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Cooperative efforts 
Golf course superintendents are 

known for sharing information 
freely and providing hands-on 

help sometimes. Its one of the great things 
about the profession. My contention 
is the vast majority of superintendents 
- and golf course owners and managers 
- fail to think creatively enough about 
ways to work together. The common 
denominator when brainstorming about 
how you might be able to work with your 
neighbors is to ask the question: "Whats 
good for us - not just you or me?" 

One of the strongest examples of co-
operation took place in the mid-1990s in 
the Orlando area. Four courses, all located 
on what's called The Ridge area, shared a 
common problem. They are located near 
Disney World, but on the wrong side 
of Disney, in an area that, in 1993, was 
relatively undeveloped. 

The four courses are Ridgewood Lakes, 
Southern Dunes, Diamondback and the 
Grenelefe Resort (which has three cours-
es). The facilities are within a 15-mile 
distance of each other in an area, which 
then, was part of a new development. 
They were head-to-head competitors in 
the middle of nowhere, as perceived by 
the metropolitan Orlando market and 
the eastern New Tampa, Plant City and 
Lakeland markets. 

Despite being relatively close together, 
their main competition was the more 
established areas in and around Orlando, 
and to a degree, the eastern part ofTampa. 
I wrote a plan for the four to work to-
gether and attract players. My analysis 
was that The Ridge courses were prime for 
discovery by golfers. In fact, we were able 
to use the reputation of Grenelefe Resort 
(PGA Tour qualifying held annually at 
the West Course) as a means to elevate the 
desirability of the other new courses. As 
a golfer, it was easy to get on the courses 
because they weren't crowded. 

The four courses agreed to work to-
gether to promote golf on The Ridge. 
The target market was golfers in the 
metropolitan Orlando area. 

The first suggestion of cooperative mar-
keting came from the v.p. of operations 
or c.e.o., but it easily could have come 
from superintendents thinking outside 
the box. They know their products and 
their competitive strengths. In marketing, 
the first major competitive advantage is 

location. So, what happens when a course 
fails to have a location advantage? You 
create your own competitive advantage. 
In this case, we were able to use a portion 
of the four facilities' advertising budgets 
to generate awareness of the areas created 
competitive advantage. 

Crea te you o w n a d v a n t a g e 
In A1 Reis' and Jack Trouts book, "The 
22 Immutable Laws of Marketing," the 
first immutable law is leadership. Be a 
leader. Create a category of business in 
which you can be first. Their book states: 
"It's better to be first than it is to be bet-
ter. It's much easier to get into the mind 
first than to try to convince someone you 
have a better product than the one that 
got there first." The question they ask to 
illustrate this point is: Who was first to 
fly over the Atlantic Ocean solo? Answer: 
Charles Lindbergh. Now, who was second? 
I'll bet there are few people reading this 
column that thought of the name Bert 
Hinkler. And did you know that Hinkler 
was considered the better pilot? 

With Lindbergh holding the title of 
leader or first in this category, how does 
someone compete? According to Reis and 
Trout, if you can't be first in a category, 
then create a category in which you can 
be first (the law of category, immutable 
law No. 2). Example: What's the name of 
the third person to fly 
solo over the Atlantic 
Ocean? If you didn't 
know that Hinkler 
was the second per-
son to fly over the 
Atlantic you might 
think you had no 
chance to know the name of the third 
person. But you do. It was Amelia Earhart. 
Now, was Earhart known as the third per-
son to fly solo over the Atlantic Ocean, or 
as the first woman to do so? She created her 
own category in which to be first. 

We took this approach for The Ridge 
courses. During the winter, the in-season 
in Florida, every day in Central Florida 
is a Saturday as it relates to play levels. 
Courses are at or near capacity, even on 
The Ridge. The troubling season is sum-
mer. And part of that trouble was caused 
by the sometimes torrential rains in 
Florida. They might last a relatively short 
while, but they can flood a course with 

poor drainage and make it unplayable 
even though the sun is shining. That was 
a rare occurrence on The Ridge because 
it enjoyed a higher elevation and faster 
drainage. We took advantage of this fact 
in the joint marketing effort. We created 
a new category in which the courses could 
be leaders — "When it rains, play The 
Ridge. We're open." As a result, the four 
courses enjoyed stronger summer play in 
1993, 1994 and 1995. 

C o m e toge the r 
Golf courses compete for players, and one 
part of that competition is attracting core 
players to your course and earning their 
steady business. Another part is to get 
new people to play. 

Alliances are one marketing approach 
to consider, but the marketing concept 
has to make sense, and it has to stand 
out from the competition. Doing what 
everyone else is doing can create a lose-
lose situation. The Orlando market fees 
of $25 to $29 per round common in the 
area mean no one is making money. Some 
courses worked with hotel employees to 
pass out discount coupons to attract more 
golfers during the ofif-season. It worked 
for a while, but now coupons and rebates 
are common, and they're passed out year-
round. In short, everyone's losing. 

Still, opportunities abound in golf for 
alliances. Superin-
tendents can work 
with other super-
intendents. Gen-
eral managers can 
work with other 
general managers. 
The common ar-

eas for an alliance include maintenance, 
attracting employees, buying products, 
training and increasing play by attract-
ing new players. And you don't have to 
align yourself with only your competitive 
counterparts. By thinking creatively, it's 
possible to generate ideas that help your 
course as part of a cooperative effort. 

This works. Four years ago, I helped 
found Golf Course Business Consultants. 
It's an incorporated affiliation of 15 indus-
try consultants and service providers who 
work cooperatively to provide owners and 
general managers with expert advice. It's a 
situation in which everyone gains .. . and 
that's smart marketing. GCN 

BY THINKING CREATIVELY 
IT'S POSSIBLE TO GENERATE 

IDEAS THAT HELP YOUR 
COURSE AS PART OF A 
COOPERATIVE EFFORT. 



design concepts 

Maintenance in mind 
" H ow does maintenance affect 

design?" This is an often 
asked, but not new, ques-

tion. Golf course architecture articles in 
the 1960s usually mentioned the design 
triangle of aesthetics, playability and 
maintenance, and cautioned about the 
necessity of designing for maintenance. 

In 1977, I was an apprentice at a firm 
specializing in municipal golf course 
design and cost-effective renovations. 
Usually clients weren't flush with cash, 
so the firms design triangle wasn't an 
equilateral triangle. It leaned heavily to 
the maintenance side. 

I, and many others, felt the era of great 
design was over, and pure design would 
never rise again because the economics of 
golf were the most important consider-
ation. Golf courses have never been pure 
art because they have a business side. 

The Reagan/Clinton years reversed 
that long-standing trend and proved me 
wrong. A growing game and a healthy 
economy provided most courses enough 
cash to go beyond the basics of design 
for maintenance. Emphasis changed to 
the spectacular and perfectly maintained 
courses. Many great courses were designed, 
and their maintenance made them even 
better. The longest side of the triangle 
was the aesthetics side, and many courses 
accepted the additional maintenance costs 
associated with these features. 

However, golf course design in the '20s, 
'80s and '90s involved short-sightedness 
because the industry forgot it goes through 
economic downcycles, proven by the 
depression and the recession that partly 
stemmed from 9/11. As maintenance costs 
escalate because of inflation, and courses 
have trouble finding more new players 
or charging existing ones more to cover 
costs, architectural features will continue 
to suffer because economics dictates doing 
what's necessary to survive. In this case, it's 
the money, not the principle. 

I see club management and superin-
tendents asking hard questions about 
design and maintenance. I see the triangle 
restoring itself more equilaterally. Golf 
course architects and superintendents 
are finding ways to do more with less, 
including altering golf design features to 
ease maintenance. 

Practicality will prevail for the next 
several years. If no one has played from 

a bunker in recent memory, why spend 
money maintaining it? While a bunker 
might provide beauty, beauty doesn't ap-
pear on the balance sheets. Most courses 
will be built - or rebuilt - with profit and 
practicality in mind. Design features will 
be scrutinized closely again to see how 
much they contribute to play and reduce 
maintenance or speed of play. Inefficient 
features that don't serve many functions 
won't survive in many places. Courses 
might experience the following: 

• 1980s- and '90s-style mounding 
should vanish because of mowing produc-
tion and reduced water consumption. 

• Greens will become flatter in the 
middle to ease and speed putting, and on 
the edges to avoid those perimeters dry-
ing out. If one wants 6,500-square-foot 
greens, 6,500-square-foot greens will be 
built, not highly contoured 9,000-square-
foot greens with the same cupping space 
as smaller ones. 

• Green speeds should remain constant, 
but not reverse, for faster daily play. Faster 
green speeds will be reserved for special 
occasions. 

• Tees will return to purely functional 
status. They'll be gently curved to fit the 
landscape and turning radius of mowers. 
Artistic free form and rectangular shapes 
that are hard to mow or that waste space 
will be gone. 

• New tees will be built. Small ones will 
be tucked into the furthest pockets of the 
golf course to service the new generation 
of long hitters. Bigger ones will be built 
or expanded further up front so superin-
tendents can move play forward on any 
busy day. 

• Similarly, little touches such as elabo-
rate tee landscaping will be reduced to 
clubhouse areas or clusters of tees. 

• Tees with stair steps of tee height 
grass have been disappearing faster than 
suburban farm land. The 50 square feet 
of artistic, but highly maintained tees, will 
be deemed a waste of resources. 

• Narrow fairways will remain in vogue 
because the money it takes to mow, water 
and spray, a 200-foot-wide fairway is too 
costly to provide a tee shot option that few 
understand and fewer actually use. 

• Most holes with a second, strategic 
fairway will be reduce to one because of 
the theory that one fairway per hole is 
sufficient. 

• Astute superintendents will contour 
mow fairways, leaving them wider within 
250 yards off the tee to help average play-
ers quicken play. 

• While fairways will narrow, play 
corridors might widen. Removing the 
innermost row of trees allows greater 
production in rough mowing and reduces 
the number of lost balls. 

• Roughs will become shorter, typically 
only as deep as necessary to provide visual 
contrast to fairways. 

• Bunkers might become as rare as 
the buffalo, and the number of bunkers 
might depend on how many can be raked 
before noon. Some sand bunkers will be 
converted to grass bunkers. There might 
be a trend toward bunkerless greens that 
are furthest from the maintenance area 
to reduce travel time. 

• Bunkers also will be flatter to mini-
mize sand washing because players want 
a perfect playing surface and superinten-
dents hate the unscheduled maintenance 
after rainstorms. 

These changes are much like responses 
to golf's economic situation in the 1930s 
and 1960s. However, quality expectations 
have improved too much to allow main-
tenance quality reduction. We won't go 
back to quarter-inch greens of the 1970s. 
Technologically superior grasses and 
mowers will allow better maintenance 
in less time, and course management 
technology, such as cart-based GPS units, 
will continue to speed play. 

The bottom line of golf course design 
will be the bottom line. That's been true 
whether times are good and designs are 
extravagant, or the economy is poor and 
designs are practical. Perhaps the saddest 
part is that we forgot the lessons of the 
past. Although it's hard to predict the 
future, it's easy enough to know difficult 
economic times mean the maintenance 
side of the design triangle can never be 
ignored. 

Design features that can't be maintained 
easily will be gone within a decade. I ask 
superintendents during construction 
how a feature affects their maintenance. 
Usually, they aren't bashful about telling 
me, and you shouldn't be bashful about 
discussing that with your architect either. 
After all, the goal of most renovations is to 
help maintenance costs without hurting 
the product. GCN 
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Ferromec AC Liquid Iron gives the deepest green - FAST! 

To prove it, we sprayed Ferromec over letters cut from 

sheets of plywood that were laid on Green #5 at Brookridge 

Country Club in Overland Park, KS. This picture was shot 

48 hours later. Photoshop? Naaaah. 
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a vancing the game 
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We would like to hear 

from you. Please post 

any comments you have 

about this column on our 

message board, which is 

at www.golfcoursenews. 

com/forums. 

Golf's driving engine 
[During my 25-plus-year career as a golf 
course developer and consultant, I've inter-
viewed and specifically challenged the teaching 
techniques of more than 100 golf professionals 
and assistants applying forjobs with myfirms 
clientSy and independently audited a similar 
number of private lessons and clinics.] 

t I Ihe art and science of golf instruc-
tion should: bring waves of new 

-A. players to the game, but doesn't; 
elevate the quality of play throughout the 
country, but doesn't; drive golf profession-
als careers, but doesn't; and be universally 
respected as a unique discipline, but isn't. 

The evidence to support these premises 
isnt difficult to find. For example, when I 
was serving as the executive director of the 
Metropolitan Golf Association during the 
1970s, it generally was understood that 
there might be fewer than a dozen guaran-
teed effective golf instructors throughout 
the more than 400 golf courses in the New 
York Metro area - a situation that hasn't 
changed appreciably today. 

Think about it. There are more than 26 
million golfers throughout the country and, 
maybe, there are 1,000 or 2,000 guaranteed 
effective golf instructors. This translates to 
about one proven golf instructor for every 
18,000 golfers. This is primarily why 3 
million players leave golf every year. The 
industry is committed to bringing more 
players to golf, but not committed to bring-
ing more and better teachers to the game. 
Do we not have the cart before the horse? 

Without an increasing number of quali-
fied golf instructors, player development 
will continue to stagnate ad infinitum. 
Generate the teachers, and the players will 
follow. How can this best be done? 

Redefine the job 
The implied career job description of the 
golf professional should be restructured to 
reposition the responsibility for teaching the 
game as the primary objective throughout 
present and future generations of profes-
sionals' careers. Improved teaching will bet-
ter the game and nurture a golf professional's 
career like nothing else. Respected teachers 
will always control their career destiny. 

Once restructured, the golf professional's 
career mission statement would become 
a beacon for those expecting to pursue 
meaningful golf professional careers. With 
the beacon lighting the way, aspiring golf 

professionals soon will learn that only by us-
ing better visual technology, teaching mac-
roprinciples before microprinciples and by 
developing an absolute passion for teaching 
golf will they be able to develop the skills 
needed to become effective teachers. 

Schools present opportunity 
It will take time for golf professionals to 
accept and grow into the practice of prior-
ity teaching. But can anything be done 
to speed the process? Fortunately, yes. As 
leading golf organizations are now saying, 
by focusing golf instruction on the millions 
of students within the country's school sys-
tems, both the player development process 
and the body of golf instruction would 
be quickly energized. Why? Because the 
excitement if filling new teaching jobs to 
bring the game of golf to a vast young and 
receptive audience would carry the day. 

To confirm this premise, some enterpris-
ing/aspiring golf professionals are already 
preparing to gain access to the California 
school systems, i.e., preparing to be hired 
as PGA/LPGA qualified golf coaches in the 
same manner as football, basketball and 
baseball coaches are hired and retained. 
All fringe benefits, including tenure and 
pension programs that apply to state em-
ployed teachers, similarly would apply to 
golf coaches with classroom responsibility, 
or full-time instruction schedules. 

Accordingly, it would be prudent for the 
PGA and LPGA to present workshops that 
would educate members and other interest-
ed parties (for a projected new school class 
of membership that would likely double 
overall PGA/LPGA memberships in the 
coming years) to the opportunities school 
systems present and the process of how to 
qualify for these evolving jobs through ap-
plications for state teaching licenses. 

A numbers game 
Baseball is an example of one of several 
sports that produces almost unlimited sta-
tistics; i.e., batting averages, RBIs, ERAs, 
wins/loses, saves and the number of innings 
pitched are just a few. Baseball would never 
have earned its mantle as America's pastime 
without having taken full promotional ad-
vantage of the numbers it generates. 

Golf is as much a numbers-generating 
game as baseball, football or basketball. 
Yet, it has done little, if anything, at the 
vast amateur level to take advantage of its 

numerical environment. It's time for this 
to change. 

Data capture 
The first thing golf would have to do is es-
tablish a mechanism to capture scoring and 
performance data. The individual player 
stat sheet on the facing page is a suggested 
approach to provide this capability. 

Once in play, the stat sheet offers unlim-
ited opportunity as to how it might be best 
used. For example, the stat sheet would be 
used within an interactive e-mail exchange 
network between golf instructors and 
their students who would input per round 
playing data for the instructor to analyze, 
respond to via e-mail and plan future les-
sons around. 

Then, the fun really begins. Why couldn't 
golf clubs/courses generate top-five perfor-
mance profiles (for each of the six player 
categories) from stat sheet data much in 
the same way, in part, as the PGA Tour 
does weekly and publish the results in 
their newsletters and/or Web sites? (Non-
students could participate via a simplified 
data capture mechanism.) This focus would 
motivate players to improve their skills and 
spark more players to take instruction, 
while at the same time increasing the overall 
enjoyment of the game. 

Career promotion 
Finally, we can't overlook how the use of the 
stat sheet would immeasurably advance the 
careers of golf instructors. As my November 
2004 column suggested, golf course super-
intendents should develop personal career 
Web sites to better advance their careers. 
This concept also aptly applies to golf pro-
fessionals' careers. A Web-site link would 
be the ideal way to present a professional's 
teaching credentials and success. Stat sheet 
data, supported by almost endless graphic 
possibilities (see two sample graphs on fac-
ing page), could be made to dance within 
Web site presentations. 

The engine that will drive golf to realize 
its long-range goals is quality golf instruc-
tion because only better teaching will 
generate more players, which, in turn, will 
generate more rounds, greater merchandise 
sales, larger TV audiences and the develop-
ment of more golf courses. 

The good news is the opportunity to 
upgrade the quantity and quality of golf 
instruction is virtually unlimited. GCN 
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Individual player stat sheet 

Example 

Percentage ot members 
taking lessons 

Annual rounds played totals/ 
Student groups 



human resources 
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Benefits of feedback 
We all want and need feedback, 

often dread receiving feedback 
and frequently are uncomfort-

able giving feedback. Few of us really un-
derstand feedback or manage the process 
of providing feedback. 

Dictionary.com defines feedback as: 
"The return of information about the 
result of a process or activity; an evalua-
tive response." To understand the critical 
role of performance feedback in employee 
management, consider the following 
statements: 

• Each of us are constantly giving and 
receiving feedback, if not explicitly, then 
implicitly; 

• Performance is influenced the most 
by consequences; and 

• Good performance should be treated 
differently than poor performance. 

The bottom line is that each of us 
continuously provides employees with 
feedback, and that feedback impacts 
performance. When we use implicit and 
unplanned explicit feedback, we will often 
provide inappropriate feedback - with 
negative performance consequences. 
When you have a friendly, positive inter-
action with an employee whos perform-
ing poorly, what message do you think 
he receives? When you interact with an 
employee whose performance exceeds 
expectations while you're in a bad mood, 
what message do you think he receives? 
The absence of feed- = = = = = ^ = 
back and unintend-
ed or inappropriate 
feedback is a major 
barrier to superior 
performance. 

Feedback informs 
employees about the 
quality of their performance. Without 
good feedback, an employee is uncertain 
how he's doing. This uncertainty is frus-
trating, especially to employees early in the 
process of mastering a new task, and can 
be demotivating. Good feedback reduces 
uncertainty and increases motivation. The 
majority of employees are uncertain about 
the quality of their performance. They 
don't know whether they're "winning." 

The key to using feedback to enhance 
performance is providing feedback ap-
propriate to the performance. Appropri-
ateness has two key attributes. First, the 
feedback is focused on the performance, 

WHEN WE USE IMPLICIT 
AND UNPl ANNED E XPLICIT 
FEEDBACK, WE WILL OFTEN 
I >RC )VII -)\ INAPPROPRIATE 

FEEDBACK. 

not on the person. This is especially critical 
when performance is below the expected 
standard. Second, the feedback must 
correctly communicate the supervisor's 
assessment of the employee's performance. 
The latter attribute requires the following 
three forms of feedback rather than the 
usual two (positive and negative): 

• Positive - used when performance 
meets or exceeds the standard; 

• Negative - a reprimand, a punishment, 
a demotion, removal from activity - some-
thing bad from the employee's perspective. 
This should be used when performance 
doesn't meet the standard because of a 
personal characteristic, behavior of attitude 
of the individual; and 

• Redirection - incorrect performance is 
stopped and redirected using training. This 
should be used when performance doesn't 
meet the standard because of something in 
the context of the performance. 

A morale builder 
As I approached the registration desk in 
the nearly vacant lobby of an economy 
motel, my hope was to complete a hassle-
free registration and get to my room. I was 
surprised when a friendly, helpful gentle-
man asked if I needed anything special or 
any local information. I thanked him and 
proceeded to my room with a little extra 
bounce in my step. When I passed the 
registration desk on my way to grab a bite 

to eat, he called me 
by name. I stopped 
and thanked him for 
the unusually good 
service. Al though 
a bit self-conscious 
w i th my compl i -
ment, he obviously 

was pleased. He succeeded in providing 
excellent customer service, and we had 
made each other's evening a little more 
pleasant. 

The above illustrates the power of posi-
tive feedback as a morale builder and as a 
motivator. We must, however, be careful 
to use positive feedback to reward only 
successful performance. Positive feedback 
serves as positive reinforcement causing an 
action or performance to be repeated. Al-
though this seems obvious, its not. We of-
ten want to use positive feedback to reward 
good intentions; however, remember that 
good performance should always be treated 

differently than poor performance. 
Why is positive feedback beneficial? 
• Positive feedback focuses the re-

cipient on success. It serves as a reward to 
the recipient for an outcome or an action 
that contributed to business success. This 
reinforces the success-creating behavior 
and causes it to be repeated. Individuals 
and teams perform better when striving 
for success rather than when avoiding 
failure. 

• Positive feedback is motivating. 
Feelings of personal accomplishment and 
recognition for achievement are two mo-
tivators. Positive feedback provides both 
and also might provide a third: a sense of 
importance to the business. 

• Positive feedback builds confidence. 
Continuing successful performance re-
quires that we know the skills and that we 
have the confidence to perform perfectly 
every time. Because the confidence follows 
the skills, positive feedback enhances that 
confidence and prevents slippage. 

• Positive feedback improves job 
satisfaction. Recall my hotel experience. 
Recall a recent experience when your 
spouse, family member or friend told you 
about positive feedback they'd received. 

How can we feel more comfortable giv-
ing good positive feedback? 

• Become success-minded. You can 
reinforce the vision and provide positive 
feedback by continuously looking for ac-
tions and results that contribute to that 
vision and then always providing positive 
feedback. Look for successes. 

• Practice appreciative inquiry. Ask 
your employees what's going right and 
use their answers to provide positive 
feedback. 

• Practice, practice, practice. The 
more positive feedback you give, the 
better you'll become. Practice with your 
family and your friends. 

The outcome we should seek is that 
providing large quantities of high-qual-
ity, positive feedback becomes a habit. 
Research finds that, for most of us, it takes 
a minimum of 21 days of practice before 
providing high quality positive feedback 
becomes a habit. 

As you move into the heart of the golf 
season, I challenge you to increase your 
and your employees' job satisfaction by 
dramatically including the quantity and 
quality of positive feedback. GCN 
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Some people seem to have the perception that all 
biological products are a little like snake oil or just 
"bugs in a jug". And frankly, some of them are. 
We've tested them. We know. 
In reality, we've tested ours as well, at over 25 major 
US universities* and know that our products work 
and are worth your investment. At Roots'VNovozymes 
we are serious about research. We employ over 
500 scientists world-wide and invest over $130 
million in research annually. So, when we say 
Roots products work, we mean it and back it up 
with documented university research and 
consistent product benefits like: 
1. Overall better plant health 
2. Low thatch accumulation 
3. Reduced chemical fungicide use 
4. Better stress tolerance 
5. Better drought resistance 
If you want an effective alternative fungicide for 
Anthracnose control, and one that has been 

university tested** in combination with Ultrex® 
and found to be more effective than Ultrex alone, 
it's time you give Roots a try. 

It's Time to Try EcoGuard® Biofungicide. 

It's easy. Apply for dollar spot 
- w i S j ^ ^ W and Anthracnose control and 

H— see the difference. It's just that 
simple. Contact your local 
Roots distributor today. 

* Rutgers, VA Tech, U of Wl, Ml State, Penn State and over 20 other 
major universities. 
**Anthracnose control Penn State and Rutgers research trials, 2004. 

roots' .. Our Name Says It All 
Read and follow all label directions. The Novozymes logo and EcoGuard are trademarks of Novozymes A/S. Ultrex is a trademark of Syngenta. ©2005 Novozymes Biologicals, Inc. 
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final round 

What is your relationship like with the owner of 
the course you are in charge of maintaining? 

The results of the following poll from the GCN Web 
site are rather negative. Do think this is an accurate 
representation of superintendent/owner relationships? 
Please visit our message board (www.golfcoursenews. 
com/forums) and post your opinion. 

"This has to be the longest course 
I've ever played!" 

"I have the highest admiration for the group (of 
superintendents) growing grass in St. Louis. The saying 
goes, 'You can go from St. Louis to anywhere and be 
successful." - Tony Mancuso, CGCS, director of golf 
course operations at Cherokee Town & Country Club 
in Atlanta, and former superintendent at Bellerive 
Country Club in St. Louis 

"Routing a course is like cutting a diamond, you only 
have one chance to do it perfectly." - Joe Salemi, 
owner, designer and builder of Boulder Creek Golf 
Club in Streetsboro, Ohio 

"I like to do more than daily maintenance. I always 
want to improve a course. Some of these courses 
(in South Dakota) aren't the most desirable, but they 
need improvement and can boost my resume." 
- Bryan Tipton, certified golf course superintendent 
at Eagle Ridge Golf Club in Williston, N.D. 

"We like to consider ourselves a cut above 
everybody else, but that's just our opinion. We feel 
that way because we are often out in front doing 
things that others aren't doing." - Tom Watschke, 
professor of turfgrass science at Penn State University, 
about the university's turfgrass program 

The 17th hole on the Stadium Course 
of the Tournament Players Club at 
Sawgrass in Ponte Vedra Beach, Fla., 
is popular. One can buy its image on 
towels ($22), tote bags ($24), tall 
insulated glasses ($17) or short ones 
($11), 16-ounceTervis tumblers 
($16.50), ball markers ($22 in a boxed 
set of three plus a divot repair tool), 
divot repair tool alone ($12), bag tags 
($15), the sales tags of umbrellas 
($31.50), T-shirts ($18 kids, $25 adults), 
posters ($22), marble coasters ($50 for a 
set of four with stand), lap robes ($55), 
limited edition photos by James Quonze Jr. 
($ 149.99- $499.99) and official programs ($5). 

The number 
of households 
per 18-hole 
equivalent 
golf courses 
In Maine, 
according 
to NGF 
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Own the King of the Hills 
for $21,500* 

The l-Trim triplex rotary mower is specifically engineered to cut 
hills and bumps around your greens, tees and bunker surrounds. 
Its performance in uneven contours is unsurpassed, and its price 
is almost unbelievable. 

Before you spend a dime on another mower, come look at 
National Mower's new l-Trim. It's the perfect blend of performance 
and cost effectiveness, and it will be the perfect addition to your 
equipment inventory. 

To find the National Mower distributor nearest you, contact us toll 
free at (888) 907-3463, ex. 105. 
* $21,500 is a special introductory offer, and does not include any applicable freight expenses. 

T h e W o r l d ' s B e s t S p e c i a l t y M o w e r s 
National Mower Company 
700 Raymond Avenue • Saint Paul, MN 55114 
Tel. (888)907-3463, ex. 105 • Fax (651)646-2887 
web: www.nationalmower.com • email:sales® nationalmower.com 
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W A 1 S C H K E , P R O F E S S O R 
OF TURFGRASS 

SCIENCE AT PENN STATE 
UNIVERSITY 

How did you get into turfgrass 
research? 

The summer before I was admitted into 
dental school at the University of Iowa, I 
started to work at a golf course as a summer 
job in my hometown of Charles City, Iowa. 
And, as any turf person will tell you, its 
almost an addiction. I call my students turf 
junkies because once it gets in your blood 
- if its going to be something of significance 

for you - you just cant let it go. So 
I deferred away from dental school 
and went into turfgrass manage-
ment at Iowa State and earned an 
undergraduate degree. 

Somewhere along the later stages 
of my undergraduate career, I be-
came interested in research because 

I worked in the greenhouse for the graduate 
students, helping them with their disserta-
tion work. I started applying for graduate 
school and went to Virginia Tech for my 
M.S. and Ph.D. Those advance degrees 
were basic in the sense of academia because 
I was interested in plant physiology and bio-
chemistry. So my research projects in most 
instances were pretty basic, rather than the 
applied sciences in the research world. 

Getting closer to the end of my Ph.D. 
work and watching Dick Schmidt, my major 
professor, and what he was doing and what 
he had to go through as a faculty member 
at a good institution didn't move me much. 
I didn't want to have all the distractions of 
committees and classes. I wanted a research 
position. I convinced myself that I wanted 
to go to work for an agriculture chemical 
company that was producing a turf product 
line. 

About six months before I finished, I be-
gan talking to others who were young faculty 
members who gave me a perspective about 
academic life that I hadn't realized prior to 
those conversations. Then I narrowed my 
choice to Penn State University because of 
the reputation of its turf program. I said, "If 
an academic position ever became open, I 
would like to be considered." So while on 

hold, my predecessor, Tom Perkins, was 
looking to do what I thought I wanted 
to do, which was to go to an agriculture 
chemical company, and he did. That left 
an opening at Penn State. I was called and 
asked if I would interview, and I did. I 
liked what I saw and liked the turf faculty 
and fortunately was offered the position. I 
reported for duty as an assistant professor 
in October of 1970 and have been there 
ever since. 

What are some universities on 
par with Penn State? 

That's a hard one because all the land grant 
universities have good turf programs to 
some degree. That might be a single faculty 
member, or it could be a half dozen, or it 
could be more. If I was a high-school kid 
interested in turf, living in North Carolina, 
I would go to N.C. State because they have 
a really good program there. The same 
could be said of New Jersey - Rutgers has 
a good program. So does Ohio State and 
Michigan State. If I was growing up in 
Iowa, I would go to Iowa State, which has 
a good program. 

We like to consider ourselves a cut above 
everybody else, but that's just our opinion. 
We feel that way because we are often out in 
front doing things that others aren't doing. 
For example, we have a two-year technical 
program that was initiated in 1959 before 
anybody else had anything of the sort. And 
it's still viable today. 

We launched the first undergraduate de-
gree program in which a student could get 
a B.S. in turfgrass science in 1992. There 
weren't any degree programs before that. 
Now there are four: Ohio State, Rutgers 
and Georgia followed us. 

And for the past few years, we have had 
a world campus program, which is all on 
the Web. We have students from all over the 
world who take our turfgrass management 
programs on the computer. 

We just received approval from the fac-
ulty senate to offer our four-year degree 

program online to students all over the 
world. A student anywhere in the world 
can earn a four-year baccalaureate degree 
in turfgrass science from Penn State on 
the Internet. 

Has the number of students 
in the turfgrass program 

increased throughout the years? 
If so, why? 
We've seen an increase, which has to do 
with the growth of the turfgrass industry 
and its diversity. You can say X percent of 
our undergraduates are going to become golf 
course superintendents, landscape contrac-
tors or athletic field managers. That dynamic 
tends to shift as students have interest in the 
job market. For example, the largest growth 
area for undergraduates is managing sports 
fields; and consequently, on a percentage 
basis, the largest increase in our undergradu-
ate population who majored in turf has an 
interest in managing athletic fields, not golf 
courses. So the turfgrass industry at large is 
continuing to grow. 

Is there a need for more 
students in the research 

field? 
We need more talented academic students 
capable of graduate work. I don't mean that 
in a demeaning way about the students we 
have. We have some excellent students, but 
they want to be turf managing professionals. 
They don't have an interest in research or 
graduate school. At most, we have 2 percent 
of the total undergraduate population that 
has an interest in graduate school. And that's 
starting to bring about some problems as we 
look at trying to hire and fill positions like 
mine. Where are the young ones going to 
come from? There's a potential shortfall. 

Do you see problems 
because of that during 

the next 10 to 15 years? 
Yes. There's a fairly significant number of 
us old-timers who are going to retire, and 

urfgrass research 


