
Snow takes Green Section into age of ecology 
piqued his interest in course main-
tenance and led him to take 
turfgrass courses at Cornell. 

Snow worked summers atTru-
mansburg GC throughout his 
undergraduate days, spending one 
summer as superintendent. 

'That title is a little misleading, 
though. There were just two of us 
on the grounds crew," he said. 

After graduating with a masters 
degree in ornamental horticulture 
and joining the Green Section in 
1976, Snow spent the next sixyears 
as an agronomist, including a stint 
under Bengeyfield, who was then 
the Western region director. 

"Bill was kind of a father figure. 
I've learned so much from him," 
Snow said. "He's taken us (USGA 
agronomists) to task on some of 
our recommendations over the 
years. We tended to get a little 
defensive at first. But he'd say 
'Just look at it this way for a min-
ute.' Then we'd take what he said 
into the field and find out he was 
exactly right." 

Bengeyfield, 67, was a father 
figure and his word the final one 
to most of the Green Section 
agronomists, said Snow, who is 
39. 

"How will I be different than 
Bill? I guess the biggest differ-
ence is that the people on the staff 
are my peers in terms of age. I 
guess I'll be more of a brother 
figure," said Snow. 

As national director, Snow will 
oversee a staff of 15 agronomists 
spread across the Green Section's 
seven regions. That's twice as 
many agronomists as the Green 
Section had in 1976. 

Research money has also 
grown, from $45,000 in 1976 to 
$750,000 this year. It will escalate 
to more than $1.5 million in 1991. 

'There's a lot more attention 
paid to the Green Section than 
there used to be," said the new 
national director. "There's more 
emphasis on turf problems and 
more respect for the Green Sec-
tion, superintendents and environ-
mental problems." 

The cost to have a Green Sec-
tion agronomist visit a course 
ranges from $600 to $750 for a 
half-day and $900 to $1,050 for a 
full day. Despite the cost, superin-
tendents are more receptive than 
ever to what the Green Section 
has to offer, as evidenced by the 
jump from 800 course visits 
agronomists made in 1982 to the 
1,600 they will make this year, 
said Snow. 

"Superintendents are more edu-
cated than ever and they realize 
the benefits we have to offer," he 
said. "The ones that have been 
using our services don't mind the 
expense. Some think it's ridicu-
lously cheap. Others say they can't 
afford it. It depends on how you 
view consultants and their value. 
We believe we can help develop a 
scientifically based program that 
will help save a course money." 

The agronomists' written report 
can run to 12 pages, particularly 
on a first visit. Superintendents 
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BY PETER BLAIS 
Jim Snow has a father's desire to 

leave the Earth better than he 
found it for his children, a trait that 
should help him as the new na-
tional director of the United States 
Golf Association Green Section. 

"The environment is the hot 
topic everywhere you go," said 3-
1/2-year-old Kevin Snow's dad. 
"We have to think about the envi-
ronment in everything we do while 
maintaining our courses. 

"The environment was barely 
an afterthought when I first got in 
the business. But we can't ignore it 
now. Golf will be trampled if we 
do." Jim Snow 

Snow, who joined the Green 
Section in 1976 straight out of 
Cornell University's graduate 
school, has been tied up with envi-
ronmental matters since taking 
over from the retired Bill Benge-
yfield April 1. 

In his dual role as chairman of 
the USGA Turfgrass Research 
Committee, he has been seeking 
proposals from 180 researchers to 
quantify how golf courses affect 
the environment. Snow planned to 
present those proposals in early 
June to the Green Section's execu-
tive committee, which will then 
determine what to fund from the 
$750,000 research budget. 

The committee will use that in-
formation to develop a "best prac-
tices manual" describing the best 
methods for maintaining a golf 
course while minimizing environ-
mental impact. 

"The GCSAA (Golf Course 
Superintendents Association of 
America) will incorporate the 
manual into its seminar program. 
It should be very helpful," said 
Snow. 

Snow grew up on his family's 
fruit farm in Trumansburg, N.Y., 
12 miles northwest of Ithaca. His 
first golf course experience was 
working summers helping to build 
Trumansburg Golf Course. That 



Renovations 
Continued from page 16 
members the greens and drainage 
problems, did "a total, total re-do — 
tear-up and reroute and clear and 
grub and irrigate and drain and ex-
cavate lakes and lagoons." 

Time and acceptance 
Walker's comprehensive remake 

of San Jose took 10 months to com-
plete. While it was being done, 
membersworkedadealwithanearby 
course and played there. 

Hills closed Anasazi in June 1988 
and the new Stone Creek opened in 
January 1989. 

"A lot of clubs have a big question 
on timing," Walker said. "Anybody 
undergoing a renovation program 
struggles with the idea: Do you do 
three holes now and three next year, 
or do you close down nine and do 
nine this year and nine next year? 

"Ideally, the best way to do it is to 
bite the bullet, shut it down, get in 
there one time and knock it out. It 
took us 10 months at San Jose; it was 
a really big project But for some 
clubs they could make quite a bit of 
improvements in a short amount of 
time, depending on if they are in the 
North or South. In the South we 
could do the work in six to eight 
months. In the North it may make 
sense to do nine holes at a time." 

Snow 

In the final analysis, a project's 
successismeasuredbytheresponse 
of the golfers. 

Reports at those courses seem to 
support that more play is a norm 
after remodeling. 

Walker said the response from 
membersatSanJosehasbeen "over-
whelmingly positive.Thafsbeen the 
most gratifying and rewarding as-
pect of the entire project" 

Ankrom said he remodeled the 
North Course Ft. Lauderdale (Fla.) 
Country Club, and now 75 percent of 
the play at the club is on that course. 
"And some of the 25 percent of play 
ontheSouthCourseisbecausepeople 
can't get onto the North Course," he 
said. "Now they've offered me twice 

Why remodel? 
Because you should 

try to make a golf 
course the best it can 

be.' 
— Brian Silva 

as much for South Course remodel-
ing." 

DeLozier at Stone Creek said: 
'We're extremely happy with the 
results. It has been very well re-
ceived by the local golfer, plus we're 
getting considerable business from 
area resorts." 

DeLozier said a key to success is 

having"averyclear-cutobjectivethat 
... everyone has bought off on." 

'The people at Westcorvery clearly 
understood what they wanted the 
end result to be. As a result, Hills, 
Wadsworth and our company were 
all able to deliver it" 

Who's a target? 
Meanwhile, clubs should closely 

analyzewhether they actually need a 
renovation project 

Silva relates this story: 
"One Boston area course wanted 

to renovate. I told them they had a 
great example of the 1960s-style cape 
and bay bunkers and they had done 
a wonderful job of maintaining them. 
'Why do you want to rebuild them?' I 

asked. Their answer was 'Because 
everyone else is.'" 

And yet, "there is a significant 
numberofcandidatesworthyofreno-
vation work," Silva said. "Youngplay-
ers want to do a lot — some of it 
radical. Older ones don't want to do 
that much. Probably the bestplace is 
right in the middle. 

"I hear people say, 'Let's put in 
some railroad ties' and 'I saw a bun-
ker on a course that was 20 feet deep; 
can we put one of those in here?' and 
'Can't we put in the church pews?' 

"I just say, 'Let's just try to make it 
appropriate to this club.'" 

Silva added: "Why remodel? Be-
cause you should try to make a golf 
course the best it can be." 

Continued from page 24 
have used it to justify major capital 
expenditures or the need for more 
labor. But it's most important func-
tion may be dousing fires. 

"We're fire fighters," said Snow. 
"One club may be having a prob-
lem that we've already seen at 20 
or 30 other clubs. This year's win-
ter damage is a good example. It 
was extensive throughout the 
northern part of the country. But 
people at one club may not realize 
other courses are having the same 
problem. Its a relief to the mem-
bership, and particularly the su-
perintendent, to know that." 

Snow rarely visits a course now, 
something he misses. Still he en-
joys his new responsibilities, which 
include editing the Green Section 
Record. 

"I'm going to be requesting a 
technical editor/writer to help with 
that," said Snow. 

Mike Kenna, the recently 
named director of Green Section 
research, has helped remove some 
of the burden in that area. 

Still, Snow admits to being "a bit 
overwhelmed" by his new posi-
tion and having gained a new re-
spect for what his predecessor ac-
complished. 

"Maybe I came at this job from a 
naive standpoint. I didn't realize 
how much administrative detail 
there would be. If it were just a 
matter of editing the Green Sec-
tion Record, chairing theTurfgrass 
Research Committee and oversee-
ing the staff that would be OK. But 
with all these other things..." 

"Like a reporter calling for a 10-
minute interview that ends up drag-
ging on for 45 ?" he was asked. 

"Yeah, like that," he answered 
with a chuckle. 

Pythium control is easy 
whenyoubuildyour program 

onChipcoAliette. 
The key to a successful, sea-

son-long Pythium control program 
is the foundation you build it on. And 

you can't buy a better foundation product than 
CHIPCO® ALIETTE® brand fungicide. 

CHIPCO® ALIETTE® brand is unlike any 
other disease control you have ever used. Its 

true systemic action spreads protection 
throughout every blade of turfgrass, includ-

ing the roots. Protection that lasts for up 
to 21 days from a single application. 

Then, the unique chemistry of 
CHIPCO® ALIETTE® actually 

stimulates the natural ability of tun 

to fight off infection. 
So you get two-way protection other fungicides 
just can! match. Plus, CHIPCO® 
ALIETTE® prevents Phytophthora and 

Pythium on a wide variety of ornamental 
and landscape plantings. So it's easily the 
most versatile fungicide you can buy. 
This year, build your Pythium control 
program on the solid foundation of 
CfflPCO® ALIETTE®brand 
fungicide. The one to start with. 

ChipcoAliette 
A Brand Fungicide 
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As with any crop protection chemical, always read and follow instructions on the label. CHIPCO and ALIETTE are registered trademarks of Rhone-ftmlenc. © 1990 Rhone-R>ulenc Ag Company 
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