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GOLF COURSE 

Pete Dye finds gold at 
Lost Canyons 

B y M E G H A N F O L E Y 

IRRIGATION AND PUMP STATION FOCUS 
As existing courses (including Pebble Beach, above) 
strive to keep up with new competition, irrigation up-
grades and retrofits are at the heart of most renovation 
work. See pages 17-18 for a complete look at what's new 
in the irrigation renovation marketplace. 

SIMI VALLEY, Calif. — Take one look at the vast 
array of hills, slopes, meadows and rolling canyon 
floors, and it is no wonder why Lost Canyons Golf 
Club could become one of Pete Dye's greatest design 
achievements. Despite the fact that the famed archi-
tect does not like to compare his courses, he does 
admit that Lost Canyons is going to be special. The 
sheer terrain will see to that. 

The 36-hole layout is currently in the final phases of 
construction and grow-in in the Santa Susana Moun-
tains here, just north of Los Angeles. Landmark Na-
tional, one of the leading golf real estate investment 

The rugged terrain at Dye's Lost Canyons design near L.A. 

companies, provided 1,600 acres of land, located on a 
portion of the historic Big Sky Ranch, and commis-
sioned Dye to create two 18-hole public golf courses. 

Continued on page 16 
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Simplot 
consortium 
wins bid for 
ABT's assets 
B y A . O V E R B E C K 

HENDERSON, Nev. — 
The bid for AgriBioTech's 
(ABT) Professional 
Turfgrass Division submit-
ted by a consortium led by 
J.R. Simplot Turf and Hor-
ticulture was approved 
here June 10 in federal 
bankruptcy court. 

However, the deal, 
which reportedly closed 
for less than the original 
asking price of $65 million, 
required a lengthy day of 
negotiations after Central 
Garden and Pet (owners 
of Madison, Ga.-based 
Pennington Seeds) sub-
mitted a rival bid for this 
parcel of ABT's assets. 

"After the overbid we left 
the hearings and spent the 
rest of the day in meetings 
with Development Special-

Continued on page 25 

The 12th hole at the Ritz-Carlton managed White Witch Course at Rose Hall in Jamaica 

Ritz-Carlton barrels into course 
management with high-end clubs 
B y J A Y F I N E G A N 

ATLANTA — There's a new player in 
the competitive field of golf course man-
agement, and this one comes loaded with 
cachet: the Ritz-Carlton Hotel Company, 
headquartered here. 

For now, the company has only three 
courses in its portfolio, but that will grow 
to at least 17 over the next few years, as 
the number of Ritz-Carlton hotels grows 
from today's 37 to 63. Fourteen of the 26 
new properties will feature courses rang-
ing from 18 holes to 45. "We're basically 
doubling the size of the company over 
the next three years," said Stan 
Waterhouse, a Ritz-Carlton vice president 
and head of the club and golf division. 

Waterhouse, formerly with ClubCorp, 
said he hopes to bring to the courses the 
same levels of quality and service that 
distinguish the company's famous hotels. 
"We believe we'll be the benchmark in 
the industry," he said. "By extending the 
Ritz-Carlton imprint of excellence to man-

aging existing and new golf facilities, we 
have an opportunity to make an impact on 
the market and deliver a product with a 
difference." 

Waterhouse plans to employ a three-
pronged growth strategy. First, his divi-
sion will manage courses affiliated with 
Ritz-Carlton hotel and resort properties. It 
also will enter into management agreements 
with independent, top-caliber country clubs. 
And, third, it will look to develop an interest 
in courses not yet built. "We'll work with 
residential developers who have an inter-
est in having a golf club to enhance their 
residential community," he said. 

WHITE WITCH IN JAMAICA 
In the first case, an example is the White 

Witch Course at the Ritz-Carlton, at Rose 
Hall, Jamaica, which opened in June. It sits 
near the company's new 428-room resort, 
10 minutes from Montego Bay. 

The White Witch, designed by archi-
tects Robert von Hagge and Rick Baril, 

Continued on page 22 

BASF closes Cyanamid deal 
With the deal done, BASF is now working on integrat-
ing American Cyanamid's product line 3 

Old Brock way certified 
1924 layout becomes first nine-hole course west of 
the Mississippi to win Audubon certification 11 

P E R I O D I C A L Supers in Southeast coping with drought 
B y J A Y F I N E G A N 

HILTON HEAD, S.C. — 
How bad is it? 

Here in the southeast cor-
ner of South Carolina, only 
10.3 inches of rain had fallen 
as of mid-July. A normal year 
would have brought 36 inches 

by Independence Day. And 
that's after a dismal 1999, 
when the area came in 10 
inches below normal. 

"We're real dry," said 
Steve Wright, superinten-
dent at the Long Cove Club, 
a private, 18-hole, Pete Dye 

facility here on Hilton Head 
Island. 'The greens are fine 
but the green banks are 
burnt. The edges are bad. 
We have effluent and water 
from the lagoon, where we 
trap rainwater. But now the 

Continued on page 10 



Ritz Carlton 
Continued from page 1 

features 18 picture-postcard holes 
that play through lush hillside 
country. 'This mountainous terrain 
offers opportunities for amazing 
diversity," said von Hagge. "Com-
bine that with these striking views 
of the sea, and you have a course 
that will be unequalled in the Carib-
bean, and maybe the world." 

Similarly, Waterhouse said, 

"We're opening a new property in 
Orlando called Grand Lake, where 
we'll have a hotel and an 18-hole 
Greg Norman course. We'll prob-
ably have enough demand from 
the hotel guests to keep the course 
full. It's intended to be a property 
driven primarily by the guests." 

Another course under Ritz-
Carlton management, however, is 
a stand-alone operation — the 
Country Club at Columbus (Geor-
gia) , an 18-hole facility founded in 

1910. And this month or next the 
company will open the Ritz-Carlton 
Country Club, set on 7,600 acres 
of rugged high country some 30 
miles from Seoul, South Korea. "It's 
Korean-owned," Waterhouse said, 
"but we'll do all the management. 
It's the first club we've branded." 

There's no hotel at the 10,514-
yard, 27-hole Country Club 
course, layed out by Ault Clark & 
Associates and Lim Sang Ha Golf 
Design. But the Ritz name and 

prestige have driven membership 
fees to $150,000, Waterhouse said, 
"and they're climbing rapidly." 
Membership is capped at 450. 

Waterhouse said the Ritz 
"brand" will be applied judiciously. 
"Not all the courses we manage 
will be called a Ritz-Carlton Coun-
try Club," he explained. "We'll use 
it only in those cases where we 
feel good about the quality of the 
product and the market opportu-
nity. The ones that we brand will 

be special places." 
At the Korean operation, for 

instance, amenities include a 
70,000-square-foot clubhouse; sau-
nas and masseurs; private dining 
rooms; caddies and forecaddies; 
and a first-class golf course. 

"Our goal is to have courses 
that are in keeping with our im-
age," Waterhouse said. "They 
have to challenge the low handi-
cappers but give the high handi-
cappers a chance. In resort prop-
erties, you can't have courses 
where the average player loses 12 
or 15 balls each round. Resorts 
depend on repeat business." 

THE SERVICE DIFFERENCE 

Waterhouse knows that course 
management has become a 
crowded field, but his advantage, 
he feels, lies in the legendary Ritz 
guest service, which he plans to 
leverage in the golf operation. His 
plans go well beyond a club-clean-
ing service and a bag drop. 

"We believe that the service 
quality in golf leaves a lot to be 
desired," he explained. "So much 
of it has been to just take their 
money and send them out on the 
course. But where else in busi-
ness do you get a five-hour cap-
ture of someone's time? We'll take 
that time and provide the kind of 
service that other people aren't 
doing. We'll make that round 
memorable." 

Ritz-Carlton employs 17,000 
people, and every one of them 
receives an average of 41 days of 
training per year, Waterhouse 
said. Customer service is stressed 
with religious zeal. "Nobody goes 
live with customers before they've 
taken a five-day orientation and 
then two weeks of training in their 
specific department," he said. 
"Ground crews at the course, cad-
dies, the superintendent — they 
also will get training in the cus-
tomer experience. 

"You can still ride in a golfear," 
he said. 'The caddy will walk and 
explain the course and show you 
things — make it more fun. Once 
you've been ushered onto the 
course by a concierge, you'll have 
the same unobtrusive service level 
that we have in the hotels. It will 
add to the experience." 

One example: Waterhouse dis-
likes beverage carts patrolling the 
course. He finds them intrusive. 
'They basically stop you from play-
ing," he said, "and then the group 
behind you has to stop. It breaks 
your rhythm. So we can either put 
stations around the course, or put 
drinks and snacks in the golf car. 
The problem with stocking the 
cars is refilled them during a 
round. So right now we're looking 
at putting refreshment centers at 
every third hole." 

The Ritz-Carlton "signature" 
will be apparent at every level of 
golf course operation, he said, in-
cluding guidance of professional 
staff, management of agronomic 
practices, the quality of retail mer-
chandise and food service. t 

Sure, we've 
got the basics. 

But only UHS 
delivers these unique products, 

Chaser/Chaser 2 Amine 
Superior cool or warm season weed control 
Controls most broadleaf weeds including clover, black medic and oxalis 
Economical triclopyr formulations have excellent turf safety 
Mixes well with most pesticides and fertilizers 

UHS Fire Ant Bait 
Unsurpassed performance in a fast-acting 
and sure formulation that ants crave 
New chemistry is naturally-derived, making it friendly to 
both humans and animals as well as the environment 
Comes in 25 lb. bag or easy-to-use 1 lb. shaker can. 
Visual results within 24 to 48 hours after ingestion, high 
level of control in just one week 
More effective and longer lasting than Amdro 

Dursban 2CG/Dursban TNP 
Two distinct formulations that get the job done. 
Dursban 2CG's polycoated, sand-based granule gets the active ingredient into 
the turf. It's longer residual activity means lower application rates. 
Dursban TNP is the most comprehensive label in the industry. A professional 
concentration for great overall value that controls more than 150 insects. 

www.uhsonline.com 
Uniteci Horticultural Supply 

http://www.uhsonline.com

