
www.golfcoursenews.com 

ess of Golf Course Management 

irway m How ^ 
are you 

doing 
and how do 
you know? 

http://www.golfcoursenews.com


MRGNETS.THEV RREN'TJUST 
FOR REFRIGERATORS ANYMORE. 



WE'VE TURNED MAGNETS INTO TOYS FOR BIG BOYS. THIS YEAR JACOBSEN IS INTRODUCING A REVOLUTIONARY 

NEW BEDKNIFE THAT ATTACHES USING MAGNETIC FORCE INSTEAD OF SCREWS. ONE HUNDRED AND TWENTY 

FOOT-POUNDS OF MAGNETIC FORCE TO BE EXACT. THE MAGKNIFE® REDUCES THE AMOUNT OF TIME SPENT CHANGING 

BEDKNIVES FROM MINUTES TO SECONDS. SO NOW YOU CAN CUT TURF WITH A SHARP BLADE EVERY TIME. 

SEE THE MAGNETIC BEDKNIFE AT THE JACOBSEN BOOTH (#3620) AT GCSAA 2004. 
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Count Clear 

ENDORSE 
Wettable Powder Turf Fungicide 

cJPr Net Weight: 11 Pounds TURF AND 
ORNAMENTAL 
FUNGICIDE CLEARY 

There When You Need Us 
With Solutions That Work 

See you in San Diego - Stop by booth # 4236 
For more information call 1-800-524-1662 or visit our website at: www.clearychemical.com 

CLEARY 

Count on Cleary 
USE READER SERVICE # 1 1 

Read and follow all label directions. The Cleary logo, 3336 and Spectro are trademarks of Cleary Chemical Corporation. Endorse is a trademark of Arvesta. 
®2004 Cleary Chemical Corporation. 

http://www.clearychemical.com


contents 

Up front: in every issue 
8 EDITORIAL 

The new Golf Course News 

READER SURVEY RESULTS 

INDUSTRY NEWS 

MARKET UPDATE 

NEW PRODUCTS 

11 

12 
22 
6 4 

7 2 

7 4 

MAKING A DIFFERENCE 
The First Tee s Nine Core Values 

ADVERTISING INDEX 

Columnists: 
2 3 DESIGN 

The value of a master pian 

2 4 MARKETING 

The superintendent as marketer 

5 2 LABEL UPDATES 
Recent label changes for golf course products 

Research updates : 
5 4 LOW CUT TRIALS OF KENTUCKY BLUEGRASS 

Kevin Morris, NTEP 

5 4 TESTING GRASSES FOR OVERSEEDING BURMUDAGRASS 
Kevin Morris, NTEP 

5 6 NEW CONTROL FOR POA TRIVIALIS 
Dr. Zac Reicher, Purdue University 

5 8 MANAGING SOIL PHOSPHORUS 
Dr. Wayne Küssow, University of Wisconsin - Madison 

Visit us onl ine 
VISIT WWW.GOLFCOURSENEWS.COM FOR: 

DAILY NEWS UPDATES 

SUBSCRIBER MESSAGE BOARD 

ARCHIVED ISSUES 

PRODUCT DATABASE 

http://www.golfcoursenews.com


• Guaranteed 3-year warranty. Unmatched in the industry! 

• Patented 3-position switch. Guarantees even application 
every time. 

• Patented WideSpin technology. Top dressing that ranges from 
15' heavy to 3 0 ' light—no different attachments required. 

• Adjustable angle of spinners from 0-15°. Allows for broadcast 
applications or to drive the sand into the turf. 

• Galvanized hopper. No rust or flaking paint means no-stick action. 

• A manufacturer with 40 years of turf experience. Our knowledge 
brings you cutting-edge equipment. 

USE READER SERVICE #23 

When it comes to top dressing, 
we have been—and still are— 
the industry leader. If you 

want unparalleled performance 
in any top dressing application, 

choose the WideSpin 1530. For a demo or to 
request product information, call 1-800-679-8201 orvisitturfco.com. 

THE LEADER. SIHGE1961. 
1655 lOlst Avenue NE • Minneapolis, MN 55449-4420 U.S.A 

(763) 785-1000 • Fax (763) 785-0556 • www.turfco.com 

AFTER 40 YEARS OF EXPERIENCE, 
OHR TOP PRESSER TECHNOLOGY IS UNMATCHED. 

http://www.turfco.com


e itorial I ROGER STANLEY 

T h e n e w G o l f 

G o u r s o N o \A/S 

Roger Stanley 
Editor-in-Chief / 
Associate Publisher 

Welcome to the new Golf 
Course News. GIE Media is 
pleased to become the pub-

lisher and to join the dynamic golf course 
market. 

"Dynamic" is not a word used enough 
to describe the golf course market these 
days. Compared to the roaring 1990s, 
golf rounds are down. New course con-
struction is down. Fees are down. You 
read that. You hear it. Everyone knows 
the dynamics of booming growth have 
given way to the need to operate under 
new business rules. 

At Golf Course News, we believe much 
opportunity still exists - opportunity 
that makes golf a dynamic business. Cer-
tainly expansion of the golf "pie" has 
slowed, but smart course owners, man-
agers and superintendents are now fo-
cused on the size of their slice. Smart 
managers are not waiting and banking 
on a return of the boom days as the 
means to success. 

At Golf Course News, we see an oppor-
tunity to serve the market. A core con-
viction in the magazine will be that the 
superintendent is the key to the success-
ful course today. Superintendents have 
always played the central role in main-
taining great courses, but todays super-
intendent wears more hats, does more 
with less, discovers new ways to get the 
job done and strives to meet the ever-
increasing and often unrealistic demands 
of golfers. Our editorial mission is to help 
busy superintendents do all this and 
more. 

We also see an opportunity for Golf 
Course News. Magazines, like markets, 
must change with the times and with the 
needs of their readers. Golf Course News 
was founded at the start of the boom in 
golf course construction. The need at the 
time was for news. Today, the need has 
shifted to business news — specifically 
information and ideas to help the super-
intendent meet increasing job demands. 

Technology also has changed since Golf 
Course News was launched. Most super-
intendents now use the Internet and e-
mail to gather information and commu-
nicate. So, while Golf Course News will 
continue to include news in the maga-
zine, were going to deliver more news 
faster through daily news updates on our 

Web site: www.golfcoursenews.com. 
Some things in the magazine have not 

been changed. We're keeping the distinc-
tive, "big book" tabloid format. But we've 
added a contemporary new design to al-
low us to showcase the beauty of the 
unique golf course market. The redesign 
also reorganizes the departments and fea-
tures to make it easier for you to find the 
information you need. 

Editorially, we've expanded the num-
ber of pages and are adding business 
management features. Each issue also will 
cover market news, commentary, busi-
ness information, agronomic advice and 
updates and product news. To help us 
plan all this editorial content, we've sur-
veyed readers (see page 11 for recent sur-
vey results), held focus groups with su-
perintendents, and talked one-on-one 
with members of our editorial advisory 
board. We've also relied on the advice, 
perspective and help of two previous edi-
tors, Mark Leslie and Andrew Overbeck. 

We're heartened by the positive re-
sponse we've received from many sub-
scribers. At the same time, we hope to 
hear from even more of you about the 
changes we've made to improve Golf 
Course News, and any additional changes 
that you can suggest. 

GIE Media, which also publishes Lawn 
& Landscape, Commercial Dealer; Snow 
Business, Interior Business and Pest Con-
trol Technology, has become a leader in 
the green industry by paying close atten-
tion to the needs of its readers. Listening 
to the reader might not exactly be a rocket 
science concept, but listening and acting 
upon what we hear is the key to power-
ful and relevant editorial. Staying close 
to readers is a job that is never done, but 
you can help by taking a few minutes to 
complete and mail the stamped and pre-
addressed survey included in this issue 
to tell us what you think. 

I also invite any of you to call me di-
rectly at 216/961 -4130 anytime, or send 
me an email at rstanley@giemedia.com. 
I'm interested in your reaction to the new 
Golf Course News, criticisms, comments 
and ideas for feature topics. 

Finally, a very special thanks to the 
many advertisers for their support in 
making the new Golf Course News pos-
sible. G C N 
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What do you think of the new Golf Course NewsQ 
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? 
• A golf course superintendent 
• An assistant superintendent 
• Other course management (general manager, 

etc.) 
• Other: 

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

Editorial page 
Reader Survey page 
Industry News department 
Market Update department 
Design Column 
Marketing Column 
Managing Budget Pressure feature 
How Are You Doing cover feature 
Extreme Makeover feature 
Architects and Superintendents feature 
Maximize Fungicide Purchase feature 
Bunker Quality Factors feature 
Label Updates department 
Research Update department 
Fairway Mowers feature 
New Products department 
Making a Difference page 
OVERALL ISSUE 

3. In future issues would you like to see more 
or less: 
(l=Less, 7=More) 

Golf market trends and data 
Columnists 
Golf industry news 
New course and construction news 
Management information and advice 
Superintendent best practices and profiles 
Technical and agronomic information 
New product information 

4. Do you have any other comments? 

5. Do you have any suggestions for feature 
stories? 

6. May we contact you? 
Name: 
Phone: 
E-mail: 

Thank you. 
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Three out of four superintendents say 
job has become more challenging 

To quantify current career conditions 
for superintendents,Golf Course 

News commissioned an independent 
online survey of4,000 readers in Decem-
ber 2003. The survey generated a 13.7 
percent response. Three out of four su-
perintendents say their jobs have become 
more difficult because of a combination 
of slumping course revenue, budget pres-
sure and ever-increasing golfer expecta-
tions. Following are key questions and re-
sponses from the survey: 

1. Compared to three to five 
years ago, has your job 
become more challenging or 
less challenging? 
More challenging 73% 
Less challenging 2% 
No response 25% 

Reasons why the job has become more 
challenging (specific responses): 

• Increasing golfer 
expectations 20% 

• Tighter budgets 19% 
• Rounds down/greater 

competition for revenue 16% 
• Slump in the overall 

economy 11 % 
• Job title/increasing 

responsibilities 10% 
• Course maintenance 

problems 6% 
• Labor shortages/issues 5% 
• More regulation/ 

environmental issues 4% 
• Other 9% 

Reasons why the job has become less chal-
lenging (specific single responses): 

• New course ownership 
• Dealing with employees better 
• Better tools and equipment 
• Learning more 
• More money in the budget 
• New technology 

2. How secure do feel your 
present position is? 

Very secure 41% 
Not secure 40% 
Somewhat secure 11 % 
Not sure 7 % 
No answer 1 % 

3. As a superintendent have 
you ever been terminated or 
quit for budgetary, technical 
performance or personality/ 
political reasons? 
No 63% 
Yes 37% 

Main reasons for "yes" responses: 
Personality/political 23% 
Budget 7 % 
Technical performance 2% 
Other* 11% 
*Course bankruptcies, taking new jobs, 

promotions, etc. 

4. Has a close friend who was a 
superintendent ever been 
terminated or left a position 
for technical performance, 
budgetary, personality/ 
political reasons, or to take a 
job outside of golf? 
No 4 % 
Yes 96% 

Main reasons for "yes" responses (Note: 
multiple responses allow total to exceed 
100%): 

Personality/political 83% 
Technical performance 70% 
Take job outside golf 52% 
Budget 43% 

5. Did your formal training to be 
a superintendent prepare 
you adequately in terms of 
people skills? 

Yes 51% 
No 46% 
No response 3% 

6. How long have you been 
working in your current job as 
a superintendent or assistant 
superintendent? 

Average: 8 years 

7. How many years have you 
been working in the golf 
industry? 

Average: 19.5 years 

ALMOST HALF OF 
THE SURVEYED 

SUPERINTENDENTS 
SAY THEY DO 

NOT FEEL SECURE 
IN THEIR JOBS, 
OR THEY ARE 

NOT SURE 
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Industry News 
EPA forms 
GreenScapes 
Alliance 
The Environmental Protection Agency 
(EPA) has launched the GreenScapes Al-
liance in an effort to broaden and en-
hance waste reduction efforts nation-
wide. The goal of the alliance is to com-
bine industry and government initiatives 
into a unified program geared toward re-
duction, reuse and recycling of waste ma-
terials in large land-use applications. 
These land-use activities include four 
million miles of roadside landscaping, 
brownfields land revitalization and the 
beautification and maintenance of office 
complexes, golf courses and parks. 

The alliance is just one component of 
the EPAs Resource Conservation Chal-
lenge, which identifies innovative, flex-
ible and protective ways to conserve 
natural resources and energy. 

More than 100,000 businesses, includ-
ing 73,000 landscape contractors and 
16,000 golf facilities, are involved in 
these land-use activities and are poten-
tial alliance participants. To learn more, 
or for information on how to be a par-
ticipant in the GreenScapes Alliance, 
visit www.epa.gov/epaoswer/non-hw/ 
green. 

Turfgrass council 
raises money for 
Penn State 
Two golf tournaments were held simul-
taneously in the Eastern and Western re-
gions of Pennsylvania last October to 

raise money for the turfgrass program at 
Penn State University. Sponsored by the 
Pennsylvania Turfgrass Council, the events 
included participants from more than 40 
companies and golf clubs and had broad 
support from the turf industry. 

The 29th Annual Western Pennsylvania 
Turfgrass Tournament was held in Pitts-
burgh, Pa., at the Pittsburgh Field Club. 
The 27th Annual Joseph Valentine Memo-
rial Tournament took place the same day 
at Bent Creek Country Club in Lititz, Pa. 
Together, the tournaments raised $15,200 
for Penn State. 

Numerous companies and industry as-
sociations supported the tournaments as 
tee sponsors. Sponsors included, Blue 
Ridge Peat Farms, the Golf Association of 
Philadelphia, the Greater Pittsburgh Golf 
Course Superintendents Association, 
Lebanon Turf Products, Simplot Partners 
and Syngenta Professional Products. 

Web site facilitates 
public comment 
on Roundup 
Ready bentgrass 
Roundup Ready bentgrass is currently be-
ing reviewed by the Animal and Plant 
Health Inspection Service (APHIS) of the 
United States Department of Agriculture 
and is awaiting clearance for sale and dis-
tribution in the United States. As part of 
the review process, APHIS is accepting 
public comment on the product until 
March 4, 2004. 

The Scotts Co., Monsanto and their 
partners developed the new bentgrass by 
inserting a single gene characteristic that 
provides tolerance to the active ingredi-
ent in Roundup PRO herbicide. Field re-
search demonstrates that this technology 
can give golf course superintendents a 
simple, effective control method for Poa 
annua, Poa trivialis and a number of other 
troublesome weeds on greens and fair-
ways. The new system takes advantage of 
the environmental characteristics of the 
active ingredient in Roundup PRO, which 
rapidly inactivates in soil because it tightly 
binds to soil particles, and over time de-
grades into naturally occurring com-
pounds by microbes in the soil. 

To facilitate public comment, a new sec-
tion of the Scotts Seed Web site has been 
designed to allow submission of comments 
directly to APHIS. The Scotts Co.'s 
Roundup Ready bentgrass site is located 
at www.scottsproseed.com, and Roundup 

Ready bentgrass information is located at 
www.scottsproseed.com/products/ 
turf.cfm. 

The new addition to the Scotts Seed 
Web site also includes background on the 
concept of Roundup Ready bentgrass, 
technical issues surrounding it, answers 
to frequently asked questions, research re-
sults, and approval process information. 
In addition to helping the public become 
educated about the product, the site will 
facilitate public discussion. 

"We are very pleased with the progress 
of our submission to APHIS to deregu-
late the new bentgrass," said Wayne 
Horman, director of seed sales and mar-
keting, The Scotts Co. "The new section 
of scottsproseed.com will not only help 
people become completely informed 
about this new turf variety, but it will al-
low them to participate in the process." 

Association News 
GCSAA names 
four government 
relations award 
winners 
The Golf Course Superintendents Asso-
ciation of America (GCSAA) will recog-
nize four members with the 2004 Excel-
lence in Government Relations Awards 
during the GCSAA Conference &: Show 
in February. 

"Golf course superintendents are com-
mitted to working with the appropriate 
legislators and regulators to ensure golfs 
compatibility with the environment," says 
GCSAA President Jon D. Maddern, 
CGCS. "We congratulate these winners 
for their efforts and dedication." 

Mark Esoda, CGCS, Atlanta Country 
Club, Atlanta, Ga., will receive an advo-
cacy award for his work to ensure that 
the golf industry was represented during 
the formulation of a state water plan in 
Georgia. 

Also receiving an advocacy award is 
James Husting, CGCS, Woodbridge Golf 
& Country Club, Woodbridge, Calif., 
who has created a government relations 
network, allowing for quick communi-
cation between industry members and 
legislators on golf-related issues. 

Francis J. O'Neill, III, CGCS, formerly 
of Wild Quail Golf & Country Club, 
Wyoming, Del., will be honored with a 
compliance award for his efforts in bring-

The Western Pennsylvania Turfgrass winning 
foursome are (left to right): Jeff Rivard, John 
Vanderborght, Terry Teasdale and David Bloom. 
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ing Delaware superintendents into com-
pliance with the state s nutrient manage-
ment law. 

Peter Pierson, recently retired super-
intendent from Pequabuck Golf Club, 
Cromwell, Conn., also will receive a 
compliance award for assisting the Con-
necticut Department of Environment 
Protection in helping golf courses com-
ply with state water use requirements. 

GCSAA 
awards three 
distinguished 
service awards 
The Golf Course Superintendents Asso-
ciation of America (GCSAA) will honor 
three members with 
Distinguished Service 
Awards during the 
GCSAA Conference 
& Show in February. 

"GCSAA succeeds 
because of the dedication 
and hard work of its members, educa-
tors and industry supporters," says 
GCSAA President Jon D. Maddern, 
CGCS. "These gentlemens' contribu-
tions to the game of golf and to the ad-
vancement of the golf course superinten-
dent profession certainly merit this rec-
ognition." 

Former executive director and past 
president of the Michigan Turfgrass 
Foundation, Gordon LaFontaine, was 
chosen as a recipient for his more than 
30 years of dedication to the industry 
and efforts to unify turfgrass organiza-
tions, GCSAA chapters and state agen-
cies across the country. 

Danny H. Quast, CGCS, retired golf 
course superintendent and former presi-
dent of the Miami Valley Golf Course 
Superintendents Association will be rec-
ognized for his dedication to career de-
velopment for the superintendent pro-
fession through mentoring individuals in 
the industry and serving on numerous 
industry committees. 

Gordon C. Witteveen, author, histo-
rian and former golf course superinten-
dent will be recognized for his advocacy 
for golf course superintendents across 
Canada and the United States for more 
than 40 years. Witteveen has written four 
books concerning turfgrass and the su-
perintendent profession and also has of-
fered education through seminars and 
conferences. 

Golf 20/20, The First 
Tee commission 
minority interest 
report 
Golf 20/20 and The First Tee commis-
sioned a minority participation report con-
ducted by the Na-
tional Golf Foun-
dation. Because > 
minority groups 
are important to 
growing the game 
of golf, the study aims to identify these 
groups' interests in the game and will es-
tablish baselines to measure future growth 
and the impact of programs like The First 
Tee, the National School Golf Program, 
Play Golf America and Link Up 2 Golf. 

According to the study: 
• Interest in golf among minorities is 

high — as many as 14 million people 
among Asian, Hispanic and African-
American populations are interested in the 
game. 

• Percentage-wise, Asians have the high-
est rate of interest (24 percent), followed 
by African-Americans (20 percent) and 
Hispanics (15 percent). 

• Minority golf participants tend to be 
younger, so junior programs should prove 
successful among minorities. 

• The proportion of African-American 
and Asian-American female golf partici-
pants is above average, suggesting that they 
are good targets for growth. 

The full text of "Minority Golf Partici-
pation in the U.S." is available free of 
charge at www.golf2020.com. 

(For more information about The First 
Tee, see "Making a Difference" on page 
72.) 

EIFG begins 
strategic planning 
The Environmental Institute for Golf re-
cently held its initial strategic planning ses-
sion. The session begins the collaborative 
work between environmental and golf or-
ganization representatives to develop a 
roadmap for the organization and iden-
tify areas that need attention in the indus-
try. Water management was unanimously 
recommended as the most critical area of 
concern, along with integrated plant man-
agement, site design, wildlife/habitat man-
agement, construction and energy and 
waste management. 

Supplier News 
John Deere 
launches Golf & 
Turf One Source 
February 2004 marks the launch of John 
Deere's full-service platform designed to 
meet a wide variety of needs for golf 
course superintendents in North America. 
The new division, John Deere Golf & 
Turf One Source includes mowing and 
maintenance equipment, irrigation and 
landscaping supplies, credit, parts and ser-
vice to end users. 

"One Source enables John Deere to of-
fer customized service during every step 
of golf course development and mainte-
nance," explained Greg Breningmeyer, di-
rector of sales and marketing, John Deere 
Golf & Turf One Source. 

Breningmeyer notes that the new for-
mat will now allow golf course owners, 
managers and superintendents to benefit 
from John Deere's experience in the golf 
market during the conception and con-
struction phases of development in addi-

JOHN DEERE GOLF & T U R F 

ONE SOURCE 
tion to maintenance benefits after course 
completion. "Our customers under-
stand that we're committed to their 
success every step along the way — not 
just when it's time to buy some equip-
ment," he comments. "This program 
saves them time and allows them 
to build strong relationships with a 
trusted brand." 

Offering a single source for all customer 
service needs allows John Deere to lever-
age high-volume buying power and pro-
vide competitive pricing for its custom-
ers. With product partners that include 
Advanced Microbial Solutions, 
Aquamaster, Howard Fertilizer, Hunter 
Irrigation, John Deere Landscapes, Nu-
Gro, Profile Products, Spring Valley and 
Turf-Seed, One Source customers benefit 
from fewer vendor contacts, which boosts 
efficiency and increases bottom lines. 

"Golf & Turf One Source is also a single 
source for customer service," 
Breningmeyer says. "We have a team of 
strong supplier experts, distributors and 
John Deere staff who will offer the full 
support that golf course superintendents 
need and expect." 

http://www.golf2020.com


As certain as the sun rises, you can count on Profile Golfs 
system of innovative technologies and consultation. They 
make turf establishment a sure thing, on-going maintenance 
less of a chore and soil erosion a thing of the past. 

In the Ground 
The agronomic benefits of Profile Porous Ceramics soil 
amendment have been reinforced on thousands of golf 
courses around the world. As part of a new greens mix or 
used in your top dressing program, Profile has proven to be 
more effective than peat or other inorganic amendments at 
resisting compaction, improving drainage and enhancing 
nutrient uptake without breaking down. 

On the Ground 
Through PECS™ (Profile Erosion Control 
Solutions) Profile offers site expertise and 
unsurpassed products including Futerra® 

Revegetation Blankets and Flexterra;Mthe industry's only 
Flexible Growth Medium;* to make turf establishment as 
reliable as sod—for a fraction of the cost. Testing and 
experience prove they help seed germinate faster and 
more completely to hold soil in place, helping eliminate 
the threat of erosion. 

By Your Side 
Our turf specialists work directly with you to analyze your 
needs and provide turn-key service in reaching a solution. 
Our commitment to you is underscored through our 
participation in FarmLinks and ArborLinks, purpose-built 
facilities dedicated to product evaluation and hands-on 

superintendent education. 

www.profileproducts.com 

For support that runs deep and covers a lot of 
ground, call us at 1-800-508-8681. We'll send you 

more details and an offer for FREE product trials. 

Profile Products LLC • 750 Lake Cook Road, Suite 440 • Buffalo Grove, IL 60089 • 800-508-8681 • Fax 847-215-0577 • ©2004 PROFILE Products LLC., all rights reserved. 

http://www.profileproducts.com
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DuPont purchases 
Griffin LLC 
Dupont has acquired Griffin Corp. s in-
terest in Griffin LLC, thereby becoming 
the sole owner. Financial terms were not 
disclosed. This purchase will enable 
DuPont Crop Protection to provide its 
customers with a broader product port-
folio in key segments, including cotton, 
fruit, vegetable and professional prod-
ucts. Griffin LLC's product line will 
complement the existing crop protection 
business. Griffin LLC, formed in 1998, 
has five manufacturing sites in North and 
South America. 

"Purchasing Griffin Corp. s equity in-
terest in Griffin LLC will provide op-
portunities for profitable top line 
growth," says James C. Borel, president, 
DuPont Crop Protection. "This action 
is consistent with our objective to grow 
our specialty markets business globally, 
and these additions to our portfolio will 
help us serve customers better." 

Syngenta and 
EIFG partner for 
e-Learning 
Syngenta Professional Products is 
partnering with The Environmental In-
stitute for Golf to fund an expansion of 
the Golf Course Superintendents Asso-
ciation of America (GCSAA) e-Learning 
online education program. Beginning in 
spring 2004, GCSAA's e-Learning pro-
gram will include a Webcast "Lunch & 
Learn" series consisting of a 90-minute 
presentation held the second Thursday 
of each month at noon, CST. After pre-
registering, members can log onto the 
Internet and participate in the live event 
taught by experienced GCSAA seminar 
faculty. Attendees will be able to respond 
to online polls and surveys, ask questions 
of the instructor and use the Internet as 
a resource in the virtual classroom. 

"The partnership between Syngenta 
and the e-Learning initiative of the En-
vironmental Institute for Golf is very 
much in tune with our ongoing stew-
ardship activities and commitment to de-
livering up-to-date technical knowledge 
and education to golf course profession-
als," says Joe DiPaola, golf market man-
ager for Syngenta. "The e-Learning en-
deavor is a natural fit with the Syngenta 
online technology platform. We appre-
ciate the opportunity to work with the 

GCSAA and the Environmental Institute 
for Golf in bringing this exciting oppor-
tunity to golf course superintendents." 

Affordable and accessible education for 
superintendents continues to be one of our 
key goals," says GCSAA CEO Steve Mona, 
CAE. "We're pleased that Syngenta and 
The Institute are helping us to acquire new 
technology to help make this possible." 

Bayer awards 
five GCSAA 
show grants 
Bayer Environmental Science has picked 
up the tab for five lucky golf course super-
intendents to attend the Golf Course Su-
perintendents Association of America 
(GCSAA) Conference & Show. 

The five winners, selected at random 
from a pool of over 400 applicants are: 

• Patrick Reilly, Juniper Golf Course, 
Redmond, Ore. 

• Brent Vermeer, Meadows Country 
Club, Moville, Iowa. 

• Wilfred Williams, Spring Hollow Golf 
Course, Spring City, Pa. 

• Jamie Pavlas, CGCS, Paul Harney 
Golf Club, East Falmouth, Mass. 

• Larry Olson, Penticton Golf & Coun-
try Club, Penticton, British Colom-
bia, Canada 

Only head superintendents who had not 
attended a GCSAA show in the previous 
two years were eligible to apply. Winners 
receive airfare, six nights hotel accommo-
dation, full conference registration, two 
educational seminars, two tickets to the 
GCSAA Dinner Show and $200 spend-
ing money. 

"The grant is part of Bayers commit-
ment to furthering the opportunities avail-
able to golf course superintendents," says 
Brian Gooch, programs manager for Bayer 
Environmental Science. "We believe the 
GCSAA Conference &: Show is the best 
way to enhance professional development 
for this industry." 

Deere begins 
Web-based 
ethics training 
Deere & Co., has signed an agreement 
with Integrity Interactive Corp., to roll out 
Integrity Interactive's ethics and compli-
ance training courses as part of Deere's en-
terprise-wide compliance and ethics pro-
gram. The comprehensive program will 

assist Deere in its continuing efforts to 
raise employee awareness of important 
ethical and legal issues in the workplace. 
Integrity Interactive's Web-based training 
courses will allow Deere to more easily 
reach its employees for training on busi-
ness conduct guidelines. 

Tee-2-Green 
sponsors golf 
tournament 

Tee-2-Green was among the sponsor's of 
the annual Musser/Whitworth Memorial 
Golf Tournament held in October 2003 
at the Arrowhead Golf Club in Molalla, 
Ore. The tournament helps contribute 
money to a scholarship fund to benefit 
turfgrass research graduate students' stud-
ies. This year's tournament raised $9,270, 
73 percent of which will go to the Musser 
Foundation. The remaining 25 percent 
will go to the Norm Whitworth Memo-
rial Scholarship fund. The tournament 
has raised more than $700,000 since its 
inception 28 years ago. The tournament 
is co-named for professor H.B. Musser 
who helped develop Penncross, the first 
Penn bentgrass variety marketed by Tee-
2-Green, in 1955. Norm Whitworth was 
a supplier of turfgrass products in the 
Northwest for over 30 years and is a re-
cent inductee into the Oregon Golf 
Course Superintendents Association Hall 
of Fame. 

Redexim 
Charterhouse 
adds two area 
distributors 
Redexim Charterhouse recently an-
nounced the addition of two area dis-
tributors that will carry the company's full 
line of professional turf equipment. The 
two new distributors are Simpson Norton 



Introducing a bluegrass that pushes 
the Transition Zone farther south. 

Thermal Blue is the first high-quality hluegrass that stands up to 

the heat and humidity of tall fescue regions as well as the 

cold of northern climates. Nearly a decade in the 

making, Thermal Blue is the first in Scotts' 

Hybrid Bluegrass Series™ bred with specific 

trait characteristics designed to meet tough 

growing conditions. It is the latest example of 

Scotts' commitment to provide turf managers 

with truly unique turf grass varieties. 

Tested at NTEP, university and commercial sites throughout the 

U.S., Thermal Blue excelled under low-input maintenance in 

traditional hluegrass areas and professional turf mainte-

nance programs in southern regions. It exhibits 

elite Kentucky bluegrass quality with an aggressive 

rhizome system for recoverability that heats tall 

fescue. It is an ideal alternative to fescue and 

warm season grasses south of the Transition Zone or 

as an addition to fescue mixtures everywhere. 

Contact Scotts at 608-215-3918 or Landmark Seed at 1-800-268-2379 for all the details on this innovative new variety 

from the Hybrid Bluegrass Series...only from Scotts Seed. 

www.scottsproseed.com 
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Corp., located in Goodyear, Ariz., with 
branches in New Mexico and Nevada; 
and Turf professionals Equipment Co., 
based in Hazelwood, Mo., with five 
branches throughout Illinois, Kansas and 
Missouri. 

Aquatrols 
announces 
scholarship 
essay contest 
Aquatrols is sending out a call for pa-
pers for its first Aquatrols Scholarship 
Essay Contest. The essay competition is 
open to children of turf management 
professionals who will be attending an 
accredited college or university during 
the 2004-2005 academic year. Entrants 
will compete for a grand prize of $2,000 
and two runner-up prizes of $ 1,000 each. 
Full instructions, rules and eligibility re-
quirements are available on the Aquatrols 
Web site, www.aquatrols.com. The dead-
line for submissions is March 1, 2004. 

New Riverside 
Ochre creates 
golf division 
New Riverside Ochre announced the 
creation of a new division, Riverside Path 
Solutions. Beginning in 2004, Riverside 
Path Solutions will be responsible for all 
golf-related sales, including marketing of 
natural pigments used in concrete golf 
cart paths. "We are excited to create a 
new venture to specifically handle our 
golf industry products," says Mark 
Bridges, vice president of sales, New Riv-
erside Ochre, Cartersville, Ga. "Having 
a product line and sales effort dedicated 
to this industry will enable us to better 
meet the needs of our golf clients." 

Avendra creates 
new golf offering 
Avendra LLC has completed a group of 
golf contracting deals that includes nearly 
60 golf suppliers representing over $65 
million in annual purchases. The golf of-
fering now comprises suppliers for golf 
course needs ranging from pro shop ap-
parel and clubs to grounds and landscap-
ing needs, fertilizer and maintenance 
equipment. 

"In the past year, Avendra doubled its 

base of golf customers," comments George 
Pfeiffer, vice president of golf services pro-
curement. "I think our customers can see that 
we have broadened our offering of quality 
suppliers and are serious about the golf seg-
ment." 

Avendrás Vice President of Sales John 
Maier explains, "Our now completed golf 
offering gives Avendrás golf customers a one-
stop solution for everything a golf facility will 
need." 

New partners in the deal include RedMax, 
LESCO, Flowtronex and The Toro Co. 

Eagle One Golf 
now carries Wittek 
Golf line 
Eagle One Golf announced that it will now 
also carry the Wittek Golf product line. 
The new product line includes three styles 
of ball pickers, four types of ball dispens-
ers and two sizes of ball washers. Products 
will ship from the Midwest with minimal 
lead time. 

Course News 
Barton Creek 
receives Audubon 
certification 

The Fazio Canyons golf course at Barton 
Creek Resort & Spa, Austin, Texas is the 
first resort course in Texas to achieve dis-
tinction as a Certified Audubon Interna-
tional Signature Sanctuary after meeting 
strict environmental criteria. 

Signature certification is awarded only 
to new developments, which are designed, 
constructed and maintained according to 
Audubon Internationals precise planning 
standards and environmental disciplines. 
Wildlife conservation, habitat enhance-
ment, resort conservation and environ-
mental improvement are integral parts of 
the project development and regular re-
ports and site audits are required to main-
tain the certification. 

Additionally, Barton Creeks three other 
courses received Certified Audubon Co-

operative Sanctuary designations. 
"Barton Creeks strong commitment to 

environmental stewardship and ingenu-
ity has been apparent at every step along 
the five-year process," says Nancy E. 
Richardson, Signature program director 
for Audubon International. "The entire 
Barton Creek team is committed to pro-
tecting the environment while at the same 
time setting new standards in the field. It 
is impressive to see the blend of environ-
mental responsibility and project devel-
opment this resort has achieved." 

ACC receives 
Gold Hard Hat 
Award 
American Civil Constructors received the 
Gold Hard Hat Award from Colorado 
Construction magazine for the construc-
tion of Fossil Trace Golf Course in 
Golden, Colo. The new course is on a 
historic site where five dinosaur tracks and 
palm frond fossils were discovered on the 
12th and 15th holes during excavation. 
ACC Golf was diligent in maintaining 
the integrity and uniqueness of this site 
throughout construction. 

Updated Isleworth 
course reopens 
Isleworth Golf & Country Club, 
Windermere, Fla., home course to more 
than a dozen PGA Tour pros including 
Tiger Woods and Mark O'Meara re-
opened in December 2003 after a com-
plete course reconstruction. 

Course designer Steve Smyers com-
pletely rebuilt all 18 holes, lengthened the 
course and modernized the layout from a 
shot making perspective with the addi-
tion of fairway bunkers. 

In terms of turf, Tifeagle Bermudagrass 
replaced Tifdwarf on the putting surfaces 
while fairways, tees and roughs were con-
verted from Tifway 2 to 419 
Bermudagrass. 

Smyers rerouted many of the 18 holes, 
which now plays to a par-71 of over 7,000 
yards. 

"We gave the course a brand new look 
and feel," Smyers says. "Its a strong lay-
out with the type of challenges modern 
players, even resort golfers want to see." 

Smyers also reconstructed the former 
International Golf Club in Orlando, Fla., 
which reopened as Grande Pines in Janu-
ary 2004 (see feature on page 36). 

http://www.aquatrols.com
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Riverdole has grouin into Nufarm Turf and SpecialTq 
As Nufarm Turf and Specialty, were a global enterprise that draws on the resources of 13 Nufarm 
locations - worldwide. Over 2,500 Nufarm employees formulate and distribute turf and crop protec-
tion chemicals in more than 100 countries. So, we have an expanded ability to keep weeds, pests and 
disease under control all year long. And you can still depend upon familiar products like Millennium 
Ultra, Manor, Corsair and Magellan to keep your weeds down and your greens free of pythium. 

Same great products, same great service - all with a new name and powerful corporate backswing 
that will keep your maintenance handicap very, very low. 
For more information contact your local distributor. Millennium Ultra, Manor, Corsair and Magellan are trademarks of Nufarm Americas Inc. 

H O M E O F R I V E R D A L E B R A N D S 

USE READER SERVICE # 1 4 

Phone: 800.345.3330 
www.riverdalecc.com 
www.turf.us.nufarm.com 

http://www.riverdalecc.com
http://www.turf.us.nufarm.com
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Singing Hills 
reopens 
after wildfire 
Following the worst wildfires in South-
ern California history, Singing Hills Re-
sort & Country Club at Sycuan, Calif, 
has reopened its doors. 

Singing Hills was closed for nearly a 
week due to the raging fires, though the 
resort was left undamaged. "While we 
were closed to the public, we were for-
tunately able to accommodate and host 
members of the California Department 
of Forestry, the U.S. Forestry Depart-
ment and clean-up crews," says General 
Manager Mike Rookus. "Now that the 
smoke has cleared and the fire danger 
has subsided, we have reopened our 
doors and returned to business as usual. 
Intensive clean-up work continues in 
nearby areas, but our operations are up 
and running at a normal pace." 

Freedom Golf 
Services adds 
two properties 
Freedom Golf Services, Hershey, Pa., has 
added two more clubs to its growing 
portfolio with the signing of the 36-hole 
facility at Bowling Green Country Club, 
Front Royal, Va. The facility features two 
independent 18-hole courses and club-
houses. Each course measures approxi-
mately 6,200 challenging yards with sce-
nic views of the Blue Ridge Mountains. 

Clickitgolf.com 
adds 12 Courses 
Clickitgolf.com added 12 South Caro-
lina courses to its growing list of affili-
ates. The new courses include: Beach 
Creek Golf Club and The Links at Lake-
wood in Sumter, S.C.; Carendon Golf 
& Country Club, Royal Oaks Golf 
Course, The Players Course at Wyboo 
and Wyboo Golf Club in Manning, S.C.; 
Lake Marion Golf Club, Santee Cooper 
Country Club and Santee National Golf 
Club in Santee, S.C.; Foxboro Golf Club 
in Sumerton, S.C.; and The Wellman 
Club in Johnsonville, S.C. 

"The Low Country of South Carolina 
offers golf for all players and all prefer-
ences," says Robert Browning, vice presi-
dent, Clickitgolf. "Our partnership will 

no only drive more golfers to these courses 
but will also allow us to continue our ef-
forts to grow Clickitgolf into a paramount 
Web site for golfers." 

Clickitgolf plans on expanding geo-
graphically to feature golf courses in mar-
kets including Arizona, Ohio, Texas and 
Florida. Currently, visitors to 
clickitgolf.com can purchase rounds of golf 
at more than 150 golf courses throughout 
North and South Carolina and the Mid-
Atlantic. 

Personnel 
Terry Boehm has been 
named vice president of 
business development for 
Primera Turf, a green in-
dustry purchasing coop-
erative. He will be based 
in Salem, Ore. In his new 
position, Boehm is work-
ing with Chief Executive 
Officer Frans Jager to bring together co-
operative member distributors and supply 
partners. Boehm will also focus on devel-
oping exclusive brands, generating greater 
value for end user members and manag-
ing the cooperative's West Coast business. 

ValleyCrest has appointed Gregory 
Pieschala as president of the company's 
golf course maintenance division. Pieschala 
joined ValleyCrest in 2000 and is taking 
over the golf course division after the com-
pany entered several new markets last year 
and added a number of courses to its ros-
ter. 

Rain Bird's golf division has made two 
personnel additions recently. S h a w n 
Emmack was named district sales man-
ager for the company's golf division. 
Emmack will be based in Atlanta and over-
see sales in the southeast region. "Our ex-
isting team of technical irrigation experts 
continues to grow and strengthen and we're 
pleased to have Shawn join the mix," says 
Stuart Hackwell, Rain Bird Golf's eastern 
regional sales manager. Emmack brings 11 
years of industry sales experience to his new 

position. Also, Doug 
Richmond joined the 
company as senior prod-
uct engineer for golf. 
Richmond will help 
conceptualize new prod-
uct development and en-
gineering that supports 
the company's water 

conservation efforts. "Doug's extensive 
product development and R&D experi-

Emmack 

ence makes him a valuable addition to 
the Rain Bird Golf team," says Engineer-
ing Manager Lynn Roney. "We are ex-
cited to welcome him." 

James Henderson joined Colum-
bia ParCar Corp., as west coast regional 
sales manager. With more than 25 years 
of experience in customer service and 
sales-related fields for small-vehicle manu-
facturers, Henderson will assist in han-
dling all sales and marketing activities in 
Columbia's west coast territory. This in-
cludes working and developing dealership 
customers and customer support 
throughout the region. 

Denise Soldenski of the golf divi-
sion at Rain Bird Corp., recently became 
a certified golf irrigation auditor (GCIA) 
through the Irrigation Association. The 
Irrigation Association created the GCIA 
program in cooperation with the Golf 
course Superintendents Association of 
America and focuses on analyzing turf ir-
rigation water use tailored to the unique 
conditions found on golf courses. "We 
are proud of Denise for becoming a cer-
tified golf irrigation auditor," says Jeff 
Kiewel, Rain Bird Golf's national sales 
and marketing manager. "Her new skills 
will allow her to more effectively mea-
sure the performance of an irrigation sys-
tem and make improvement recommen-
dations." 

Monroe Miller superintendent at 
Blackhawk Country Club in Madison, 
Wis., has been selected to receive the 
Green Section Award from the United 
States Golf Association. The annual award 
recognizes distinguished contributions to 
golf through work with turfgrass. Miller 
is the editor/publisher of The Grass 
Roots, the official publication of the 
Wisconsin Golf Course Superintendents 
Association. Miller also spearheaded a 
campaign to raise $100,000 in match-
ing funds for a University of Wisconsin 
field turfgrass facility. After overseeing 
construction of the O.J.Noer Research 
Facility in 1991, Miller led an effort to 
raise $ 1 million, which when matched and 
invested, will generate annual support for 
four graduate research fellowships. 

Harold Vaubel, CGCS, has been 
appointed owner/operator of HGM 
Consulting. Vaubel hasbeen involved in 
the construction of eight golf courses in 
the west and 16 PGA Tour and 
Champion Tour events. A new company 
division is opening to handle contract 
maintenance on golf courses, sports fields 
and driving ranges in the southwest. 
GCN 



The Microbial BioFungicide 
That Controls Dollar Spot 

DOLLAR SPOT PROGRAM 
at 3 disease levels 

D i s e a s e L e v e l 
R a t e p e r 

1 0 0 0 sq . ft. 
A p p l i c a t i o n 

I n t e r v a l 

L O W 
when light disease 

symptoms are 
evident or when 

conditions suggest a 
likely occurence 

2 0 oz. 14 days 

M O D E R A T E 
when significant 
disease pressure 
becomes evident 

2 0 oz. 7 days 

H I G H 
when high disease 
pressure becomes 

evident 

2 0 oz. 3 - 4 days 

University Research shows that EcoGuard 
Effectively Controls Dollar Spot, 

and aids in the Suppression of 
Brown Patch and Anthracnose 

roots 
Plant Care Group 

Novozymes Biologicals, Inc. www.novozymes.com 
5400 Corporate Circle, Salem,VA 24153 I -800-342-6173 
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market update 

Golf projeot report 
The scorecard for 2003 course con-

struction and closings is final, and 
according to the National Golf Founda-
tion (NGF), a combination of reduced 
course openings (18-hole equivalent) and 
higher course closings result in a net gain 
of just 125.5 18-hole equivelent courses 
for the year, by far the lowest gain in the 
past decade. On an 18-hole equivalent 
basis, the nations total course supply re-
mains at about 15,000 courses. 

As of its January 19, 2004, Golf Project 
Summary Report, NGF says 370 courses 
are proposed, of which 96 would be 9-hole 
courses, and 274 would be 18-hole courses. 

A total of 429 courses are in the plan-
ning stage. Of that, 136 are to be 9-hole 
and 293 would be 18-hole courses. 

Courses under construction total 413, 
with 183 being 9-hole and 230 are 18-hole. 

Three new 18-hole courses opened in the 
first few weeks of 2004. G C N 

U.S. Course Supply Year-End 2003 
(18-hole equivalents) 

Daily Fee Municipal Private Total 
Regulation 7,429 1,972.5 4,150.0 13,551.5 
Executive 505.0 119.0 105.5 729.5 
Par 3 375.5 103.5 67.0 546.0 
Total 8,309.5 2,195.0 4,322.5 14,827.0 

Top 10 States for 2003 
Public Private 

Florida 10.0 5.5 
Texas 9.5 4.5 
Arizona 4.0 5.0 
Wisconsin 8.0 1.0 
California 4.5 2.5 
Minnesota 6.0 1.0 
Virginia 4.5 1.5 
New York 4.5 1.0 
Indiana 3.0 2.0 
Kentucky 5.0 0.0 

1993-2003 Course 
Openings/Closings 
(18-hole equivalents) 

Open Closed Change 

1993 262.5 20.5 +242.0 

1994 262.5 14.5 +248.0 

1995 336.0 27.0 +309.0 

1996 319.5 33.5 +286.0 
1997 316.0 31.0 +285.0 

1998 327.5 23.0 +304.5 

1999 375.5 23.0 +352.5 

2000 398.5 23.0 +375.5 

2001 284.0 24.0 +260.0 
2002 220.0 47.0 + 173.0 

2003 171.0 43.5 +127.5 

Total 3,273 310 +2,963 
Source: National Golf Foundation 

2003 Golf Course Year-End Scorecard ( l 8-hole equivalents) 

Openings Under Construction In Planning Proposed 

New Expansion Total 

Daily Fee 78.5 32.5 111.0 

New Expansion Total 

176.5 52.0 228.5 

New Expansion Total 

239.5 31.0 270.5 

New Expansion Total 

221.5 29.0 250.5 

Municipal 12.0 4.0 16.0 24.0 5.0 29.0 42.5 6.0 48.5 41.0 6.0 47.0 

Private 34.5 9.5 44.0 56.5 13.5 70.0 51.0 9.0 60.0 17.0 8.0 25.0 

Total 125.0 46.0 171.0 257.0 70.5 327.5 333.0 46.0 379.0 279.5 43.0 322.5 

Openings 
Total 
15.5 
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Your master plan 
G 

olf course renovations can follow 
natural disasters that damage the 
courses, or start with an owners 

commitment to maintaining a course in 
"tip top" shape. One sign of a well-run 
course is having a long-term Master Plan 
in place to anticipate the improvements 
needed to stay current in the marketplace, 
and where and how to invest wisely to 
meet long-term goals. 

Some clubs don't recognize a pattern 
of declining interest in their courses early 
enough, making it difficult to catch up. 
Unlike buildings, where shifting founda-
tions or leaky roofs are painfully obvious, 
golf course problems often are overlooked. 
Some think golf courses are "natural" and 
take care of themselves. And clubs that 
have invested substantially in the past may 
mistakenly believe that the course is "set 
for life." In many cases the superinten-
dent actually masks underlying problems 
by keeping the existing course in such 
great shape! 

The solution is a master plan created 
with the help of a golf course architect. 
You can find an architect experienced in 

the superintendent is spending more time 
fixing the course than maintaining it. 

What should you expect from the ar-
chitect? You'll receive a letter of agreement 
detailing the services and owner respon-
sibilities. The course may designate its su-
perintendent as its key representative in 
working with the architect, but at a mini-
mum, you will need to be involved and 
to start the process by obtaining informa-
tion required for design, including: 

• A recent scale aerial photograph, a 
topography map and property lines, show-
ing locations of existing buildings, trees, 
rights-of-ways, easements and any en-
croachments 

• Utility information, including exist-
ing and planned utility lines, both above 
and below grade 

• Environmental information, includ-
ing wetlands and floodplains 

• Testing of natural conditions, includ-
ing soil tests for lakes and subsurface rock 

From there, the golf course architect will 
guide a sequential process with input and 
approvals by you, your green committee, 
pro and general manager. 

'Some clubs don ' t recognize the pattern 
of declining interest in their courses early 
enough, making it difficult to ca tch up. 

Unlike buildings, where shifting foundations 
and leaky roofs are painfully obvious, golf 
course problems are often overlooked.' 

golf course renovations by contacting the 
American Society of Golf Course Archi-
tects (ASGA) by phoning 312/372-7090, 
or on the Web at asgca.org, but choose 
carefully. Each ASGCA member offers 
unique design skills that might be impor-
tant for your course. Developing a mas-
ter plan means entering into a long-term 
relationship, so finding and sticking with 
the right architect is good business. 

If you do not have a master plan, the 
time to start one is now. A master plan is 
more than a good idea. Cosmetic and/or 
playability upgrades may already be nec-
essary if your tees sheets and membership 
lists aren't full, if you can't raise dues or 
fees, if you can't attract new members or 
players, and if guest players hear com-
ments like, "This course was great in it's 
heyday." A master plan also is overdue if 

Before design can begin, the architect 
will evaluate your site, goals, schedule, 
construction options and budget. He will 
determine if specialized consultants need 
to be added to the team. 

In the preliminary planning phase, the 
architect will present a schematic re-rout-
ing study, if applicable. Next comes the 
preliminary feature design study, which 
illustrates the proposed feature designs and 
configurations of tees, greens, fairways, 
lakes, hazards and proposed improve-
ments to drainage, cart paths, grassing and 
landscaping. The architect also may de-
pict the clubhouse, maintenance, parking 
and entry areas, but he or she is usually 
not responsible to design these features. 

You'll likely go through several plan re-
visions before the greens committee ap-
proves it. Approval leads to the illustra-

tive plan - the beautiful colored plan that 
you often see in the clubhouse. While 
someone is guaranteed to comment at this 
stage, "They hung the master plan, be-
cause they couldn't find the architect," the 
plan should incorporate the features your 
club desires most. 

Some clubs stop the process here, want-
ing only to get an idea of what might be 
possible "someday." But any course seri-
ous about improvements should go fur-
ther and plunge into a complete renova-
tion, or set the stage for long-term im-
provements by completing a full master 
plan, which should provide: 

• Written descriptions of proposed 
changes, with reasons and benefits. A solid 
master plan helps prevent whimsical 
changes being made by each new greens 
committee 

• A phasing plan with renovation pro-
grams ranging from one to 10 years. This 
plan details which and how many im-
provements should be undertaken. This 
is usually driven by most pressing need, 
but these improvements can be dictated 
by construction efficiency. Most phasing 
plans identify limited projects the super-
intendent can do while waiting for big 
projects to be funded. This work can in-
clude extending cart paths, planting trees, 
creating turf nurseries and landscape ar-
eas, and even providing "permanent" tem-
porary greens for use when other greens 
are out of play. 

Superintendents gain peace of mind 
when they can fix the most pressing needs, 
knowing the work fits within the final 
configuration of a particular hole. 

• Most architects estimate construc-
tion costs using area or volume esti-
mates and recent unit pricing from 
similar projects. However, pricing will 
be affected by the architect you retain, 
the scope of work and amount of work 
to be handled in-house. 

To sell the master plan requires a club 
presentation with the involvement of key 
club members, the superintendent and the 
architect. With club approval of the mas-
ter plan and with financing in place, con-
struction can begin. The superintendent 
is typically even more involved at this 
point as the club's daily on-site represen-
tative working closely with the architect 
and builder. Renovating a course is a great 
opportunity that no superintendent 
should pass up. G C N 

Jeffrey D. Brauer to 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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marketing I JACK BRENNAN 

Superintendent 
as marketer 
Successful courses today require ag-

ronomic, management and market 
ing functions. Some courses still do 

not understand the need for marketing, 
but an increasing number of public and 
even some private courses are putting 
more emphasis on marketing for several 
reasons.Competition has increased 
among courses in any given locality. Golf-
ers, like any other consumer group, have 
become much more demanding. And 
more courses now depend on revenue 
streams beyond the game itself. 

Having said that, the essential product 
is still having a course that can command 
the necessary club and greens fees. To 
produce a quality course — agronomics 
and management - the superintendent 
and general manager must negotiate a 
happy medium between "I need this" and 
"We cant afford that." Once they arrive 
at a happy medium, then the marketing 
plan determines how to drive new and 
incremental business. Reaching the next 
level of success takes more than a written 
plan — the owner, general manager, su-
perintendent, pro and sales team have to 
execute the marketing plan together. 

In my consulting work, the owner hires 
me. Typically, the next meeting will be 
with the general manager. Then I meet 
with sales. Lastly, I meet the superinten-
dent. Sometimes meetings with the su-
perintendents must be delayed because 
they have to release crews before they can 
take time, but about 50 percent of su-
perintendents do not care to take part in 
the meetings at all. 

Even though about half of all superin-
tendents want to pigeonhole themselves 
in their department, I still request that 
they participate in the discussions and 
planning. Superintendent participation is 
important because he or she is respon-
sible for producing the end product that 
is central to the marketing plan. Put an-
other way, a superintendent s job is to pro-
duce the right product, and having the 
right product is essential if the market-
ing effort is to be effective. 

This connection between the product 
and marketing strategy can be over-
looked. To many people, marketing is 
little more than advertising and promo-
tion. But this view ignores the fact that 

golfers will shop until they find what they 
want. Many golf course owners, manag-
ers and superintendents could take a les-
son from foreign car manufacturers like 
Honda and Toyota. These companies 
make quality and customer satisfaction 
the center of their marketing efforts by 
making sure that engineering and manu-
facturing communicate with target cus-
tomers about the design and performance 
of different vehicle models. 

My experience in working with super-
intendents shows that most have, or can 
quickly gain, a working knowledge of the 
advertising, sales and business side of the 
business. True, superintendents weren't 
hired to market or sell, but in todays com-
petitive market, especially on public 
courses, a superintendent that sees how 
he or she can contribute to the courses 
overall success is a major competitive ad-
vantage for that course in that market-
place. The smart superintendent also re-
alizes that he or she has a vested interest 
in marketing, because the course s revenue 
and profitability determine the mainte-
nance budget, funding of improvements, 
and salary increases and bonuses. 

Like it or not, the superintendent 

uct will result in dissatisfied customers 
who will leave. Conversely, over-invest-
ment in terms of client expectations 
means lost profitability. The superinten-
dent is uniquely positioned to match 
course conditions to customer expecta-
tions most efficiently — given sufficient 
budget, of course. 

Superintendents who work in synch 
with the general manager, pro and sales 
staff will improve customer satisfaction. 
For example, I'm surprised at how many 
courses lack a master calendar. Without 
a master calendar sales may be selling an 
outing in late October when the course 
is going to be overseeded, which simply 
means you are going to have unhappy cus-
tomers. If the customers know the course is 
being overseeded, then they can decide 
whether to play or not, and if they do, their 
expectations will be adjusted to the course 
conditions. 

Better still, overseeding might be a good 
time for sales to schedule a charity mara-
thon on the course. The course might dis-
count their day rate for a charity, and thereby 
make a few thousand dollars when they 
might have made a few hundred. And the 
charity wins by getting a deep discount for 

'Superintendents weren't hired to 
market or sell, but in today's competit ive 

market... a superintendent that sees 
how he or she can contribute to the 
course's overall success is a major 

competit ive advantage. ' 

should be a member of the marketing 
team for a very practical reason. Market-
ing begins with the customer, and the su-
perintendent can make sure the product 
matches the their expectations. I con-
sulted with one course that only could get 
players to pay $45 for a round, but the 
course was so beautiful the fee should have 
been $90. In this situation, the maintenance 
costs were too high, but the situation can 
more easily be the reverse — who is will-
ing to pay $90 to play a $45 course? 

Effective marketing requires matching 
the product and price with the customer. 
On a premier course, a substandard prod-

their special cause. 
The master calendar should be created 

jointly by the superintendent, general 
manager and sales staff, and updated fre-
quently. It should include weddings, so-
cial outings, special events, tours, aera-
tion and all major, non-emergency main-
tenance. The superintendent should train 
sales on their work and why it is done so 
they can explain this to golfers. 

The key to marketing is to plan, set busi-
ness goals, coordinate efforts and cooper-
ate. With all this in mind, its easy to see 
why effective marketing requires the active 
participation of the superintendent. G C N 

Jack Brennan founded 
Paladin Golf Marketing, 
Plant City, Fla., In 1989 
to help golf course 
owners and managers 
market their courses 
more effectively. He 
can be reached at 
jackbrennan@ij.net. 
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Managing budget 
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What should superinten-
dents facing budget pres-
sures do? 

TW: It s paramount to sit down with your 
employer to determine where the appro-

priate reductions should take 
place. Too many times, the 
default answer is that it should 
come from labor because la-
bor is such a significant 
amount of the maintenance 
budget. The problem with 

that thinking is that when you reduce la-
bor, it affects virtually every task on the 
course. If the superintendent can sit down 
with the appropriate parties, then he or 
she can recommend options that will have 
the least impact on the course. That's my 
ideal way to handle budget cuts. 

Can' t the superintendent 
just make the cuts? 

TW Certainly, the superintendent is the 
person most familiar with how budget 
reductions will impact the golf course. 
However, by involving as many members 
of the decision-making team as possible, 
then all appropriate players can have a 
buy-in and a familiarity with how the 
decisions will impact the golfing experi-
ence. For example, from the golf course 
maintenance perspective, if it is decided 
that the bunkers will be raked five days a 
week instead of seven because of budget 
reductions, then that's something I want 
the golf professional to be aware of, and I 
expect him to help support what we are 
doing on the course. 

Years ago, I worked at a course where I 
was told to cut the annual operating bud-
get by $200,000. There was no negotia-
tion and there was to be no mention of 
the budget reduction to the club owners 

or the members. There was also no dis-
cussion about the possible impact on the 
course conditioning. 

We made those reductions and we also 
kept the news to ourselves, but I know 
our members could not help but notice 
that many of the detailed tasks did not 
receive attention. Personally, I would 
rather deal above board and out in the 
open. If there are legitimate reasons for 
budget reductions, I think golfers are 
more than willing to accept the situation 
if they understand the problem. The su-
perintendent shouldn't be left to take the 
blame for budget cuts and how they may 
affect the condition of the course. 

Why is the maintenance 
budget a frequent target? 

TW: In many instances, the superinten-
dent manages the largest operating bud-
get at a golf facility. Too often, it may be 
assumed that costs can be reduced with-
out any significant impact to the course 
conditioning. Rarely do significant spend-
ing reductions come without some com-
promise in conditioning. In reality, when 
budget cuts at a facility are deemed nec-
essary, then all facility operations should 
be scrutinized. 

A second reason the superintendent's 
budget often is targeted for cuts is that 
the golf course maintenance operation 
might be viewed as a big spender rather 
than a revenue generator. In reality, the 
golf course superintendent maintains the 
facility's greatest asset, the golf course. The 
quality and conditioning of the golf 
course is directly related to and signifi-
cantly influences revenue. Without the 
golf course very few golf shops or club-
houses or grills would survive. Signifi-
cantly reducing the golf course operating 

budget over an extended period of time 
only should be initiated following care-
ful consideration. The condition of the 
golf course is tied directly to revenue gen-
eration for all departments of the facility. 

Do prior maintenance 
budget cuts reinforce the 

perception that maintenance 
can be cut year after year? 
TW: To an extent that's true. If you had 
to cut your pesticide purchases by 10 per-
cent last year, and you were lucky and ev-
erything worked out fine with the weather 
and minor pest activity, then people be-
gin to think that you should be able to 
do without that 10 percent again this year. 

The fact is, if you are facing a budget 
cut this year as a one-time issue, then I 
would recommend you approach the so-
lution differently than if this is the sec-
ond or third consecutive year of manag-
ing under reduced spending. Successfully 
cutting corners or saving money one year 
does not mean even the most experienced 
and hard working superintendents can do 
that year after year. 

What's your approach to 
meeting budget cuts? 

TW: Most superintendents are good at 
making adjustments. As professionals, 
they also are best equipped to decide what 
they can and should do when budget re-
ductions are mandated. My advice to su-
perintendents is to consider all possible 
areas. You have to look at labor, but do so 
carefully. Rather than cutting people I 
would try to cut overtime. See if your 
people will agree to work 40 to 42 hours 
a week rather than 50-plus hours. Over-
time is costly, but eliminating it or re-
ducing it requires getting employees to 





course management 

The superintendent has to stand on 
principle. On my first job right out of 
Texas A&M, I worked for Stewart and 
Sherman Hunt, two of the most success-
ful businesspeople in the country. My 
general manager was a retired four-star 
Air Force general. As a 24-year old su-
perintendent, what chance did I have to 
deal with people with so much experi-
ence, charisma and power? But superin-
tendents must prepare themselves to be 
able to communicate with the most ex-
perienced business executives. These are 
not skills that are taught in every golf 
course management program at univer-
sities across the country. 

Today, I know that smart decisions on 
a golf course cant be made based on 
power and charisma. Smart decisions are 
made on the basis of setting goals, edu-
cating others and negotiating for what 
you need. As a superintendent, I've made 
it my personal responsibility to teach all 
my assistants to use this approach. 

QHOW do you approach the 
budgeting process? 

TW: There are a lot of ways you can suc-
cessfully budget in this industry, but I 
prefer doing a budget like a business plan. 
Managing a golf course has many simi-
larities with managing other businesses. 
I place significant emphasis on identify-
ing expenses as they relate to mission 
statements, goals and the maintenance 
standards. 

I rely on detailed maintenance records, 
documentation and historical data. You 
also have to have an accounting system 
with integrity. Budgeting becomes in-
creasingly difficult if numbers are shuffled 
from year to year. You have to have con-
fidence in the numbers you are working 
with. 

The final essential is an open and hon-
est working relationship with manage-
ment. In my experience, the closer this 
working relationship is, the easier bud-
geting will be — and budget cutting if 
that becomes necessary. G C N 

Tommy Witt is the golf course superinten-
dent at Northmoor Country Club, in High-
land Park, III. Witt has been a superinten-
dent for 25 years and is a past president of 
GCSAA. He can be reached at 
Tommy Witt@hotmail. com. 

plusses and minuses of trade-outs and 
come to an agreement on what to do. 
There are some things you can give up 
and things you cannot. 

Purchasing also can make a difference 
in cost and financial terms. While I may 
have a number of friends and acquain-
tances who work for suppliers, and whom 
I may want to patronize, I feel it s my re-
sponsibility to negotiate the best packages 
and deals possible for my employer. Some-
times the best deal is price. Sometimes 
the best deal is service. 

You should also look closely at your op-
tions and not get caught up in your old 
habits or preferences. You don't always 
have to buy the same color of equipment. 
Sharing or co-oping certain pieces of 
equipment may be an option for some 
courses. 

Perhaps one option to reduce spending 
is to consider reductions in out-of-the-
way areas. For example, if you allocate 
$30,000 in tree work every year, can you 
forgo that work for a single year? But if 
you do this, then this work needs to be 
picked up in the budget the following 
year. Don't lower your budget without 
your employer understanding that you 
will do everything you can to keep con-
ditions as good as possible, but at some 
point in time you will need to have the 
budget restored to its original amount to 
provide desired golfing conditions. 

Many trade-offs are possible for a year 
or two, but to maintain your course for 
extended periods with less money each 
year gets a course headed in the wrong 
direction, even when the facility is being 
managed by the best of superintendents. 

QWhat is the single biggest 
budget mistake? 

TW: It is essential that superintendents 
learn how to formulate a detailed operat-
ing budget. When we are able to write a 
budget that correlates with specific golf 
course maintenance standards, we have a 
better chance of matching budgets to 
course conditioning. I would suggest that 
any superintendent take whatever train-
ing is necessary to equip them with the 
skills required to become proficient in the 
budgeting process. 

Q What's the biggest oppor-
tunity in budgeting? 

TW: Opportunity is believing that the 
course is the lifeblood of the business; that 
the superintendent is the lifeblood of the 
course; and that the maintenance budget 
is the lifeblood of the superintendent. 

agree to stay on the job at what amounts 
to less pay for them. 

Another area is to consider is schedul-
ing. Can you mow fairways two times per 
week instead of three, or three times in-
stead of four times, depending on your 
standards and your budget? Can you start 
mowing earlier in the day to keep ahead 
of golfers and eliminate so much mower 
stopping and starting? Can you rake your 
bunkers five times a week instead of 
seven? 

Trade-outs are another consideration. 
Take types of mowers, for example. Can 
you afford to have four or five employ-
ees mow the greens with walk-behind 
mowers, or save labor by having two men 
do the same task with riding greens 
mowers? 

What about the potential trade-off in 
quality? Is your employer willing to ac-
cept that trade-out? The superintendent 
does not have to make this decision alone 
or he becomes responsible for it. Instead, 
he should educate the employer about the 

Superintendents should not allow themselves to 
take the blame for budget cuts, Witt says. 
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facility," he says. "I supervised construc-
tion, grew in the course and developed 
a maintenance program. But the job of 
a management company is to save 
money and its easier to just promote the 
assistant." 

Fortunately, Grigg says his story had 
a silver lining. Using the many industry 
contacts he had built up over the years, 
he found a better superintendent posi-
tion and spent another 10 years in the 
profession. Along the way he earned the 
Master Greenskeeper distinction, be-
came president of the GCSAA, and 
eventually started his own business. 

"Getting fired isn't always bad news," 
Grigg says, "but it is all too common for 
superintendents in today's market." 

In a December 2003 Golf Course News 
online survey, 37 percent of superinten-
dents reported they have been termi-
nated or left a position because of tech-
nical performance issues, budgetary 
changes or personality/political reasons 
(see page 11). Of all causes, personality/ 
political was cited as the most common 
reason, by 23 percent of the respondents. 

by DAVID WOLFF 

The career of even a distinguished 
superintendent like Gary Grigg, 
CGCS, can be abruptly changed 

in a matter of minutes. At age 50, Grigg 
had been a successful golf course super-
intendent for more than 23 years and was 
on the board of directors of the Golf 
Course Superintendents Association of 
America (GCSAA). 

Five years into the job, Grigg had trans-
formed a barren piece of land into a Golf 
Digest Top 100 course. But when the 
owner turned the facility over to a man-
agement company, Grigg was informed 
that his pay exceeded the company's ac-
ceptable salary scale. His option was to 
take a 50 percent pay cut or resign. 

Despite his many contributions, Grigg 
says he was given no indication from 
management that a management com-
pany was being considered, or the changes 
that would mean. The lesson, he says, is 
that hard work and performance are not 
enough to ensure job security in the golf 
course business. 

"I gave that course five years of blood, 
sweat and tears and made it a first class 



Asked if a friend who was a superinten-
dent has ever been terminated or left a po-
sition for personality/political reasons, 96 
percent of those surveyed responded yes. 

The arbitrary termination of a success-
ful superintendent can be for a number of 
reasons: 

• "He's a great person; he just can't com-
municate." 

• "He doesn't do well in meetings." 
• "He got buried in club politics." 
• "He's competent but not well known 

by the members." 
The GCSAA has attempted to quantify 

turnover among superintendents. Statistics 
the association compiled from January to 
June 2003 list the following reasons for su-
perintendent job openings: 

• 50 percent were voluntary resignations 
• 31 percent were new openings 
• 13 percent were terminations 
• 6 percent were promotions 
Reasons for termination included: 
• 27 percent for technical performance 
• 13 percent for poor communication 
• 20 percent for lack of professionalism 
• 40 percent for non-specified reasons 
Grigg, now a vice president and agrono-

mist with Grigg Brothers Corp., an Idaho-
based fertilizer company, offers his insight 
into these statistics. 

"I have to take issue that 50 percent of 
the resignations were voluntary," he says. 
"Like me, a good number of superinten-
dents were offered that choice as opposed 
to being fired. As for the 40 percent figure 
for non-specified reasons, I believe most 
were let go for economic reasons, specifi-
cally salary." 

With regard to being terminated for 
"professionalism," Griggs believes some-
thing as simple as appearance is a major 
factor. 

"I know of one superintendent whose 
golf course was immaculate, but he was 
short and overweight," he says. "He was 
terminated because of his lack of a profes-
sional' image." 

To counter image issues, Grigg advises 
superintendents to always have a fresh 
change of clothes in their office. "Don't 
go to meetings in your work clothes and 
dirty boots," he says. "Clean up your act." 

Experienced superintendents cite 
seven pitfalls which can hinder a career 
or even result in loss of your job. It's 
important to be aware of these problem 
areas, and for superintendents to take 
action to improve their standing with 
management, golfers, workers, neighbors 
and your local community. The seven 
comman pitfalls are: 

Pitfall No.l — What 
we have is a failure 
to communicate 
The GCSAA data shows that most superin-
tendents don't lose their jobs because of poor 
course conditions. Most are fired or forced 
to resign because they can't or don't com-
municate with the owner, general manager, 
greens committee chairman or golfers. 

Unfortunately, most agronomic educa-
tional programs do not adequately prepare 
superintendents for this aspect of their ca-
reers. The recent Golf Course News survey 
shows that 46 percent of the respondents 
considered their formal training inadequate 
in terms of people skills. Because they are 
not trained to deal effectively with people, 
these skills must be mastered on the job if 
superintendents are to succeed. 

Bruce Williams, CGCS, superintendent 
of Los Angeles Country Club, Los Angeles, 
Calif., and a past president of the GCSAA, 
says a root problem is personality. The typi-
cal superintendent is introverted, he notes, 
while the typical golf pro is extroverted. 

"Superintendents need to learn to be 
people persons," he explains. "They should 
take every opportunity to get in front of 
people. Give speeches, address boards and 
committees, coach a youth team. Golf 
courses are begging for superintendents with 
communication skills." 

Tommy Witt, CGCS, and also a GCSAA 
past president, is superintendent of 
Northmoor Country Club, Highland Park, 
111. He says superintendents need to be the 
source of information about what's going on 
at the golf course. 

"Superintendents need to attend board 
and committee meetings because you don't 
want someone else answering questions for 
you," Witt says. 

Pitfall No. 2 — Perception 
is not always reality 
Many superintendents don't understand the 
difference between perception and reality. 
They may be putting in 60-hour weeks, but 
nobody knows it. Its important to be seen 
in the right places at the right times, such as 
in the locker room, in the pro shop or on 
the first tee. Superintendents should write 
articles for their clubs' newsletters, make use 
of their clubs' Web sites and e-mail, and post 
photos on the progress of course projects. 
They must develop strategies to counteract 
a negative perception. 

"In an appropriate way, remind manage-
ment and golfers of what you do and how 
well you do it," Witt says. "It's amazing to 
me that everyone knows the golf pro, but 
many times, they do not know the 

superintendent's name. How can we be valu-
able if no one knows who we are?" 

There are other ways for superintendents 
to step out of their comfort levels and in-
crease their visibility. If they are golfers, they 
should make an effort to play with all seg-
ments of the membership. If a superinten-
dent negotiates a good deal on a greens 
mower, let the club know you've spent their 
money wisely. Make your employers aware 
of your financial management skills. 

"It is imperative that your employer un-
derstands in a subtle but effective way that 
your skills and experience are key compo-
nents to managing their most important as-
set — the golf course," Witt says. "They 
have to realize that they just can't hire any-
one off the street to do your job." 

Grigg adds, "your employer needs to un-
derstand the value an experienced superin-
tendent brings to the operation in areas such 
as staff training, protection from potential 
lawsuits and safety compliance issues." 

Pitfall No. 3 — The 
customer is always right 
Failure to build strong relationships can be 
a job killer. 

"Rarely do superintendents lose their jobs 
for bad greens," Williams says. "More of-
ten, it's because they're not skilled in cus-
tomer service disciplines. You have to find 
out what governing bodies or golfers want. 
If you close the course for minor situations, 
you have to be visible and be prepared to 
defend your decision. For example, make 
sure everyone knows your aeration sched-
ule. Publicize it in the club newsletter, post 
it in the locker room." 

Pitfall No. 4 — I never 
saw it coming 
"You have to know when to hold, and know 
when to fold," Williams says. A superin-
tendent may think he's doing a good job, 
but he has to be able to read the attitudes of 
the governing boards, whether it's a public 
or private course. A bad performance re-
view, a change in board personnel or 
grumblings golfers should cause him to look 
for possible issues that are developing. 

"Many superintendents have told me 
they saw the signs but didn't do anything 
about it," Williams says. "It's not hard to 
see the red flags when you hear griping and 
complaining. If you find out something is 
not working, be proactive. The negativity 
is tough to take, but you have to effect 
change." 

While club politics are unavoidable, su-
perintendents must be careful not to be 
drawn into the web of private agendas. For 
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cover story 

How to know how 
you're doing: 
With golfers and club members: 

1. Survey visiting, active and previously ac-
tive golfers about course conditions. 

2. Learn who the opinion leaders are and 
their agendas for the course. 

3. Be visible at major golf and non-golf events. 
4. Suggest creation of a master plan for your 

course. 

5. Write a column for your course's newslet-
ter and invite feedback. 

With owners, management and the pro: 

1. Meet for lunch just to talk. 
2. Attend board meetings and respond to any 

issues. 

3. Communicate your continuing education 
achievements. 

4. Get an annual personnel review that in-
cludes goals for the coming year. 

example, if a club is disorga-
nized and the green chairman 
has a pet project, not all board 
members will agree with his di-
rection. But if the chairman is 
dominant and does all the talk-
ing, he may position the super-
intendent on one side on the 
issue, sometimes even without 
the superintendent being 
aware of the situation at all. 

"Superintendents can often 
find themselves in no-win 
situations," Witt says. "But in 
the end, honesty is always the 
best policy. My advice is to 
give the pertinent informa-
tion factually and profession-
ally, and never give an ulti-
matum. Usually this strategy 
leads to wise decisions." 

With employees: 
1. Ask your crews what golfers are saying 

about the course and what they think. 

With residents and the community: 

1. Attend meetings and invite questions. 
2. Visit residents and neighbors periodically. 
3. Ask local police to call you about any emer-

gencies on or near your course. 
4. Be sensitive about the environmental im-

pact of planned actions. 
5. Join professional golf organizations to stay 

on top of legislative and legal issues. 

Pitfall No. 5 — I'm 
OK. you're OK 
Complacency can result in su-
perintendents losing their jobs. 
When a club makes a change 
in the general manager or di-
rector of golf operations posi-
tions, superintendents need to 
be sensitive to what this can 
mean to their job standing. 

"What superintendents need 
to recognize quickly is that this 
is the new persons kingdom, 
and he or she is king. They are 
the boss and things will run 
their way. Be prepared to em-

brace change," Witt advises. 
On average general managers change 

jobs every three years and they often bring 
in their own managers, associates they have 
worked with from previous operations, and 
people they trust and with whom they have 
personal relationships. 

"A friend of mine was superintendent at 
a high-end club in Atlanta for 29 years and 
had an impeccable reputation," Witt says. 
"The club hired a new general manager, 
and the superintendent was gone — re-
placed by a friend of the new manager. The 
lesson is to embrace change in the man-
agement structure. You have to be able to 
adapt." 

At private clubs, turnover among staff 
and boards of directors can be a huge fac-
tor in the political scene. Compounding 
the issue is that turnover reduces opportu-
nities for superintendents to build trust and 
confidence with management. In response, 
superintendents need to ask themselves 
what has to be done to meet this persons 

expectations this year? 

Pitfall No. 6 — Check 
your ego at the door 
There is a growing trend in the industry for 
golf professionals to name themselves direc-
tors of operations. Trying to emulate that, 
some superintendents have taken on the title 
of "director of golf course maintenance," and 
then name an assistant as the superintendent. 

While this strategy to increase professional 
stature may work at a multiple course opera-
tion, it may backfire at an 18-hole course if 
the general manager eventually comes to the 
conclusion that he has two superintendents, 
eliminating the $90,000 per year director of 
golf course maintenance, and retaining the 
superintendent who is making $50,000. 

"Some general managers and owners are 
intimidated by competent, experienced su-
perintendents," Witt says. "The superinten-
dent may be better educated and confident, 
and this can strike fear in some people. Re-
member that and tone it down." 

Pitfall No. 7 — You 
don't own the course 
Beware of an overbearing sense of ownership; 
its not your course. In some cases, because 
the superintendent built and grew in the 
course, or has a long tenure, he views him-
self as the key person and considers the course 
to be his own. This can be a huge mistake. 

"Anyone who thinks this way wont be 
around long," Grigg says. "The superinten-
dent has been entrusted with the mainte-
nance of the golf course, but its not his 
course. Its good to have pride in your 
course, but remember, you're not indis-
pensable." 

Plan your future 
In addition to his responsibilities at Los An-
geles Country Club, Williams advises su-
perintendents on career planning. 

"The average tenure of a superintendent 
on a course is now about 6 1/2 years, ac-
cording to GCSAA," he says. "Know that 
you're likely to change jobs several times 
in your career, and approach your present 
job like you're preparing for the next one. 
The more well-rounded and broad-based 
your experience, the better off you'll be. 

"At the same time, work to develop a 
niche. Do you have construction experi-
ence? Have you hosted an important tour-
nament? Look at your job as a career and 
take the steps to build your portfolio." 

The reality is that there is an oversupply of 
superintendents. A bumper crop of young 
people with degrees and little experience are 
flooding the market, and they work for less 

money. Those on the bubble are the es-
tablished superintendents in the 45- to 
50-year age range and having correspond-
ingly higher salaries than younger super-
intendents. 

"Concentrate on doing a good job and 
the word will spread about your reputa-
tion," Witt advises. 

About 15 to 20 percent of superinten-
dents change jobs every year. In consid-
ering your next job, try to find a position 
working for good owners and managers. 
Does the employer put a premium on 
character and substance? Are the expec-
tations realistic? What is the organization's 
track record for how it treats people? 
What is the turnover ratio? 

Interview potential employers as care-
fully as they interview you. That way, you 
won't accept a bad job and put yourself 
in a position to lose. 

Professional training 
With so many demands being made on 
superintendents, a key to career success 
is to identify your shortcomings and work 
on training and skills development to 
overcome them. For example, a superin-
tendent might never learn to enjoy giv-
ing presentations, but he or she can learn 
to become an effective presenter and to 
be more comfortable giving them. 

A number of career-building resources 
are available for superintendents. GCSAA 
offers a free booklet on communication 
— the "cornerstone of professional rela-
tionships" — and a free booklet on ca-
reer development. GCSAA also offers kits 
on weathering economic downturns, ef-
fective employer/superintendent relations 
and employment resources. 

For career development, the association 
offers educational seminars, work-
shops, and forums covering technical in-
formation and "softer" people and man-
agement skills. Workshop topics include: 
"How to Manage Your Relationship with 
Your Employer," "Recruitment and Re-
tention Tips," "Public Speaking Strate-
gies," and "Crisis Communication 
Strategies." 

Williams urges superintendents to take 
advantage of seminars and workshops of-
fered in their areas. "Attend local chapter 
meetings and browse the business sections 
of bookstores for self-help, motivational and 
management books," he advises. "Take 
charge of your career." G C N 

David Wolff is a freelance writer based in 
Watertowny WI. He can be reached at 
dgwolff@charter. net 
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Design case study 

Makeover 
A C L E A R G O A L , C O M M U N I C A T I O N A N D A R C H I T E C T - S U P E R I N T E N D E N T 

C O O P E R A T I O N D E L I V E R A N O U T S T A N D I N G G R A N D E P I N E S R E N O V A T I O N 

by 
MARK 
LESLIE R; 

AT A GLANCE: 
Marriott Grande Pines Golf Club 
Location: 
Course type: 
Course closed: 
Course re-opened: 
Yardage: 

Par: 
Number of bunkers: 
Greens: 
Fairways and tees: 
Slope: 
Rating: 
Superintendent: 

Orlando, Fla. 
Public 
December 2002 
January 2004 
7,012:6,593; 
6,070; and 5,418 
72 
70 
Tifeagle Bermudagrass 
Tifsport Bermudagrass 
To be rated 
To be rated 
Chuck Wagmiller 

Golf Course architect: Steve Smyers 
Landscape architect: Patrick Andrews 
Builder: Weitz Golf International 

obert Wallers first impression of 
the International Golf Club in 
Orlando, FL, was that the course 

was in a perfect location - on Interna-
tional Drive in the midst of vacation 
heaven. Waller, Marriott Golf's director 
of golf course grounds operations and 
construction, says the course itself was a 
mess. 

"It needed to be blown up," Waller 
says. 

"An overgrown mess with poor drain-
age," adds architect Steve Smyers, of 
Smyers Golf Design, Lakeland, FL, who 
worked with Waller in 2003 to recreate 
the 18-hole course as the centerpiece for 
Marriott Vacation Club International's 
new Grande Pines Resort. 

Waller is a veteran of numerous course 
renovations. He was superintendent of 
Atlanta Athletic Club's Highlands 
Course when it was renovated by Rees 
Jones in 1995, and he has overseen four 
renovations since joining Marriott Golf 
seven years ago. Through that experience 
Waller says he has developed an approach 

as the superintendent that 
makes a maximum contribu-
tion to the project's success: 

• Serve as the owner's rep-
resentative and consultant. 

• Maintain ongoing com-
munication — "the absolute 
key to success" — between 
the superintendent, architect, 
builder and club members. 

• Stay focused on what it 
will take to maintain the new 
course for a 30-year period. 
"Don't get sidetracked into 
critiquing the design," Waller 
advises, "but as a superinten-
dent I want to focus on main-
tenance issues that will help 
make the course successful 
and profitable in the long-
term." 

• Contribute to clearly defined goals of 
what the renovation is to accomplish. "A 
renovation is an opportunity to improve 
traffic flow, airflow, sunlight and other en-
vironmental factors," he says. "You're go-
ing to close your books and shut the course 
down in a renovation, so seize the chance 
to do the work that will keep that course 
open for many years to come." 

• Get ahead of the curve on permitting. 
"Do not wait on permits. Also consider 
the value of hiring consultants knowledge-
able about water management, zoning or 
any other specific issues you face," he rec-
ommends. 

• Work with the architect and builder 
to set a realistic timeline that factors in 
rain or other unavoidable delays. Grande 
Pines was built during the fourth-wettest 
summer of the last 109 years in Florida, 
but Waller, architect Smyers and the con-
tractor, Weitz Golf International of North 
Palm Beach, FL, anticipated such delays 
in their construction schedule. 

• Pre-qualify to select the right contrac-
tor. "Open up projects to bids to give ev-
erybody a chance, but be wise in your fi-
nal decision." 

• Apply the old business success adage -
location, location, location — even down 
to the placement of the putting greens. 
"Decisions made on the front end — re-
routing the course and setting the greens 
in place — affect the long-term health of 
the course. As the superintendent you 
want to look at tree management, the tilt 
of the greens, drainage and traffic. Plan-
ning can avoid fighting endless environ-
mental or traffic problems," Waller says. 

Clear goal and vision 
The keys to making everything work more 
efficiently are establishing a clear goal in 
the planning stage and ongoing commu-
nication throughout construction. 

"Everybody has to understand the vi-
sion up front — what the property will 

give," Waller says. "What you do with the 
golf course goes straight to the bottom 
line. We've all seen projects that ended 
up as maintenance nightmares. To avoid 
this, the superintendent must be empow-
ered. The tendency early in the process is 
that the architect is the only voice and 
the long-term function of the golf course 
falls off their radar for a time. The 
superintendent's role is to bring that voice 
back." 

Architect Smyers agrees. "Waller under-
stood the goal — to create a dynamic, 
world-class course. He also wanted a 
course that could be maintained to world-
class standards." 

Ongoing communication 
Living in nearby Lakeland, Smyers and 

his top landscape architect, Patrick 
Andrews, were constantly on site, which 
made ongoing communication easier. 

"The cooperation between all parties 
and the high level of enthusiasm were ul-
timately reflected in the quality of the fi-
nal product," Smyers says. "We had gone 
through the whole design with Waller be-
fore we started construction to make sure 
we were all on the same page. Then, 
whenever we were about to build some-
thing, Waller would come out and look 
at it and react. He has been through con-
struction processes before and knew what 
to look for. He has a good set of eyes both 
as a superintendent and as an accom-
plished golfer. We worked together to ad-
dress situations such as existing vegeta-
tion, what we had to clear out to get ad-
equate sunlight, what type of plant ma-
terials might be invasive, those sort of 
questions." 

To be on board in time for the entire 
grow-in period, Waller hired Chuck 
Wagmiller in March 2003 to serve as 
Grande Pines' superintendent. 

Communication was important in re-
solving challenges that included wetlands, 



The 7th hole before and after (below). 
Architect Smyers created a classic risk-reward 

hole by maintaining a similar routing, but 
elevating the green four feet. The result is a 

driveable par-4. From the back tee to the 
center of the green is 305 yards. The safe 

play for the drive is to the right. 

J 



design case study 

The 15th hole before and after (below). The 
par-3 hole was lengthened from 172 to 214 
yards and the putting surface exposed. Tee 
space was doubled and native grasses 
provide low-maintenance aesthetics 

wetlands, Smyers redesigned the layout to 
enhance those areas and turn them into 
functioning wetlands. "Even the State De-
partment of Environmental Protection saw 
value in the reconstruction, " says Waller. 

Smyers designed five ponds, averaging 
two acres in area each, to improve the 
drainage and to provide the soil used to lift 
the fairways and elevate the tees and greens. 

"Because of the flat and featureless na-
ture of the site we paid close attention to 
drainage," Smyers adds. "Central Florida 
gets up to 50 inches of rain per year." 

The soil was mostly "gray gumbo" — 
heavy silt and low-oxygen soils, Waller says. 

"We worked hand-in-hand on the soil 
conditions," Smyers says. "Working with 
Waller we identified pockets of poor soils 
and modified those areas for drainage and 
grass-growing conditions. We dug out the 
poor soils and buried them to the sides or 
beneath mounds. We stockpiled good soil 
and capped the course with it." 

Because the course had aged, Waller says 
it had 17 different cultivars of 
Bermudagrass. Weaker strains of 

Bermudagrass had limited the height of 
cut possible. 

Choosing the turf type involves both the 
superintendent and architect, Waller says. 

"Marriott has built four golf courses in 
Florida in the last two years and we've 
gone with Tifsport Bermuda for fairways, 
roughs and tees at all four. On three of 
those courses we used Tifeagle on greens, 
and on one we used Champion. At 
Grande Pines, we decided on Tifsport and 
Tifeagle. Grande Pines will not overseed 
and Tifsport keeps its color much better 
through the winter than any Bermuda I've 
ever seen. It plays like a true champion-
ship golf course." 

A major aspect of the renovation in-
volved landscaping. Smyers, Andrews and 
Waller collaborated on the selection of 
plant material and its placement in the 
right context for the grading and features. 
Once all the features were exposed, low 
areas were dug out and marked with wet-
land material. If a ridge was created, the 
vegetation patterns were changed to cre-
ate a pleasant feel and to allow golfers to 

extreme overgrowth, too many trees, 
poor turfgrasses and outdated bunkers. 

"Drainage was the key issue," Waller 
says. "The existing course had been built 
to different standards. By the time Marriott 
purchased the property the area around the 
course had taken on a life of its own. 
The corridors were so closed in with veg-
etation that it was claustrophobic." 

The overgrowth had also clogged up 
waterways and fouled up storm water 
management. 

"We spent a lot of money getting rid 
of the overgrowth," Waller says. "There 
was so much that we had to investigate 
what plant material we had. It was a dis-
covery process. We had some wonderful 
pines and oaks that had been covered 
with vines and overgrowth. We went hole 
by hole, delicately picking our way 
through trash and debris." 

Clearing the land gave the water a place 
to go. 

Where drainage swells had become 
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The par-3, 4th hole before and after 
(above). Improvements included latorral 
shelves and wetlands in front of the green, 
elevating the green six feet, clearing 
overgrowth and lengthening the hole 
from 155 to 189 yards. 

more easily read the 
course. Key plant ma-
terials selected in-
cluded broomsedge, 
mully grass, coregrass, 
Fachahatchee grass, 
oaks, pines, magnolias 
and sable palms. 

The $1-million landscaping budget 
also included creating 40-foot buffers 
around ponds, Waller says. The aesthet-
ics of the wetlands were enhanced with 
cypress trees, swamp lily, Golden Canna, 
arrowhead, pickerel plant, Eleocharis and 
Blue Flag Iris. 

The art of compromise 
Compromise between the superinten-
dent and architect, and between the vi-
sion and budget, are facts in any renova-
tion, Waller says. How well the compro-
mise is handled often depends on their 
relationship. 

The Grande Pines renovation required 
several compromises. Smyers is known 
for his bold and dynamic bunkering that 
sets a course apart from its competition. 
At the same time, maintenance concerns 

were noted by Waller. 
"Waller felt that bunkers are a pain no 

matter what kind you build," Smyers says. 
"But he agreed that without great bunkers 
we would never be able to build the repu-
tation for Grande Pines that we wanted. 
His was an extremely switched-on attitude 
toward design. Waller understood the 
game plan." 

In a number of areas Waller and Smyers 
worked at creative compromises to gain 
dynamic design and viable maintenance. 

One compromise involved poor drain-
age issues on the first and second holes, 
where the soils were the heaviest. 

"Florida is so flat you don't have run-
off," Smyers says. "So you try to create a 
pitch that will move water from the two-
to four-inch rains we get. On these two 
holes, Waller and I worked together to get 
not only the right pitch but also the right 
soils in place." 

Another compromise was handling the 
divide between parallel 13th and 14th holes. 

"The 13th is a par-5 dogleg right, and 
the 14th is a par-4 dogleg left. On the ear-
lier course, players would cut the corner 
off the 13th — something we all wanted to 

change," Waller says. 
"Smyers had a design goal, and I 

looked at it through a superintendent's 
lens. I didn't want to have to build a 
satellite maintenance facility in that 
area just to maintain two holes. Severe 
sloping was a possibility, but it would 
have created too much handwork. 
Smyers was great in helping to solve 
this issue. He designed a series of bun-
kers, a 22-foot fill, and a lake to the 
right of the 13th green, which prevents 
cutting off the dogleg. Steve got the 
separation of the holes he needed, and 
I'm happy because we can now mow 90 
percent of the area." 

Working together to overcome a vari-
ety of obstacles, Waller and Smyers say 
they accomplished the Marriott vision of 
creating a standout golf course that serves 
as the cornerstone of a future vacation 
property. G C N 

Mark Leslie is a freelance writer specializ-
ing in golf. Based in Monmouth, ME, 
Leslie served as the founding editor ofGo\f 
Course News. He can be reached at 
gripfast@ctel. net. 
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Renovation advice 

The architect and 
superintendent mix 

L E A D I N G A R C H I T E C T S A N D S U P E R I N T E N D E N T S S H A R E T H E S E C R E T S 
O F S U C C E S S I N T E A M I N G U P F O R A G R E A T G O L F C O U R S E R E N O V A T I O N 

by MARK LESLIE 
W 

hat makes great golf courses 
great is creative design. What 
keeps them great is excellent 

maintenance. In a course renovation the 
challenge is to create an innovative course 
that can be maintained to its original speci-
fications. And that requires teamwork be-
tween the architect and superintendent. 

Walt Wilkinson, superintendent at the 
36-hole Indian Creek Golf Club in the 
Dallas suburb of Carrollton, Texas, says 
the place to begin is by selecting an ar-
chitect who is the best fit in terms of de-
sign capability and chemistry with the 
superintendent. 

"The architect-superintendent relation-
ship is critical in a renovation," says 
Wilkinson. "Choosing an architect who is 
going to be the best fit is not a question of 
the biggest name, but rather who you can 
work with to provide the end product that 
you and your membership want." 

"My favorite renovations — the ones I 
love — are ones where the superintendent 
and I think the same way," agrees Jeffrey 
D. Brauer, owner of GolfScapes, an Arling-
ton, Texas-based architectural firm. Brauer 
worked with Wilkinson to renovate Indian 
Creeks 18-hole Creek Course in 2002-
2003. "Walt was a true partner in the de-
sign. I had the same great relationship with 
superintendent Dave Downing at 
WildWing at Myrtle Beach, and superin-
tendent Brian Malloy at Great Southwest 
Golf Club in Grand Prairie, Texas. Its been 
my experience that renovations that turn 
out the best are those in which the super-
intendent is integral to the process." 

One critical value the superintendent 
brings to the process is realism, says Ron 
Forse, a Hopwood, Pa., architect known 
for restoring classic courses. 

"Our experience has been that its a real 
joy to work with superintendents who have 
their feet fully in the real world and have a 
high appreciation for creative design. Those 
situations produce incredible teamwork." 

"I had to enter into Forse's world of de-
sign," agrees superintendent Mike 

McNulty, who successfully worked with 
Forse and Design Associate Jim Nagle, to 
restore nine holes each year for three years at 
the William Flynn-designed 27-hole Phila-
delphia Country Club. 

Forse and McNulty say both parties should 
bring their expertise to the process with an 
open mind. The superintendent has an inti-
mate knowledge of his property's microcli-
mate, subsurface conditions, air circulation, 
drainage, other agronomic elements and the 
peculiarities of the club's membership. The 
architect's challenge is to take maximum ad-
vantage of the site's natural character — or 
to restore features according to the philoso-
phy of the classic architect who designed it. 

The superintendent's knowledge is invalu-
able, says architect Barry Serafín of New Al-
bany, Ohio, who teamed up with superin-
tendent Jim Cola of Worthingon Hills 
Country Club in Columbus. Cola was able 
to show Serafín the location of underground 
springs and rock outcroppings, factors af-
fecting the final design. 

"I try to be sensitive to air circulation, traf-
fic and shade," adds Brauer, "but the super-
intendent can tell you about the real and po-
tential problems right away." 

"The architect and superintendent are in 
a give-and-take relationship," says Rees Jones, 
nicknamed the "Open Doctor" for restor-
ing classic courses that are preparing to host 
U.S. Opens. "The architect must have a 
melding of the mind with the superinten-
dent because he will be the one left to main-
tain the course." 

That melding should begin even before 
the architect is hired, advises Forse, who has 
renovated more than two dozen courses de-
signed by Donald Ross, as well as others 
crafted by Alister Mackenzie, A.W. 
Tillinghast, C.B. Macdonald and Seth 
Raynor. 

The superintendent's role 
From an architect's perspective, Forse says 
the superintendent's ideal role includes the 
following: 

• Being the liaison between the architect 

and the club's greens and executive 
committees. 

• Serving as the club's representative. 
• Being realistic - "understanding perspec-

tive and not allowing the architect to 
go wild." 

• Knowing construction procedures. 
• Understanding specifications. 
• Serving as the purchasing agent. 
• Selecting the proper turfgrasses. 
• Communicating project status to club 

membership. 
• Continuing maintenance of the course 

during construction. 
• Pre-applying fertilizers and amend-

ments. 
• Controlling staging, storage and traffic. 
• Being on top of the irrigation system. 
• Researching materials, suppliers and 

outside expertise. 
Faced with several hundred trees on the 

course that didn't exist when it was origi-
nally built, McNulty brought in ArborCom 
ofToronto, whose Shademaster software de-
termined the agronomic impact of trees. The 
result was removal of 700 trees to improve 
sunlight and air circulation. 

If the course creation involved a famous 
architect, McNulty adds, "gain a familiar-
ity with the original designer." McNulty 
once dug into the history of his club and 
uprooted documentation and aerial photo-
graphs of the course. Doing such homework 
is invaluable. "Research will help you better 
understand what the architect is trying to 
say, and he will respect you more." 

Communication hub 
The importance of communication by the 
superintendent starts at the concept stage, 
says Forse, because he or she is often a key 
person in getting membership approval of 
the master plan. The superintendent's cen-
tral role in communication then continues 
throughout construction. 

"Usually my main line of contact with 
the club is the superintendent, who is the 
go-between between me, the club pro and 
the greens chairman," says Serafín. "A good 



superintendent knows the members, their 
likes and dislikes, and keeps an open line 
of communication with the club during 
the renovation." 

"A superintendent can be on top of ev-
erything that's happening because he is 
there constantly, while we are in and out 
of the site," Forse adds. 

Ken Mangum, director of golf courses 
and grounds at Atlanta Athletic Club 
(AAC), where Jones has renovated both 18-
hole courses, says educating club members 
about the whole process is a challenge. 
Mangum, who just completed his River-
side Course renovation in mid-November, 
used a Web site to keep members informed 
on a daily basis using photographs of the 
work and progress. 

"Public relations goes along with coor-
dination of the construction," Mangum 
says. "I also gave tours for members every 
two or three weeks." 

At Indian Creek, architect Brauer altered 
superintendent Wilkinson's vision for the 
course, and then Wilkinson, in turn, sold 
that idea to city officials. 

"My original vision within the initial 
budget was to resurface the greens and tees, 
and leave most of the rest of the course 
untouched," Wilkinson says. "The city 
wanted to turn the course's fortunes around 
and Brauer understood how much money 
that would require. He was able to say we 
could get a lot more for our money and go 
to the next level. I grabbed his vision — to 
rebuild the tees, redesign the greens com-
plexes, add bunkers, modify the layout and 
add drainage. Once we shared that vision, 
I worked to get people talking about the 
possible changes." 

Working together, Brauer and Wilkinson 
have seen their vision accomplished. 

While the superintendent should serve 
as the liaison between the architect and 
club, sometimes the project is best served 
by the architect's personal contact with 
members. "In some situations the mem-
bership won't believe their superintendent 
about the club's needs," he says. "But the 
architect is viewed as the expert since he's 
the consultant — the guy from out of town 
who is carrying the briefcase. In such a situ-
ation, the architect can help the superin-
tendent sell an idea to improve the course. 
Sometimes it's easier for the architect to 
ask." 

Overseeing all details 
In a renovation the superintendents are 
usually the best overseers of details because 
of their knowledge of local suppliers and 
contractors. They are familiar with traffic 

patterns. And they know the course — pre-
vailing winds, angles of the sun at different 
seasons, the best types of turfgrasses and the 
maintenance program. 

To select the right turfgrasses, Wilkinson 
scrutinized the National Turfgrass Evaluation 
Program's Bermudagrass results, while 
McNulty visited other courses and tested va-
rieties on one fairway before choosing the 
cultivars. 

"Matching grass selections to the 
superintendent's maintenance program is 
crucial," Brauer says, "as well as types of bun-
kers. Do you build them flat, or with slope 
that is more attractive, like cape-and-bay 
bunkers? You need to balance design aesthet-
ics versus maintenance concerns and bud-
get. Similarly, if we go with cape-and-bay 
construction, what equipment do you have 
to use to mow around the bunkers? A good 
architect wants the superintendent to feel 
comfortable that the golf course is one that 
can be maintained." 

In the renovation of his course, Wilkinson 
suggested moving the second green about 
30 yards for better sunlight and circulation. 
The move had not been evident to Brauer 
because of the time of year he made his pre-
liminary site visit, but it was adopted into 
the final design. 

In-house construction? 
While Wilkinson's course renovation was 
built entirely by GolfWorks, Inc., Austin, 
Texas; and Mangum served as general con-
tractor at AAC; McNulty handled most of 
his renovation in-house, with some functions 
subcontracted. 

"We tried to accomplish two 
things — keep our staff intact and 
save the club some money," 
Mangum says. "We subcontracted 
the major work. The benefit was that 
our guys got involved, were part of 
the process and had more pride in 
the finished product." 

If a course is considering whether to handle 
work in-house, Forse says the superintendent 
should take into consideration several issues: 

• The amount of work involved in major 
projects like irrigation 

• The need to maintain the course during 
construction 

• The overall size and scope of the work 
• Crew abilities and experience 
• The time of year 
• Available equipment 
• Member expectations in terms of con-

struction quality 
Smaller projects are easiest to handle in-

house, including green expansion and modi-
fication, tree removal, fairway expansion, tee 

construction, light irrigation and sod cut-
ting, removal and placement. 

Forse does not recommend that grounds 
crews undertake bunker renovation or con-
struction because of the intricacy involved, 
and the need to maintain a style. 

Respecting design issues 
While teamwork means the architect is open 
to the superintendent's ideas, Forse says 
maintenance considerations cannot dictate 
the design. 

"Some superintendents fear that sand will 
wash out of bunkers," he says, "so they want 
unnatural, severe lips. That hides the sand, 
but it looks homemade and is unnecessary 
if the bunker is built properly. Features need 
to be maintenance-friendly, but never at the 
expense of proper design." 

Another frequent superintendent sugges-
tion is to be able to mow around the bun-
kers with riding mowers. 

The need to hand-mow is a real mainte-
nance issue, Forse says, so architects have to 
go to bat for the superintendent to ensure 
that sufficient maintenance budget will be 
set aside to allow hand mowing. "Without 
hand-mowing, bunkers look anemic and 
unnatural," he says. 

By sharing a common vision, superinten-
dents and architects can accomplish uncom-
mon success. 

"The process is similar to restoring a clas-
sic car," McNulty says. 

Forse adds, "Superintendents care about 
what they're working on, so they're going 
to be very attentive to the needs of the 
project. We see the genuine love they have 

By sharing a common vision, 
superintendents and architects can 

accomplish uncommon success. 

for their golf courses. It's a tough job, but a 
labor of love as well." 

In a renovation, the superintendent and 
architect are "in the same boat," Mangum 
concludes. "You can't afford to be fight-
ing in that boat. In our renovation I didn't 
claim to be a designer, and Rees didn't 
claim to be a superintendent. It's all about 
teamwork. Being able to bond and form 
a great friendship improves the end result." 
G C N 

Mark Leslie is a freelance ivriter and consult-
ant specializing in golf. Based in Monmouth, 
ME, Leslie was the founding editor of Golf 
Course News. He can be reached at 
gripfast@ctel. net. 
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Course maintenance 

How to maximize your 
fungicide purchases 
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w; "ith maintenance budgets 
under pressure, fungicide 
purchases can be a major fac-

tor in a golf course maintenance program. 
Often, superintendents or their purchas-
ing agents consider the case, bag or unit 
price to determine which product is the 
most economical to use. Getting the most 
for your money requires a range of con-
siderations. 

Use vendor price lists to 
simplify comparisons 
One way to comparatively shop fungi-
cides is to distribute a price list for ven-
dors to submit to you. In putting a price 

Smart fungicide purchase decisions require 
making apples-to-apples comparisons. 

list together simply list the product name, 
an estimate of the number of units you 
will need for the coming year and an es-
timated delivery date. Giving the vendor 
a delivery date allows them to consider 
delivering the product through their own 
trucking schedule, which can save you 
commercial shipping costs. Because ship-
ping costs add up very quickly be sure to 
note whether the vendor's price includes 

shipping, and also ask for a copy of their 
shipping policy. Organizing delivery dates 
will ensure products will be on hand when 
you need them and keep your inventory 
down. 

Your bid list should also include the 
quantity per unit. For example, one ven-
dor may give you a price for Banner Maxx 
per 2-gallon case while another may give 
you a price per gallon. Being specific will 
cut down on confusion and ensure you 
are getting an apples-to-apples compari-
son. An example bid list can be found in 
Table 1. 

You may also include a letter or a note 
on the sheet to encourage any special fi-
nancing available and a copy of their pay-
ment policy. 

Traditionally fungicide prices are in ven-
dors hands in November for the following 
year. This allows you to send out the bid 
list in November with a request for re-
sponses by mid-January and have time for 
questions and budget considerations. 

The chemical group a fungicide belongs 
to is defined by its mode of action on a 
fungus. There may be differences among 
products in a particular group. However, 
all products in that group will attack the 
fungus in the same manner. For this rea-
son, the differences between products 
within the same chemical group are usu-
ally agronomically insignificant. For ex-
ample, the fungal group of Dithiocarbam-
ates includes the active ingredients 
Mancozeb, Maneb andThiram. The trade 
names of products with these active ingre-
dients include Fore, Dithane, Manex, 
Spotrete 75 andThramed. When forming 
your price list be sure to consider the other 
products are within the same chemical 
group. This will give you the ability to not 
only compare vendor prices, but prices 
among several manufacturers as well. 

Having the unit prices from your ven-
dors is one element of the equation. Other 
considerations include: 

• Past performance of the fungicide 

• How long will the fungicide control 
the pathogen once applied to the turf 

• What the fungicide controls 
• What rotation will be required to in-

sure resistance does not occur 

Computing the cost 
per ounce price 
After you have the cost of the product con-
tainers you should convert the price to a 
cost per ounce basis. For example, Curlan/ 
Touche comes in 11-ounce soluble pack-
ets, four to a pack and four packs in a 
case — giving you a total of 176 ounces 
per case (11 oz x 4 x 4= 176 ounces). Now, 
take the total price per case and divide it 
by the total ounces in the case. (Price / 
176 ounces = cost per ounce). This will 
give you the cost of the product per ounce. 
Once you found the price per ounce you 
are ready to begin to compare the other 
factors in the cost equation. 

Consider the effect of 
application intervals 
Fungicide labels specify recommended 
application intervals based on how long 
the fungicide can be expected to control 
the pathogen and thus when the next ap-
plication should be made. However, the 
actual application interval can vary by area 
and is dependent on heat, humidity and 
other environmental conditions. Look at 
the application interval as a guide in your 
consideration. 

A key element when looking at the ap-
plication interval is how long is the fun-
gicide likely to control a particular patho-
gen. For example, compare two different 
fungicides/active ingredients used to con-
trol brown patch: Mancozeb (Fore, 
Dithane) and Vinclozolin (Touche, 
Vorlan, Curlan). Products with Mancozeb 
as the active ingredient will give seven days 
of control before the next application is 
needed, according to the label. Products 
with the active ingredient Vinclozolin need 
to be applied every 14 to 28 days depend-
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However BIG your planting 
project is Tree Saver will give 
your plants a biological boost. 
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TABLE 1. 

EXAMPLE BID LIST 
Product 

Heritage 

Signature 

Manicure 
or Daconil 

Size 

1 lb 

Approximate 
Delivery Date 

May 30, 2003 

Projected Min. 
Quantity Needed 

Unit 
Price 

Total 
Price 

4 X 5.5 lb May 30, 2003 

2 X 2.5 gal May 30, 2003 

ing on disease pressure, according to the 
label. With the application interval in 
mind we need to then consider the appli-
cation rate of the product. 

Compare the label 
application rates 
Variables in application rates are based on 
the product used, disease pressure and 
even the particular fungus. Taking our 
example between Mancozeb and 
Vinclozolin, lets look at the application 
rate for each chemical. Mancozeb, accord-
ing to the label, will need to be applied it 
at 4 ounces per 1,000 square feet to con-
trol brown patch. The label rate for 
Vinclozolin is 1 ounce per 1,000 square 
feet. 

Computing cost per day 
The cost of control per day of a fungicide 
gives you a valuable indication of the cost 
of the fungicide. This amount can be 
calculated for each fungicide you are 
considering. The cost of control per day 
is calculated by taking the application 
rate then multiplying it by the cost of 
the product on a per ounce basis then 
dividing the result by the recommended 
application interval. This will give you 
a cost per day to control a pathogen. 

Using our earlier example of 
Vinclozolin and Mancozeb, Table 2 il-
lustrates the equation. When compar-
ing the two fungicides we can see it 
would cost $0.08 cents per day to when 
using Vinclozolin, and $0.23 cents per 
day when using Mancozeb to control 
brown patch. 

Computing total 
application costs 
Using the costs illustrated in Table 2 on 
a course with 130,000 square feet of 
greens we can calculate and compare 

Touche or Curian 11 ozx4x4 April 1, 2003 

how much it would cost to control 
brown patch over a 21 -day period. As 
indicated in Table 3, a club could con-
trol brown patch over a 21-day pe-
riod for $ 3 3 6 . 7 0 less using 
Vinclozolin rather than a Mancozeb 
product. 

Control methods 
and fungicide use 
Control methods must be designed 
and executed by the superintendent 
based on differences from course to 
course and even turf area to turf area. 
The two basic program options are 
preventive or curative. In a curative 
program, no treatment is made until 
the turf damage symptoms are no-
ticed. In a preventive program, fun-
gicide applications are made when en-
vironmental conditions are favorable 
for fungal growth. 

It may seem logical that a curative 
approach would ensure that fungicides 
are only used when absolutely neces-
sary, resulting in less fungicide use and 
lower costs. However, this may not be 
the case for three key reasons: First, 
preventive rates are frequently one half 
the curative rate. Second, once fun-

TABLE 2. 

gus is prevalent enough in a turf area 
to cause symptoms or turf damage, two 
treatments at the curative rate are often 
required. Third, turf weakened by fun-
gal damage is less able to fight off future 
infection which can result in more fun-
gicide use to maintain turf quality. 

The adage that an ounce of preven-
tion is worth a pound of cure holds 
truth. For example, lets say course A 
on May applies a preventive 2 ounce 
per 1,000 square feet application of 
Daconil for dollar spot that yields 14 
days of control. Course B, using a 
curative method, waits until the dis-
ease appears and applies a curative rate 
of 4 ounce per 1,000 square feet 
Daconil on May 4. Both courses re-
ceive 14 days of control for each ap-
plication. On May 15, course A ap-
plies another 2 ounces of Daconil as a 
preventive treatment. On May 20 
course B has another outbreak of dol-
lar spot and applies another 4 ounces. 
In order to control dollar spot in the 
month of May, course A used a total 
of 4 ounces of Daconil while course B 
used 8 ounces. In addition, course A 
had no dollar spot damage. 

Conclusion 
Putting all of these factors and tech-
niques together will ensure you have 
all of the information you will need 
to make an effective evaluation of the 
prices among vendors and products. 
Setting up delivery dates, knowing the 
actual application costs of products in 
advance and ensuring they are avail-
able when needed, and executing an 
efficient fungal program will make the 
most of your purchase decision. G C N 

Greg Phillips Jr. Agrm., is a golf and 
sports turf consultantfrom Buckhannon, 
WV. He can be contacted at 
turfguru @yahoo. com. 

CALCULATING FUNGICIDE COST 
PER DAY OF CONTROL 

Rate^oz/l'.OOO C o s t / o z * 

Mancozeb 

Vinclozolin 

$0.40 

$1.70 

Application 
Interval 
in days 

21 

Cost Per 
Day of 
Control 

$0.23 

$0.08 

*Cost of Mancozeb is based on a 768 oz case at $306.00 Vinclozolin based on a 176 oz case at $299.75 



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 

USE READERSERVICE # 1 2 

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

http://www.andersonsgolfproducts.com


Course maintenance 

Bunker quality factors 
H I G H L Y M A N I C U R E D B U N K E R S W I T H G R E A T S A N D Q U A L I T Y A R E 
B E C O M I N G A L M O S T A S I M P O R T A N T AS G R E E N S M A N A G E M E N T 

by KEVIN ROSS, 
CGCS Sand bunkers are a growing concern 

for golf course superintendents, 
right along with the conditions of 

greens. Bunker quality involves some 
controversy, mostly among golfers who 
tend to view sand in bunkers as being 
too soft, hard, wet, dry or inconsistent. 
Some golfers also will complain that there 
is too much or too little sand in the bun-
ker. The solution for superintendents is 

to sometimes remind golfers that sand 
bunkers are a hazard. At the same time, 
bunkers need to be made a fair hazard. 

The major issues with making bunkers 
fair hazards are sand quality and payabil-
ity. Obtaining quality bunker sand is no 
easy task, and certainly not as easy as most 
of the golfing public thinks. There are very 
few places in the United States that have 
natural sand deposits that meet specifica-

tions for great bunker sand. Today, most 
premium bunker sand is manufactured in 
only a few locations across the country. 
These manufactured sands, along with a 
few rare natural deposits, make the pro-
cess of finding great bunker sand very dif-
ficult and expensive. 

What makes great bunker sand? The 
answer is complex. The USGA considers 
a list of seven factors when selecting bun-



ker sand: particle size, particle shape, 
crusting potential, chemical reaction and 
hardness, infiltration rate, color, pen-
etrometer value and overall playing qual-
ity. Depending on the location and cli-
mate, how a superintendent ranks these 
factors may vary. 

The one common denominator of 
great bunker sand, and probably the 
single biggest factor, is the "fried egg" test, 
or in technical testing terminology, the 
penetrometer value. The penetrometer is 
a tool that measures the energy required 
to bury a ball in sand. This value shows 
the ability of sand to resist the golf ball 
from burying, or in more scientific terms, 
its resistance to compression. 

Its important to note that the pen-
etrometer itself sparks controversy, and 
some think a better device is needed. Its 
chief limitation is that it does not factor 
in ball spin, which has major input on 
the resulting lie in a bunker. 

Particle shape is the sand characteris-
tic that influences the penetrometer value 
the greatest. Highly angular sand com-
pacts easily, and therefore has a high re-
sistance to burying a golf ball. However, 
this sand also has a tendency to become 
a very firm playing sand, which may be 
a concern to some players. 

At the other end of the spectrum, well-
rounded sand has a tendency to bury a 
golf ball, due to its inability to compact. 
Round sand also tends to be unstable on 
bunker faces. 

Sand quality is the most important fac-
tor in bunker play, and suprisingly it can 
the most difficult issue to solve. Accord-
ing to Dr. Norm Hummel of Hummel 
& Co., Trumansburg, N.Y., "There are 
probably only a half a dozen sands in the 
United States that meet the criteria for 
an excellent bunker sand. Of all the sands 
we test for bunkers, we only approve 
about five percent, and even some of 
those are marginal." 

Clubs that settle for less than perfect 
sand in bunker construction create a dif-
ficult situation. 

Adding to the issue, not all golfers like 
the same sand. PGA Tour professionals 
and most low handicap players prefer 
firm sand, allowing spin to be produced 
on the ball. Higher handicap golfers who 
cannot develop the clubhead speed 
needed to get through a firm sand bun-
ker shot prefer slightly softer sand. Com-
ments from players often reflect the type 
of sand used. If you have firm sand, dis-
gruntled players will insist there isn't 
enough sand in the bunker. With softer 
sand, players may insist that there is too 

much sand in the 
bunker . In both 
cases the sand depth 
may be an identical 
six inches. 

The effect of 
shot trajectory 
Another issue in obtaining consistency is 
shot trajectory into a bunker. Since each 
hole is designed differently, different shots 
will enter bunkers differently. The worst 
angle a ball can enter a bunker is at a 90-
degree angle to the sand slope. This angle 
offers the least reaction between the ball 
and the sand. 

The speed of the ball when it hits the 
sand is another factor. A physics lesson isn't 
needed to explain this. A similar example 
is how different shots react on a green — 
they certainly are not all the same. Ball tra-
jectory into a bunker can determine the 
outcome of a lie in a bunker, and this fac-
tor interacts with other variables already 
mentioned. For example, one of the worst 
scenarios is a par 3 that measures 130 to 
150 yards, is slightly downhill, and is a 
southern-exposed/angled green complex. 
This results in a very high golf shot trajec-
tory, with the golf ball hitting sand that 

GIVEN THE VARIABLES, 
BUNKER CONSISTENCY 

TENDS TO BE MORE 
IMPOSSIBLE THAN 

POSSIBLE 

tends to stay dry at 
about a 90-degree 
angle. This is one of 
the worst situations 
for "fried egg" lies. 
Even sand with de-
cent specifications 

can have trouble overcoming these factors. 
A totally different scenario could be a 

par 4 that measures 445 yards, with an 
uphill second shot to a green complex that 
faces north and has plenty of shade. Most 
players are hitting long irons and fairway 
woods for the second shot. Such bunkers 
would offer little chance for a buried ball, 
even with inferior quality sand. The play-
ability would also be very different from, 
or "inconsistent" from, the above-men-
tioned par 3. 

Bunker contamination 
Bunkers constructed from even the best 
of sands can be damaged by contamina-
tion from washouts. Many areas of the 
country are susceptible to summer two-
inch-plus gulley wash rains within a short 
timeframe. Such downpours wreak havoc 
on bunker conditions, even for the best-
built bunkers with the finest drainage. 
When a bunker is washed out and be-

A brief bout with Mother Nature 
can change the playability of a bunker instantly. 
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§ comes contaminated with silt, its 
c playability changes immediately, 
â Most clubs cannot afford to bring 

new sand in to replace the contami-
nated material, so the bunker is re-
paired, and the club lives with it. 
Comparing the playability of this 
bunker to one that didn't wash-
out, there certainly would be an 
instant change in consistency. 

Most golf course superinten-
dents agree that the No. 1 com-
plaint from players regarding 
bunkers is that playability is not 
consistent. Again, no one has said 
that bunkers should always be con-
sistent, and most superintendents 
agree that trying to make them 
consistent is nearly impossible. 
Many factors affect the sand con-
dition in a bunker, including sun-
light, sun angle, shade, irrigation, 
bunker design, bunker depth, 
drainage and more. Even if you 
have the best bunker construction 
and the ideal sand, you probably 
won't have perfect consistency. 

Bunker design 
Another factor affecting consis-
tency is bunker design.Golf 
course architects don't clone one 
type of bunker and use it 
throughout the course. Each bun-
ker is designed differently to of-
fer various strategies to a hole, 
and various player penalties. 
The golfer argument may be, 
"Well, sure they are different in 
design, but the sand should be 
consistent." The fallacy in that 
argument is that no golf course 
is expected to offer 18 greens 
that are identical in playability, 
so why is bunker consistency ex-
pected? 

In conclusion, is it possible to 
have consistent sand from bun-
ker to bunker? While anything is 
possible, given all the variables, 
bunker consistency tends to be 
more impossible than possible. 
And from a playability perspec-
tive, the need for consistency is a 
matter of opinion. GCN 

Kevin Ross, CGCS, is director of 
golf course management at Coun-
try Club of the Rockies, Vail\ Colo., 
and a contributing writer to Golf 
Course News. He can be reached 
at kjross@vail.net. 

Some golf course design principles have a "what you see 
is what you get" and "play it where it lies" bunker theme. 
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cc urse maintenance 

Golf Course Pes+ieide Label Update 
Brand Name/ 
Manufacturer 

Active Ingredient/ 
Formulation(s) 

Label Change/ 
Date Made 

Geography Benefit/Purpose 

Carbait 5 insecticide 
Agrisel USA 
(877) 480-0880 
www.agrisel.com 

Carbaryl 
(5% granular) 

New product registration 
(July 2003) 

U.S. Control of mole crickets and 120 
insect pests with broad labeling. 

insignia fungicide 
BASF 
(800) 545-9225 
www.turffacts.com 

Pyraclostrobin 
(20% WDG) 

New EPA registration 
(October 2003) 

U.S./state 
registrations 
pending 

Extended control of 15 turfgrass 
diseases and suppression of 
dollar spot. 

Emerald fungicide 
BASF 
(800) 545-9225 
www.turffacts.com 

Boscalid 
(70% WDG) 

New EPA registration 
(July 2003) 

U.S./pending 
registrations in CA, 
HI & SD (no active 
registration in NY) 

Preventive control of dollar 
spot and new chemistry for 
resistance management. 

Pedulum AquaCap 
BASF 
(800) 545-9225 
www.turffacts.com 

Pendimethalin 
(EC) 

Added state label 
(July 2003) 

California Now registered for non-residential 
use in all states (except Alaska) 
for preemergence control of 40 
grassy and broadleaf weeds. 

Proxy PGR 
Bayer Environmental 
(800) 331-2867 
www.bayerprocentral.com 

Ethephon 
(21.7% Liquid) 

Tank mix with 
Primo MAXX (Syngenta) 
(November 2003) 

U.S./state 
registrations 
pending 

Slows cool season growth to 
reduce mowing and suppress 
Poa annua and white clover 
seed head development 

Compass fungicide 
Bayer Environmental 
(800) 331-2867 
www.bayerprocentral.com 

Trifloxystrobin 
(50% WDG) 

Label amendment 
(July 2003) 

U.S. Suppression of dollar spot on 
bentgrass greens, tees and 
fairways. 

Chipco Signature fungicide 
Bayer Environmental 
(800) 331-2867 
www.bayerprocentral.com 

Aluminum tris 
(80% WDG) 

Tank mix with 
Bayleton fungicide 
(September 2003) 

U.S. Broad spectrum disease 
control. 

Revolver herbicide 
Bayer Environmental 
(800) 331-2867 
www.bayerprocentral.com 

Foramsulfuron 
(2.25% SC) 

New EPA registration 
(February 2003) 

U.S./state 
registrations 
pending 

Postemergence selective 
removal of cool-season grasses 
from warm-season grasses. 

Curfew soil fumigant 
DowAgroSciences 
(800) 255-3726 
www.dowagro.com/turf 

1,3 dichloropropene 
(EC) 

Added state labels 
(FL February 2003) 
(SC March 2003) 
(GA November 2003) 

FL, GA & SC Nematode control for 
improved playing surface 
and healthier turf. 

Dimension herbicide 
DowAgroSciences 
(800) 255-3726 
www.dowagro.com/turf 

Dithiopyr 
(EC & WSP) 

Remove golf green use 
(2003) 

U.S. Turf safety. 

Dimension herbicide 
DowAgroSciences 
(800) 255-3726 
www.dowagro.com/turf 

Dithiopyr 
(EC) 
(Ultra 40WP) 

New use direction for 
Poa annua 
(EC February 2003) 
(WP April 2003) 

U.S. Extended control of 
Poa annua. 

Spotlight herbicide 
DowAgroSciences 
(800) 255-3726 
www. dowag ro. com/tu rf 

Fluroxpyr 
(EC) 

New EPA registration 
(November 2003) 

U.S./state 
registrations 
pending 

Improved postemergent 
broadleaf control, 
especially on clover. 

Eagle fungicide 
DowAgroSciences 
(800) 255-3726 
www.dowagro.com/turf 

Myclobutanil 
(20EW) 

New formulation 
(June 2003) 

U.S./state 
registrations 
pending 

Dollar spot and brown 
patch control in 2.5 gallon 
container. 

Power Zone herbicide 
PBI Gordon 
(800) 821-7925 
www.pbigordon.com 

Carfentrazone, MCPA, 
MCPP & Dicamba 
(EC) 

Reduced rates/added weeds 
(July & September 2003) 

U.S. Lower rates for sensitive weeds and 
22 weeds added. 

Monument herbicide 
Syngenta 
(800) 334-9481 
www.syngenta.com 

Trifloxysulfuron-sodium 
(75WG) 

New EPA registration 
(November 2003) 

U.S./state 
registrations 
pending 

Sedge control in warm season 
turfgrasses, overseeding 
management in the transition 
zone, and selective broadleaf control. 

Primo MAXX 
Syngenta 
(800) 334-9481 
www.syngenta.com 

Trinexapac-ethyl 
(MEC) 

Tank mix with 
Proxy PGR (Bayer) 
(November 2003) 

U.S./state 
registrations 
pending 

Slows cool season growth to 
reduce mowing and suppress 
Poa annua and white clover. 

http://www.agrisel.com
http://www.turffacts.com
http://www.turffacts.com
http://www.turffacts.com
http://www.bayerprocentral.com
http://www.bayerprocentral.com
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http://www.bayerprocentral.com
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http://www.dowagro.com/turf
http://www.pbigordon.com
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research updates 

SUMMARY 
Annual ryegrass and interme-
diate ryegrass transitioned 
faster than most perennial 
ryegrass varieties. 

DATA 
2000-2001 and 2001-2002 from 
10 southern and western sites. 
Sponsored by USGA, NTEP and 
GCSAA. 

SOURCE 
Kevin N. Morris, Executive 
Director of the National 
Turfgrass Evaluation Program. 

MORE INFORMATION 
www.netp.org/onsite/ost./htm 
or kmorris@ntep.org. 

On-site testing of grasses 
for overseeding bermuda 

Overseeding bermudagrass fairways is a 
common practice throughout the southern 
half of the United States. This project 

evaluated new cultivars on bermudagrass fairways at 
ten (10) golf courses in the Southern and Western U.S. 

The evaluation trials were jointly sponsored by the 
Golf Course Superintendents Association of America 
(GCSAA), the United States Golf Association (USGA) 
Green Section and the National Turfgrass Evaluation 
Program (NTEP). Trials were positioned strategically in 
the following areas: southern California; Arizona; 
Houston, Texas; Dallas, Texas; Mississippi; central 
Florida; Myrtle Beach, S.C.; Virginia; Atlanta, Ga.; and 
St. Louis, Mo. 

The trials were located on active play sites where 
golfers hit fairway golf shots and/or drive golf carts. 
The forty-two (42) entries were established in fall 1999 
and then again, in exactly the same physical location, 
in fall 2000. Grass species entered included perennial 
ryegrass, intermediate ryegrass, annual ryegrass, Poa 
trivialis and blends and mixtures of these species. 

Data from 1999-2000 and 2000-2001 was compiled 
and published via hard copy, and posted on the NTEP 
web site (www.ntep.org/onsite/ost.htm). Variety 
performance varied from location to location, 
however, a number of trends emerged: 

Perennial ryegrass entries, in general, provided the 
highest quality turf averaged over the entire season. 

Poo trivialis entries and perennial ryegrass/Poa 
triviolis mixtures were slower to establish, reducing 
their quality ratings at most locations. However, at 
three locations, due to other factors, the Poo trivialis 
entries finished on top, complicating the ability to 
predict where Poa trivialis may be used effectively. 

Annual ryegrass and Intermediate ryegrass entries 
transitioned faster than most perennial ryegrass 
entries. 

At some sites, the entries that contain Poa trivialis 
transitioned back to bermuda faster than perennial 
ryegrass, while at other sites, the opposite was true. 
This leads us to believe that the transition phenom-
enon is highly weather and management-related. 

SUMMARY 
Update on second year of 
low cut trials for Kentucky 
bluegrass cultivars. 

DATA 
2000-2002 National Kentucky 
Bluegrass Test. Sites in Colo-
rado, Maryland, Michigan, 
Nebraska, New Jersey, New 
York and Wisconsin (study to 
continue through 2005). 

SOURCE 
Kevin N. Morris, Executive 
Director of the National 
Turfgrass Evaluation Program. 

MORE INFORMATION 
www.netp.org/onsite/ost./ 
htm, or kmorris@netp.org. 

Low out trials of 
Kentucky bluegrass 

There is increased interest again in the use o f 
Kentucky bluegrass for fairways and tees. 
To address this need, several locations o f the 

2 0 0 0 National Kentucky Bluegrass Test are being 
maintained with a low height o f cut. Seeded in fall 
2 0 0 0 , these trials are mowed at 1 inch or less (most 
are maintained at Vi - 3/4") with 3 - 4 lbs. o f nitro-
gen applied per 1 ,000 sq. ft. per year and irrigated 
to prevent dormancy. Trial locations include uni-
versities in Fort Collins, Colo. ; College Park, Md. ; 
E. Lansing, Mich. ; Lincoln, Neb.; New Brunswick, 
N.J . ; Ithaca, N.Y.; Brookings, S . D . and Madison, 
Wis. 

Turfgrass quality data collected in 2 0 0 1 reflected 
establishment rate as well as the ability to tolerate a 
low height o f cut. In data averaged over seven o f the 

(continued on page 56) 
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research updates 

SUMMARY: 
New selective herbicide 
options for rough bluegrass 
control 

DATA: 
Summer 2002 and 2003 stud-
ies on several cultivars of Poo 
trivialis and creeping 
bentgrass in West Lafayette, 
Ind. Studies to be expanded 
in 2004. 

SOURCE: 
Dr. Zac Reicher, turfgrass 
Extension specialist, Purdue 
University 

MORE INFORMATION: 
www.agry.purdue.edu/turf 

(under annual research 
reports), or 
zreicher@purdue.edu 

New control for Poor trivialis 

There are two basic types of golf courses — those 
that already have Poa trivialis and those that will 
eventually get it. To find solutions to this signifi-

cant golf course problem a number of compounds are 
being tested to determine control. 

Poa trivialis is often confused with Poa annua, but 
the difference is important because controls for one 
do not always work for the other. The following are keys 
to differentiate the two: Poa trivialis is a gasoline or 
metallic green in color, goes dormant in the summer 
and has no visible seed heads. In contrast, Poa annua 
is an apple green, dies in the summer, and seed heads 
will be visible. 

Field tests were conducted in the summers of 2002 
and 2003 for control of Poa trivialis. The most promising 
compound was Battalion, a Monsanto product with 
the active ingredient sulfosulfuron. Over the course of 
the summer of 2002, Battalion gave more than 70 
percent control. 

The next two most positive controls in 2002 tests were 
TranXit, by Griffin, with the active ingredient, 
rimsulfuron, which gave 65 percent control; and a 
single application of Roundup Pro which gave 60 
percent control. 

Results in 2003 were disappointing due to record 
rainfall and very cool weather. In these tests Battalion 
still gave the most effective control, but the control 
level was only half the 2002 control level, and that was 

achieved only after using a 2X rate from the year 
before. Another factor being investigated is the possible 
effect of the grass cultivars. 

While Battalion is already a registered and labeled 
product, the manufacturer is delaying commercial sales 
until further field tests have been done regarding rates, 
timing and evaluation of a number of other grassy 
weeds. This summer field tests with Battalion will be done 
at more than 50 cooperating golf courses. In addition to 
control of Poa trivialis, the evaluations will include 
control of yellow nutsedge, tall fescue, quack grass and 
several other grassy weeds. Battalion has not been 
shown to be effective on established Poa annua. 

Field tests to date indicate the following program has 
been the most effective for Battalion: Four-plus applica-
tions at 0.02/LB per AI applied at two-week intervals. 
Three-week intervals could be used if there is concern 
about turf safety for bentgrasses. There is slight phyto-
toxicity that must be tolerated, and the reduction of 
Poa trivialis will be gradual. Timing of applications could 
begin in late April or early May and continue through 
mid-June. 

The active ingredient is also very active on creeping 
bentgrass in cool weather, such as applications done in 
mid-October. 

Overseeding with creeping bentgrass can begin 
three weeks after final application, which would enable 
seeding to begin in August. 

(continued from page 54) 

above locations, twenty-nine entries finished in the 
top statistical grouping (see www.ntep.org/data/ 
kb00/kb00_02-1 /kb0002t01 .txt). This first year o f 
data showed some trends and some cultivars to 
watch, but is not enough information to make an 
informed cultivar decision. 

Data from 2 0 0 2 showed more cultivar separa-
tion as all entries were well-established and mature 
turf stands. Only eleven entries fell into the top 
statistical grouping in 2 0 0 2 turfgrass quality data 
with the commercial cultivar 'Bedazzled' and the 
experimental entry 'PP H 6 3 6 6 ' tied at the top (rat-
ing = 6 . 2 ) averaged over eight locat ions (see 
w w w . n t e p . o r g / d a t a / k b 0 0 / k b 0 0 . 0 3 - 2 / 
kb0003t01 . tx t ) . 

T h e top statistical group also included 'Impact' , 
'Princeton 105' , 'Award', J - 1 8 3 8 ' , 'Langara', 'Mid-
night II ' , 'North Star', 'Nu Destiny' and 'Serene' 
(see Table 1). Only six entries finished in the top 
statistical group for turfgrass quality averaged over 
both years o f the low-cut trial locations (see Table 
2). This trial will continue through 2 0 0 5 , and 2 0 0 3 
data will be released this spring. Consider at least 
three years o f data before making cultivar decisions. 

http://www.agry.purdue.edu/turf
mailto:zreicher@purdue.edu
http://www.ntep.org/data/
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research updates 

SUMMARY 
Recycling clippings vs. re-
moving them reduces P 
fertilization requirements. 

DATA 
Tracking soil P over four years 
on stands of Kentucky blue-
grass. 

SOURCE 
Dr. Wayne R. Kussow, Profes-
sor of Soil Science at the 
University of Wisconsin -
Madison. 

MORE INFORMATION 
wrkussow@factstaff.wisc.edu. 

Managing soil phosphorus 

The floodgates are open. Regulation of 
P fertilizer use on golf courses is no longer 
a matter of if, but rather when. When this 

happens, you'll want to be in the position of being 
able to demonstrate that you're managing soil P 
wisely. 

The key to managing soil P is in knowing how 
fertilizer P rates influence soil test levels of the nu-
trient. We don't have this type of information yet 
for all the conditions one might encounter on a 
golf course, but I do have some data that should 
get you started in the right direction. 

The first piece of information comes from a stand 
of Kentucky bluegrass. I tracked changes in soil 
test P over four years when different quantities of 
fertilizer P were applied. The relationships I ob-
served between fertilizer P rate and change in soil 
test are shown in the figures below. Note that in 
one case clippings were removed and in the other 
the clippings were recycled. 

The key thing to note in these figures is the an-
nual fertilizer P rate that resulted in no change in 
soil test. This represents the maintenance rate of P 
— that required to keep soil test P near its current 
level. As shown, the maintenance rates of fertilizer 
P were found to be 0.55 lb. P.O^/M/yr when the 

clippings were removed, but only 0.22 lb when the 
clippings were recycled. The difference, 0.33 lb P,Os/ 
M/yr represents how much the clippings contrib-
uted to soil test on an annual basis. 

Knowing the maintenance rate of fertilizer P al-
lows you to make adjustments in your soil test P. 
Exceed this rate and soil test P can be expected to 
increase. If your soil test P is excessive, you may elect 
not to apply any fertilizer P for a while. How long 
you can go without applying fertilizer P depends how 
far your soil test P is above the optimum level. You 
can gauge this by using the equations in the figures. 
Plug in "zero" fertilizer P,Os for "X" and you get the 
expected annual reduction in soil test P. It's essen-
tially a reduction of 4 lb soil test P per year when 
clippings are removed and 1.8 lb. when they're not 
removed. 

Turfgrass uptake of soil P is regulated by clipping 
production. The more clippings produced, the more 
soil P the grass removes. During the growing season 
we typically encounter periods of heat or moisture 
stress that curtail turfgrass shoot growth. But over 
an entire growing season, the controlling factor is 
your annual fertilizer N rate. This is vividly reflected 
in the diagram below, where annual reductions in 
soil test P in a bentgrass fairway were strongly de-
pendent on the annual N rate. This, then, is some-
thing you need to factor in when trying to gauge 
what might be a maintenance rate of fertilizer P for 
your turf. According to this figure, at an annual N 
rate of 2 lb/M, where the clippings were removed 
and no fertilizer P applied, soil test P decreased about 
2 PPM. For every additional pound of N applied, 
soil test P declined another 0.72 PPM. 

These numbers give you some idea of how to ar-
rive at ballpark estimates of what may be happening 
to your soil test P and how you can responsibly use 
fertilizer P in your management program. I do need 
to caution you that the numbers given here are for 
the Bray #1 test for soil phosphorus and for turfgrass 
grown on a silt loam soil. Applying these numbers 
to soil P extracted by a different method or to soils 
of very different texture is not advised. G C N 
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Course maintenance 

What's new in 
fairway mowers 

MANUFACTURERS ANSWER DEMAND FOR GREENS-QUALITY CUT ON FAIRWAYS 

More and more, fairway condi-
tions are getting as much 
attention as greens. O n some 

courses superintendents are aiming for a 
greens-quality cut and a striking surface 
appearance. T o help accomplish this, 
mower manufacturers are introducing 
specialized fairway mowers or enhancing 
current products. 

J a c o b s e n xsuper light-
weight7 fairway mower 
T h e Jacobsen Super L F - 1 8 8 0 aims to 

deserve its "super lightweight" designa-
tion. At approximately 2 , 0 0 0 pounds, it 
weighs 4 0 0 pounds less than comparable 
two-wheel-drive models and 5 0 0 pounds 
less than four-wheel-drive mowers, reduc-
ing turf compaction. 

Jacobsen fairway product manager Larry 
Jones offers some insight into the concept 
and design philosophy o f the Super LF-
1880 : "Many courses that want the best 
quality fairway condi t ions use triplex 
greens mowers," he says. "These units are 
also used to mow landing areas that are 

becoming larger and more contoured. 
O n e o f the challenges with triplexes in 

this application is that productivity is re-
duced because o f their 62- inch cut, com-
pared to 100 inches on a standard five-
gang fairway mower. Also, triplex mow-
ers and conventional five-gang fairway 
mowers are outfitted with 22-inch-wide 
cutting units, which occasionally limit 
their ability to follow fairway undulations 
under contoured situations." 

W i t h an 80- inch cut, the Super LF-
1 8 8 0 increases productivity compared to 
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Jacobsen's Super LF-1880 has been designed for affordability and versatility. Engineered 
for fairways, the mower also handles green surrounds and long tee boxes. 



triplex mowers, and the 18-inch reels per-
form better on undulating fairways, he 
says. The result is a better overall quality 
finish even under challenging conditions. 
In addition, an 80-inch-wide cut pattern 
improves visual aesthetics by adding defi-
nition. 

"Again," Jones says, "compared to 
present alternatives, the Super LF-1880 
has better productivity (80-inch cut vs. 
62 inches) and better performance (18-
inch, eight- and 11-blade reels compared 
to 22-inch, seven-blade reels)." 

Joe Alonzi, superintendent of 
Westchester Country Club, Rye, N.Y., 
uses five Super LF-1880s on the West 
Course, which hosts the PGA Tours 
Buick Classic. 

"The tighter striping looks great on 
television," he says. "The quality of cut 
is better than a triplex, and with an 80-
inch-wide mower, we can put more 
stripes in a tighter area compared to a 
100-inch-wide fairway mower." 

Last years tournament was hampered 
by heavy rain. Alonzi says the LF-1880s 
allowed him to mow the fairways despite 
the weather. 

"Water was shooting out of the cut-
tings and away from the mower like a 
boat wake," he says. "There were areas I 
couldn't walk across without leaving a 
mark, but the LF-1880s went through 
without leaving a mark." 

Productivity is equally critical to 
Alonzi. 

"We have to have great conditions, but 
with 45 holes, including a 9-hole execu-
tive course, I need more efficiency than 
I would get with triplex mowers," he says. 
"Most fairway mowers are too heavy to 
accomplish what we want, while triplexes 
require too much manpower. On our 36 
regular holes, it took four to five people 
to mow fairways with triplex units, com-
pared to three with a five-gang unit. Like 
anyplace else, we have to complete fair-
way mowing before golfers begin play." 

At Arnold Palmers Bay Hill Club in 
Orlando, Fla., quality is paramount, with 
productivity close behind. The mainte-
nance staff uses three Super LF-1880s. 

"This mower is the ideal choice for us," 
says superintendent John Anderson. "Its 
80-inch-wide cut gives us the striping 
look we want. And because this machine 
is lighter, we can mow in wet conditions 
and not damage the course." 

Anderson says his staff doesn't sacri-
fice productivity with the Super LF-
1880. Because its five reels have a greater 
frequency of cut than larger mowers, op-

erators can mow at a faster 
ground speed. 

"We mow our fairways in 
about the same amount of time 
as we did with larger units," he 
says, "but we get much better 
striping with the LF-1880s." 

Quality of cut is not an is-
sue. Anderson adds, "The 
mower's 18-inch reels give us a 
much better cut going over 
undulations, compared to a tra-
ditional fairway mower with 
larger reels. The faster reel speed 
provides a crisper cut." 

Deere command 
arm provides 
fingertip control 
Superintendents will find in-
creased productivity and opera-
tor comfort on John Deere's C-
Series lightweight fairway 
mowers, according to John 
Deere product manager, Tracy 
Lanier. 

For operator comfort, the command arm 
on 3225C and 3235C mowers puts the 
key switch, mow switch, throttle lever and 
raise/lower lever conveniently at the 
operator's fingertips. The patented "white 
box" controller is easily viewed from the 
operator's seat. The controller also offers 
quick, on-board electrical diagnosis for less 
operator downtime. 

Additionally, a new hood constructed of 
strong, flexible composite material im-
proves the appearance, sound level and 
durability of both machines. 

Other improvements include: 
• The 3225C is equipped with a three-

cylinder, 38.5-hp, liquid-cooled diesel en-
gine. It comes with a standard 22-inch, 
seven-blade cutting unit, or it can be speci-
fied with a 22-inch, five- or eight-blade 
Extra Strength Precision (ESP) units. 

• The 3235C is equipped with a three-
cylinder, 48.5-hp, liquid-cooled turbo-
charged diesel engine. It can use the seven-
blade, 22-inch standard or five-, eight- or 
10-blade, 22-inch ESP cutting units. 

• A large-capacity oil cooler is standard 
on all C-Series models. This feature is ideal 
for heavy-duty mowing conditions with 
high ambient temperatures, or when op-
erating under heavy loads, such as 
verticutting or scalping for overseeding. 

• Maximum mowing speed for both 
models is seven mph with a transport speed 
of 11 mph. 

• Both models have an 18-gallon fuel 
capacity for all-day operation. 

• Mowing width of the new 3225C and 
3235C is a productive 100 inches. 

• An increased number of hard lines in 
the hydraulic system reduce the possibil-
ity of leaks. 

• The cutting units on C-Series mow-
ers are lifted and lowered by a single-lever 
joystick. 

• Both units come with standard 50-
watt Halogen headlights and tilt steering. 

• Both models are available with op-
tional cruise control and 4-wheel drive. 

"We are committed to being on the 
leading edge of technology," says Lanier. 
"More demands are being placed on su-
perintendents, and they want the latest 
features so their courses can look their best 
and their staff can be productive." 

The Atlanta Athletic Club, Duluth, 
Ga., has been using the 3235B fairway 
mower for several years. The Highland 
Course hosted the 2001 PGA Champion-
ship. Superintendent Ken Mangum says 
several individuals have input on equip-
ment purchases. 

"The people who drive the mowers and 
work on them every day have a signifi-
cant impact on what we buy," he explains. 
"Price is important, unless it is outweighed 
by a mower that isn't comfortable for op-
erators to use, or easy for technicians to 
work on. Finally, a manufacturer can have 
a great piece of equipment, but if we can't 
get parts in a timely manner, we won't buy 
that mower." 

Mangum says his John Deere fairway 
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Increased productivity and operator comfort are the leading 
enhancements to John Deere's C-Series lightweight mowers. 



course maintenance 

Toro offers turf groomers 
on its 7-inch diameter 
fairway cutting units (top 
unit). Toro's optional 
powered rear roller 
brushes (lower) minimize 
unsightly grass clippings 
on fairways. Photo:Toro 

mowers deliver a quality cut, are depend-
able and easy to service. 

"The number of years we have been 
using these mowers speaks to our satis-
faction with them," he says. "We have 
to have backup for our equipment. The 
parts availability and service support we 
get from our dealer are superior to any-
thing else we've experienced." 

Turf groomers are an 
option on Toro 
fairway mowers 
Turf groomers are generally recognized 
as a device to increase green speed with-
out lowering the height of cut. An addi-
tional benefit groomers provide on all 
surfaces is healthier turf. Toro now is of-
fering turf groomers on its seven-inch di-
ameter fairway cutting units. 

Prior to turf groomers, many superin-
tendents used verticutters to reduce 
thatch buildup and cut horizontal run-
ners choking turf. Unfortunately, 
verticutting knives slice deeply into the 
turf, taking up to 30 days to completely 
heal. 

On the other hand, a turf groomers 
powered vertical knives rotate through 
closely spaced roller slots to remove 
thatch and cut horizontal runners, ex-
posing the growth zone to more air, light, 
water and nutrients. The action of the 
turf groomer promotes a healthier, deeper 
root system and helps smooth out irregu-
larities in the turf. The depth the knives 
penetrate the turf is fully adjustable to 
prevent turf damage while providing light 
aeration to the soil. The turf groomers 
short roller base closely follows ground 
contours to deliver maximum results. 

Toro's optional turf groomer: 
• Attaches to all 03860, 03861 and 

03862 cutting units used on Reelmaster 
5500, 6500 and 6700 fairway mowers. 

• Features tool-less engagement into 

the grass and the raised position. 
• Are adjustable to 3/16-inch below 

height of cut. 
• Powers off the reel spinning in the same 

direction for optimal lift and quality of cut. 
• Can be used with or without the Pow-

ered Rear Roller Brush Kit, Model 03876. 

break up grass clumps." 

Easy installation 
The brushes are easy to install and oper-
ate. They use a reliable belt-driven sys-
tem that is powered off the reel. Simply 
plug a brush into the driver on the end 
of the shaft and adjust it when the mow-
ers are set up. The brushes work through 
a range of height of cuts, so fairways are 
always covered. 

"The power brush attachment kit is 
quite economical, especially when you 
compare it to the labor you save on clump 
removal and after-cut maintenance," says 
Toro marketing manager Tony Ferguson. 
"Many superintendents are familiar with 
power brushes for dispersing grass clip-
pings with greens mowers, so the concept 
is a proven one. Used in combination 
with turf groomers, superintendents can 
make their fairways as beautiful and play-
able as their greens." 

National Mower 
introduces triplex mower 
Designed with a low center of gravity and 
a heavy-duty front end, National Mower's 
8400 hydrostatic triplex mower tackles 
hills, slopes, banks and edging. The 
mower's hydrostatic drive provides inde-
pendent reel and ground speeds for an 
ideal cut at various speeds. Electric reel 
clutches turn on and off all three cutting 
reels simultaneously for added safety. 

The 8400 includes power steering for 
extra control while trimming difficult ar-
eas or negotiating tight corners. The 
mower is powered by a 16-hp Briggs & 
Stratton Vanguard engine and has an 84-
inch width of cut that covers 3.5 acres 
per hour. G C N 

Powered roller brushes 
fine tune fairways 
Toro's optional powered rear roller brushes 
minimize unsightly grass clumping on fair-
ways. Since most courses are mowed in the 
morning when grass tends to be wet, clip-
pings naturally stick to rollers and build 
up. Then, when rollers are scraped, the 
sticky grass drops off in big clumps. By 
sweeping the rear rollers of Reelmaster 
units while mowing, these brushes remove 
grass clippings and disperse them more 
loosely. That's a big advantage because with 
roller brushes operators won't waste time 
and effort breaking up grass clumps left 
behind on fairways. 

The brushes also make a big difference 
with other sticky substances on rollers such 
as bird droppings or tree seeds. 

Tom Fischer is superintendent of 
Edinburgh USA Golf Course in Brook-
lyn, Minn. He says the brushes make a dif-
ference on his course. 

"We don't have the clumping that we 
used to," he explains, "and our fairways 
look a lot cleaner." 

Besides, an improvement in the appear-
ance of his course, Fischer points out that 
the trouble-free roller brushes have cut 
down on his labor demands. 

"We don't have to go out and pick up 
clippings," he says. "That was our alterna-
tive to keeping the grass off the fairways. 
Sometimes we even had to use a blower to 
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T W E N T Y Y E A R S 
A N D S T R O N G E R 

T H A N E V E R . 

RegalStar® has been the muscle behind turf management 

herbicide programs for over two decades now, with no sign 

that its ready to give up its top spot to any younger, weaker 

newcomers. RegalStar was born for this, 

created with a dual mode of action that, in 

twenty years, has never seen its equal. It eats broadleaf weeds, 

grasses and single herbicides for lunch. It doesn't blink at 

weather. And it's stubborn enough to stick around all season 

long on one application. Get RegalStar today. 

Go kick some weed butt tomorrow. 
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new products 

MarkSmart Golf Flag System 
The MarkSmart Titanium Series Golf Flag system features a two-
tone design with titanium-colored ribbing and web sleeve. The 
design allows application flexibility and flags come standard in solid 
colors, diagonals or checks. The Shakespeare Vi-in. Flagstick holds 
the DELRIN Flag Ferrule. The system includes the new White 
Metal Golf Cup, and a chrome-coated zinc casting with polycar-
bonate crowns. Circle 201 on reader service form 

Custom Bridge Kits 
Bridge kits from Custom Manufacturing, 
are designed to your specifications. Styles 
include flat to arched, with horizontal or 
vertical railings, or just a curb. Kits can be 
fabricated to fit existing footings. The bolt-
together construction allows removal. Steel 
I beams are pre-drilled for deck planks, post 
and cross members. The lumber is arsenic-
free, pressure-treated wood and all steel 
parts have a red oxide primer. 
Circle 202 on reader service form 

Krogmann Flatbed 
Attachment 
Krogmann's new Carry-all Flatbed Attach-
ment can be used with most balebeds. The 
cradles feature carry and dump positions. 
Circle 206 on reader service form 

John Deere ZTR Mower 
John Deere's 717A and 727A Mini-Frame Z-Trak 
ZTR commercial mowers feature maxium maneu-
verability . Both models feature a vacuuming action 
that lifts grass for cutting. The 717A model has a 
19-hp, vertical air-cooled Kawasaki gas engine with 
a 48-in. 7-IRON deck. The 727A model is pow-
ered by a 23-hp, vertical air-cooled Kawasaki and 
mows with a 54-in.deck. 
Circle 203 on reader service form 

Q-Star Technology FlashCAM 
Q-Star Technology's FlashCAM-530 system deters graf-
fiti and vandalism. The battery-powered unit can be 
mounted on buildings, poles or trees. A motion-trig-
gered device operates in total darkness to a range of 100 
feet. When triggered it takes a series of 35 mm photo-
graphs while flashing a series of lights. A customizable 
voice message warns intruders of prosecution. 
Circle 204 on reader service form 

Advanced Aer Aerators 
Advanced Aer's aeration products feature a new tem-
perature sensor located in the blower vault to provide 
improved average oxygen readings for the entire green. 
Water separator and blower motor vaults have been up-
graded from plastic to stainless steel for increased dura-
bility and better sealing. Its control system now features 
digital satellite communications between control tow-
ers on the course and a central controller. 
Circle 205 on reader service form 
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new products 

Snapper Fastback 
with Joystick Control 
The newest commercial Snapper ZTR features a joystick con-
trol, 23- or 25-hp Kohler engines, independent hydrostatic 
drive systems and a 7-guage steel mower deck. The mowers 
come with two 6-gallon fuel tanks and a choice of 52- or 61-
in. mower decks. Circle 207 on reader service form 

IFH Storage/Dispensing System 
IFH Groups Innovative Fluid Handling Systems Stor-
age &C Dispensing System features eight 65-gallon con-
tainers, drip pans to contain spills, self-closing faucets 
and timer shut-offs. 
Circle 208 on reader service form 



new products 

Echo CS-305 
Chain Saw 
The new CS-305 Chain 
Saw has a 30.1cc two-stroke en-
gine and Pro-fire ignition system. An adjustable 
oiler automatically lubricates the bar and chain according to 
engine speed. The 7.8-lb. unit is equipped with a vibration-
reduction system. Circle 209 on reader service form 

Vanguard Commercial Power 
The new Briggs & Stratton air-cooled Vanguard 35HP is a V-
twin engine with OHV technology. Steel-backed aluminum 
bearings, a cast-iron sleeve and industrial-grade solenoid shift 
starter motor provide durability. A 5-in. centrifugal multi-stage 
industrial air cleaner protects the engine from dust and dirt. 
Circle 214 on reader service form 

Glenmac 
Box Rakes 
Glenmac s new MX7 and 
MX8 Harley Power Box 
Rakes feature increased frame 
strength and added dual hy-
draulic cylinders for en-
hanced angling ability to ac-
commodate the more pow-
erful wheel and trac skid 
steer loaders. 
Circle 211 on reader 
service form Glenmac Hi-Lift/Picker 

The new Harley Model lB' Hi-Lift/Picker by 
Glenmac is designed for large-capacity stone 
removal with tight-turning maneuverability. 
It can pick stones, roots and trash that mea-
sure Vi in. to 18 in. in diameter. The Hi-Dump 
model lifts to 8 ft. with a 1 cu. yd. box. The 
Side Delivery model elevates to 10ft. 
Circle 213 on reader service form 

Midsota Grounds Keeper Series 
The Grounds Keeper GF10 has a 12,000 lb. capacity and a 
2,000 lb. jack. Its 6-ton hoist features a low deck height, 
flared 10-gauge steel sides and a dump-over gravel plate. It 
has a tubular steel frame and a heavy-duty 3/16 steel floor. 
Circle 210 on reader service form 

EarthQuake 
Rotary Turf 
Decompactor 
The EarthQuake modelT155 
has a 62 in. working width for 
four-wheel drive tractors with 
35 to 50 hp. It is designed to 
relieve root-zone and sub-soil 
compaction to depths of 10 
inches without causing disrup-
tion to the playing surface 
above. 
Circle 212 on reader service 
form 
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new products 

Smithco 
Sweep Star 
Model 7-600 ground level 
dump and Model 7-800 
high-lift dump remove aera-
tion cores, thatch debris, grass 
clippings, leaves and divots 
from formal and semi-formal 
turf. The hydraulic drive has 
a 48-in. sweeping head fitted 
with 4 nylon brush sections 
and a full-width rear roller. 
Circle 218 on reader service 
form 

* K J 

Rain Bird EAGLE 
Rotor Series 
The EAGLE 900 and 950 rotors 
handle pressure from 60 to 100 
psi and are available in electric, 
hydraulic and Stopamatic mod-
els. The 900unit has a radius of 
63 to 91 feet. The 950 unit has a 
radius of 70 to 92 feet. The nozzle 
pop-up height for both is 3.25 in. 
Circle 216 on reader service form 

Proforma Blue 
Label/Gold Label 
The new Proforma Blue Label, Turf and Soil Pen-
etrant, reduces the effects of localized dry spots 
while reducing watering requirements. Proforma 
Gold Label is formulated for long-term use by 
altering water droplet properties and enhancing 
the soil moisture content. 
Circle 219 on reader service form 

Bobcat Toolcat 5600 
Bobcats Toolcat 5600 functions as a 
loader, pickup truck and attachment car-
rier. It comes with all-wheel steering, 
four-wheel drive and a wide assortment 
of attachments. It has a rated operating 
capacity of 1,500 lbs., a cargo capacity 
of2,000 lbs. and a 4,000-lb. towing ca-
pacity. Top travel speed is 18 mph. 
Circle 220 on reader service form 

Designer Golf 
Company Signs 
Designer Golf s new weather-resistant stain-
less steel signs do not corrode, pit, patina or 
rust and can be cut to any shape or size. 
Graphics and text, transferred to the metal 
through a proprietary process, eliminate limi-
tations in detail. 
Circle 215 on reader service form 

Reelcraft DGM Series 
Syringing System 
The DGM Syringing System is installed 
underground in a high-density polyethyl-
ene vault. Designed to be located next to 
greens, it features a 6-in. diameter cover 
plate for access to 75 feet of % inch hose 
or 100-feet of 5/8-inch hose. 
Circle 217 on reader service form 

Tru-Turf Greens Roller 
The GR11000 Golf Greens Roller is a sideways 
moving roller with an 5.5 HP, 4-stroke Honda 
engine, coupled to an Eaton 11 Hydrostatic 
Transmission. The GR7000 has an Eaton 7 
Hydrostatic Transmission and a single drive 
chain. 
Circle 221 on reader service form. 
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new products 

All Pro Putting 
Greens 
All Pro Greens are made with 
ultra-violet-treated polypropy-
lene fiber to withstand 
weather. The turf is filled with 
top dressing, such as Black 
Beauty coal slag, to control 
speed. 
Circle 223 on reader service 
form 

X 
Shindaiwa Trimmer 
TheT2500 and theT2500X trimmers from 
Shindaiwa are designed for quick throttle re-
sponse and better torque under load. The 
T2500X comes with a barrier bar, debris 
shield, blade holder and shoulder strap. Both 
models meet 2005 EPA standards. 
Circle 222 on reader service form 

Pennington Synthetic Golf Surfaces 
The Pennington Synthetic Golf Surface is designed to per-
form like bentgrass or Bermuda grass on tees and greens. The 
speed of the sand-filled surface can be adjusted by bending or 
straightening the fibers of the surface. 
Circle 225 on reader service form 

Southern Green Soil Reliever 
The Model 54 Soil Reliever attaches to small tractors and aerifies with solid 
or coring tines. Lighter construction allows for faster deep-tine aeration. The 
unit weighs 928 lbs., has a working width of 54 in. and an adjustable work-
ing depth of 1 to 10 in. Circle 224 on reader service form 

UltraTech 
Containment Sump 
The new Ultra-550 Containment Sump 
captures spills and leaks from 500- and 550-
gallon fuel and oil tanks. An optional Ul-
tra-SelfBailer is available for outdoor con-
tainment. All-polyethylene construction 
prevents corrosion and rust and a 650-gal-
lon capacity meets Storm water, SPCC and 
EPA containment regulations. 
Circle 226 on reader service form 

Polaris Professional Series Pump 
The Polaris P305 Professional Series Pump is a lightweight, 
compact unit featuring self-priming pump and ceramic car-
bon seals. Designed for flood control and irrigation, its maxi-
mum delivery volume is 264 GPM. 
Circle 228 on reader service form 

Backhoe Lock 
Equipment Locks Backhoe Lock fits 
all backhoes and many rollers, articu-
lating loaders and other equipment to 
deter theft. 
Circle 229 on reader service form 

Ferris ProCut 20 
The Ferris ProCut 20 offers two deck sizes and either a 20-hp Briggs 
Vanguard V-Twin engine or a 23-hp Kohler V-Twin. Features 
include an electric deck lift, oversized fender for operator 
foot protection, roller chain steering with bearings at 
the tail wheel and a six-gallon fuel tank with an extra 
large filler neck. 
Circle 227 on reader service form 



A N E A R L Y M O R N I N G R IDE 
D O W N Y O U R F A V O R I T E F A I R W A Y 

M A K E S Y O U A P P R E C I A T E 
Y O U R H A R D W O R K 
A N D L O N G H O U R S . 

Some days everything seems just right. 
Other days are less than perfect. But one 
thing is for sure. Building, 
growing-in or maintaining 
a golf course presents 
many challenges. 
And it's up to 
you to turn the 
challenges into 
opportunities. 
The problems into 
solutions. 

A business relationship 
with a company focused on your 
needs helps. Someone offering service, 
convenience, technical expertise and 
value. Someone who understands what 

you're up against. Someone like LESCO. 
LESCO is there with 

the most complete line of 
products available 

anywhere. Everything 
from seed, 

fertilizer, control 
I j ^ w products and 

application 
equipment 

to flags, cups 
and markers. 

Plus so many 
additional services. Like 

custom blending, soil testing, grassing 
specifications and agronomic program 
development... just to mention a few. 

LESCO is there 
with 72 LESCO Stores-on-Wheels®, 248 
LESCO Service Centers® and a variety 
of direct delivery options No one makes 
it easier and more convenient to obtain 
the products you need...when you need 
them. 

LESCO 
is there with turf professionals who 
appreciate the challenges you face 
and are fully prepared to answer your 
questions. Turf management and product 
use recommendations are all part of the 
job. . .part of the convenience and service. 

Put it all together and what 
you get is an overall commitment from 
a company dedicated to meeting your 
needs. That's called value. And value 
is what that ride down the fairway 
is all about. Call 800 -321 -5325 . 
LESCO is there. 

www.lesco.com 
LESCO and LESCO Stores-on-Wheels are registered trademarks and LESCO Service Center is a registered service mark of LESCO Technologies. LLC. 04-003 
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making a difference 

Everything I needed to know 
about life...I learned playing golf! 

honesty 
1. Honesty is the quality or state of be-
ing truthful not deceptive. Gol f is 
unique from other sports in that play-
ers regularly call penalties on them-
selves. 

integrity 
2. Integrity is strict adherence to a stan-
dard of value or conduct; it's personal 
honesty and independence. Gol f is a 
game of honesty, etiquette and com-
posure. You are responsible for your 
actions and personal conduct on the 
golf course. 

sportsmanship 
3. Sportsmanship is observing the rules 
of play and winning or losing with 
grace. You must know and abide by 
the rules of Golf and be able to con-
duct yourself in a respectful manner. 

respect 
4. Respect is to feel or show deferential 
regardfor others. In Golf it is impor-
tant to show respect for yourself, your 
partners, your opponents and the golf 
course, as well as for the honor and 
traditions of the game. 

confidence 
5. Confidence is reliance or trust; it is 
a feeling of self-assurance. Confidence 
plays a key role in the level of play 
that you achieve. You must have con-
fidence in your abilities every time 
you play Golf. 

Building golf and a better tomorrow 

Golf is fun. It also can teach youth about character development, success 
and life. That's the premise of The First Tee, a non-profit initiative of the 

World Golf Foundation. Since 1997, more than 280,000 children between the 
ages of five and 18 have participated in The First Tee instruction and play. Most 
of these children are economically disadvantaged, girls and minorities - those 
most under-represented in golf. As an integral part of the game, these children 
learn the First Tee's Nine Core Values: honesty, integrity, sportsmanship, respect, 
confidence, responsibility, perseverance, courtesy and judgment. 

The goal of The First Tee is to reach 500,000 kids by 2005. To do this The First Tee 
is expanding beyond its 136 facilities in the U.S. — mostly three-, six- and nine-
hole courses, and partnering with existing golf courses under a new affiliate 
program to expand access. Supporters of The First Tee include the USGA, the 
Augusta National Golf Club, LPGA, PGA of America and more than 70 LPGA and 
PGA Tour players. Individual golfers also support this worthy cause through 
donations of time, money and golf equipment. For more information visit 
www.thefirsttee.org or call call 904-940-4305. 

responsibility 
6. Responsibility is accountingfor ones 
actions and being dependable. In Golf, 
you are responsible for yourself and 
your actions on the golf course. Its 
up to you to keep score, repair divots, 
rake bunkers, repair ball marks on the 
green and keep up with the pace of 
play. 

perseverance 
7. Perseverance is to persist in an areay 

purpose or task despite obstacles. To 
succeed in Golf, you must learn to 
persevere through bad breaks and 
your mistakes. 

courtesy 
8. Courtesy is considerate behavior 
toward others. It is a polite remark or 
gesture. A round of Golf should begin 
and end with a handshake between 
fellow competitors. Show courtesy 
toward others by remaining still and 
quiet while they prepare and execute 
a shot. 

judgement 
9. Judgment is the ability to make a 
decision or form an opinion. It is a 
decision reached after consideration. 
Using good judgment is critical 
in Golf . It comes into play when 
deciding on strategy, club selec-
tion, when to play safe and when 
to take a chance, the type of shot 
you consider executing, as well as 
understanding and abiding by 
etiquette. 

http://www.thefirsttee.org


Tank m i x w i t h Quicksi lver. 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. 
Always read and follow label directions. 
USE READER SERVICE # 3 3 
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c assifieds 

REAL ESTATE 

E x c l u s i v e G o l f C o u r s e B r o k e r 

JERRY JENSEN 
952-473-2742 

Jensen Real Estate Services, Inc. 
Authorized and Licensed Broker 

MN, Wl, ND, SD, IA 

For current offerings visit our website: 
www.jensengolfcoursesales.com 

GOLF COURSES FOR SALE 
Tucked away in the Tehachapi Mountains at over 
4,000 feet in elevation is the The Horse Thief Coun-
try Club and Golf Course. A full 18 holes with a par 
72 and a SCGA slope rating of 131 to 127, covered 
with oak trees, lakes and natural beauty. Offered at 
$3.9 mil. Call Scott at 661-822-5400. Horse Thief 
Country Club & Golf Course also includes a 
restaurant, driving range and pro shop. 

RESERVE YOUR 
CLASSIFIED AD 
SPACE TODAY! 

ADVERTISEMENT SIZE: 2 " high x 3M wide 
RATES: B / W : $ 1 5 0 . 0 0 . Color: $ 2 2 5 . 0 0 . 
Text only: $ 2 . 0 0 per word with a $ 6 0 . 0 0 minimum. 

TO PLACE YOUR AD: 
BY P H O N E : 2 1 6 - 9 6 1 - 4 1 3 0 

BY MAIL: Complete form and mail, with payment to: 
Golf Course News, Attn: Jennifer Halas, 4 0 1 2 Bridge Ave., 
Cleveland, O H 4 4 1 1 3 . We accept jpeg, eps and tif files 
for artwork. 

BY F A X : Complete form and fax, with credit card in-
formation to 2 1 6 / 9 6 1 - 0 3 6 4 (24 hours). 

BY E-MAIL: Send ad, with credit card information to 
jhalas@gie.net 

All ads must be prepaid. All rates are per insertion. We 
accept Visa, Master Card, American Express and Dis-
cover. 

Your Name 

Company Name 

Address 

City/State/Zip 

Phone 

Fax 

E-mail 

Ad Text 

Signature 

FOR SALE 

GET OUR N E W A 

2004 CATALOG! 
Air Movement Products • Engines 

Equipment • Golf Course Accessories 
fteels • Rollers • Tires • Tools 

PRECISION 
Your Golf Course Supermarket 

1-800-345-1960 
ORDER ONLINE WWW.PRECISIONUSA.COM 

G C S A A BOOTH #2235 

[Golf Course Supplies I 
1-800-274-6815 
www.reliablegolf.com 

Stroke & Distance 
v 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 

HELP 
WANTED? 

Reach more golf course 
superintendents and 
managers by placing your 
help wanted ad here. 
Golf Course News reaches 
more than 30,000 
industry professionals! 

For Rates and Schedules, 
Call: Jennifer Halas 
800-456-0707, ext 202 
or email jhalas@gie.net. 

ad index 

The Andersons 4 7 
www.andersonsgolfproducts.com 

Aquatrols 53 
www.aquatrols.com 

Bayer Environmental Science 64 -65 
www.bayerprocentral.com 

Cleary Chemical 5 
www.clearychemical.com 

Ditch Witch 41 
www.ditchwitch.com 

F M C 73 
www.pestsolutions.fmc.com 

John Deere 13 
www.johndeere.com 

Lebanon 57 
www.lebanonturf.com 

L E S C O 71 
www.lesco.com 

Monsanto 3 2 - 3 3 . 
www.monsanto.com 

N G K Sparkplugs 75 
www.ngksparkplugs.com 

NuFarm Golf 19 
www. ri verdalecc .com 

Organic-Grow 51 
ww.organic-gro.com 

PBI Gordon 35 
www.pbigordon.com 

Plant Health Care 4 6 
www.planthealthcare.com 

Profile Products 15 
www.profileproducts.com 

Rain Bird 3 9 
www.rainbird.com 

Redexim Charterhouse 55 
www.redexim.com 

Regal Chemical 63 
www.regalchem.com 

Roots 21 
www.rootsinc.com 

The Scotts Co 17 
www.scotts.com 

SISIS 59 
www.sisis.com 

Standard Golf 25 
www.standardgolf.com 

Syngenta Professional Products 7 6 
www.syngentaprofessionalproducts.com 

Textron Golf, Turf & Specialty Products 2 -3 .... 
www.textronturf.com 

Turfco 7 
www.turfco.com 

Valent 4 5 
www.valentpro.com 

Vitamin Institute 51 
www.superthrive.com 

Water Wick 50 
Wellmark International 29 

www.wellmarkinternational.com 
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Custom Fit & Quick Installation 
Complete Packages 
including netting, poles, 
hardware & installatio 
Stocking nylon, polyester, 
end Dolvnronvlo 
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THERE S A NEW CHAMPION IN 
SMALL ENGINE SPARK PLUGS. 
Introducing Commercial Series spark plugs from NGK. 
Commercial Quality - Commercial Price - Uncompromising Performance! 

HIGHLY PURE ALUMINA 
SILICATE INSULATOR -
for extra strength 

TRIPLE GASKET SEALING 
PROCESS - eliminates 
leakage 

ROLLED THREADS -
stronger and easier 
to install 

LONGER INSULATOR 
NOSE - prevents fouling 

NGK, The World Leader in spark plug technology, engineered the 
new Commercial Series spark plug to power small engines - the 
backbone of your business. The easy starting, anti-fouling design 
helps deliver longer life in heavy-duty and commercial applications. 
NGK's new Commercial Series spark plugs come in a handy 
2-pack for convenience and savings. A unique tray-style holder 
protects the plugs until used. Conversion numbers are right on 
the package, and just five part numbers cover the most popular 
small engine applications. 
Try NGK's new Commercial Series spark plugs and see for yourself 
how we won the title of new champion. For more information 
visit us on the Web at ngksparkplugs.com, call toll-free 
1-877-473-6767 or contact your 
local NGK distributor. 

0 2 0 0 3 NGK Spark Plugs (USA). Inc.. Novi. Michigan 48377 



4 - W E E K S E A S O N O P E N E R ! 

Live in San Diego Feb. 12-14 

www.syngentaprofessionalproducts.com 
Important Always read and follow label instructions before buying or using this product. 

©20Q^yngenta Syngenta Professiolal Products. Greensboro, NC 27419. Heritage* and the Syngenta logo are trademarks of a Syngenta Group Company. 

http://www.syngentaprofessionalproducts.com

