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ADDING TO THE TEAM

t’s an honor for me to be writing to you as Golf

Course Industry’s new assistant editor. You may

have seen a byline with my name on it in recent
months, as I recently completed my internship here
with our driven and creative team. At the beginning
of August, I graduated from Kent State University with
a bachelor’s degree in journalism and joined the Golf
Course Industry team full time.

My love for journalism started in high school but
didn't fully develop until my second year of college. I
have always enjoyed writing and talking with people,
and journalism allows me to do both. I spent five se-
mesters working for KentWired/The Kent Stater, where
I learned more than I could imagine, and met some
of the best people in my life. I was able to tell some
amazing stories and talk with a lot of unique people,
which I'plan to continue to do. So, what does this mean
to the people who work on golf courses?

Turns out, golf has been a bigger part of my life
than I realized from nearly the beginning. I was about
3 when I first picked up a golf club. My dad coached
high school girls’ golf, so I would occasionally stop by a practice. My dad worked weekend mornings
mowing greens and he and my grandfather both spent a lot of hours playing. I've been around the
game my whole life. But my dad’s golf on the television was enough to put me to sleep on Sunday af-
ternoons and I would rarely pick up a club. My golf journey went about as far as that—until recently.

I started working at Downview Sports Center, a city-owned miniature golf course and driving
range in Cuyahoga Falls, Ohio, when I was 16. I started working during COVID-19 and was able to
remember names of the regular customers and get to know why they love the game so much—or
hate it, if I caught them on a bad day.

After a few years, I moved to Brookledge Golf Club, where I worked as a beverage cart girl and
behind the concessions bar. I still work some weekend shifts there, because I have come to love the
people and environment so much. It was through working there that I learned golf terminology
and course etiquette. But more important, the job taught me the importance of talking to people.
Helping others is a lifelong passion of mine, and the job provided me an opportunity to put a smile
on someone’s face and create some small talk. The lessons I learned at Brookledge have stuck with
me through life —and now into my career.

As a person who wants to know as much as she can when it comes to the job, when I started my
internship with Golf Course Industry this summer, I decided I should give it my all. Which means it
was time to learn how to play this ever-evolving game instead of just working around it.

I have spent the last three months eating, sleeping and breathing golf. I have read as much mate-
rial on golf and golf course maintenance as possible, toured courses, talked with industry workers
and gotten out to play on a course at least once a week. I have given it my all, and in turn, found a
game that I love. A pair of New Balance golf shoes, a gorilla club head cover, and many pink golf
balls have been added to my collection. By the time you're reading this, I'm sure there will be more
additions. The investments, both financially (the shoes) and personally, have ultimately paid off,
because I got the opportunity to join our team full time.

As I begin my new position as an assistant editor, I hope to provide readers with a new perspec-
tive and a new voice. As a female working in a predominantly male industry, I hope to attract an
audience of all kinds and introduce new people to the ideas we present. I fell in love with writing
and storytelling, bringing audiences’ attention to things they should know about. And now; I plan
to continue Golf Course Industry’s role in recognizing the outstanding people and courses the golf
business has to offer. £

Kelsie Horner, Assistant Editor
khorner@gie.net
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NOTEROOK

Southern

By Lee Carr

reat events thrive on three
things: a worthy course, out-
standing maintenance and a

willing host.

Talented players and challenging condi-
tions add to the excitement. Historical sig-
nificance is created through time like bour-
bon aging in a barrel. The 118th Southern
Amateur Championship at Idle Hour Coun-
try Club in Lexington, Kentucky, had it all.

Mind you, I didn’t intend to write about
it. Even as I followed the last group, I wasn’t
going to write about it. I was enjoying
some July sunshine, unraveling the Don-
ald Ross design, taking photos and trying to
think like an architect: landforms, wind di-
rection, degrees of difficulty, water features,
high points, drainage, ecology, maintenance,
club variety, hole locations, tees, routing and
so much more.

But then, the level of golf was electric.

More than 150 participants from 14 coun-
tries had qualified. The gallery grew and
grew. The award ceremony felt intimate
and classy. Why, when there are so many
golf events hosted every year, did this one
feel special?

Maybe it started with tradition and this
event being a flagstone in the careers of
well-known champions. Bobby Jones won
this event three times—1917, 1920 and
1922. Ben Crenshaw, Justin Leonard, Webb
Simpson, Kyle Stanley and Harris Eng-
lish are all Southern Amateur champions.

Gene Pearce has extensively covered
the first 100 years of history of the South-
ern Golf Association, which governs the
Southern Amateur, in a book aptly titled
“Southern Golf Association.” The SGA be-
gan in 1902 and the Southern Amateur is
part of the Elite Amateur Golf Series. This
is also the inaugural year for the Elite Am-

golfcourseindustry.com

goll trifecta

ateur Women’s Series.

With several teenagers playing in pro-
fessional events, the competitive lev-
el and undeniable talent of amateur golf
is striking. Wenyi Ding, Quinnton Cro-
ker and Lance Simpson took first, sec-
ond and third, respectively, and were a joy
to watch. They were polite, respectful and
acknowledged the crowd with a grace be-
yond their years but a sense of fun that felt
just right.

They were absolutely striping it and
even when they found themselves in trou-
ble, they plotted a way out through mature
course management. Some players saw
more than others of the course that SGA
executive director Andy Priest worked
with Idle Hour superintendent Matthew
Wharton to set up. Idle Hour golf profes-
sional Pete Garvey also contributed sig-
nificantly and elevated the event to be ev-
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erything that it was.

None of this is particularly unusual,
but there was something about how it
all came together. The Southern Ama-
teur has been played on several Ross
designs, including the Country Club of
Birmingham (Birmingham, Alabama),
Holston Hills Country Club (Knoxville,
Tennessee) and Pinehurst Resort (Pine-
hurst, North Carolina). Idle Hour is now
part of Southern Amateur history.

Views on the front nine are expan-
sive and pastoral. Red gravel cart paths
throughout the property are lovely.
There is a double green at 2. Off the
tees at Nos. 3 and 6, several holes can
be seen.

The back nine had a different feel.
Don’t miss the green on No. 10. Watch
the water on No. 13 and be aware of
the burns that wind through the prop-
erty. Enjoy the rustic bridges. No. 12,
named Man O’ War, is the longest hole
on the course at 525 yards and No. 18

6 SEPTEMBER 2024  golfcourseindustry.com
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played the hardest.

Welcoming the players on the first
tee and waiting there at the end of the
day was the George W. Adair Memorial
trophy, gleaming silver. It is elegant,
sturdy, around four feet tall and named
after a gentleman who was a benevolent
sports enthusiast and closely associated
with the legendary Jones. The trophy
was first awarded in 1922.

The best thing was watching the
crowd grow, reflecting the momentum
of the day, as the leaderboard was final-
ized. The nearer everyone walked to No.
18, the more excitement could be felt.
Ding had pulled away, but the excite-
ment was not just for the golf. Idle Hour
had a lot to be proud of.

From hosting the players, to opening
the grounds, to working through the
logistics, the conclusion was something
to celebrate. The course and the mainte-
nance were the way the SGA intended.
That takes planning and communication
and execution.

Members of the maintenance team
followed the last group, prepping the

course for regular play and taking care
of tournament accessories. A Substack
post written by Wharton following the
tournament noted that fall aerification
was seven weeks away. The tournament
had finished, but the grind never stops.

It’'s worth a break, though. For
events at the property where you work,
or golf tournaments nearby, maybe
take the time to look up and breathe
deep. Feel the energy as the leaders
walk up No. 18. Watch some talented
youth and see if you can spot the
future professionals. Pick a hometown
favorite. Enjoy the golf, appreciate
your accomplishments and those of
your maintenance colleagues.

Idle Hour made a commitment
and hosted a great event. It all came
together: a solid Ross design, the main-
tenance that showcases that design and
the people of Idle Hour collaborating
with the leaders of the Southern Golf
Association. It was a true trifecta—a
winning ticket to be remembered.

Lee Carr is a northeast Ohio-based writer
and senior Golf Course Industry contributor.

golfcourseindustry.com

Tartan
Talks 98

Trees are the tallest features in golf, and
they play an oversized role in how archi-
fects think about a golf course.

Stephen Kay, for example, says he can
spend as much time thinking about trees
as greens, tees, bunkers and fairways if
he's executing design work on a heav-
ily wooded site. Kay performs the bulk
of his work in the Northeast and Mid-At-
lantic, and he describes on a Tartan Talks
podcast segment how mentalities toward
trees have changed in markets filled with
venerable clubs.

“Twenty-five years ago, it was very,
very difficult to convince members to cut
down trees,” Kay says. "I give thanks to
Oakmont and Winged Foot for convincing
members fo cut down trees on their golf
courses. That sort of gave permission to
the golf industry that it's OK to cut down
trees to open courses up.”

Scot Sherman has seen similar chang-
es in the Southeast foward tree manage-
ment. He followed Kay's appearance on
the episode to discuss what he's seen
among the oaks, pines and palms on sites
where he's worked.

"We want fo preserve the natural feel-
ing of the site. Our clients, our owners
and golfers demand that today,” he says.
“It doesn't have to be pure green grass
everywhere, so frees are an important
part of making it feel native and natural.”

To learn more about how Kay and
Sherman handle the relationship between
trees and golf, find the episode on the Su-
perintendent Radio Network page of pop-
ular podcast distribution platforms.

SEPTEMBER 2024 7



Fescue party in New England

By Kelsie Horner

ith the hopes of making
better use of the course’s
unique topography, The

International Golf Club’s Pines course
is completing a full-course renovation
with the implementation of fescue on
its fairways.
The project began at the club
in suburban Boston in 2022, as
architects Bill Coore and Ben
Crenshaw made the decision to
grow and replace the fairways with
fescue grass, a cool-season turfgrass.
Maintaining a golf course with fescue is
not a common task in New England.
The Pines, one of The International’s
two courses, opened for play in 1955.
The Geoffrey Cornish-designed course
was named the longest golf course in

the world at 8,040 yards. The property
was purchased by International
Telephone & Telegraph in 1961, and
the course served as a retreat space and
private club.

In 1967, ITT renamed the course The
International Club and in 1972, Robert
Trent Jones completed a renovation
softening the bunkers and greens
and lengthening the course to 8,325
yards. The club was purchased by
Escalante Golf in February 2021.

The decision to use fescue on
fairways came from consultation
from the entire team — designers,
the superintendent, ownership,
environmental consultants and the golf
construction contractor.

“We needed to build a consensus and

make sure everyone was on board as
we would never want to dictate such
a large decision,” Coore & Crenshaw
associate Ryan Farrow says.

New York’s East Hampton Golf Club
and Massachusetts's Old Sandwich
Golf Club, both Coore & Crenshaw-
designed courses, feature fescue
fairways, and The International director
of agronomy Michael Galvin has relied
heavily on their experiences as well
as other turf experts to help maintain
the project. Dr. R.H. Hurley, Dr. Leah
Brilman of Seed Research of Oregon
and experts from Syngenta assisted in
the formula decisions.

“Not being afraid to kind of reach
out there to get some of the industry
leaders to get their whole insight,”

8 SEPTEMBER 2024
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Galvin says. “Obviously, fescue is new
to me. So just really leaning on some
of the industry leaders throughout the
process.”

After consultation from industry
professionals and Brilman, the course
chose to use a fescue blend consisting
of creeping red fescue and chewings
fescue.

During the decision-making process,
the team debated between fescue and
bentgrass. Fescue has low nutrient

requirements and thrives on less fertile
soils. This means a lower need for
fertilization and minimal watering. The
grass will help decrease the course’s
water budget, and lower its mowing
frequency, Galvin says.

“The fine fescue certainly has a
slower growth rate than bentgrass,”
Galvin adds. “And, how adaptive it is
in varying conditions from full sun to
deep shade, it makes it versatile for
The Pines.”

Through using fescue, the course
was able to design greens surrounded
by short grass, allowing for a more
links-like experience, Farrow says.
Fescue also provides the opportunity to
change mowing lines.

“We like to start out trying to mow
almost everything at fairway cut
during grow-in,” Farrow says. “After
the grass is established and we get a
chance to look at each hole, we will
get back out there and start to bring

golfcourseindustry.com
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the mowing lines in and shrink the
amount of maintained fairway.

“The process can also work in
reverse. For example, if a fairway
section becomes too difficult to mow,
then you simply stop mowing it and
allow the wispy grasses to mature.
This is also helpful if you get a spot of
the course where shots are bouncing
out of play or just rolling too far away
from an elevated green; in that case we
can simply let the grass grow up and
that will help slow the ball down and
hopefully keep it in play.”

As the project was introduced
to make better use of the course’s
topography, Farrow says the “firmness
and slick playing conditions” the
fescue grass provides will lead to more
interesting shot options.

“We also like to leave openings to
access our greens from the ground.
Having fescue allows for a more
consistent and predictable firm bounce

so we can provide different playing
options to get to certain pin positions
of the green by landing the ball short,”
he adds. “We think golf is more fun on
the ground, watching the ball roll is
one of the more thrilling experiences
you can have on the course.”

Galvin says the project is close
to being complete, but not quite
there yet. Eight bunkers need to be
completed, cart paths need to be
finished and cart path tie-ins need to
be installed. Adjustments may still
need to be made after opening.

“Once we start to see some play,
we will need to watch where tee shots
or approach shots that land short of
the green collect,” Farrow says. “If the
height of cut is too low, we could see
hot spots with too many divots in a
concentrated area.”

Kelsie Horner is Golf Course Industry’s
assistant editor.

NEWS

TPC San Antonio assistant superintendent Andi
Meadows won the 2024 Allan MacCurrach Jr.
Award, which includes $10,000 from the GCSAA
through the GCSAA Foundation. Meadows will

be honored at the 2025 GCSAA Conference and
Trade Show in San Diego ... Robert Nielsen, the
superinfendent at Bedford Golf & Tennis Club

in Bedford, New York, was named to the EPA's
Pesticide Program Dialogue Committee. He follows
GCSAA environmental programs director Mark
Johnson in the role and will serve though 2025.

... Andy Jorgensen, the director of community
mainfenance operations for On Top of the World
Communities in Ocala, Florida, was honored by
the Florida GCSA during its recent annual meeting
with the Distinguished Service Award. ... Mapleten
Golf Club in Sioux Falls, South Dakofta, hired its first
superintendent and GM: Michael Nelson and Zac
Gavlak, respectively. The course is scheduled fo
open next summer.

10 SEPTEMBER 2024
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WONDERFUL WOMEN OF GOLF

Carey Holner

CASA VERDE GOLF

ever let it be said that Carey Hofner is afraid of a challenge. When Rick Woelfel
caught up with her for the Wonderful Women of Golf podcast, Hofner was checking
in from somewhere in Montana, where she is finishing a grow-in for a private
client who is building a par-3 golf course on his estate.
The project was already well underway when Hofner was brought on board in
May of last year. An Ohio native, she earned a bachelor’s degree in agriculture from Ohio State,
has a master’s degree from Penn State and is now working on a second.

“I just love being in the mountains,” she
says. “Growing grass in the mountains can be
challenging, but it’s very rewarding when you
can actually get it done right.”

Hofner, who works for Casa Verde Golf, took
on her current project after spending five years
at The Club at Cordillera, a 54-hole facility
in Edwards, Colorado, just west of Vail. Her
tenure included two years as a superintendent.
When the Montana project presented itself,
she was open to a change.

“I was in Vail, Colorado, for 12 years before
I moved here last year,” she says. “I wanted a
new part of the country, they had this open,
and I said, “‘Why not?” My only request when
I decided to move up here was, ‘I have to be
in mountains.”

The layout Hofner is helping to create fea-
tures six greens and an assortment of tee boxes
and some green approaches, but no fairways.
Hofner calls it “the most scenic property [ will
ever work on.”

“The landscape you have up here is unreal,”
she says. “Every tee shot you have on this
property has a different backdrop and it is just
amazing. I have three major mountain ranges
around me and it’s pretty spectacular.”

One of the unique elements of the Montana
project is that Hofner is essentially flying solo
as a turf department of one, although there
are occasions when Casa Verde brings in a
crew. Apart from flying solo, the top tussle
Hofner faces on a daily basis has to do with
the elements.

12 SEPTEMBER 2024

“The biggest challenge here for me is actu-
ally the wind,” she says. “Just because of the
location where we’re at. We're kind of on the
side of a mountain, the wind just gusts right
through it.

“The water situation is quite unique as well.
That’s always been a concern. ‘Are we going to
run out of water?’ So, we make sure we have
plenty.”

Hofner relies on Spiio sensors to help her
deal with her water issues. “What I use them
for is how much (the greens) are holding
moisture,” she says. “I can see how fast they’re
drying out.”

Earlier this season, Hofner found herself
dealing with water issues of a different sort. “I
didn’t have the water in past months I typically
would have,” she says. “I was seeing a lot of
soil. When it rained or snowed, I just saw mud
and then I had mud everywhere. It’s starting
to come around and I have an idea of what it
should look like.”

Away from the inland mountains, Hofner
has volunteered at the PGA Tour’s Sentry
Tournament of Champions the past two years.

“This past year was very humbling,” she says.
“At first, they didn’t know if the tournament
was going to even go on (because of the Maui
wildfires), but that staff is one of the most resil-
ient staffs I've ever met. It was very humbling to
see that positive outlook on what was going on.

“They came in for one common goal. And
the goal was to provide the best playing surface
you could ever expect for the best of the best.” L

golfcourseindustry.com
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SUBTLE
PERSUASION

C an you feel the first hints of fall? Leaves beginning to change

into their autumn colors? Temperatures starting to cool?
That’s wishful thinking for many superintendents mired
in the dog days of summer, trying to keep their courses healthy, their
golfers happy and their crews safe in the midst of record-breaking
heat. But just as the weather will eventually begin to turn, so will
2025 budgets soon be due on owners’ and managers’ desks.

Hopefully, you are well underway with your planning: reviewing
results from this year, discussing goals for next year with your club’s
and facility’s decision-makers, projecting labor and product costs, and
making fact-based assumptions about what 2025 will bring. Or may-
be you're just starting to focus on next year’s budget. In either case,
you may be among those who are starting to feel the pressure that ac-
companies the annual budget development and approval process.

If so, you might remind yourself of one of the tenets of Dale Car-
negie, whose best-selling self-improvement book, “How to Win
Friends and Influence People” has helped millions improve their
public speaking and interpersonal skills, is persuading — not arguing
— so that others believe what you want is actually their idea.

Here’s how the most effective superintendents pull that off:

1. BUDGET TO MAKE YOUR AGRONOMIC PLAN REAL. What re-

sources do you need to make your course all that it can be? How will

your plan improve golfers’ enjoyment of your course?

« Describe your course in its best condition.

« Explain how your plan — adequately budgeted — will make the
course what you, your owners, managers and members want.

+ Be bold with your aspirations. Aim big and win big.

2. INFORM AND EDUCATE.
Those up the organizational
chart are not the scientists and
turf professionals that you are.
Get ahead of your budget pre-
sentation by providing ample
background information. They
need information and under-
standing to support your plan.
Focus on the benefits: more
rounds, increased revenues, hap-
pier members and customers.
+ Schedule meetings with the
people who need to be per-
suaded and educated about
your budget. Listen to their
wants, needs and concerns.
+ Address each of their key is-
sues when you present your
budget to demonstrate you
listened and have responded.

3. FOLLOW UP. After each
meeting, conduct one-on-one
conversations with each of your
supervisors. Listen to their ob-
servations. Help them believe
you can do what they want
when adequately resourced. Be
confident in your abilities to ac-
complish the goals set for your
course. Be willing to take a po-
sition that requires your best
thinking and top performance.
+ Don’t equivocate. This is no
time for “I'll do my best” and
other hollow promises. Tell
them and then show them
what you can do.

+ Engage your crew to ensure
that all direct reports know
what you want to accomplish
and make them allies.

+ Let criticism sharpen your
plan and your resolve to de-
liver a budget that meets as
many objectives as possible.

4. SCHEDULE QUARTERLY UP-
DATES. Conduct on-course

tours and discussions to show

those up the management or-

ganization what you and your
team are accomplishing. Show
them the adversities with which
you are dealing. And show them
your successes. Help them to be
as enthusiastic about your work
as you are. Carnegie might tell
you, “When dealing with people,
remember you are not dealing
with creatures of logic, but crea-
tures of emotion.”

+ Follow up with photos and
videos for decision-makers and
golfers to demonstrate prog-
ress toward budgetary goals.

+ Invite your golfers to join you
for on-course field days to see
how your work is affecting
their course and (hopefully)
improving their enjoyment.

+ Invite local Scout troops to
see the course and your efforts
as an environmental steward.
Those children will tell their
parents about your team’s ac-
complishments.

5. OWN IT. Wrap up 2025 —

and begin the 2026 budget sea-

son — with your annual report
of effectiveness of your agro-
nomic plan. Put your successes
in terms of accomplishing mutu-
ally agreed-upon objectives.

* Put any missteps or unmet
goals on your shoulders. Com-
municate lessons learned and
how they will be applied.

+ Produce a short video thank-
ing everyone for their support.
Carnegie may have never pre-

pared a budget to govern the

spending and agronomic practic-
es of a golf course. But when he

said, “Success is getting what you
want. Happiness is wanting what
you get,” you get the idea that he

understood your challenge. I

HENRY DELOZIER is a partner at GGA Partners, trusted advisors and thought leaders. He is currently Chairman of

the Board of Directors of Audubon International.
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dus of insurance companies from the
state due to costs and concerns about
increasing wildfire risks.

From greenbacks (or lack there-
of) to green grasses, the California
narrative is dichotomic. Home to
the nation’s most golfers (more
than 2.7 million, according to the
National Golf Foundation) and the
second-most golf courses (961, sec-
ond only to Florida), the state con-
tinues to brim with swing business.
And yet, with labor shortages and/or
competition impacting course and
club hiring prowess and both mem-
ber and daily-rate green fees rising in
concert to meet the pressures of wage
mandates, a coalescence of costs is
nearing a critical mass, even amid an
ongoing post-pandemic surge in golf
participation. Toss in the state’s water
worries and its laudable environmen-
tal aims, and the cost of California has
industry experts and those with boots
on the ground planning for some bust
in the boom.

DRIVE-THRU WORRIES

In concert with a state-mandated
minimum wage increase this year
to $16 an hour, a California law
to compensate fast-food workers
a minimum of $20 per hour took
effect in April.

golfcourseindustry.com

While the golf industry (and,
uniformly, all sources herein) both
supports and applauds livable — if
not competitive — wages, the tally
is starting to take a toll on mainte-
nance staffs that have long wrestled
with both attaining and retaining
grounds talent.

“Obviously, the last four years
have been a confluence of worldwide
events that have had an effect in in-
creased costs on all manner of things,
including from a golf maintenance
perspective, especially in California,”
says Jeff Jensen, southwest regional
field staff representative for the
GCSAA. “It’s an expensive place to
live, and an expensive place to do
business.”

Across the (vast) checklist of cost
concerns, California labor — which
sees many municipalities exceed the
state’s $16 basic minimum wage —
tops the list for many.

“On a national level, about 57
percent of the average maintenance
budget is basically labor costs,” Jensen
says. “California has the second-high-
est minimum wage in the nation, just
slightly behind Washington state. The
golf industry is certainly a believer
in providing a living wage for our
workers, but the increases do make
it difficult to operate at the levels at

which we are operating”

Vending value meals in lieu of ver-
ticutting is a near-existential threat
to the state’s golf labor force.

“Fast-food and construction jobs
have always been labor competitors
for golf courses,” Jensen adds, “but
now it’s even more of a challenge to
find good workers. With the mini-
mum wages for fast-food workers in
California increasing, that makes it
more difficult to attract golf mainte-
nance employees. So we've got a little
more competition there”

Competition breeds both innova-
tion ... and flux.

“We'’re trying to figure out at what
point won’t there be the appetite to
pass through the rate at which wages
are increasing,” says Bill O’Brien,
senior vice president of operations at
Troon, which has 15 California prop-
erties in its portfolio. “Legislation
that has baked-in these minimum
amounts are at the risk of outpac-
ing what a club or course would
otherwise be able to factor into the
normal business operation without
passing those costs on by way of
higher prices. And it concerns our
operators as to what extent there’ll
be a ceiling there. It doesn’t seem as
though there’s an end in sight.”

Across the state’s more than 155,000
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square miles of land mass, superinten-
dents are feeling the squeeze of direct
competition for staff.

“The minimum for fast-food
(wages) is somewhat concerning,’
says Troy Flanagan, director of golf
maintenance at The Olympic Club in
San Francisco. “Luckily, our hourly
employees all make over $20 an
hour, but they’re working hard for
it, just like most everybody in the
industry. Up early, out working in the
elements. It’s alot easier to be inside
a Burger King and make close to the
same amount of money.”

Even with competitive field staff
wages, the demands of golf’s grounds
jobs aren’t just about going to work—
they demand going to work.

“It’s not just about the wage,”

4 Jonas Conlan

A Troy Flanagan

Jensen says. “We're an outdoor game
with a 5 a.m. start time, and then
working in the elements, whether
it’s the heat of the Coachella Valley
or the rain of Northern California.
So, the environment and early
wakeups also make it tough to attract
employees.”

From NorCal to SoCal, the narra-
tive doesn’t waver.

“You're trying to be competitive
and have these base pay scales for
scope of work and different jobs,”
says Jonas Conlan, director of agron-
omy at Mission Hills Country Club
in the Coachella Valley pocket of
Rancho Mirage. “But as these prices
for per-hour jobs get higher, we find
ourselves with longtime employees
who are a few dollars below that

a Jeff Jensen
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pay grade and it’s on us to figure a
way to bring these guys or gals up
to that level.”

In the current economic climate,
neither the shine of history nor
the allure of future glory can pay
today’s bills.

Even amid the prestige of The
Olympic Club — host to five U.S.
Opens and future home to the 2028
PGA Championship and the 2033 Ry-
der Cup — or Mission Hills — former
host of the LPGA’s Chevron Champi-
onship and annual
home to PGA Tour
Champions’ Galleri
Classic—employee
leveraging, while
understandable, is
finding more fre-
quency.

“If a guy comes
to me and tells
me they can easi-
ly leave for a few
more bucks at Mc-
Donald’s,  mean, I

golfcourseindustry.com
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California has the
second-highest
minimum wage
in the nation, just
slightly behind
Washington stfate,
The golf industry is
cerfainly a believer
in providing a
living wage for our
workers, but the
increases do make it
difficult to operafe at
the levels at which
we are operating.”

— Jeff Jensen
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don’t want to lose a good employee who's been
here for a decade over a few bucks an hour,”
Conlan says. “I try to take care of my guys as best
as I possibly can and will go to the extreme if I
need to. And, hopefully, by doing that, there’s
enough of that respect in both the present and
the future that I can convince them to stay here
and work out their deal”

Labor issues are nothing new to golf’s main-
tenance leaders. Yet the time required to keep
staff happy comes at its own costs.

“Back in the day, labor was still a big thing,”
adds Conlan, who has worked in the desert for
more than a quarter of a century. “But not like
today, where you really have to be on top of it,
watch those labor dollars and hours closely. It’s
adifferent challenge from even five years ago. It
now kind of feels like a non-stop, perpetual thing
where I'm trying to get people to stay, get them
a pay bump. I'm doing this kind of thing a lot

more now than I ever have in my entire career.”

THE (NOT-SO-GOLDEN) BEAR OF INFLATION,
EQUIPMENT AND RESOURCES
The domino effect of golf’s popularity translates
to more play, more wear, more tear and, ulti-
mately, more expectation for prime conditions.
The pressure of filling out a maintenance staff
to meet said expectations isn’t the lone woe of
California cost.
“Doing business in California is much more
expensive—no matter what the business is,” says
Craig Kessler, the longtime director of govern-

golfcourseindustry.com

mental affairs for the Southern California Golf
Association who now works with the association
as a public affairs consultant.

The name resource for course conditions comes
with an increasingly high California price tag.

“The golf industry has some peculiar problems
and, for a long time, one of the key costs across
much of the state is water,” Kessler says. “The
cost of water has been going up faster than the
Consumer Price Index for some time, and it’s
only escalating.”

In July, California’s State Water Resources Con-
trol Board approved a new policy that will force
suppliers for certain municipalities to reduce
water amounts by nearly 40 percent come 2040.

“A component of the water cost is that the golf
industry understands that it is getting increasing-
ly cut back on its allocation,” Kessler continues,
“and the industry also needs to invest in those
things, which can reduce its water consumption,
whether that’s new irrigation equipment or sys-
tems, turf removal, turf conversion, re-lining of
lakes. And these are things that, in other places
in the country where water isn't such an issue,
would be less compelling.”

While California courses do enjoy the price
protections of Proposition 218, such guardrails
only provide so much salve. “The Metropolitan
Water District of Southern California — which
is the largest water district in the country and
provides water to about 19 million residents —
we've seen rates just recently rise 8.5 percent
for 2025, with an additional rise for the same

© ADOBE STOCK (2)



amount come 2026, Jensen says.
As for what the water is watering?
“The costs for seed, especially in
areas like the Coachella Valley where
there’s alot of overseeding ... if you
look back just to 2019-20, we were
paying about $1.10 per pound
for ryegrass seed,” Jensen says.
“In 21, during the pandemic,
that price was over $2 a pound.
It’s stabilized down to around
$1.60, but that’s still much
more than just five years ago.”
As for the domino of what
maintains the grass that comes
via the expensive seed and was
grown by the costly water?
Well, more problem than solu-
tion exists across the national
equipment realm, especially in
California, which, at the outset
of 2024, and in a continually
commendable effort to lead the
union toward a zero-emissions
future, banned the sale of new
gas-powered equipment using
small, off-road engines.
For course owners and op-
erators even slightly tarry-
ing in the contact or content
game, supply-line shortages
find new equipment — electric
or gas-powered — both costly

and tough to find, just as concurrent
borrowing costs are adding more
bottom-line bruise to those who can
either find or afford said materials.
Towit: New irrigation systems can
now run as much as $5 million, the
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cost of a new ProGator is up more

than 70 percent, and everything

from GPS sprayers to fairway and

rough mowers are seeing rising

price tags, a tally that has made the

used equipment market far more
competitive.

“Equipment prices have ab-
solutely skyrocketed, along
with interest rates for leasing,”
Flanagan says. “Our last lease
was in 2020, rates were low
and we got in before COVID
really started to cause problems
with the supply chain. We just
went back in for our next lease,
and it varies by which piece of
equipment, but some items are
double in price and, of course,
the rates are way higher.”

While golf’s recent boon
has impressively witnessed
countless California courses
reinvest, remodel, reinvigorate
and reimagine their respective
grounds with projects long de-
ferred through the game’s static
years, the burgeoning prices
of equipment are now coming
with both concessions and/or
passed-along costs.

“We're a big club. We do well
financially. I just have a tough

golfcourseindustry.com
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time understanding how alot of clubs
out there can keep buying new equip-
ment at these prices,” Flanagan says.
“And it just seems like we can’t charge
golfers that much more money to
keep up with us. What I'm hearing
from some people in, say, a daily-rate
situation, is that maybe they needed
10 pieces of equipment and they were
able to get six. So, theyre keeping
older pieces of equipment longer.”

A FUTURE IN FLUX

For both sides of the course equa-
tion — players and workers — the
concerns of a California critical mass
should be very, very real.

Per the latter, enhanced attention
to employee recruitment and happi-
ness has become paramount.

“Today, being a better employer is
at the top of all of our lists,” O’'Brien
says. “I often tell folks that we’re not
in the business of hiring, were in the
business of recruiting. And that’s not
just about the wage, nor do we want to
compete on the wage alone. The cool
part of what we do is trying to attract
employees who want more than a job
but are rather focused on a career””

At many facilities, a path of op-
portunity through golf is a narrative
no longer reserved for the back of
the book.

“We've gone to great lengths to
build out a talent acquisition team in
our HR department,” O’Brien says.
“We leverage technology to make
sure we’re in front of people who are
looking for work on platforms like
LinkedIn or Glassdoor or Indeed.
What we've seen since COVID is
almost radical amounts of turnover,
though that’s been minimized a bit
in recent years. But it still means that
we need to give potential employees
better insights into what it means to
work at our clubs. And, also, finding
ways to reduce turnover can go along
way toward lowering a clubs costs.
And that means keeping folks engaged
and committed.”

On the player side of the spectrum,
keeping golfers appeased and main-

golfcourseindustry.com

You're trying to be
competitive and
have these base pay
scales for scope of
work and different
jobs. But as these
prices for per-hour
jobs get higher, we
find ourselves with
longtime employees
who are a few dollars
below that pay grade
andit's on us to
figure a way fo bring
these guys or gals up
fo that level.”

— Jonas Conlan

taining the game’s present momentum
means that precarious price points
trend upward at the risk of alienating
much of the tee sheet.

“California has a very limited
supply, but an extraordinarily high
demand,” Kessler says. “So the good
news is that, although you have all
these costs, you also have a population
—or at least a certain percentage of
the population — which can absorb
these costs. The worrisome part at
the moment is that the top 20 percent
of the population, which I would call
the ‘asset class, is doing pretty well.
Right now, they can pay these costs.
Those who aren't part of that class,
right now, are very restless, very angry
and demanding radical change. That
presage, moving into the future, may

end up being reflected in a different
set of fiscal policies which may not be
all that beneficial to that asset class””

While myriad clubs across the state
are enjoying membership waiting
lists and, per Kessler’s words, bustling
demand on tee sheets, golf, like much
of society, is ever-cyclical.

“Luckily, golf right now is still
booming, so people are willing to
pay,” Flanagan says. “But, for those of
us who've been around the game for a
while, we've seen the upswings, we've
seen the downswings. And I know the
downswing is comin’ — I just hope
that’s not for many, many years. But if
we keep going to the golfer and asking
them to spend more money, at some
point, people might stop coming out
to the course”

For the vast majority of California
residents and golf guests, price points
do come with a ceiling.

“It means that you need to charge
more to your members or for your
greens fees, so youre just constantly
making adjustments,” Conlan says. “At
some point, people will say, ‘Enough
is enough.’ They either won't pay a
certain amount, or they’ll play once a
week instead of three times”

Of all the game’s post-pandemic
gains in participation, popularity and
diversity, the present-day fairway party
is trending toward a dangerous cost
call. And in the mainland’s costliest
state, the sobering price tags of passed-
along consumer receipts may soon run
the risk of undoing all the strides golf
has made in recent years. If one can’t
pay, one can’t play.

“Inevitably, longer term, golf
needs to begin recognizing that not
everything is about the next quarter,”
Kessler says. “What are some of the
longer-term strategies, other than
the cheerleading: ‘Golf’s never been
bigger or better or more successful!’?
Well, we've seen these heights be-
fore, and then hit along, long lull” I

Judd Spicer is a Palm Desert, Califor-
nia-based writer and senior Golf Course

Industry contributor.
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GREENS:
WE RAVE A

SOLUTION FOR THAT

sponsor this Turf Report on maintaining greens. The
superintendents surveyed provided valuable insights
about their management and challenges on greens, many of

Thank you to Golf Course Industry for the opportunity to

which Syngenta is proud to offer solutions for.

THE IMPORTANCE OF GREENS

As you know, greens are the most important surface on the
course. This research shows superintendents allocate almost
40% of their labor hours to maintaining these vital playing
surfaces. And for good reason - golfers spend roughly 35% of
their time during a round on putting greens.

AERIFICATION RECOVERY
On average, superintendents reported they aerify their greens
2.8 times per year to relieve compaction and promote healthy
turf, but this critical practice can conflict with golfers’ expecta-
tions for fast, consistent ball roll. However, the Action™ brand
fungicides can provide quicker recovery from aerification:
"[In our trials] with the combination of Appear® II and
Action brands, we saw turf recover 2 to 3 days faster from
aerification." - Jim Kerns, Ph.D., North Carolina State
University
Respondents also mentioned the following concerns for
their greens’ health:
+ Drought stress 48%
+ Heat stress 46%
* Resistance 22%
+ Shade stress 29%
Visit GreenCastOnline.com/ActionBrands to learn how the
Action brand fungicides can help alleviate these concerns.

DATA-DRIVEN GREENS MANAGEMENT

The research also shows how superintendents use data to
provide added insights into their greens, with 76% mea-
suring soil moisture. Spiio™ soil sensors automatically
provide hyperlocal soil data, including moisture, tem-
perature, salinity and light, without manual collection or
uploading, and make the data easily accessible. Syngenta
also offers a full suite of agronomic alerts to help track
Growing Degree Days, the Smith-Kerns Dollar Spot model
and much more.

DISEASE & INSECT PRESSURES

Dollar spot is the #1 disease concern on greens for 63%
of superintendents. The Posterity® fungicide brands have
become leading solutions for this disease, delivering up to
28 days of control. For help determining which brand is
right for you, visit GreenCastOnline.com/PosterityBrands.

Additionally, the top 5 problematic insects reported —
ants, cutworms, white grubs, annual bluegrass weevil and
armyworms — can all be reliably controlled with Ference®
and Acelepryn® brand insecticides. Purchasing these prod-
ucts during GreenTrust® 365 from Oct. 1 — Dec. 10, means
superintendents can save up to 46% on Acelepryn brands
and 50% on Ference.

Syngenta is proud to provide comprehensive solutions,
agronomic programs, a leading team of 36 agronomists as
well as research like this to help superintendents maintain
exceptional greens. We hope you benefit from these insights
gathered by the Golf Course Industry team.

— Stephanie Schwenke, Turf Market Manager, Syngenta

© 2024 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in
all states or counties and/or may have state-specific use requirements. Please check with your local extension service to ensure
registration and proper use. The frademarks displayed or otherwise used herein are tfrademarks of a Syngenta Group Company. All other

trademarks are property of their respective third-party owners.
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Calling St. John’s Golf Club a busy place is an
understatement. Located in St. Augustine,
Florida, the club hosted 69,000 rounds last
year, with its peak season falling in the window
from Thanksgiving through May.

The club opened for play in 1989, then closed
in early 2022 for a renovation guided by archi-
tect Erik Larsen that included the installation
of TifEagle Bermudagrass greens and collars. It
reopened in November of that year, following the
Thanksgiving holiday.

Superintendent Anthony Baur has been at
the club for a decade. Protecting his greens while
dealing with a high volume of play is an ongoing
priority.

“We had to do a lot of spiking, needle tining and
Ninja tining the greens this year to keep them as
healthy as we could,” he says. “In the past, we only
needle tined monthly, but now we’re biweekly or
every three weeks. This is the first year I've had to
use this many hexagon plugs for repair. We have
been consistent on using fungicides to prevent
disease and wetting agents to hold the water.”

When it comes to weather conditions, Baur has
seen changes in his time at the club — changes
that have led to his doing some things differently.

“Conditions have changed,” he says. “I've used
more full aerifications throughout the whole prop-
erty to improve water drainage. This year was a lot
warmer. We only had two frosts, which were very
light, not even to the point where we had to water
them off. The year before that we had at least three,

Where is your course located?
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and five before that, so this year was really warm
compared to years past.”

One weather-related issue that particularly con-
cerns Baur is the increased cloud cover he’s dealt
with over the last year.

“Youre not growing healthy grass,” Baur says.
“(Cloudy weather) is not killing anything, but
disease chance is there. Full sun is what the grass
wants. I'm watching my water, watching aerifica-
tion, trying to make sure it can breathe and trying
to keep it as healthy as I can.”

Baur’s disease problems are minimal, in part due
to his preventative efforts.

“We tend to do preventative maintenance on
fungicides,” Baur says. “That being said, I'm not
religious on (applying fungicides) every two weeks
or anything, but I do pay attention to what the
vendors recommend and then I kind of go by that
for my preventative applications.”

Baur, who was charged with the care of 36 holes
at Doral earlier in his career, does his best to regu-
late cart traffic around his putting surfaces.

“There are sometimes one or two entry/exit
points (adjacent to a green),” he says, “so we're
trying to rope off one of the areas to push them
to another area of the green to reduce the wear in
that area. When you put a bunker on the cart path
side, you tend to get a funneling of traffic. We tend
to put ropes around those areas to funnel them to
the other side”

— Rick Woelfel

Dominant
turfgrass
species on your
greens

o

Bentgrass 56%

Poa annua 23%

Bermudagrass 17%
Paspalum 2%

Zoysiagrass 2%

golfcourseindustry.com

COOL SEASON

~
TURF

REPORTS

MAINTAINING
SPORTS
MOST
INTRICATE
SURFACES

o playing
surfaces in
sports re-

quire more attention
or intensive mainte-
nance programs than
golf greens. With the
understanding of the
value of high-quality
putting surfaces to golf
maintenance success,
Golf Course Industry
partnered with Syngen-
ta for "Turf Reports” on
greens maintenance.
The data in this report
includes the results of
a 21-question survey
collaboration between
Golf Course Industry and
Signet Research, a New
Jersey-based indepen-
dent research firm. The
survey was distributed
from May 16 through
June 6 to an email list
of subscribers holding
director of agronomy,
superintendent or as-
sistant superintendent
titles. Results are based
on 177 returns with a
confidence level of g5
percent and sampling
tolerance of approxi-

mately +/- 7.4 percent.
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ummertime is a slow time for Alex
s Tolbert when it comes to volume

of play. Tolbert maintains the turf at
South Carolina’s Orangeburg Country Club,
asingle-owner private club that allows some
outside play. His rounds peak in the spring
and fall, and level off around the holidays.

But during the summer months he is as
vigilant as ever when it comes to protecting
the club’s Champion Bermudagrass greens.

According to Tolbert, who has been
at Orangeburg for 12% years, the Ellis
Maples-designed golf course was the first
East of the Mississippi with Champion
Bermudagrass greens. They were installed in
1997 —the course dates back to 1960 —and
rebuilt 12 years later as part of a renovation
by Richard Mandell.

In part due to drainage concerns, Tolbert
keeps a close eye on the moisture levels in
his putting surfaces.

“It’s all surface drainage,” he says. “Once
they’re wet, they kind of stay wet for a little
while. Once they dry out, they’re dry. We
monitor how much water we put on during

syng'enta®

Top three insect

concerns on...
Cool-season greens

the day. Every day Ants | Cutworms | White grubs
we'll take moisture
readings. We have
a certain number
Cutworms \ Ants \ Mole crickets

where we like to
try to keep them
as moisture is concerned. That dictates
how much water we put on them at night
even if we have to pull a hose or do some-
thing during the day to try to kind of them
through.

“We also are on a pretty aggressive fun-
gicide program.”

Tolbert and his crew of 17 work to strike
the right balance between the green speeds
he’s looking for and the health of the turf.

“We're spraying growth regulators during
the week,” he says. “When it’s really hot,
we go out every single week with a little bit
of fertilizer to keep the amount of growth
not to a minimum. We want a little bit of
growth, but we don’t want so much that
they slow down.

“We have to aerify and verticut during
the growing season” — the summer — “so

Top five disease concerns on...

Warm-season greens

Pythium, l

Fairyring
Bermudagrassidecline:
Iakesallo b1 YOt
DOIATSHOL
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Cool-season greens

I Dollar spot|
2 Anthracnose|

Cool-
3 season

4 Pythium
|
5 Brownipatch l
/-
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the plant does get injured, but this is the
environment that it grows the best in.”

Tolbert strives for green heights of “oth
of an inch.

“We can get the green speeds we want out
of that height,” he says. “We do roll trying to
help us out and get a little more speed out
of them for tournaments and even just for
regular play. The owner wanted fast greens.
That’s what he dictated to me, so since I've
been here, that’s kind of what we’ve done.”

Away from the summer heat, Tolbert
alters his approach to mowing.

“(Mowing height) varies throughout
the year,” he says. “During the summer we
can definitely be more aggressive because
it's aggressively growing, but in the fall and
definitely the wintertime, we're mowing at
much higher heights to kind of make sure
(the plant) can survive the winter.”

— Rick Woelfel

Frequency of PGR
applications on

greens
Greens
Warm-
season
51*
Biweekly 30%
Monthly 6% 0%
Afew times % %
ayear T 14
Never 12% 5%
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ven by the standards of her profes-
E sion, Amanda Fontaine must be vig-
ilant. Fontaine is the superintendent
at Ledges Golf Club, a municipally owned
daily-fee club in South Hadley, Massachu-
setts, less than 15 miles north of Springfield.

The area’s climate dictates that Fontaine
and her team be constantly alert.

“The course is located in the Connecticut
River Valley;” she says. “All the courses that are
in thislittle area of western Mass and northern
Connecticut right on the river are a little bit
lower and have their own little climate.

“The humidity is through the roof. The
disease pressure is through the roof, so we get
crazy conditions when it comes to humidity,
rain and heat throughout the summer. So, we
have to be hyper vigilant in this area. Even 20
miles away from here, east or west, it’s totally
different than this little valley.”

Fontaine’s golf season typically runs from
Masters Week to around Thanksgiving. To
protect her greens, Fontaine, who is in her
fourth season in charge, aerates prior to the
opening of the season. From then on, her
focus is preparing for the summer’s heat and
humidity.

“Through the spring and leading up to the
summer, definitely like to do heavy topdress-
ing,” Fontaine says. “We hit them with a very
heavy topdress, just to be ahead of the game.
before the weather starts getting warm. And
then we focus on promoting good rooting.
That's really the basis for how we get through
the summer.”

Fontaine takes a proactive approach to
dealing with summertime issues like heat,
humidity and disease pressure by having a
spray program in place. But, she points out,
the human element is a factor as well.

“We have a very extensive spray program
to stay on top of stuff like that,” Fontaine says.

Peak-season
daily Stimpmeter

TURF REPORTS: GREENS MAINTENANCE
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1 OPDRESSING YIELDS
TOP CONDITIONS

“(But) the best tool that we have to indicate
something is wrong is your eyes. Seeing it
is the best way to know that something is
wrong. Whether that be heat stress, disease
stress, or even wet, humid stress. The only
way you're going to know what’s going on is
to look at it.

“What we usually do is have a very com-
prehensive spray program to prevent (prob-
lems). Worst case, we have curative action,
but some time in August, usually when we’ve
hit our peak and everything is starting to get
a little tired, we'll do a little pencil tine or
needle tine depending on what we’ve got
scheduled for tournaments and stuff like
that, just to give (the greens) a little relief.
And then usually in September, we'll do our
fall aeration and jump on them with fertilizer
and stuff like that”

After the season closes, Fontaine has the
following summer and the health of her
greens on her mind.

“Even as late as right before Christmas
we'll do another solid tine-heavy topdress
on top of that.

“But the biggest thing we do is keep driving
roots down. The more topdressing we put on,
the more protected the crown is and the more
root density we can find.

“We do a heavy snow mold spray as well
and lots of colorant to keep the grass a little
bit warmer with that pigment in there. That’s
all just to keep everything warm because the
weather fluctuates so much and you can't
really prepare for everything.

“We don't tarp our greens in the winter or
anything like that. Usually there’s snow that
acts as our topping. But if there’s no snow,
the best thing we can do is have a nice heavy
topdress on it to protect it.”

— Rick Woelfel

11 to 12ft
46"

reading target More than 12ft
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Top three weed
concerns on
warm-season greens

r

" b

1

4

roaannua;

Nutsedge:

Top three weed
concerns on
cool-season greens

I Poa annua|

2 Crabgrass

Description of your
greens topdressing
philosophy

Greens
Cool- Warm-
season season
Aggressive 16* 36*
Modest 62% 56%
Passive 20% 5%
Non- % %
existent 2 3
Less
than‘ 9
45%
9 to 10ft
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avid Swift takes a back-to-basics ap-
D proach when it comes to protecting

his greens, but he utilizes modern
technology to achieve the results he wants.

Swift is the superintendent at Minnehaha
Country Club in Sioux Falls, South Dakota,
where he’s in his 16th season. He oversees
a crew of 35, half of whom are part-timers.

Over the course of a six-month golf season
that begins on or shortly before May 1, Swift, a
South Dakota native, will host approximately
20,000 rounds, plus a PGA Tour Champions
tournament in September.

Dealing with weather extremes is part of
his job description.

“We can get to 20 to 30 below zero in the
winter,” Swift says. “We can get over 105
degrees in the summer. We probably get 30
days a year over 90 degrees and we can have
20 inches of rain or 35 inches of rain.”

Swift’s primary focus involves regulating the
moisture levels in his bentgrass greens, which
he does with the help of moisture meters.

“We've been using moisture meters since
2012 or so,” Swift says. “That, more or less, has
taken all the questions out of our summertime
programs. For us, it’s all about moisture, mak-
ing sure we don’t have too much and making
sure we have just enough. Ever since we've had
a moisture meter in our hands, our summers
have gotten a lot easier.”

Swift, a graduate of the two-year program
at Penn State, disdains the one-size-fits-all
model when it comes to greens.

Times per
year you aerify
greens

Three or more times

Cool-season
greens

28 SEPTEMBER 2024

“One philosophy
that we've always had
is we don't have to do
the same thing to ev-
ery single hole;” Swift
says.
have a problem green,
wee going to go ae-
rify just that green.
We're just striving

12*%

“If we were to

for consistency, so
if something kind of
falls out of line, we try
to stop the world and
bring back that green
or area of the course.
We pull out all stops
to make sure it’s on
track to be as good
as everything else as
soon as possible.

“We strive for con-

W7ormore M50r6 M3or4

ox 4%

sistency, but at the
same time, if some-
thing’s off, we stop
the world and take
corrective action if
possible.”
Swift’s protocol for
preserving and protecting
greens in the summer heat
involves demonstrating mechanical restraint.
“We roll six days aweek and only mow about
five times a week;” he says. “Sometimes during
the heat, we will only roll
the greens that day. If we
have a hot stretch, we will
mow with solid front roll-
ers. Sometimes we will
raise the height for a week
or two. The wind blows
here, we get some wobble.”
Over the last decade,
the greens have benefit-
ted from a tree-removal
effort.
“We've taken out a lot of

golfcourseindustry.com

W7 ormore M6

Cool-season

Cool-season

Times per peak-season week
greens are mowed

W5 4 or less

11*

z/u 38% e \
48*
38* 35%

Times per peak-season week
greens are rolled

lor2 None

g+ 6*

23* 8*
28+ 24
36* 54

trees, making sure that all of our shade prob-
lems have been eliminated,” Swift says. “And
the last handful of years, our bentgrass pop-
ulations have improved greatly, just because
of the shade reductions. That was kind of the
first thing that helped.

“But between removing trees and having
moisture meters, we've done a lot of hand
watering. We have a handful of guys that are
trained pretty well with a hose and moisture
meters. They're the unsung heroes that should
get all the credit because it usually has to do
with moisture in our world — making sure
we have just enough and never too much.”

— Rick Woelfel
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hough the considerable turf un-

I der his watch is situated amid a

55-and-older community, Tyler

Truman isn’t one to work his grounds and

greens with a “puttering around in the
garage” purview.

Rather, the director of agronomy and
grounds at the Coachella Valley’s bustling,
5,000-home Sun City Palm Desert and the
on-site 36 holes of member/public access
Mountain Vista Golf Club is always aiming
to improve the product offered to golfers.

“Maintenance of the greens, it's the most
important part of the golf course. If your
greens aren'’t good, then everything else is
gonna look horrible, whether it’s good or
not,” says Truman, a past present of the Hi-Lo
Desert Chapter of the GCSAA. “And we do
everything we can here, looking at different
areas, from clipping yields to fertility to top-
dressing to verticutting in an effort to get and
keep those quality greens”

Such quality often comes by way of tin-
kering. Three years ago, Mountain Vista was
among the first Coachella Valley tracks to
renovate to non-overseed MiniVerde greens,
which Truman implemented upon Mountain
Vista’s San Gorgonio Course. Conversely, the
property’s Santa Rosa Course has stuck with
Tifdwarf Bermudagrass (for now).

“They’re managed differently at different
times of the year, from transition to overseed-
ing.” Truman says of the courses’ respective
greens. “And I think we’ve done very well in
recent years with the switch to MiniVerde; it

Percentage of labor hours allocated
to maintaining greens

28*

60% - 69% | 50% - 59% | 40% - 49%

Mean: 39.3%
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gives our guests and membership a different
playing opportunity and a different playing
surface than what they'd typically see.”

Today, nearly a dozen Coachella Valley
courses have gone to MiniVerde, with more
and more locales now converting each year.

“You need to really watch your water,
watch your fertility, and once it gets cold,
you need to also closely watch your mowing
practices,” Truman says. “Our first year with
MiniVerde, our green speeds shot up to 13,
which is really fast for our residents and not
conducive to their games. So, there are times
during the winter months where we rolled
‘em maybe once a week.”

Ever working with a view on the shot
ahead, Truman is always eyeing rolls of
the future.

Resulting from discussions with Bladerun-
ner Farms of Poteet, Texas, Truman is now
looking at a potential transition to zoysiagrass
surfaces on the Santa Rosa in the next three
to five years. This past season, he created a
2,000-square-foot zoysia sample space on
property to begin assessment.

“And we arranged that in comparison right
next to MiniVerde greens,” Truman says, “so
we could see side-by-side how they looked
during season, how they rolled different,
what extra maintenance might be required
and maintaining green speeds.”

The implement of zoysia, far more com-
monly seen in the Midwest and Southern re-
gions, could prove a game-changer for desert
agronomists. The slower-growing strain, if

~
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What greens-related
data do you measure?

Moisture 76*

Speed 70*

Clipping - 40%
volume
Trueness 31%
Firmness 27%
None 11%

successful, could dramatically reduce water
usage and, moreover, omit the desert ritual
of annual course closure for overseed during
the autumn season.

For the year ahead, Truman and his crew
will soon expand a select hole to approxi-
mately an acre of zoysia on both fairway and
rough for additional study; the effort will then
enjoy further sample and study by way of
zoysia grow-in on the grounds’ practice area.

“If we see things we like maintenance-wise,
we might have an all-zoysia course with
zoysia putting greens,” Truman concludes.
“And while I probably take it to the extreme
compared to some other people, I think ev-
erybody (out here) is always tinkering with
some different things, tinkering with their
overseed, looking at their greens and trying
to make things better”

— Judd Spicer

Have you dealt with damage
from any of the following on

your course’s greens?
Hydraulic leaks 76* Natural disasters 31%
Vandalism 61% Nematodes 25%
- - . . -
30% - 39% Les3sO E;an Wildlife 55 Misapplied product| 19
° Winter damage 45% None of the above | 6%
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SPOTLIGHT

in Pounding Mill, Vir-
ginia, at the age of 23.

John O’Neal is Fin-
castle’s general man-
ager; his son Hunter
O’Neal is the director
of golf and recreation.

Phillips and O’Neal

are town employees. Hunter played
college golf and shifted from a job in
IT to join the Fincastle team. When
asked what it’s like to work with his
father, he smiles and says, “We have
been through it before. He was the
principal at my high school.” Fincas-
tle represents John’s “retirement job.”

They have been beyond dedicated
to this course and its operations
for many years and so have others.
The course can support itself, but
private donors make a difference.
For instance, a restroom is being
built on the course. An individual
funded the addition. There are mul-
tiple anonymous examples of people
contributing.

“Iworked at the high school for 33
years, so I know everyone in town,”
John says. “It helps with the com-
munity aspect because I can reach
out and say, ‘T need $10,000. Can
you please help us?’ I did the same
thing at the school. If you want to do
something special, it takes money.
With Anthony managing the budget,
and with Hunter taking care of the

32 SEPTEMBER 2024  golfcourseindustry.com

marketing and IT, we have put it all
together.”

The clubhouse was old, and they
have been modernizing the structure
little by little. There are expenses the
town has subsidized such as a new
roof for the building, and pool and
restaurant upgrades.

“The town manager is a retired
colonel in the United States Army,”
John says. “We talk about how much
Bluefield has going for it, including
the people and Fincastle.” It’s truly
a collaborative effort.

Phillips agrees that the
whole town seems invest-
ed with the property in
some way. “If they don't
play golf, they use the
pool. Ifthey don’t use
the pool, they play
pickleball and use
the tennis courts.
Several people come
out and run in the
morning and bring
their dogs. They’re out
of here by 7:30 a.m.”

The course is surrounded by
houses, one of them Hunter’s. Phil-
lips lives on the property, too — his
home is next to the maintenance
facility. “About an hour and a half
before dark, people will bring their
kids out,” Phillips says. “They might
play a few holes and the kids will run
down the fairway and do cartwheels”

“It's my favorite time to come out,

Fincastle
Bluefield, Virginia
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Bunker wins

Bunker renovations contributed significantly to the
improvements at Fincastle. The bunkers are flatter and several
fongues were removed or softened. The number of bunkers
was reduced from 88 to 55. The Better Billy Bunker system was
installed in every bunker. Even in heavy rainfall or with water

about 7:30 p.m.,” Hunter adds. “I hit
balls for a while or just go to a hole
and putt for a bit. We have a trail fee
for people who own carts. That num-
ber has near doubled.” Fincastle is
appreciated and enjoyed from sunup
to sundown, including by deer and a
big black bear.

Fincastle is fun. They have an
annual Masters Menu that reflects
the Champions Dinner at Augusta
National Golf Club—some years are
easier than others! — and they host

weddings and receptions, parties and
live music. Noah Spencer, a con-
testant from “The Voice,” recently
performed. Other famous people
have thrived here, too.

Stacy Lewis won the Women’s
Western Amateur in 2006 and Bren-
don de Jonge is a Fincastle champi-
on. Lanto Griffin played for several
years on The Blue Ridge Junior Golf
Tour, which started at Fincastle in
1999 and still has its headquarters
here. All three turned professional.

SPOTLIGHT

coming off the mountain, drainage has not been an issue.

Meyer zoysiagrass covers bunker faces, which means they
only need to be mowed about six times a year instead of weekly
like when they were surrounded by cool-season turf. Zoysiagrass
also provides a striking aesthetic contrast during spring and fall.

Phillips is also a sought-after pro-
fessional, supporting his colleagues
with advice or helping them with
their nutrition plans. Camaraderie
and community are at the heart of
this property but make no mistake,
its soul belongs to golf.

AT 2,600 FEET, Bluefield (population:
5,001) is “Virginia’s Tallest Town,” a
moniker proudly displayed on appar-
el worn by town employees. Views
are serene throughout the 18-hole

golfcourseindustry.com
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¥ Fincastle
director of golf
and recreation
Hunter O'Neal,
general
manager John
O'Neal and
superintendent
Anthony
Phillips.
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layout. The course plays up to 6,357
yards on the north slope of East River
Mountain. The front nine has an open
feel before shifting into significant
elevation changes on the back.

With several Wilson characteris-
tics, including offset tees, elevated
putting surfaces and the requirement
for a demanding variety of shots,
Fincastle is a tough track despite
the meager yardage. The turf is bent-
grass, ryegrass and approximately 70
percent Poa annua, with three acres
of greens, including the collars.

Fincastle had line valves around
the greens until 1984 when sin-
gle-row irrigation and a block system
was installed. Timber was sold off the
mountain to fund that system and it’s
still in use. There’s no natural water
on the course, but a pond holding
400,000 gallons was built. The pond
is replenished by pumping water
from over two miles away.

Unfortunately, the irrigation
pump failed in early 2019 and it
took four months to get it replaced.

golfcourseindustry.com

“We lost 60 per-
cent of the golf
course,” Phillips
says. There was
a drought, and
dry conditions
are one of Fin-
castle’s biggest
challenges. No.
10 green was
unplayable with
a crack several
inches wide and
most of the oth-
er greens were
80 percent dirt.
Despite the ob-
stacles, the town considered buying
the course.

Phillips met with the town lead-
ers. “They said, ‘Can you bring it
back?’” Phillips remembers. “I said,
‘I believe I can.” We did it with six
people. Part of me hated it and I
thought about leaving. If you let this
business get to you, it will eat you
every day. All you can do is do the

Budget yoga

The agronomic budget at Fincastle is less than $500,000 and the
management team is united in being cash conscious.

Superintendent Anthony Phillips is clever about focusing
on the playing areas, which he designates as the tees, greens,
fairways and 30 yards of rough on each side. He annually varies
his plan based on what is available. The feam takes advantage
of Early Order Programs and says "“yes” to course improvements
that serve the bottom line such as low-maintenance bunkers.
They also thoughtfully structure activity fees.

Wetting agents on greens and tees help reduce water
needs, and golfers are accustomed to brown fairways, liking
the increased bounce and ball roll. Labor is carefully managed
as some areas of the fairways are left untreated and test plots
provide research for ways to improve.

These measures help stretch the budget as far as it can go.

best you can. And I hate to say this
but part of me really loved trying to
doit. I thought if I can do this,  have
done something.”

Before it was clear how well the
land would recover, a decision was
made. “The best part was when we
found out that the town was going to
purchase the property;” Phillips says.
“It was going to stay a golf course.

That’s what drove
everything to get
going and we
started talking
about renova-
tions.” Calculated
improvements
were made to
ensure its via-
bility as a public
facility.

In August
2020, a $1.2 mil-
lion renovation
commenced. As-
pen, a golf con-
struction firm
based in nearby
Daniels, West
Virginia, execut-
ed the work and
the team worked
with architects
Damian Pas-
cuzzo and Steve
Pate from Pas-
cuzzo/Pate Golf

© GUY CIPRIANO
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View from
alegend

Arizona Golf Hall of Fame honoree Shawn
Emerson currently works for Ethos Club
and Leisure and is recognizable from his
decades of experience in golf course
maintenance. His brother Scott played
minor-league baseball in Bluefield in 1992
and Emerson’s son, Jacob, helps coach
the Bluefield State University baseball
team. Emerson played Fincastle for the
first time during a fundraising event for
the baseball team.

"Fincastle does a lot with very little,”
Emerson says. “Anthony is a hands-on
superintendent. The love and passion he
has for that place — you can see it in the
quality of the golf course. | didn't have a
bad lie, the bunkers were great and the
greens putted smooth. Fincastle stacks
up with a lot of golf courses because of
the design and the conditioning, but the
affordability was also incredible.”

Design.

“We changed
some of their
stuff,” says Phil-
lips, laughing
alongside John
and Hunter in
an early spring
2024 clubhouse
conversation.
“It was so funny
because Damian
came in and he
was like, ‘How
did that bunker
getback there on
the right-hand
side of 172" And
we were like,
‘We just thought
it fit!” No one
would argue that
it didn’t turn out
beautifully.

The Fincastle team worked to
stay open every day throughout the
renovation. They redid the irriga-
tion pond and four greens. “On the
greens, I insisted on keeping my Poa,”
Phillips says. “All we did was strip the
sod, refloat them, add mix, and put it

right back on.”

To make the course more
playable, they widened
corridors and reduced
the speed and slope of the
greens — some of which

were at 8 percent.
The greens were
hurting scores
and the pace of
play. Natural areas
were also reduced
by about 15 acres
as too much time
was being spent
looking for balls.
Drainage
throughout the
course is good de-
spite being situat-
ed on heavy clay
soil and catching
runoff from the

36 SEPTEMBER 2024

About an hour and
a half before dark,
people will bring their
kids out. They might
play a few holes
and the kids will run
down the fairway
and do cartwheels”

— Anthony Phillips

golfcourseindustry.com

mountain. Even though Fincastle
would command higher green fees as
a public facility, the town wanted to
respect the local economy and charge
as little as possible. That impacts the
agronomy budget.

Fincastle sees eight months of
good weather. It’s drier and they have

more play in fall than in spring.
“We aerify less because
we can’t be down three
months,” Phillips says. “I ae-
rify during spring and I ver-
ticut in two directions. We
use our Wieden-
mann and deep
tine the greens
8 to 10 inches.
In the fall, we
core aerify with
aquad-tine setup.
It’s about 60 tines
and that’s suffi-
cient. It works
for us”

What is not
working are the
more than 600
pine trees grow-
ing on property
since the 1970s.

They will be hit hard over the next
few years with the fast-moving pine
bark beetle. The pest took about 20
trees last year. Clearing the trees is a
lot of work. The crew knows what is
coming, and Phillips will tell you how
much the maintenance team means to
this property.

“The core crew that come to work
every day, I couldn’t do it without
them,” he says. Phillips lays out their
schedules for the day and they get to
work. “They understand my way of
doing things, but you have to have
employees that take pride. If you
don’t have that, you are screwed and
that’s all there is to it

MOST OF THE maintenance team is
related, spanning three generations.
John Hurley is the grandfather,
Jacob Hurley is the grandson, and
everyone else is in between, includ-
ing Paul Watkins, PJ Watkins and
Matt Puckett. Two employees —
Greg Morgan and Todd Baker —are
enjoying “retirement.”

“They all make Fincastle what it
is,” Phillips says. “They are reliable,
hard workers and they take pride in
the job they do. They had zero golf

© FINCASTLE
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The reason Fincastle
is alive five years
after the fown has
bought it is because
of the love of the
game — and that's
it If it wasn't for the
love of the game, we
wouldn't have a golf
course.”

— John O’Neal
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course experience
before they start-
ed, except John. I
have no assistant,
no spray tech, no
irrigation tech. Ev-
eryone just jumps
in where needed.”

Nearly every
Friday from May
through October
the team hosts
events, mostly
fundraisers for
various organi-
zations. On holi-
days, they set the
course up for a

golfcourseindustry.com

par-3 tournament. “We have so
much fun,” Hunter says. “The
biggest thing I have focused on
is trying to get a golf community
built because we had no golf com-
munity.”

The course’s leaders lament a lost
generation of golfers when the cost
of a country club membership was
prohibitive for young adults and
there was nowhere nearby to play.
The nearest course is 35 minutes
away. “We sell out our Appalachian
Amateur Tournament and we put off
45 teams in our Spring Four-Ball,”
Hunter says. The course supports
two college golf teams and the teams
at Graham High School. The young-

er golfers are coming back.

“The reason Fincastle is alive five
years after the town has bought it is
because of the love of the game —
and that’s it,” John says. “If it wasn't
for the love of the game, we wouldn’t
have a golf course.”

Fincastle is proudly owned by
the town of Bluefield. A strong golf
facility is part of the town’s appeal.

“You have a few restaurants, you
got golf, you got Walmart,” Phillips
says. “You don't really need anything
else” T

Lee Carr is a northeast Ohio-based
writer and senior Golf Course Industry

contributor.
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s golf experiences its latest boom — more than 120

new courses are under development, renovation or

transformation in the U.S. — there’s increasing pressure
on the other 15,000 or so to up their game and attract their share
of new players. Which means you might find yourself involved in
aredo of your course, and that usually means working with a golf
course architect.

I have nothing against architects as a rule. Their vision has
helped propel the game forward and keep it interesting. But when
brought in to “restore,” “reinvigorate” or “reimagine” an existing
course, sometimes their personal biases can overwhelm what’s best
for the property. That could mean trouble for you.

If/when you find yourself about to work with an architect, keep
these key points in mind:

+ No one knows your golf course as well as you do.

+ You're not only representing your own interests — how the
course is maintained — but those of the golfers/members who
play it.

+ Do not be reluctant to speak up. Remember, once the architect is
done and gone, maintaining their work is your responsibility.
Fortunately, deciding to renovate or transform a golf course is

not an overnight decision. Substantial planning is required to devel-

op a budget, secure financing, verify the accuracy of estimates, ac-

quire vendors, order supplies
and equipment, and to commu-
nicate with stakeholders. This
gives you plenty of time to plan
and to forge a relationship with
the architect, the builder and
other contractors.

As soon as you learn manage-
ment wants to bring in an ar-
chitect — a decision you should
be in on — start doing your re-
search. Look into that person’s
other renovations, particular-
ly any in your neighborhood.
Talk with other superintendents
who've gone through renos:
Find out what surprised them,
what was easy and hard, and
who to watch out for. And if you
can find a fellow superintendent
who worked with the same ar-
chitect, pump them for details.

While you do all you can to
protect yourself, here are some
key areas on the golf course that
need protecting. I spoke with
a number of superintendents
who've been involved with ren-
ovations lately. Of course, this
is not a comprehensive list.
Only you know where the trou-
ble spots are on your course.
But it’s a start.

Putting greens

Since they're 50 percent of the
game, they’re almost always a
focus of a redo. Making them
hard to play is easy; maintain-
ing them is not.

Greens need a proper
grass-growing environment,
where sun and air cross the
surface. They must be built to
move water across the surfac-
es and into subsurface green
drainage. Greens must be de-
signed to spread out the traf-
fic of golfers walking on and
off, so make sure they are large

enough for your audience. Also
make sure each green has at
least seven hole placement op-
tions — one for each day of the
week.

The green’s perimeter edg-
es should be clearly defined so
there is no issue where the sur-
face stops and collars begin.
This is how shrinkage begins.

Greens that are too sloped
or too mounded are difficult to
maintain, leading to scalping
or worse, turf loss. Designing
greens requires imagination,
but depends on drainage, drain-
age and more drainage ... and
the proper amount of space for
fair hole locations.

Watch out for last-min-
ute negligence, such as drag-
ging “leftover” green mix to the
edge of the green and leaving it
there. That’s a surefire recipe
for trouble.

Grassing lines

Here is where the superinten-
dent and architect must be in
sync from day one.

Can you fit their design into
your corridors? Is your mowing
equipment able to move easi-
ly around the corridors, or will
it have to contend with bumps,
humps, obstacles and crowded
bunkers? The width of fairway
mowers dictates maintenance
and eventually, the look of the
golf course.

Grassing lines need to be at
a uniform width. Tell the ar-
chitect what size and kind of
equipment you use, as well as
how the rough will be mowed
so maintenance can avoid
time-consuming hand mowing
and weed eating.

MORAGHAN continues on 55

TIM MORAGHAN, principal, ASPIRE Golf (tmoraghan@aspire-golf.com). Follow Tim online at Golf Course Confidential at

www.aspire-golf.com/or on X at @ TimMoraghan.
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eteran superintendent Randy

Pinckney had just opened a

course after a full tee-to-green

renovation. While driving his

mentor around the site, an un-
happy golfer stopped his cart. “The greens
are extremely slow, they're terrible, and you
should be ashamed of yourself;” the golfer
told Pinckney.

Despite the many positive compliments
the course received, Pinckney couldn’t stop
thinking about the one negative complaint.
His mentor told him, “I know it’s hard, but
you have to find a way to let it go.”

No matter the industry, no matter the
job, criticism happens. For golf main-
tenance professionals, criticism often

4> SEPTEMBER 202/

DEFTLY COPING

WITH

COMPLAINTS

By Kelsie Horner

consists of complaints about green speeds,
tee times, cart paths, hole closures — the
list goes on.

As superintendents, assistant superin-
tendents, greenkeepers and general man-
agers, how do you best handle the critics?
How do you “let it go?” How do you know
when to take a critic seriously?

Let’s learn how some of the industry’s best
compartmentalize and address complaints.

JUDGE YOUR PRODUCT YOURSELF

With 44 years of experience in the golf in-
dustry—and 40 of those as a superintendent
— Rafael Barajas suggests experiencing
your product yourself. Just as a chef may try
their own food, or a designer may wear their

golfcourseindustry.com

own clothes, go out and play the course.

Now the principal owner of Interna-
tional Turf Services, Barajas has found that
being a player himself has helped when
conversing with golfers and members.
Along with his experience as a former
GCSAA president, Barajas’s decades in
the industry have taught him how to not
let critics bother him.

“Just evaluate your job performance ev-
ery day, and when you look yourself in the
mirror, get up in the morning and you know
thatyoure doingagreat effort,” he says. “The
rest of it doesn’t matter. What matters is your
family. Have a great balance. Understand
that if you work harder, the criticisms are
going to be there regardless”
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TALK TO THOSE WITH MORE
EXPERIENCE

Longtime industry stalwart Tim Hiers
recommends delaying a response to
complaints by bouncing ideas off more
experienced peers in the golf industry.

“For example, if a member comes
up with a complaint that’s a little bit
stuffy, you should be like, ‘Can you
give me a little bit of time to think
about it? I'm gonna get back to you
within three days, if that's OK,” Hiers
says. “He needs to put it on his phone
as a reminder, he puts it on the wall.
He does not want to fail to get back to
him within three days, but he might
bounce it off two or three savvy veter-
ans and between the three, help come
up with a decent response, because
sometimes responses can create
more agitation and more animosity,
and more unnecessary work.”

Pinckney also recommends sur-
rounding yourself with a team of
industry confidants.

“They’re going to understand ex-
actly what you're going through, and
they’re going to give you a bite to deal
with,” Pinckney says. “You know,
you can’t hold it in, or else you might
take it out on a member or a golfer,
or an employee. It’s very difficult for
people to hold in negativity and not
let it release. And you have to have a
network of people to make sure that
you can get that release and that you
can laugh about it”

NEVER SAY YOU'RE

NOT CONCERNED

Hiers has also learned not to brush off
complaints. “That’s a red flag]” he says.
“Allyou're telling them is you don' care”

Instead, Pinckney suggests hearing
that concern, and keeping a consistent
response.

“I think one of the most im-
portant things is you say the same
things,” Pinckney says. “You say,
T'm sorry, sir or ma'am, I'll make
sure I'm aware of it now.” And then
you call your network of friends that
do what you do and you ask them.
Acknowledge their complaint and
move on.”

EMBRACE IT

Carlos Arraya, general manager
and CEO of Bellerive Country Club
just outside St. Louis, has learned to
embrace the criticism.

“There’s a variety of players with a
variety of skills that have a variety of
opinions. So, they’re gonna give you
a variety of feedback,” says Arraya, a
former superintendent who moved
into an executive role in 2021. “If you
can’t handle feedback, it’s going to be
very difficult for you to be successful
long term in the environment.

“I think we’re in a feedback-rich
environment, and it’s not going to go
away. It’s going to get exponential in
nature. The more we pay for things,
especially the game of golf, the more
people are gonna give you feedback,
so just be ready”

TRY NOT TO TAKE IT

TOO PERSONALLY

In Batavia, New York, Terry Hills Golf
Course superintendent Thad Thomp-
son says that, after years of experience,
he knows how his greens are playing
Because of this, he knows a valid com-
plaint before someone can even voiceit.

“I know what my golf course looks
like or is playing like at the end of the
day,” Thompson says. “So, if there’s
actual criticism that’s valid, I know
it before I hear anybody criticize me
about anything”

Thompson has learned through ex-
perience that most complaints come
after a bad golf round. Don't take the
criticism too personally, because it
could be a golfer’s way of getting over
that bad score, he says.

NEVER GET INTO AN ARGUMENT
After 39 years in the industry, Mead-
ow Brook Club superintendent John
Carlone has learned to never get
into an argument with a member or
a customer.

Thelonger he hasbeen in the indus-
try, the more frequent the complaints
have become. In fact, the Long Island
turf pro even has a nickname for the
criticism: “The case of the ‘toos,”
Carlone says. “I hear it every day. The

MANAGEMENT

NUMBERS TO KNOW

Most common complaint
you hear from golfers

BUNKERS

GREEN SPEEDS
ROUGH HEIGHTS 16"
FAIRWAY CONDITIONS 2%

Source: @GCIMagazine X poll. July 23, 2024, 201 respondents

51
31

bunkers are too firm, the bunkers are
too soft, the bunkers are inconsistent,
they’re too wet, theyre too dry, the
greens are too fast, they’re too slow,
they’re too soft, they’re too firm”

Carlone haslearned the importance
of not arguing with a member, and
credits that for part of the reason he
has been in the industry for so long.

“Never get into an argument. Nev-
er, never try to defend your position
by saying you are right and their com-
plaint is wrong,” Carlone says. “This
is my opinion: If you get to the point
where you want to argue and you want
to get into an argument, it might be
time to get out of the business.

“If they’re willing to listen, you can
explain it to them. I think on too many
occasions, superintendents can get too
technical and start to talk about all our
practices and what we do, and they
really don’t want to hear that. They
don't care. I've learned that.”

Asasuperintendent, complaints are
going to come. It’s up to you to handle
the criticism as best as you see fit. If
you encounter a case of the “toos,” take
the advice of the experienced industry
pros and handle the situation with care.

“Don’t let negative criticism be
the driver in your life;” Barajas says,
“because it’ll drive you nuts and drive
you out of the industry”” I

Kelsie Horner is Golf Course Industry’s
assistant editor.
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EOP |
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SKILLS

FOR HANDLING

Do early order programs start foo early? Do they end too late?
Veteran superintendent Ron Furlong talks with his local reps to
learn more about an always confusing process.

‘

\
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s it possible it’s that time : for the following year to creep into

of year again already? Ear- : our thoughts. I've always struggled

ly order program time? : with this a little. We are still ankles

How on earth did that deep in a busy, stressful summer, and

come up onus soquickly? : trying to even give a little thought to

Late summer/early fall is the time : the following season has always been
many of we superintendents start : a challenge for me.

allowing for a tiny bit of planning :  But alas, because of the timing of
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many of these early order programs

— we all know them as EOPs, of :

course — we are forced to cast an

eye toward the future a tad earlier :

than perhaps we would care to. I

will point out that the timing itself of
many of these programs, particularly :

the ones that start super early in the
fall, is very much open to debate. I

the window of some of these EOPs
is way too early.
I would love to plan my EOP pur-

However — for me, at any rate — I
don’t sit down to work on the budget
until late October at the earliest,
although it’s actually more like early
November when I finally finish it. By

the time I have the budget completed :
and I'm ready to submit my EOP :

purchases in November, I've already
missed the boat on a fair amount of
possible savings.

about the timing of the programs as
of the relationships between the su-
us with the EOP programs.

Having a strong relationship with
your reps is pivotal to the role they’re

able to play in assisting with your :

EOPs. Let’s face it, these programs,

without guidance from the reps, can

be a bit daunting.

western Washington. Of course this

out the year, not just when EOPs roll
around in the fall.

former superintendent in the region.

my rep at Simplot. Jacob and I have

developed a strong relationship over :
the years, and I've come to rely on :

him for advice as much as anyone I

talk with. Having that respect as well

as having the ability to ask questions
of him without fear of judgement is

. one else’s brain
. hasbeen essential
know I'm not the only one to think
. have someone in
. my corner when
. things get a bit
chases at the same time I'm doing :
my budget. Just seems logical to me.
Jacob recently
. about EOPs, it
: was interesting
© toget hisangle on

crucial for me. I think this

has become even more im-

portant for me, as I've been

without an assistant for a

- full year now. Being able to

springboard ideas
or just pick some-

for me to feel I

dicey.
AsTtalked with

. the programs.

He said about
60 percent of the

superintendents he works with
© across the region utilize the pro-
: grams at some level. With those who
But I digress. I didn’t want to talk : take part, Jacob doesn’t ever suggest
© full reliance on the programs.

much as focusing on the importance :
. tendents only order between 40 to 75
perintendent and the reps who assist
through EOPs,” he says. “It’s good to
© leave some budget so that you can ad-
. just for unexpected weather, or any

“Generally, I recommend superin-

percent of items needed for the year

special disease outbreaks. Once folks

- get a couple years of EOP ordering

under their belts, it becomes pretty

. easy to plan purchases.”
I am fortunate enough to have :
two great reps I work with here in :

I usually order all my fungicides

regulators and wetting agents. Her-

. bicides, fertilizers and seed I buy as :
* needed. I've settled into this the last
One of them is Jacob Close, a :

few years, and it’'s become pretty

: user-friendly from my end.
He is the territory manager for Sim- :
plot here in western Washington and

I also asked Jacob what he sees,

“One of the biggest upsides to

EOPs is that you always get the :
. product at the lowest price,” he says.

“Sometimes items are backordered,

© but an EOP will always be filled. In
. addition, you are insulated from

| will point out that
the timing itself

of many of these
programs, particularly

the ones that start
super early in the fall,
is very much open fo

debate

price increases after the first
of the year”
Jacob listed other pur-
chaser benefits that in-
cluded rebates, delayed
billing until May
or June, availabil-
ity of hard-to-get
products, and the
comfort of know-
ing everything
you planned is
in the shop for
the year.

What has
worked for me
is also splitting
up my EOPs be-
tween two differ-
ent companies.
Not putting all
your eggs in one

. basket, so to speak. Also, I like
© working with two reps as opposed
© to one — thus, spreading the wealth
: come EOP time seems logical to me.

In addition to Jacob at Simplot,

: T also work closely with Greg Van
. Hollebeke, who is a regional sales
. rep here in western Washington
© for Wilbur Ellis. In the last couple
© of years, I've given Greg all of my
: Syngenta (my largest order by far),
BASF and Amguard EOPs, and the
- other half goes to Jacob at Simplot,
© who gets my orders for Nufarm,
Corteva, Envu, generic products
. and Simplot.

(at least planned fungicide use) in
© the EOP, as well as all plant growth
means working with them through- :

I chatted with Greg about his

© thoughts on EOPs. I first asked him
. how he gets the EOP info from the
. manufacturers.

“We usually have a meeting in

© early September to hear about each
© manufacturer’s EOP,” he says. “They
: go over important dates, what the
from the seller side, as the benefits of :
© these programs for superintendents.

program covers, changes from last

 year, rebates and any other pertinent
© info”

I asked Greg about my personal

. dilemma with EOPs: How some of
© them start too early or end too early
- for superintendents to take full ad-
© vantage of them.

golfcourseindustry.com
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“Yes, this can be a little tricky;” he
says. “I know some superintendents :
do not have their budget done yet :
for the upcoming year, but they :
would still like to take advantage of :
the largest savings they can. With :
that said, most of them find a way :
to get their order in before October
31, which is often a first deadline
for many of the manufacturers. And :
while not the majority, there are still :
quite a few who get in an EOP order

prior to the end of the EOP season,

early December.”

superintendents use the EOPs to

gram,” he says. “This is a wonderful

opportunity for me to hear from
them what they think worked and
what didn’t work the past year. And,
having everything well-organized
on spreadsheets allows me to be a
good and responsive resource for the
superintendent.”

One other thing I wanted to men-
tion: Some manufacturers might
be heading in a direction that will
help superintendents with creative

merPay program, which operates
similarly to a traditional EOP.

“With the SummerPay program :
: from Syngenta, you can order some :
actually build their fungicide pro- :

products between August 1 and
September 30 this year, and payment

can be deferred until June of 2025,”
© he says. “This is on certain products
. only, like snow mold protection that
© many have to deal with in the fall and
. may not have the budget to handle a
: sudden outbreak.”

Finding creative ways like this

 for superintendents to make plant
. protectant purchases work within
© the framework of a tight budget will
. be essential going forward. And you
payment plans during other times of :
© year rather than just at EOP time in
which is usually late November or :

can be sure those hard-working reps

- will be out there doing the leg work
the fall. Jacob, for example, recently
: informed me about Syngenta’s Sum-

Greg also notices that EOPs ben- :
efit him as well as the superinten- :
dent. “I find they help me as many :

for us by keeping us informed and

saving us money. Where would we
be without them? £

Ron Furlong is the superintendent at
Avalon Golf Club in Burlington, Washing-

. ton, and a frequent Golf Course Industry
. contributor.
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arge holes littered the
Lawrence Yacht and
Country Club for much
of 2022 and early 2023,
the result of a village
drainage improvement plan that
stretched five years and cost around
$9 million. The project slowed play,
but it was necessary: Located on the
western edge of Long Island, Law-
rence was hammered by Hurricanes
Irene and Sandy in consecutive years
and endured flooding after heavy
rain throughout the next decade.

It started at the worst time for
superintendent Adam Thomas and
his team as they had completed an
irrigation installation the year before.

Many of those new pipes were
dug up, pulled out and set aside.
After s-foot drainage pipes were
installed, Thomas worked with
Winterberry Irrigation fo plant the
system again, and with McDonald
Golf to restore the sixth green and
seventh fairway to their 1924 original
Devereux Emmet design.

“Things throughout 2022 were
so hectic for me | barely had any
opportunity to think,” Thomas says.

TEES TO GREENS AND EVERYTHING IN-BETWEEN

"I had to get Winterberry in here to
get everything removed, | had to
work with general manager (Cory
Menking) and certain members. It
was tough. It was stressful. It was
a lot of hours. We didn’t have any
control over it so we just had fo
make sure members were kept up to
speed as much as possible so there
were no surprises.

“I'm glad it's over. It wasn't terri-
ble, but | wouldn't wish it on any golf
course superintendent.”

Caring for the turf as it grew back
in provided another challenge —
though a much smaller and more
manageable challenge. Tees and
greens at Lawrence are predomi-
nantly bentgrass, while fairways
are “still a hodgepodge of bent,
rye and Poa,” Thomas says, adding
that he would like most fairways to
be at least 50 percent bentgrass by
next year and eventually check in
around 9o percent. “I'm optimistic
that in the next five years, if we
keep up with our program, we'll be
spraying all our fairways like they're
bentgrass. It's been slow, but we're
progressing.”

To help with that progress, Thom-
as has started to dial back nitrogen
applications and apply more SePRO
Legacy to regulate plant growth
while utilizing SePRO Musketeer to
suppress and convert Poa annua.

“We're spreading more and more
bent on the fairways and that's
making things easier and easier,”
Thomas says. “Every year in July
or early August, we get some Poa
thinning out on fairways, so as we
push more bent that becomes less of
a problem.” Musketeer, he adds, “has
really been a big help.” If other Long
Island superintendents, don't already
use it, “I would highly recommend it.
We started out conservative with it
on tees and greens and have gotten
a little more progressive with time.”

Thomas is doing all this with a
15-person team, 1 of them full-timers
— less than most Long Island private
courses. Assistant superintendent
Joe Beddel, mechanic Jimmy Arias
— who has filled the role since the
sudden death of former mechanic
John Hutter — and spray technician
Jesus Castillo have all played big
parts. “We have a really good team,”

golfcourseindustry.com

Sponsored by SePRO

By Matt LaWell

Thomas says, “and we make the golf
course a little bit better every year.”

With the irrigation installed —
and re-installed — and the drainage
pipes rerouting much of the rain
well away from the course and
key village roads, play is booming.
Lawrence will handle about 30,000
rounds this year — more than any
year in the club’s 100-year history,
Thomas says, save for perhaps 2021
and 2022.

It's a special time at a special
place.

“I've lived here 13 years now,”
Thomas says. “And one of the rea-
sons | love my job so much, I live
a block from the ocean. | can go
home after work and | can walk on
the beach for an hour or so, read a
book, maybe take a dip in the ocean,
and | feel good as new. | love being
by the water.” He is surrounded by
members both at the club and in
his neighborhood and has gotten
to know them as more than just
golfers.

“It does have kind of a family at-
mosphere,” he says. “I's just a very
nice quality of life here.” ®
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BEST USE OF ARAMAX
INTRINSIC BrRAND FUNGICIDE

Aramax® Intrinsic® brand fungicide
from BASF became available to golf
course superintendents in June.

As anticipation surrounding the
incorporation of a new disease
control tool into spray programs
builds, questions surrounding how
to effectively use the fungicide
quickly expand. Successful superin-
tendents, after all, are uber-curious
professionals.

To satisfy initial curiosity, let's
explore the fundamentals associat-
ed with Aramax Intrinsic brand fun-
gicide with BASF Senior Technical
Specialist Dr. Emma Lookabaugh.

What is Aramax Intrinsic
brand fungicide?
Superintendents are likely familiar
with most of the science behind
Aramax Intrinsic brand fungicide.
The new solution features an active
ingredient combination of pyraclos-
trobin (Qol, group ) + triticonazole
(group 3 DMI fungicide). The solo
products featuring these active
ingredients include Insignia SC® In-
trinsic® brand fungicide and Trinity®
fungicide. Aramax Intrinsic is the
sixth solution in the Intrinsic brand
fungicide lineup, which debuted in
2006 with the launch of Insignia SC
Intrinsic brand fungicide.

What does Aramax Intrinsic
brand fungicide do?

Aramax Intrinsic brand fungicide pro-
vides broad-spectrum control of 26
diseases on cool- and warm-season
turf, including large patch, brown
patch, snow mold and dollar spot.

Where on a golf course
should Aramax Intrinsic
brand fungicide be used?

The largest swaths of short-cut turf
— fairways.
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“Aramax Intrinsic brand fungi-
cide is a go-to fairway fungicide
brand that delivers expanded spec-
trum of control, longer lasting
protection and better resistance
management over solo-active prod-
ucts,” Lookabaugh says.

When is the best time to
apply Aramax Intrinsic brand
fungicide on cool-season turf?
BASF recommends using Aramax
Intrinsic brand fungicide as foun-
dational fall and spring applications
fo protect fairways against brown
patch, dollar spot, leaf spots and
other diseases. As winter approach-
es, the cool-season disease control
focus shifts to snow mold.
“Aramax Intrinsic brand fungicide
can also hold its own in snow mold
country and offers buildable protec-
tion to fit your region, length of snow
cover and varying disease pressure,”
Lookabaugh says. “Apply preven-
tively for maximum disease control.”

When is the best time to
apply Aramax Intrinsic brand
fungicide on warm-season
turf?

For large patch, Lookabaugh recom-
mends using Aramax Intrinsic brand
fungicide as a foundational control

golfcourseindustry.com

solution fall through spring. Appli-
cations to control other diseases
on warm-season turf such as dollar
spot, leaf spots, take-all root rot and
Microdochium patch should occur
on an “as-needed” basis, she adds.

Lookabaugh says early spring
Aramax Intrinsic brand fungicide
applications can also “jumpstart”
fairy ring protection while provid-
ing added plant health benefits for
maximum turf quality.

What rate ensures Aramax
Intrinsic brand fungicide
works as intended?

This is a simple one. The label rate of
one fluid once per 1,000 square feet
(the equivalent of 43.6 fluid ounces
per acre) controls all 26 diseases on
the label. Applications can provide
up to 28 days of control.

Does Aramax Intrinsic brand
fungicide need to be watered
in post-application? If so,
how much irrigation should
be applied for it to work as
effectively as possible?

BASF recommends applying Ar-
amax Intrinsic brand fungicide in
two to four gallons of water per
1,000 square feet. A customized
post-application approach should be
used on a few diseases. Lookabaugh
recommends light irrigation fol-
lowing applications targeting large
patch and watering in applications
targeting fairy ring and root diseas-
es like take-all root rot or summer
patch with at least a quarter inch of
irrigation to help drive the fungicide
to the root zone.

What factors should
superintendents consider if
using Aramax Intrinsic brand
fungicide curatively?

Lookabaugh calls curative fungicide
applications “tricky” regardless of
the product being applied, because
of the visual disconnect between
the amount of disease damage no-
ticeable and the amount of disease
that actually exists.

When making curative or clean-
up applications, Lookabaugh rec-
ommends one application to stop
disease progression, followed by
a second application much earlier
than planned to help compensate
for increased disease.

“This means tightening up your
spray infervals,” she says. “When
conditions are favorable for disease
and pressure is high, don't stretch
your sprays. Aramax has performed
well in curative applications and
Intrinsic plant health benefits on
board to help stimulate healing and
faster recovery.”

What else should
superintendents know to get
the most out of their Aramax
Intrinsic brand fungicide
applications?

The fungicide “easily fits" into exist-
ing programs using SDHI fungicides
such as Encartis® fungicide and
Xzemplar® fungicide. BASF now
includes Aramax Intrinsic brand
fungicide applications in its popular
and practical Intrinsic Holiday Spray
Program.

“To maximize disease control
with Aramax Intrinsic brand fungi-
cide and take advantage of Intrinsic
Plant health benefits, we recom-
mend following our Intrinsic Holi-
day Spray Program for fairways,”
Lookabaugh says. “This program
helps you build a foundation of
plant health to protect turf from
disease, and increase resilience to
heat, drought and winter stress.” m
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SMALL MARGIN
OF ERROR

olf, as we know, is a game of inches. A putt that hangs on the
lip. A fairway lie that avoids a divot. Landing above or below
the edge of a pond.

Much of that derives from the nature of the golf swing: an athlet-
ic move generating an elliptical curve whereby the clubhead, travel-
ing 18 to 23 feet, approaches the ball at a speed of anywhere from 70
to 120 miles per hour. The slightest torque along the way will twist
the clubface two or three degrees along any one of three dimensions,
creating the difference between a golf ball path that forms an elegant
parabolic arch or embarrassing ground skitter.

The same holds for the presentation of a golf course. From
entry drive to departure from the clubhouse, there are touch
points, moments of revelation and crucial zones of perception
and aesthetic impact that make all the difference in how a
golfer experiences a day on the grounds. Whether it’s personnel
management, landscape design, building architecture or turfgrass
maintenance, creating and managing a welcoming perception
helps shape the success — or failure — of a golf facility.

Sometimes it’s as simple as making sure that employees park at
the far end of the clubhouse lot rather than toward the front of the
building. Or cultivating a workplace culture in which employees
are encouraged and rewarded for taking pride in their appearance
rather than adopting slovenly disregard.

Little things can convey a lot. Like the golf course where, upon
arrival, you face a long line of golf carts parked out front and the
all-too-eager attendants immediately mount your golf bag on a
vehicle rather than asking if you are walking or riding. Or the cart
itself that doesn’t have divot mix containers available at hand.

Equally revealing, in this case of
overkill, is the club that spells
out the name of the facility in

a vast array of annual flowers
arranged in a circular bed.

What a difference it makes
for the early golfer on a course
to spot maintenance workers in
bunkers, on fairways or greens
who actually look up and see
if golfers are approaching —
and momentarily step away
from their task to let players
proceed. Of course, it would
help alot to create a welcoming
environment all around if those
same golfers went out of their
way to thank the crew for their
efforts as they proceeded.

Out on the golf course, some
things communicate a lot. 'm
always made uneasy by the
presence on tees of a standard
vertical package of intrusions:
ball washers, benches, towel
stands, litter baskets and
cemetery-style hole markers,
replete with advertising from
your local bowling alley or
laundromat. Nothing says
“cheesy” like this array of
aesthetic incompetence.

The same goes for broken-
down bunker faces, with the
sand leaking all over, due to
the constant grind of Sand
Pros eating their way into
the ground upon entry and
egress. It’s a sure sign of labor
shortage, budgetary decline
and indifference on the part of
management.

How much more expressive
of stewardship and ecological
regard are large stands of
wildflowers, pollinator gardens
and avian-protective habitat —
including bird boxes — in out-
of-play areas? Yes, those areas

take a lot of work to establish.
But they add so much to the
feel of a golf course and provide
much-welcome evidence of the
game’s larger salutary identity.

For those of us professionally
invested in the game, a look
behind the scenes at a golf
operation can provide loads
of information about the
maintenance culture. I've
always thought that the ideal
setup of any shop area would be
one that was “interview ready”
— in other words, something
you'd be willing to show off to
your next prospective employer
as evidence of your care and
professionalism. Even within
the limits of an old steel Butler
building and inadequate
storage areas, it’s possible to
let people know you care. Like
having the garage floor in clean
order, and a break room where
the staff can relax, eat and not
worry about mold, mildew or
chemical traces.

By contrast, I recall my
disappointment at courses
where there were girlie pin-
up magazines in the staff
bathroom, or the wash
shower stall was filled with
storage equipment rather
than available for use in an
emergency. Nothing conveys
contempt for your own
personnel more than atavistic
practices like that.

Like a secret shopper
every time I play golf or visit
a facility, I'm always on the
lookout for these telltale signs.
In an industry of small margins,
they mark the difference
between a facility that’s limping
along and one that’s sprinting
into the future sustainably. I

BRADLEY S. KLEIN, PH.D. (political science), former PGA Tour caddie, is a veteran golf journalist, book author
(“Discovering Donald Ross,” among others) and golf course consultant. Follow him on Twitter (@BradleySKlein).
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Delightlul shots

amid thick woods

How the creators of Oakwood Country Club’s par-3 course brought
something unconventional to the Midwest private golf scene.

By Guy Cipriano

Editor’s note: This is the second part
of a two-part “Short Course Stories”
series about the process of adding a
par-3 course at Oakwood Country Club
in Kansas City, Missouri. The first part
appeared in the July issue.
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p, down and through the dense woods, atop

boulders and ridges, less than 15 miles from

downtown Kansas City, a golf course archi-

tect and studious writer found nine par 3s

inspired by fun, testy shots played elsewhere.

The process of routing, building and now maintaining
the par-3 course at Oakwood Country Club represents a
melding of a celebrated design era with the playing prac-
ticality of the modern short-course movement. Architect
Todd Clark and golf architecture writer emeritus/design
dabbler Ron Whitten were both around the industry
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when golf financiers frequently com-
missioned architects and contractors
to construct courses on wooded sites.

So, when developer Ken Block,
the mastermind behind Oakwood
Country Club’s transformation, asked
Clark and Whitten to create a unique,
compact golf journey inside a dense
28.8-acre parcel, neither flinched.
Clark was trained by Chicago-based
architect Dick Nugent, an over-
looked modern designer known for
bringing golf to varied Midwest sites.

Oftentimes architects aren’t gifted
dozens of potential holes on dreamy
land; they must trudge through deep
woods and identify tactics to create
enjoyable playing experiences. Clark
and Whitten muddied their boots
throughout parts of three years—and
battled insects and stifling Transition
Zone weather — to produce a course

© OAKWOOD COUNTRY CLUB
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SHORT COURSE STORIES

4 Todd Clark (left)
and Ron Whit-
ten spent plenty
of time walking
through the
woods fo route
Oakwood
Country Club's
par-3 course.
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that debuted over this past Memorial
Day weekend. Oakwood Country Club
is one of a handful of Midwest private
clubs boasting a par-3 course. And it’s
likely the only Midwest club with nine
consecutive par-3 holes tucked among
thick stands of trees.

“It's an amazing journey over that
piece of property;” Block says. “Look-
ing at the holes now, you can’t possibly
understand how they were sitting in
that piece of property. But here they
were, waiting to be uncovered.”

Shortly after the club purchased the
land for the course, Clark walked the
site for the first time “just to see if we
could get nine holes in there.” He then
developed a routing concept using a
draw and ridge on the property as a
prominent design feature. “Once we
got that initial routing, it didn’t really
change;” Clark says. “And then the fun
started with Ron.”

Whitten, the longtime Golf Digest
architecture writer, scoured his exten-
sive files and worked in collaboration
with Clark and the well-traveled Block
to identify holes inspired by heralded
courses and architects that would fit
onto the site.

The holes are more tribute than
template. The second hole, for example,
honors the tantalizing and terrifying
12th hole at Augusta National. Pine
Valley, Royal Wimbledon Golf Club,
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Whistling Straits and The Olympic Club
are among the other courses with par 3s
that guided Oakwood's finished product.

“Ron and I tried to take a lot of the
elements that we have seen and put
them into this one golf course and
make something that has some conti-
nuity;” Clark says. “But each hole also
has its own individual character. It fits
with the overall theme of Oakwood.
That was the bottom line—we wanted
it to feel like it was part of Oakwood
and that it wasn’t something separate”

The seventh provides the most dra-
matic shot on the course. The 152-yard
hole dips more than 60 feet and plays
over a pond doubling as a storm reten-
tion necessity. The hole honors one of
the West Coast’s most famous par 3s:
the seventh at Robert Trent Jones
Sr.-designed Spyglass Hill Golf Course.

“It's a demanding shot all over wa-
ter;” Clark says. “When you're clearing
it, you go, ‘This looks like it’s going to
be a 220-yard par 3 just because of the
terrain. That's when you started to see
the course come together”

The course has two sets of tees,
with the back markers playing 1,100
yards. The longest hole from the tips
is 157 yards; the shortest is 92. But
most golfers will experience as many
stressful swings as soothing swipes.
“No doubt it will be a challenging
par-3 course,” Clark says.

Through all the staking, surveying,
discovering and adapting, Clark and
Whitten needed to leave something
behind that wouldn't overly perplex
Oakwood Country Club director
of agronomy Brent Racer’s team.
Oakwood’s rapid expansion since
Block organized a group of members
to purchase the course in 2020 has
involved renovating the championship
course, constructing a massive practice
facility and giving the grounds a private
golf resort vibe. The more amenities
the club adds, the more responsibility
Racer’s team shoulders.

Technology will mitigate agronom-
icand labor demands encountered on
the par-3 course.

Instead of trying to maintain vi-
brant bentgrass or zoysiagrass beneath

tree chutes while fretting over divot
recovery, the club opted to install
synthetic tees. Each hole has a pair
of synthetic tees built atop 4 inches
of concrete with 1 percent slope for
drainage purposes. Fescue rough
borders the surfaces. In addition
to easing the maintenance burden,
synthetic tees should make the course
more playable for developing golfers,
because “when you hita fat shot, you'll
slide through” the ball, Clark says.

As he learns the proper staffing
levels required to present an elite par-
3 course, Racer has resorted to using
three robotic mowers to mow five
acres of fescue rough and zoysiagrass
approaches. Clark designed a continu-
ous cart path around the site to ensure
vehicles can navigate the steep terrain.
Greens are covered with 007 Creeping
Bentgrass and mechanical fans help
protect the surfaces from minimal
natural air movement.

Grassing didn’t commence until
late fall 2023, so the remainder of
2024 will help Racer fully understand
how to balance the needs and staffing
of the par-3 course with the rest of
his operation. Earlier this year, he
hired Andrew Putnam to oversee the
course’s daily maintenance.

“I know there are places where
sometimes their par-3 courses are
secondary thoughts throughout the
whole process,” Racer says. “This is
going to be a focal point for people to
play. A guest is going to want to play
this and see it. We want to have the
best product we can for them.”

Racer’s role offered him a ridgeline
spot to observe holes in various pre-,
during- and post-construction phases.
From a tribute to Augusta National’s
12th hole in the Kansas City woods to
the serene view from the seventh tee,
unveiling the par-3 course might be
Oakwood’s boldest move yet.

“It's nota normal par-3 course;” Rac-
er says. “They’ll be some shot-making
required to enjoy the course. That’s
what's going to make it special. It’s not
justabunch of greens in the middle of
afield. Its a golf course, and it’s going
to feel like a golf course.” I

© GUY CIPRIANO
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Teeing ground space

The first and 10th tees, or any-
where that can become a con-
gestion point (snack bar, club-
house, photo ops, betting

and wagers) needs to be large
enough to handle a traffic jam.
You know the patterns and can
predict where the bottlenecks
and wear will occur.

When defining these areas,
also ensure there is ample space
for riding mowers, and wide
enough to make turns. Not ev-
ery course can afford to hand-
mow tees daily. Check the tees’
proximity to slopes as well.

Bunkers
If golfers think they hate bun-
kers, they should talk with us.
Because what do bunkers mean
to maintenance crews? Hand
work. With the labor issues fac-
ing our industry, it behooves
you to speak up before bunker-
ing gets out of control.

There have to be some bun-
kers, of course, but you want

the architect to avoid steep
slopes. Maintenance should
trump optics, and safety (of
golfers and your crew) should
prevail over all other consid-
erations. Don’t let the “artist’s
ego” top common sense.

The turf around bunkers
needs to fit the region, tem-
peratures and soils. I don’t un-
derstand this obsession with
fine fescue around bunker edg-
es as it wreaks havoc with
maintenance and most golfers.

OTHER CONSIDERATIONS
Cart paths

Make them wide enough — es-
pecially on bridges and at tight
turns — to handle heavy main-
tenance equipment. The paths
should put golfers near teeing
grounds and around the putting
greens.

Practice facilities

A renovation is a good oppor-
tunity to update the practice
range. If available, add more tee

space and plan for a row of ar-
tificial mats. Upgrade the short
game practice area but avoid
building fancy target greens
with sand bunkering that must
be maintained: Before you
know it, instead of 18 holes,
you’ll be caring for 24 or 27.

Tree removal

If you are closing the entire
course, take the opportunity to
cull the tree population, espe-
cially those that are not protect-
ed or essential to the design.
Pinpoint those that have intrud-
ing roots, cast shade on putting
surfaces or pose a safety hazard
to golfers and staff.

Infrastructure updates

Again, use this as a chance to
examine the lifespans of your
vital operating items, from irri-
gation system to pump house,
overall drainage, and fairway
mowers to chemical storage.
The Golf Course Builders Asso-
ciation of America has excellent

resources for this purpose.

Agronomy

While the course is closed, fix
agronomic problems, especially
if they’re not already addressed
in the renovation. You know
where and what they are. Don’t
let the designer add to them.

Post-construction labor and
equipment

Once a project is done don’t
think you’ll be able to main-
tain it with the same budget or
equipment. A “new” course re-
quires more inputs (fertiliz-

er and chemicals) and possibly
new or more equipment and
crew.

Egos and turf (literally and
figuratively) aside, transform-
ing your golf course may be one
of the most exciting projects
you undertake. Just make sure
it’s a win for you.

And remember this simple
rule: If you see something, say
something!

For customer-focused
case studies, smart

superintendents

choose

Golf Course Indusitry.

You always have a choice.
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maintenance equipment from the golf course superintendents he visits — as well as a few ideas of his own — with timely photos and captions that explore
the changing world of golf course management.

REDUCED CUP CHANGING

e nine hole locations on the

practice putting green at Aspen

Golf Club are now only changed
once a week, as opposed to two to three
times a week. The club annually hosts
approximately 30,000 rounds of golf
on the 7,908-foot-elevation mountain
course. The cups are placed slightly

below the turf level so the edge lasts
much longer. The cups are plastic, but
the plans are to replace them with the
new-style zinc practice green cups so
the sound of the ball going into the cup
replicates the metal regulation cups out
on the course. Superintendent Dominic
Lanese III and general manager Jim

Pratt, PGA, are a great team working
closely together. Jim Sivess, former
superintendent at the Snowmass Club,
is the president of the Aspen Golf Club
advisory board. Frank Hummel was the
original architect and Dick Phelps and
Rick Phelps have been the remodeling
architects over the years.

RECYCLED FLOWER BOXES

uring COVID-19, the City of Aspen, Colorado, Parks & Open Space De-

partment built and placed decorative flower boxes outside restaurants in

the downtown area so diners could safely enjoy the great outdoors. Two-
by 6-inch boards measuring 12 inches by 4 feet placed five high were glued and
screwed together with two 4- by 4-inch boards used as feet to keep them raised off
the ground. Solar-powered night lights were also installed on one side. The flower

boxes have been recycled and are now used at the Aspen Golf Club to provide

added beauty and aid in the control and direction at the golf cart staging area and

along cart paths adjacent to the practice putting green and clubhouse. The planter

boxes are filled approximately one-quarter with potting soil placed over a false

bottom with holes drilled in them for drainage. The parks department plants the

flowers and golf maintenance waters them. Dominic Lanese III, superintendent,
and Jim Pratt, PGA general manager, came up with this great idea. Jim Sivess,
former superintendent at Snowmass Club, is the president of the Aspen Golf Club
Advisory Board. Frank Hummel was the original architect and Dick Phelps and
Rick Phelps have been the remodeling architects over the years.

Terry Buchen, CGCS Retired, MG, is president of Golf Agronomy International. He’s a 56-year, life member of the GCSAA. He can be reached at
757-561-7777 or terrybuchen@earthlink.net.
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Non-retouched client photo: GreenJacket System coming off in the spring!

PROVEN BY 20+ YEARS OF
SUPERINTENDENT SUCCESS.

o Patented IMPERMEABLE Reinforced Winter
Cover Turf Protection System.

e PERMEABLE Reinforced Grow-in Covers
increase healthier turf growth.
Find out how the GreenJacket System
can make a difference for your turf.
Call 888-786-2683 or email mfu@EreenJacket .com
See Research at Greendacket.com
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UT PROSIM

t Prosim is the motto of my alma mater, Virginia Tech

University. Translated, it means “That I may serve”

and the university adopted it as its motto in 1896 as it
represents a philosophy of service, contributing to the greater
good and leaving a positive impact on society.

Admittedly, I didn’t know this about my school during my days
there — and I attended twice! But as I have continued to progress
through my career, I look back and realize maybe it was meant to
be. Old Tom Morris, after all, was a humble servant. I have tried
to the best of my ability to follow his example as I have spent the
past 22 years as a golf course superintendent serving three differ-
ent clubs and memberships.

Remaining humble, I believe, is a key to withstanding the crit-
icism that comes with the territory. Former college basketball
coach Roy Williams once said, “The two easiest jobs in the world
are being a basketball coach and a golf course superintendent, be-
cause everyone else knows how to do your job better than you do.”

The video clip went viral a few years ago and the Carolinas
GCSA honored Williams with a plaque to show their apprecia-
tion for his support. What Williams really meant by that remark is
we can receive a lot of questions and/or criticism from folks who
don’t know what they don’t know.

So, how do you handle it?

First, you must remain calm at all times. You can never al-
low yourself to outwardly show how tumultuous you may feel
on the inside when someone voices their displeasure with the
golf course. You then must make yourself available, or simply
be visible. When folks are unhappy with something, you cannot
hide and duck their questions. Be willing to listen and hear what
they have to say. You may not know the answer right away but
let them know you hear their concern and will get back to them

with an answer.

Personally, I have dealt
with more criticism than you
can possibly imagine. And I
have tried my very best to be
transparent and honest about
the challenges we face on the
golf course and why. We are
the experts, and sometimes a
simple reminder is all it takes.
And sometimes we need back-
up, a specialist who can as-
sist with a difficult diagnosis
or a problem with underlying
issues. It’s important to nev-
er be afraid to ask for help; it
is not a sign of weakness but
rather a sign of knowing your
strong suits and being willing
to improve your knowledge in
other areas.

Recently at my new club, I
encountered a complaint that
came through our monthly on-
line polling of the member-
ship. I phoned the member
and left a message stating I had
received their comment, I un-
derstood their concerns and
would like to speak with them
at their convenience.

I didn’t hear back from
the member until six days
later, and our chat probably
only lasted six minutes, but
afterward he had a better
understanding of the challenges
I'm currently dealing with and
my plan for how we will be
addressing them.

A couple days later, I saw
him on the course and took
the opportunity to approach
and shake his hand, thanking
him for taking the time to re-
turn my call. I later learned
from our fitness director that
she overheard him bragging to
a few fellow members about

how I took the time to listen
and speak with him when he
reached out.

Communication is criti-
cal to success. I write a blog,
as well as supply informa-
tion that appears in the club’s
weekly email bulletins and
monthly newsletters. And de-
spite the volume of informa-
tion I make available for the
membership, sometimes not
everyone reads everything.

I recently attempted to put
out a small fire with my sub-
mission to the August newslet-
ter. Even the general manager
texted to tell me it was a great
message. Three days later, I re-
ceived a text from a friend who
said it looks like folks didn’t
get the message and the echo
chamber had gotten noisy over
the weekend. I updated my
blog and included the original
message along with some spe-
cifics to help calm the waters.

Now, all this talk about han-
dling criticism is one thing.
Don’t get me wrong, criti-
cism hurts. The words can
sting, and it is easy to allow
it to affect your mood, and
even make your dinner taste
cold. Learning how to handle
that aspect of the job is a dif-
ferent topic for another time.
And sometimes, on the days
you hear some of the harshest
criticism, you return home to
find a hand-written note in the
mail thanking you and sing-
ing your praises for a job well
done. Funny how the universe
lets us know the loudness we
hear is probably only com-
ing from a small percentage of
folks. So don’t let them spoil
your dinner. I

MATTHEW WHARTON, CGCS, MG, is the superintendent at Idle Hour Country Club in Lexington, Kentucky, and
past president of the Carolinas GCSA. Follow him on X at @ HCCGreenkeeper.
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