendents or turfgrass association. 

GSE YOGR POINTS TO SELECT ANY OF THESE GREAT PRODGCTS 

Cleveland I . . registered t redemerk of Roger Clevelend G o « Co. O d e n y . t rademark o l Calloway Go«. Tktelet la a registered t rademark of TWelst Foo|Joy Worldwide. L E S C O 11 e registered I redemaek of L E S C O . Inc. 

Golf Shirt Titleist® Driver Cleveland® Wedge Odyssey™ Putter 

OR MORE - See Your LESCO Professional For Additional Selected Products 

Take delivery between DECEMBER 1, 1999 and FEBRUARY 1, 2000. Pay by MARCH 1, 2000. 
Early Order Program valid through December 31, 1999 

•Subject to Credit Approval. " With $600 order. 

Contact your LESCO Professional or call 
800-321-5325 for more information 

Golf Products 



return, it helps your professional image 
when asking to purchase a $40,000 piece 
of equipment. And members are getting 
that professional appearance that they 
pay for and deserve on an upscale golf 
course. 

We have recently started cleaning the 
shop on Monday mornings. It sets a 
positive atmosphere for the week. Each 
day all trash is emptied throughout the 
buildings, shop and fuel island. Every 
Friday we scrub the floors in the lunch-
room, hallways and the shop floor. 

Most people reading this article may 
think, "Man, I don't have that much 
time" or, "My job is to keep the golf 
courses clean." From experience, it takes 
less time to clean each day and week, 
rather than a massive spring-cleaning or 
rainy-day cleanup. Like the outside of 
the building, we made the inside as main-
tenance-free as possible. Ceramic tile was 
installed instead of linoleum. This saves 
money and time each year from waxing 
the linoleum. 

For these reasons and many more, it 
is important to keep the "hub" well-
designed, spotless and extremely orga-
nized. It is everyone's responsibility to 
keep the building in good condition. It 
portrays a professional image for every-
one. 

MATTHEW R. TAYLOR 

Bonita Bay East 

Superintendents with Blue 
Collars Aren't Invisible 

I am a working superintendent at a 
daily fee course. Part of my day is 

spent preparing the course for play, 
mowing or applying chemicals. 

A normal work day at Winter Pines 
Golf Club is 6 a.m. to 2:30 p. m. with a 
break at 8:30 a.m. and a half hour for 
lunch. I usually work three hours on 
Sunday morning unless a seminar, 
meeting or golf tournament has been 
planned in advance. 

Since I am a supervisor and also 
part of the working staff, I have a uni-

form to wear like the rest of the crew 
while on the clock. Wearing a golf shirt 
and slacks isn't very practical since I 
may have to perform any of the jobs on 
the course. The company provides and 
pays for the cleaning of everyone's 
uniform. 

Winter Pines is a family-owned and 
-operated club. Projects, problems and 
even normal maintenance are normal 
daily topics of conversation with the 
owner, Ed McMillin and his son, Jon, 
who is the president and club man-
ager. They are very hands-on people 
and are often out in the field working 
side by side with us on capital projects. 
So my image and visibility with them 
are born our of mutual respect for our 
abilities and commitment to the com-
mon success of the course. 

Communicating and being visible 
to members and guests is just as im-
portant at a public course as they are at 
a private club. I usually stop by the 
clubhouse for either breaks or lunch 

Safety Storage, Inc. prefabricated, 
relocatable buildings provide a low-cost 
solution to safe storage, containment, 
mixing, and dispensing of golf course 
chemicals and hazardous materials. 

Safeguard personnel, avoid the liability 
arising from soil and groundwater contamina-
tion, meet fire safety needs, and achieve full 
compliance with federal, state, and local 
regulations. 

Building sizes range from 5' to 32' in length 
with capacities up to 320 sq. ft. Standard fea-
tures include continuously-welded, heavy-gauge 
steel construction, secondary containment 
sump, removeable fiberglass floor grating, and 
chemical resistant coating inside and out. 
Select from a full range of options 

For complete details, call us toll free at: 
1-800-344-6539 • www.safetystorage.com 

.professional hazardous 
materials storage solutions 

SAFETY STORAGE9 

Petro-Chem 
Environmental Systems, Inc. 
15310 Amberly Drive, Suite 250 
Tampa, Florida 33647 
800-330-6949 
Fax: 813-972-0955 

http://www.safetystorage.com

