BY I.R. MASSEY

steany GROWTH AND FoLIAR APPLICATIONS
ARe KEY To MoST FERTILITY ProcrAMS
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NUTRIENT MANAGEMENT

Like most superintendents, Hevey is con-

stantly tinkering with his fertility program. Last
year, for instance, he used Polyon time-release
fertilizer to make it last longer.

“They say you can put it down at a high rate
and have it last all year, but there’s not enough
research yet,” he says. “It will be great for
baseball fields, college areas, maybe roughs.
I'm not sure about closely mowed areas. We
put it in the fairways and roughs, and it worked
well. It’s pretty expensive. That’s one of the
drawbacks.”

Although fertigation is becoming a big deal,
Hevey doesn’t use it.

“It’s a little expensive, and T don’t think my
irrigation system is good enough for it,” he says,
noting the system was installed in 1987. “I have
a lot of heavy clay soils, so I don’t have to water
as much as other people; but it doesn’t take as
much water to get the ground where I want it
to be,” he says.

STICK TO THE BASICS
Experimentation with fertility programs can be
good and bad. Bud White, the mid-continent re-
gion director for the UGSA Green Section who's
based in Carrollton, Texas, says superintendents
need to be educated.

“Guys need to do regular soil tests,” he says.
“They need to have that as a part of their program
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— how they build their fertility. Some companies
have alternative fertility programs, but they
don’t base them on sound soil tests all the time.
That’s a mistake. Their claims are made about
different products, and there’s no university
research. There’s no proof they're beneficial.
Testimonials aren’t the same as university re-
search about a product.”

Every fertility program has its basis in NPK,
a necessary fundamental.

“A lot of people have gotten away from a basic
sound nutritional program,” White says. “Many
alternative programs don’t have a basis in sci-
ence. It’s been happening throughout the last
four or five years, and they've started to spread.
NPK is still the best program.”

For young people coming into the profession,
White stresses focusing on the basics.

Superintendents also should stay mindful of
the fact that fertility programs go hand-in-hand

Todd Lowe (wearing the white shirt) of the
USGA holds a soil sample while discussing
nutrient management with a golf course
superintendent and green committee. Photo:
USGA

with water management.

“Too much water can move phosphorous and
nitrogen to ground water,” White says. “Those
are the main polluters of fertility. A modest
amount of fertilizer can run off when a guy is
overwatering. You have to manage your water
programs as well as fertility for environmental
concerns and good turf management.”

A GOOD MIX

An example of experimentation and region-
specific practices can be found in Florida. Bill
Brousseau, the director of golf course mainte-
nance at The Club at Admiral’s Cove in Jupiter
for 18 years, and his two superintendents, Steve
Judd and Shannon Wheeler, have concocted a
special fertility program that works well at his
45-hole facility. “What we're doing is working
for us,” he says. “I don’t know if it would ap-
ply to someone else. It’s a different ball game
everywhere you go.”

The Bermudagrass courses Brousseau main-
tains lie on sandy soil, of which he takes samples
twice a year. The results provide a benchmark
for his applications even though there are
separate programs for the greens and the rest
of the course.

“We go out on a monthly basis with a granular
fertilizer, and depending on the time of year,
what we want to achieve and weather condi-
tions, that will pretty much dictate what fertil-
izer we put out each month,” he says about areas
other than the greens.

On the TifEagle greens, Brousseau uses a
granular fertilizer two or three times a year.

“Some companies have alternative fertility

programs, but the

don’t base them on

sound soil tests all the time. That’s a mistake.”

- BUD WHITE
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After the granular applica-
tions, he sprays the greens
to maintain a constant,
manageable growth.
“Generally, we use a
granular when we're go-
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Corcoran

ing into our aerification
program,” he says. “We do
a lot of aerifying, verticutting and topdressing.
We manage to keep an 18-hole course closed
for 30 days so it’s healed like nothing ever hap-
pened.”

Because the turf grows aggressively, Brous-
seau must closely monitor his fertility program.
For foliar applications on greens, he uses various
products in his spray tanks.

“We’ve got our secret recipe that we would
never divulge,” he says with a laugh, adding that
he truly would be happy to share with his peers
who are interested.

Rainfall and the time of year also factor into
Brousseau’s program.

“When we get into peri-
ods of large rainfall, it could
leach our soils,” he says.
“We like to keep the turf
lean and hungry. Keeping
thatch levels down helps
keep out disease.”

Lowe sees many super-
intendents in Florida using
sprays and special mixtures.

“Because our standards are increasing, the
goal is to maintain a consistent putting surface,
so light, frequent applications are the trend,”

Hevey

he says. “Because our greens drain well, they
lose nutrients quickly. It’s in constant flux. In
the Southwest, the program will be different
because they get less rain.”

PLAN AHEAD

At Oak Hill Country Club in Rochester, N.Y.,
superintendent Jeff Corcoran must work dili-
gently to maintain his mix of the right amount of
fertilizer for the time of year and soil conditions.
During the winter months, he doesn’t have to
worry as much as superintendents in the South.
He uses the time to plan.

“We go through agronomic planning every
year, in February and March,” he says. “We take
our fertility plan and agronomic issues and do
a rough layout for the course for the year. We
talk about the products we might use. It’s a base
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plan, a projection.”

Corcoran evaluates his fertility program every
year and tweaks it a bit. His base program stays
the same every year, but there are always new
products or technology or formulations that he
might want to try.

“Seldom do we go wholesale with a new
product,” he says. “We do a test mode and slowly
incorporate it into our program.”

Unlike Hevey, Corcoran uses his irrigation
system to augment his fertility program. He
uses fertigation primarily on tees, fairways and
rough. “But there are times of the year when you
get lots of rainfall and can’t rely on fertigation
as a primary resource,” he says.

Oak Hill has hosted several major tourna-
ments throughout the years and is viewed as
one of the country’s best courses. Therefore,
Corcoran does his best to stay on the cutting
edge, which, at the moment, means sticking
with the program he’s developed throughout

the years.

“Nothing at the moment strikes me as real
innovative,” he says. “We've always stuck with
a foliar program on the greens. We spoon-feed.
We're about 90-percent foliar on our greens.”

Throughout the golf season, Corcoran applies
foliar fertilizer, then granular fertilizer. He also
uses organic fertilizer lightly in coordination
with aerification and tries to go lightly with
nitrogen, especially on the greens.

“You have to get the right combination, not
too light or heavy,” he says. “It’s being out there
and observing the clipping yields we get off the
greens. You get a real feel after a while from a
visual inspection. A lot of it is experience and
being out there every day. Some of it’s intui-
tive.” GCI

T.R. Massey is a freelance writer based in Colum-
bus, Ohio. He can be reached at trm@columbus.
rr.com.

Having tutored under the “Bill Smart” school of turfgrass culture
makes me think of one of Bills’s favorite lines in the summertime “Should
have been a mason, bricks don't wilt". That's why the spray rig never
leaves the shop without Surf-Side 37. I've used Surf-Side with just about
every chemical on the market. NEVER HAVE | BURNED WITH IT!

YEARLY PROGRAM My first application is late March / early April. Last
application is around Thanksgiving (I go skiing after that!). Greens and Tees
40z. / M Surf-Side on a regular basis that being every 2 to 4 weeks.

HYDROPHOBIC SOILS Any area of the Golf Course not up to par gets a
DRENCH of 5gals. Surf-Side in 160 gals. water put out with a hand gun
watered-in. This brings the areas under control.

LOCALIZED DRY SPOTS I've put up to 12-oz Surf-Side 37 in 2-gals.
water and poured it on the LDS. It’s best to first core the area with a soil
probe. Follow with lots of water, and VOILA!!! No more problem. It's a “no
brainer” for Superintendents fighting LDS.

DISEASE PROGRAM This is a good time to cut
labor costs and maintain your Surf-Side 37 Soil
Water Management Program. We average 5 to 7

fairway sprays a year and put 2-gals Surf-Side in the
160 gal. spraver. On green and tees we average 8 to 10
sprays a year and put 1-gal. Surf-Side 37 in

the 100 gal. sprayer.

STAY TUNED FOR 30 ,
YEARS OF GOOD LIVING
3 Bob DeMarco

POWELTON CLUB

NEWBURGH, NEW YORK'

Montco Products Box 404 Ambler, PA 19002 Phone: 800-401-0411
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PRODUCT PURCHASING
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Despite the rewards, some superintendents
are ambivalent toward purchasing programs

even banks — have them. Points. Companies want

consumer loyalty, and they try to earn that by
rewarding them with points when purchasing goods or
services. Chemical companies are no different. They want
the loyalty of golf course superintendents.

But because maintaining golf courses is a business, the
purchasing habits are different than an average consumer
trying to rack up points to fly to a warm destination in the
dead of winter. For the superintendents, it’s all about the
product. For the suppliers, it’s about saying “thank you”
for their business.

Syngenta Professional Products and Bayer Environ-
mental Science have similar programs that probably
are the most well-known in the industry. Although not
a points-based program, BASF’s early-order program is
well known, too.

M any companies — including hotels, airlines and

THE PROGRAMS

GreenPartners (www.greencastonline.com/greenpartner-
snm/index.html) has been around for eight years in one
form or another and has been called GreenPartners since
Syngenta was formed in late 2000. A strong majority of
Syngenta customers take part in the program, says Joe
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because of their effectiveness, not bi
program, DiPaola says the GreenP.
simple “thank you” to them. The GreenPar
also is an extension of Syngenta’s brand and
customers of the company, says Margaret M
marketing communications manager, Lawn & Ga
Syngenta.

Superintendents can redeem points for a variety of ite s
including turf equipment, education, training videos,
airline tickets to a conference and agronomic tools. They
also can donate points to associations and universities.
But not one product or area is redeemed much more than
others, says Norman Barclift, loyalty marketing manager
for Syngenta.

Throughout the years, the number of “goodies” such
as caps and jackets that were rewarded has decreased
substantially, DiPaola says.

“While those were done to increase brand awareness,
the program today is focused more on business tools and
giving superintendents the ability to reward their crews,”
he says.

GreenPartners also features a Uniquely Yours program
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PRODUCT PURCHASING

in which superinten-
dents can redeem points
for something that’s
not typically available
through the program.
They can work with
Syngenta to customize

DiPaola

something for their operation.

“The points belong to the course, and we want
to make sure these items are applicable to the
business,” McLean says.

At Bayer Environmental Science, the intent
of the company’s Accolades program (www.
accoladesrewards.com) is to reward the best,
most loyal customers with additional incentives,
says Jason Kuhlemeier, marketing services and
project manager for Bayer. Superintendents can
redeem points for things such as educational op-
portunities, training materials, equipment and
tools like digital cameras. The best Accolades

for four years and was first called CrewPack
because the company wanted to focus on reward-
ing not only the superintendent, but his crew as
well. Rewards that were part of the CrewPack
included gloves, jackets and turf-stress identi-
fication glasses.

“At the least, we wanted to give something to
superintendents that would help them out, such
as the turf-stress disease glasses,” says Bob York,
marketing associate for BASF Professional Turf
& Ornamentals. “TVs, computers and things like
that were never part of the program.”

Now the program is called ProPack.

“We don’t do give-a-ways anymore,” says
York. “We established a turf council that con-
sists of superintendents and asked them what
they wanted in an early-order program. They
wanted products ata good price, and they didn’t
want us to change the price of products during
the year. BASF changed its program recently.

“I'm not going to buy a product because of

oints. It comes doyyn to cost and service
rom the sales reps.” - SCOTT SCHRAER, CGCS

customers can ask for things they need that aren’t
available on the Accolades Web site.

“Some customers manage Accolades points
more intensely than others,” Kuhlemeier says.
“Some superintendents may hold on to their
points for a while to purchase things like a (John
Deere) Gator. But the program isn’t exclusive to
one supplier.”

Accolades points don’t equate to a dollar
amount. For example, one 30-pound bag of Merit
equals 50 points.

For the most part, the program is the same
as it was in 2003. However, in mid-2004, Bayer
implemented a paperless points system for the
program so users could track their points elec-
tronically, eliminating the need to make copies
of their invoices and submit them to Bayer — al-
though some still prefer to do it that way.

Throughout the years, the program has been
successful, and the number of participants has
grown each year, Kuhlemeier says.

“There aren’t any significant changes on the
horizon, but we will continue to look for ways
to enhance the program ,” he says.

BASF’s early-order program has been around
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“We are not as big as the other guys, so we
need to do things smarter or better,” York says.
“Distributors are important to us, so if a super-
intendent orders so much, they get a rebate
that goes to their account with the distributor.
They can use that to buy other products, even
those that aren’t BASF brands. Superintendents
don’t want to be told what to buy. They say it’s
an easy program.”

As part of the program, superintendents need
to buy any BASF-branded fungicide, herbicide
or insecticide (which can be a single product
or any combination) before Dec. 15 to earn
credit with their turf supplier to save on future
purchases on anything they sell. If they buy a
minimum dollar amount ($5,000 to $9,999),
they’ll receive a 3-percent credit. The company
doesn’t offer anything
below $5,000. If they
spend between $10,000
and $14,999, they re-
ceive a 4-percent credit;
between $15,000 and
$19,999, a 5-percent
credit; and $20,000 or

Kuhlemeier

more, a 6-percent credit.

The number of superintendents participat-
ing in the program has doubled every year for
the past three years, York says. He declined
to say exactly how many superintendents are
part of the program or what that percentage is
related to all of the company’s superintendent
customers.

BASF evaluated the program in February to
see how well it worked last year. It will make
tweaks to the program based on the assess-
ment.

“Alot of decisions are based on the turf coun-
cil,” York says. “We want it to be easy for super-
intendents to follow and use the program.”

Some superintendents enjoy having the Dec.
15 deadline because they know what core prod-
ucts they'll use the next year, York says.

LACK OF VALUE

Yet, with all the possibilities reward programs
offer, some superintendents are ambivalent
about them because they're more focused on
budgets and the need for particular products.

Bruce Worzella, CGCS, at West Bend (Wis.)
Country Club, spent $53,500 on pesticides last
year. He earns points from Bayer’s and Syngen-
ta’s programs and turns them over to purchase
GCSAA merchandise. He bought a TV for the
shop so the staff can watch the Superintendents’
Videomagazine, as well as a digital camera and
GCSAA books with reward points.

All the points he earns are turned back into
the facility. He says his distributors do a good job
of keeping track of the points he earns. Despite
his involvement with the programs, Worzella
would prefer a price discount.

“They should just lower the price of pesti-
cides,” he says. “If companies would be more
competitive in price with generics, then we
would benefit more from that.”

Like Worzella, Scott Schraer, CGCS, at Scioto
Reserve Golf & Athletic Club in Powell, Ohio,
buys products early in the beginning of Novem-
ber and December from Syngenta and Bayer,
earning reward points.

“I used points once a while back to buy pes-
ticides, but points don’t mean much,” Schraer
says. “I want the savings or a discount on the
cost of the pesticides.”

But DiPaola says lowering the price instead
of earning rewards is like comparing apples and
oranges, like comparing a capital expenditure



budget with a maintenance budget.

Worzella’s fiscal year is from Nov. 1 to Oct. 31,
so most of his ordering is done for the following
year in November or December. Because of that
time frame, he can take advantage of discounts
and can hold off paying distributors until May.
Worzella, who has a maintenance budget of
$677,000 including labor, hasn’t used reward
points to purchase more pesticides, and he never
uses all his points by year’s end.

“I don’t spend them just because they're
there,” he says, adding that he’s been part of
frequency programs for about five years. “I look
at the amount of time and money Syngenta or
Bayer invests in bringing a product to market.
I have loyalty to the companies who spend the
money in the long term. I know superintendents
who have a different view of that, but I can lean
alittle more on the company if there’s a problem
down the road.

“I look at the best price for the best product,”
he adds. “These programs are insignificant. It’s
just something to make you aware of the prod-
ucts. If they didn’t have the loyalty programs, I'd
still buy from them.”

Schraer says he doesn’t use points regularly
because he doesn’t spend the time keeping track
of them because he has other priorities.

“For me and my club it boils down to price,”

~ he says. “I have a stringent budget. But I'm not
- saying any one product is better than another.
- I'm not going to buy a product because of points.

It comes down to cost and service from the sales
reps. I give my business to as many people as
possible, not just agency products.

“Points aren’t an incentive,” he adds. “Prod-
ucts sell because they work, not because you
can get a weed eater. I'm not going to let points
dictate how I buy products.”

Dave Phipps, golf course superintendent at
the 18-hole Stone Creek Golf Course in Oregon

~ City, Ore., purchases branded and some generic

pesticides from many suppliers. He might be
part of Syngenta’s GreenPartners program, but
he’s not sure because that’s something one of his

 distributors would have signed him up for.

“The frequency or points programs don’t have
an impact on what I buy or who I buy from,”

 he says.

Of all the rewards items Phipps has heard

- about — everything from tools to computers

- — he could justify some things but would have
 difficulty accepting a gift that would ben-

efit himself personally.
However, he wouldn’t
have a problem with
items that would be
considered giving back
to the industry.

“It’s the club’s mon-
ey, so if anybody should benefit, it should be the
club,” he says. “I hope people have a conscience
when they spend their points.”

Some public golf courses have strict guidelines
because employees are on the public payroll. But
Phipps, whose maintenance budget is $619,000,
is on a private payroll because he works for a
management company, Total Golf Management
Services, which operates the municipal course.

Another reason a frequency program isn’t that
important to Phipps is his location, the Pacific
Northwest, where disease pressure is lower than
other parts of the country.

Phipps

No Water.

Trailhead is odorless and does not pollute.

Industry Show in Anaheim!

800-425-4887

www.clivusmultrum.com

The Clivus Multrum M54 Trailhead is a composting
toilet system with handicapped accessible bathroom
structure. |deal for mid-course, the Trailhead structure
is available in single or double-stall configurations and
a variety of finishes. And like all Clivus systems, the
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“We don't use a lot of insecticides and fun-
gicides,” he says. “For example, I've never seen
fusarium patch. We have bentgrass greens that
I spray two or three times a year. At most, some
guys are spraying their bentgrass greens once a
month. We don’t stand to gain much from the
frequency programs.”

Refuting superintendents who say the pro-
grams aren’t valuable, DiPaola cites the number
of superintendents in the GreenPartners pro-
gram and their purchasing behavior.

“There are a significant number of people tak-
ing advantage of the program,” he says.

And despite superintendents saying they don'’t
perceive value in rewards programs, Schraer
says he gets it.

“If you're at a club where you can buy tools
you normally won’t buy, then it’s valuable,” he
says. “It’s an option to purchase something you
normally wouldn’t buy.” GCI
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CASE STUDY

The South Course at Toscana Country
Club features lakes, streams, waterfalls
and palm trees set across newly created
rolling terrain. Photo: Joshua Klyne
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Attention to detail and addressing issues trump weather
and tragedy to complete a high-end development project

BY DOUG SAUNDERS

n 2003, William Bone, founder and c.e.o.

of Sunrise Co., set the ambitious goal to

create the finest private equity golf club

in a region that’s already home to some
of the most prestigious golf addresses in the
world: Palm Springs, Calif. Bone owned a prime
640-acre parcel of land in the Coachella Valley
since 1985 and, after several tries during the past
few decades, he was ready to make that dream
come true.

Bone’s vision included a luxury residential
community, 36 holes of golf (27 of which are
complete to date) and all the amenities expected
at a first-class facility. He thought obtaining the
services of designer Jack Nicklaus would provide
the project instant recognition.

That vision became a reality when Toscana
Country Club opened for play December 2005 af-
ter a 14-month construction process managed by
Scottsdale, Ariz.-based SEMA Golf. Not only did
SEMA build 18 holes of golf, water features and
bridges in 14 months, it completed another nine
holes within budget while sharing the site during
the creation of the housing infrastructure.

“Many builders in the industry were interested
in this project because it was going to be such a
high-profile job,” says Bob Steele, president of
SEMA. “We were fortunate to be awarded the
contract and spent three months planning and
meeting with various team members before we
even began work.”

The relatively flat, sandy land actually had
a cross slope of 200 feet, and more than six

million cubic yards of dirt were moved during
the mass excavation to prepare the site for golf
course and home construction during a four-
month period.

Nicklaus designed two distinctly different
types of golf courses for Toscana. The South
Course, which was built first, is a classic
Coachella Valley-type course featuring many
lakes, streams, waterfalls and palm trees set
across newly created rolling terrain. The North
Course is more of a desert-type layout featur-
ing numerous rock outcroppings with green
fairways as sharp contrasts to the desert terrain
that frames each hole.

“These two styles called for carefully fol-
lowing the grading plans to create the proper
perspectives,” Steele says. “One of the enjoyable
things about working on these flat sites is using
machines as creative tools to develop interest-
ing landforms. The desert is a palette, and our
shapers become the artists.”

Building Toscana was the second collabora-
tion between Nicklaus and SEMA, who built the
Outlaw course at Desert Mountain in Scottsdale,
which won the Creative Builder Excellence
Award in 2005 (“Making it happen,” March, p.
32). Having worked with the Nicklaus Design
team before also was an advantage for SEMA.

OPEN LINES

The key aspect of such an ambitious project
was developing a clear line of communication
between the developer, the design team, and all
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CASE STUDY

SCreative

~ Award Winner

Location: Palm Springs, Calif.
Type of project: New construction
Cost: $11.7 million

Construction started: November 2004
Course opened: December 2005
Builder: SEMA Golf

Architect: Nicklaus Deslgn

Golf course superintendent: Rick Sall
Owner: Sunrise Co.

Original plans for
Toscana called for
about 160 bunkers,
but as Jack Nicklaus
and William Bone
changed things
when visiting on site,
the project finished
with 223 bunkers.
Photo: Joshua Klyne

of the subcontractors whose input and commit-
ment were critical for success. Gary Peterson,
golf course construction manager for Sunrise
Co., oversaw the construction.

“We've done many projects similar to this but
not on this grand of a scale,” he says. “I had a
solid idea of where the numbers should be when
we took this project out to bid, and every builder
was interested in being a part of the project. We
settled on SEMA after several interviews. This
was my first experience working with SEMA, and
I was impressed with its attention to detail and
willingness to address issues as they arose.”

It was Peterson’s position to formulate a
time-line schedule for the project and then focus
on keeping things moving along. Because so
many facets of the project were dependent on
the production of each subcontractor, it was a
daunting task. Peterson held daily meetings with
Brandon Steele, the construction superintendent
for SEMA, and the various subcontractors. He
also held regular meetings with Nicklaus site
coordinator Tom Soileau, designer Jon Garner
and Brandon Steele.

“SEMA Golf’s strong point was always be-

ing able to take care of simple changes as they
arose,” Peterson says. “For example, the original
plans called for about 160 bunkers, but as things
changed during on-site visits by Jack and Mr.
Bone, we ended up with 223 bunkers. But those
changes never slowed down the progress be-
cause SEMA took care of these types of changes
immediately.”

Through a clear line of communication and
detailed paperwork, change orders were kept to
a minimum, which helped keep the job within
the $11.7 million budget. Progress continued on
time despite having almost 1,000 workers on site
during the height of construction.

“Having worked with Nicklaus before helped
us to understand the process from the design-
ers perspective,” Steele says. “We learned what
things the on-site designer could deal with and
what things would need Jack’s input. This helped
us have things ready before Jack’s visits, which
would help him with his task.”

MOTHER NATURE
Weather can be a factor in any construction
project, and in the Palm Springs area, the biggest




