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POPULATIONS IN OUR FAIRWAYS" 
Sean McCtie, Country Club at Castle Pines, Castle Rock, CO 

hese superintendents, from 
both private clubs and public golf 
courses across the country, say that 
interseeding with the advanced 
bentgrasses from Tee-2-Green 
is a highly effective method for 
improving turf. 

The interseeding process is simple: 
After you aerify, put down one of 
the aggressive Penn bents from 
Tee-2-Green, such as the Penn A's 
& G's, Seaside II, PennLinks II, 
or Penneagle II. Over time, as you 
slowly build up your seed bank, 
the aggressive Penn bentgrasses 
will grow and spread to become 

the dominant turf on your greens, 
fairways, and tees— even out 
competing many unwanted weeds, 
including Poa annua. 

Soon, you will begin to notice 
that your playing surfaces are 
growing more dense and playing 
more consistent. And because the 
advanced Penn bents are more 
disease resistant and tolerant of 
extreme conditions than other 
bentgrass varieties, your course 
will be easier and less expensive to 
manage. The key is to follow these 
simple interseeding techniques. 

" I ' V E S E E N AN 0 ¥ : % i L L 
OF A P P E A R A N C E " 

David Phipps, Stone Creek Golf Club, Oregon City, OR 

The best part is that when you 
interseed, you can dramatically 
improve your golf course without 
disrupting play. Your members and 
players won't even realize until they 

notice a better-playing course. 
To improve playing conditions on | 
your golf course, don't renovate, 
interseed with the advanced Penn 
bents from Tee-2-Green—the finest, 
most trusted bentgrasses in the work 

Visit tee-2-green.com to view 
interseeding testimonials 

P O BOX 250 Hubba rd , O R 97032 USh 
800-547-0255 • FAX 503-651-2351 

www.tee-2-green.com 
bentinfo@tee-2-green.com 

http://www.tee-2-green.com
mailto:bentinfo@tee-2-green.com
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Solutions that fit any turf disease problem. 

When it comes to nasty turf diseases and the problems they create, Bayer has the solution-products that 

will prevent or control tough turf disease like dollar spot, brown patch and anthracnose, quickly and 

effectively. Therefore, keeping your course beautiful and green and your reputation golden. And all our 

products are Backed by Bayer™and all the science and support that come with it. For more information ask 

your Bayer Field Representative or visit us at BackedByBayer.com. 

Bayer Environmental Science, a business division of Bayer CropScience LP, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709.26GT, Banol, Bayleton, Chipco, ProStar and Tartan are registered trademarks 
of Bayer AG. Backed by Bayer and Compass are trademarks of Bayer AG. Not ail products are registered in all states. Always read and follow label directions carefully. ©2007 Bayer CropScience LP. 
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John Walsh 
Editor 

THE GREENER SIDE OF GOLF 

We would like to hear 
from you. Please 
post any comments 
you have about 
this column on our 
mes sage board, 
which is at www. 
golfcourseindustry. 
com/messageboard. 

Don't get me wrong; I'm not a tree-huggin' hippie who thinks pesticides are 
horrible and should be banned. And I'm not protesting golf course develop-
ment because it disturbs the land and "ruins" wildlife habitat. But golf course 

superintendents, as a whole, can do a better job of being the environmental stewards 
the industry claims. 

The mindset of many superintendents is to use as few pesticides as possible by 
having a sound integrated plant management program and managing water use better 
because it's good for turf, the bottom line and the environment. But there's still room 
for improvement. 

Those at the 10th Golf & the Environment meeting last month in Anaheim seemed 
to think so, too. The event included key people from the golf industry (GCSAA, USGA, 
GCBAA and ASGCA) and the environmental community (Sierra Club and Friends of 
the Earth). Both sides found common ground and understand each other better. The 
goal for both is to improve golf's compatibility with the environment, and there's no 
question the two sides are closer to that goal than they were 10 years ago. 

Superintendents need to realize the importance of better environmental steward-
ship. I suspect some superintendents simply don't care, and some are too lazy. There 
also are many who care but are overworked, underpaid, don't have the time and are 
working for owners who could care less about being better environmental stewards. 
Yet, superintendents are the ones who can make the biggest difference at a golf facil-
ity. Superintendents should take the initiative and implement improved environmen-
tal standards before they're forced to do it through regulation. 

Facilities can improve in areas such as plant protection and nutrition (more effec-
tive use), water management (less usage), waste management (generating less waste 
and recycling) and wildlife management (increasing habitat). Irrigation companies 
are doing their part by making products that manage water more efficiently. Pesticide 
manufacturers are coming out with safer and more effective products. Seed companies 
are providing new turfgrass varieties that are better for the environment. Architects 
and builders are part of the movement, too, thanks to better siting and erosion control 
processes. Research is part of it as well. The USGA and GCSAA are funding substantial 
environmental research. The GCSAA also is acquiring information to use as baseline 
data to document the environmental progress of golf courses. 

If you're unfamiliar with the Environmental Principles for Golf Courses in the United 
States - guidelines developed a decade ago - e-mail Paul Parker (pparkercrm@msn. 
com) at the Center for Resource Management. Or, if you want to improve your environ-
mental stewardship by implementing a comprehensive golf course environmental man-
agement plan, contact consultant Bill Bushman, director of Ecodesigns in San Antonio. 
He presented a thought-provoking seminar in Anaheim. 

This isn't to say the industry isn't doing anything to better environmental steward-
ship. It's doing quite a bit, but it doesn't do a good job of communicating its successes. 
Because of that, it's easy for environmental activists to point the finger at it. 

The industry has made great strides during the past 10 years regarding its compat-
ibility with the environment, but there's still room for improvement. And there's no 
good reason why every superintendent and facility shouldn't be an active participant. 

Maybe architect Bill Love put it best when he said, "If you don't understand the 
environment, you'll be out of the business." 
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Our fairways are about 70% Poa annua, but there 
are remarkably few seedheads thanks to Embark 
Plant Growth Regulator," says Larry Emery, who 
has used the PGR for the past lie? years. 

Larry Emery, GC5 
Hidden Vaily Country Club 
Sandy, UT 

Embark®Turf & Ornamenta l G rowth Regulator p rov ides re l iable Poa 
annua seedhead suppress ion. Just a few ounces per acre appl ied prior 
to seedhead format ion can provide season long control. 

An Employee-Owned Company 
1 - 8 B O - B E 1 - 7 9 E 5 
emhark.pbigurdan. com 



Get the ball rolling 
It's uplifting to see other assistant golf course 
superintendents in the same predicament I'm 
in ("Becoming more involved," January, page 
10). I'm going into my sixth season as the assis-
tant at Framingham Country Club. During the 
past two years, I've been one of the finalists to 
be hired as a superintendent, but have failed to 
get the jobs. Although I'm happily employed, 
I feel it's time to move on. The local chapter 
in New England doesn't have a designated 
committee for assistants, so congratulations to 
John Ekstrom for getting the ball rolling for us 
who are second in command. 

Jeffrey Urquhart 
Assistant golf course superintendent 
Framingham (Mass.) Country Club 

Web-site guidance 
I read Jim McLoughlin's column, "Unpre-
pared," in the September issue (page 20) after 
my superintendent cut out the article and told 
me implementing a strategic plan for my next 
job opportunity is something I seriously should 
consider doing. The personal Web site is 
something I'm interested in developing to help 
achieve my career goals. I have many resourc-
es available to create an excellent personal 
site, but I want to know if McLoughlin has any 
samples or Web-site addresses I can visit to get 
ideas or a list of important points that should 
be included on a personal Web site. 

Lance Fox 
Assistant golf course superintendent 
Tartan Fields Golf Club 
Dublin, Ohio 

McLoughlin's response: 
Look at Steve Renzetti's Web site, www.ste-
venrenzetti.com. This is one of the best. Steve 
paid $900 for his Web site development. As an 
assistant, you won't have the depth of creden-
tials to match Steve's, so don't try to duplicate 
his site; rather, strive to match the quality of 
his site and the judicial use of photos. 

Look at my November 2004 column to get 
an idea about how assistants can fill out an 
initial Web site. 

A manager's priorities 
I enjoyed Jim McLoughlin's column, "The 
assistant trap," in the October issue (page 16). 

His comment about club managers having 
a bias to the hospitality industry seems to 
imply country club managers don't have 
an interest in golf, that, perhaps, we're 
more into "pots and pans" than sporting 
elements of clubs. 

Golf professionals and course superin-
tendents are closer to golf s family circle, 
but that doesn't mean a manager isn't 
part of that component. A g.m. needs to 
understand what's happening in various 
areas - the course, golf shop, tennis shop, 
pool, accounting, marketing, etc. - to be 
an accomplished leader of a club's staff. 

Most managers wish they had more 
time to play golf. I'd love to be able to play 
more and be a better player. I'm aware of 
managers who are in a routine of playing 
golf well and often. Many have set tee 
times at their clubs with members. I take 
members to another club, as a guest of 
the manager, and enjoy a different club 
operation and get to know a few members 
better. 

Managers who are regular players 
might be perceived by members as not 
paying attention to the many business 
aspects of clubdom. Managers need to be 
able to understand the conditions of their 
courses and assist the superintendent and 
golf pro with their areas of responsibility. 
But they don't need to play the game at 
every appropriate opportunity to be "in." 
Managers must be visible and accessible 
to members because they're the go-to 
person when issues arise. Being on the 
course makes this difficult. 

I caution assistant managers to avoid 
playing at every opportunity to become 
part of the golf family. The golf pro and 
superintendent should be more skilled at 
the game than the manager. Our positions 
require us to be versed in all areas of a 
complex business. We're responsible for 
the entire club operation, and generally, 
there isn't enough time to accommodate 
both. Our goal should be to be accom-
plished in all disciplines mentioned and 
be a respectable player of this great game. 

George Oestreich, CCM 
General manager 
River Crossing Club 
San Antonio 
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Reality Check, 

The JobClock System easily tracks 
attendance for each worker, 
at every jobsite, 24/7. 

Find out why more than 
325,000 workers clocked in today 
with The JobClock System! 

www.golfcourseindustry.com/readerservice - #11 

T H E J O B C L O C K ® T H E S U P E R I N T E N D E N T ' S TIMECLOCK™ 

RUGGED • EASY-TO-USE • ACCURATE • OPERATES 24/7 • ATTACHES ANYWHERE 

Cal l today : (888) 788-8463 • w w w . j o b c l o c k . c o m 

http://www.golfcourseindustry.com/readerservice
http://www.jobclock.com


Deal continues despite shareholder reluctance 

Decisions about the future 
branding of the combined 
company haven't been 
made yet. 

John Dere's proposed acquisi-
tion of LESCO represents 
the largest from a revenue 

standpoint in the equipment man-
ufacturer's 170-year-old history. It 
also represents, perhaps, Deere's 
most important undertaking in its 
efforts to become a business part-
ner to golf course superintendents 
and lawn and landscape contrac-
tors nationwide. 

Because the Deere/LESCO 
transaction won't be finalized 
until later this spring, execu-
tives at both companies couldn't 
reveal specific plans about the 
future of both companies. It's 
clear, though, LESCO and its 332 
service centers and 125 Stores-on-
Wheels will be moved under the 
John Deere Landscapes umbrella. 

JDL has 300 locations through-
out the United States and execu-
tives at Deere indicate the site 
overlap isn't significant. JDL is a 
distributor of irrigation, nursery 
stock, outdoor lighting and land-
scape supplies primarily to the 
installation and new construction 
markets. In contrast, LESCO 
mainly serves the maintenance 
side of the green business as a dis-
tributor of pesticides, fertilizers, 
seed and other soft goods. Deere 
views the purchase of LESCO as 
an opportunity to strengthen cus-
tomer relationships by maintain-
ing the properties their custom-
ers might only install currently. 

As Deere integrates LESCO 
into its JDL locations and fulfills 
its vision of becoming a better 
business partner with its custom-
ers, a LESCO shareholder filed 
an appeal against the sale citing 
the price per share undervalues 
the intrinsic value of LESCO. 
The definitive merger agreement 

calls for the purchase of LESCO 
for $14.50 per common share in 
cash. 

Hawkshaw Capital Manage-
ment LLC owns more than 
1.2 million shares of LESCO 
common stock, which is said to 
represent 13.6 percent of shares 
outstanding. 

"LESCO's intrinsic value is 
significantly higher than what 
Deere & Co. is offering," says 
Frank Byrd, managing member 
of Hawkshaw in a prepared 
statement. "The proposed price 
of $14.50 at best captures the 
cost synergies available to Deere 
& Co. as a strategic acquirer, but 
fails to adequately compensate 
LESCO shareholders for a return 
to normal operating earnings and 
the value creation from contin-
ued expansion of the company's 
high return on capital retail 
service center business." 

A recent 52-week period 
showed LESCO stock ranging 
from $6.70 to $18.17. It traded at 
$10 a share in February and listed 
at $14.40 the same month. 

Last year, LESCO was reju-
venating its standing in the golf 
industry following a decision by 
previous management to elimi-
nate field sales staff to reduce 
costs. The move backfired, cost-
ing sales in a business in which 
relationships play a key role. 

The sale couldn't have come at 
a worse time - immediately fol-
lowing one of the worst operating 
years in LESCO's history, Hawk-
shaw says. Between lost sales, raw 
materials costs and restructuring, 
the company posted a $20-mil-
lion year-end operating loss. 

The issues that precipitated the 
stock's decline are temporary and 

largely fixable during the next 
two years, Byrd says. 

Jeff Rutherford, LESCO's c.e.o., 
couldn't comment about the sale 
or the shareholder complaint, but 
says the company was scheduled 
to publish it's proxy earlier this 
month. 

As the sale continues through 
shareholder and regulatory 
approval, Deere executives will 
work with distributors on both 
sides to determine to best way to 
deliver products and services to 
its customers. 

"For our customers, this 
represents the joining of two 
great brands, innovation and 
quality built on strong customer 
service," says Gregg Brening-
meyer, director of sales and 
marketing for John Deere Golf & 
Turf One Source. "The positive 
reaction we've heard from our 
customers and associates affirms 
why this makes sense. It's more 
resources for our customers and 
an expanded portfolio of goods 
and services than in the past." 

No decisions have been made 
about future branding of the 
combined company; however, 
Breningmeyer says Stores-on-
Wheels remain in its plans. 

One Source is a work in prog-
ress, he adds. 

"We don't want to be all things 
to all people," he says. "We want 
to find out what appeals to our 
customers and take advantage of 
what they want." 

While there are redundancies 
between LESCO's Cleveland 
corporate headquarters and JDL's 
headquarters in Alpharetta, Ga., 
Breningmeyer says it's too soon 
to say whether LESCO's office 
will remain open. - Cindy Code 


