
Why is Penncross 
the Most Widely Used Bentgrass in the World? 

#1 Trusted Variety 
for Over 50 Years 

After more than 50 years, Penncross is still he most widely 
used bentgrass, recognized by superintendents worldwide 
for its superior standards and unmatched traits 

The aggressive stoloniferous growth of Penncross fills in 
divots on tees and landing areas quickly, maintaining a 
beautiful, functional playing surface 

Its strength and disease resistance are legendary, with 
outstanding Dollar Spot resistance and the ability to 
perform consistently in heat, cold or drought 

Penncross offers an excellent playing surface for tees, 
fairways and greens when maintained properly 

Penncross creeping bentgrass should be a dominant 
part of every fairway blend 

PO BOX 250 Hubbard, OR 97032 USA 

800-547-0255 . FAX: 503-651-2351 

bentinfo@tee-2-green.com 
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"Here at Merion Coif Club, our members are passionate about golf and the condition of our course, so we have 

an active Poa annua management program. We rely on Cutless 50W because it is highly effective in reducing 

Poa annua infestations in bentgrass fairways. My experience with Cutless 50W is that it is less disruptive on the 

bentgrassj while being highly effective in reducing Poa annua populations. In addition to bentgrass conversion, 

Cutless 50W also provides labor savings by reducing our mowing requirement." 

V / 
Matt Shaffer T 
Director of Coif Course Operations 
Merion Golf Club, Ardmore, PA 

Poa annua invades bentgrass fairways and greens often out-competing bentgrass and other desirable grasses, eventually becoming 
the dominant turf species. Cutless 50W turf growth regulator can help you fight this encroachment, and shift the competitive advantage 
back to your desirable turfgrass. Unlike some plant growth regulators, Cutless 50W constricts the Poa annua but is gentle on desirable 
grasses such as bentgrass, allowing the bentgrass to grow and establish in the constricted Poa annua colonies. So free your bentgrass 
and squeeze the Poa annua out of your fairways and greens. Use Cutless 50W, the Poa Constrictor! 

For more information about Cutless 50W turf growth regulator, call 1-800-419-7779 
or visit our web site at www.sepro.com. 

SePR© SePRO Corporation Carmel, IN 46032 
Cutless sow 
Turf Growth Regulator 

Trademark of SePRO Corporation. Always read and follow label directions. ©Copyright 2007 SePRO Corporation. 
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LET'S MAKE A DEAL 
CNL Income Properties intends to acquire 28 U.S. golf course 
properties from affiliates of American Golf Corp. The purchase 
is part of a combined transaction with Evergreen Alliance Golf 
Limited and American Golf in which EAGLE is purchasing 14 J 
additional courses from American Golf. f 

HEAVY TRAFFIC TIPS 
Find out how the staff at Rancho Park Golf Club in Los Angeles 1 
keeps the course playable and alleviates the stress that comes V 
with more than 100,000 yearly rounds. 

ONLINE POLL: GROW-IN EXPERIENCE 
As a golf course superintendent, do you wish to have more grow-in 
experience? Visit the GCI home page to vote in this online poll. 

DIGITAL LIBRARY 
You can view last year's digital issues of Golf Course Industry any 
time you want on DVD. The digital library contains all the 2006 
issues on one disc. The DVD is available at the online bookstore -
www.golfcourseindustry.com/store. 

EDITORIAL MISSION STATEMENT: 
Golf Course Industry reports on and analyzes the business of maintaining golf courses, 
as well as the broader business of golf course management. This includes three main 
areas: agronomy, business management and career development as it relates to golf 
course superintendents and those managers responsible for maintaining a golf course 
as an important asset. Golf Course Industry shows superintendents what's possible, helps 
them understand why it's important and tells them how to take the next step. 
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A look at the diversity of rhizosphere 
bacteria in USGA putting greens. 
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BUILD A BRAND 

During my travels the past couple years, I've heard several speakers talk about 
branding and the importance a brand has in the success of a business. They've 
lectured about brand development and how it helps manufacturers, distribu-

tors and even magazines like this one. Building a brand helps identify the value of a 
business, and if a brand is well known, it's supposed to make selling for that business 
much easier. That, in turn, makes the business more profitable - the obvious goal of 
all businesses. 

A brand helps enhance marketing positions, allows companies to set premium 
pricing, builds market loyalty and differentiates a business from its competitors. A 
brand has value, and sometimes part of that value is intangible. Marketing profes-
sionals say small companies, even a single golf facility, can build a brand. A brand not 
only includes the product you offer (e.g., the best-conditioned golf course for your 
dollar), but services as well. And every person who works at a golf facility is part of 
those product and service components of a brand. In golf, your brand is an experi-
ence because the only thing a golfer can take with him when he leaves the course 
are items from the pro shop, but that's not the main reason why golfers come to your 
facility to begin with. It's not the main reason for the business. The course is. 

The keys to building your brand are: having a committed focus, recognizing your 
core competencies and values, consistently delivering your product and services, and 
providing an atmosphere for pleasant golf experiences. Ultimately, the brand helps 
your customers build confidence in your business because they know what to expect. 

As a golf course superintendent, being in contact with the golfers at your course 
daily is part of building your facility's brand. Explaining to golfers why course condi-
tions are they way they are and finding out what they prefer improves their experi-
ence. If your greens are being aerated, do you let golfers know? Do you explain why 
they're being aerated? Aside from course conditioning, which is the most common 
way for you to help differentiate your course from others, do you help build your 
facility's brand and improve golfers' experiences by recommending various types of 
services to offer customers (babysitting, shoe cleaning and car washes are examples)? 
Even if you can't actually implement those services because you're busy maintaining 
the golf course, see to it your ideas to better the facility are presented. 

Brands such as Apple, McDonald's, Coca-Cola and Mercedes are some of the most 
recognized brands in the world. Golf facility examples include Augusta, Pinehurst, 
Bandon Dunes and Pebble Beach. Analyze those facilities' operations to see if there's 
something you can glean from them to adapt to your operation and market. Keep in 
mind you don't have to be known nationally to have a well-respected, strong brand. 
However, you might end up building your brand to the point where it is known 
nationally. 

Does your golf facility have a brand identity in your local or regional market? If 
so, can it be strengthened? What are you doing to help build your facility's brand? 
Are other managers, such as the golf pro and general manager, doing their part? Are 
you all on the same page regarding the need to build brand awareness to better your 
business? If not, maybe it's time to sit down and define your brand and execute a 
plan to develop it. By doing so, your facility might not suffer as much during difficult 
economic times and might outperform competitors during healthy times. A strong, 
well-defined brand betters business. So be aggressive and innovative and help define 
or improve your facility's brand. You'll be better off for it. GCI 
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from you. Please post 
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our message board, 
which is at www. 
golfcourseindustry.com/ 
messageboard. 
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Experience rich, greener turf when it feasts on SeaBlend 
Just as seafood is a superior source of protein for you, marine sources of 

protein are superior forms of nitrogen for your turf. SeaBlend is the 

perfect combination of high quality organic and synthetic ingredients, so 

it produces rich, superior color and quality in all seasons. 

When fertilizing in the autumn, you want the right blend of organic and 

synthetic sources to build carbohydrate reserves and give you a very 

dependable release curve. Dependable, measured release of nutrients 

avoids surges of growth, and it provides surface quality throughout the 

autumn to keep up with the demands of play. For best results, apply 1/2 

pound of N (4 lbs of SeaBlend) per 1,000 sf by mid-September and again 

in mid-late October. 

SeaBlend produces great color, and it builds soil and stimulates microbial 

activity. Unlike most organics, SeaBlend won't gum up your rollers, and 

with a homogeneous greens-grade particle, it's perfect for closely mowed 

bents and bermudas, including the newer, denser varieties. SeaBlend 

contains no manures, bone meals or biosolids. 

Feed your turf SeaBlend, and see the color difference that complete, 

superior nutrition can make. 

COMPLETE NUTRITION 

NATURAL/ORGANIC SYNTHETIC 

Crab Meal Sulfate of 

Lobster Meal Potash 

Marine Shells Ferrous 

Fish Meal j g m 
l \ — Sulfate 

Kelp Extract | Urea 

Epsom Salt Methylene Urea 
Blood Meal Monoammonium 

Poultry Meal Phosphate 
Alfalfa Meal 

Rock Phosphate 

Sea#Blend 
See your Milliken Emerald Isle Representative to determine the best complete True Foliar® Nutrition program for you. Ask for your copy of Keeping it Green.1 

mmm, 
MILLIKEN 

800-845-8502 
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CALEND OF EVENTS 

D e c . 4 - 6 

NEW JERSEY GREEN EXPO TURF 

AND LANDSCAPE CONFERENCE 

Taj M a h a l 

Atlant ic City, N.J . 

Call 9 7 3 - 8 1 2 - 6 4 6 7 , or visit 

www.njturfgrass .org. 

D e c . 4 - 6 

OHIO TURFGRASS CONFERENCE & SHOW 

Greater Columbus ( O h i o ) Convent ion C e n t e r 

Call 8 8 8 - 6 8 3 - 3 4 4 5 , or visit 

www.ohioturfgrass .org. 

Dec . 4 - 6 

ROCKY MOUNTAIN REGIONAL 

TURFGRASS ASSOCIATION 

Holiday Inn - Denver Internat ional Airport 

Call 3 0 3 - 7 7 0 - 2 2 2 0 , or visit www.rmrta .org . 

D e c . 9 - 1 1 

28TH INTERNATIONAL IRRIGATION SHOW 

San Diego Convent ion C e n t e r 

Call 7 0 3 - 5 3 6 - 7 0 8 0 , or visit 

www.irr igat ion.org. 

D e c . 18 - 1 9 

HEARTLAND GREEN INDUSTRY EXPO 

Overland Park ( K a n . ) Convent ion C e n t e r 

Call 8 1 6 - 5 6 1 - 5 3 2 3 , or visit www.hagcsa.org. 

Jan. 7 - 9 , 2 0 0 8 

GREAT LAKES TRADE EXPOSITION 

(MICHIGAN TURFGRASS CONFERENCE) 

Devos C e n t e r 

Grand Rapids, M i c h . 

Call 5 1 7 - 3 2 1 - 1 6 6 0 , or visit 

www. michiganturfgr ass. org. 

Jan. 8 - 1 0 , 2 0 0 8 

EASTERN PENNSYLVANIA TURF 

CONFERENCE AND TRADE SHOW 

Valley Forge Convent ion C e n t e r 

King of Prussia, Pa. 

Call 8 7 7 - 3 2 6 - 5 9 9 6 , or visit www.paturf .org. 

Jan. 14 - 1 7 , 2 0 0 8 

VIRGINIA TURFGRASS COUNCIL'S 

TURFGRASS CONFERENCE 

Fredericksburg Expo and Convent ion C e n t e r 

Call 7 5 7 - 4 6 4 - 1 0 0 4 , or visit www.vaturf .org. 

Jan. 2 1 - 2 3 , 2 0 0 8 

IOWATURFGRASS CONFERENCE 8c TRADE SHOW 

Iowa State C e n t e r 

Ames , Iowa 

Call 5 1 5 - 2 3 2 - 8 2 2 2 , or visit 

www. iowaturfgrass. org. 

Jan. 2 3 - 2 5 , 2 0 0 8 

GEORGIA GREEN INDUSTRY ASSOCIATION 

WINTERGREEN EXPO AND 

WINTERSCHOOL CONFERENCE 

Classic C e n t e r 

Athens , Ga. 

Call 7 0 6 - 6 3 2 - 0 1 0 0 , or visit www.ggia.org. 

Jan. 31 - Feb . 2 , 2 0 0 8 

GOLF INDUSTRY SHOW 

Orange County Convent ion C e n t e r 

Orlando, Fla. 

Call 8 0 0 - 4 7 2 - 7 8 7 8 , or visit 

www.golf industryshow.com. 

Feb . 4 - 8 , 2 0 0 8 

TURFGRASS PRODUCERS INTERNATIONAL'S 

MIDWINTER CONFERENCE 

Caribe Royale Hote l 

Orlando, Fla. 

Call 8 4 7 - 6 4 9 - 5 5 5 5 , or visit 

www.turfgrasssod.org. 

Feb. 2 5 - 2 8 , 2 0 0 8 

WESTERN PENNSYLVANIA TURF 

CONFERENCE AND TRADE SHOW 

Monroevi l le (Pa . ) Expo M a r t 

Call 8 7 7 - 3 2 6 - 5 9 9 6 , or visit www.paturf .org. 

Feb. 2 9 - M a r c h 4 , 2 0 0 8 

CANADIAN GOLF SUPERINTENDENTS 

ASSOCIATION'S 59TH ANNUAL INTERNATIONAL 

TURFGRASS CONFERENCE AND TRADE SHOW 

Telus Convent ion C e n t r e 

Calgary, Alberta 

Call 9 0 5 - 6 0 2 - 8 8 7 3 , or visit 

www.gol fsupers .com. 

Contact Heather Wood, Web editor, at hwood@gie.net , 

to s u b m i t event in fo rmat ion f o r t h e m a g a z i n e or W e b site. 
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The Standard Golf Water Purification System delivers 
safe, pure drinking water anywhere on your course. 

The only water hazards your players should encounter are contamination. And an improved pump and handle mean 

the ones that are supposed to be there. Standard Golfs a stronger, failure-resistant system. To learn more, contact 

Water Purification System purifies water right at the point your Standard Golf Distributor or call 1-866-743-9773 to talk 

of use, eliminating opportunities for microbiological to a factory representative. 

For toll-free express service, call 1-866-SG-EXPRESS (1-866-743-9773) 
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Don't let your cooler 
be a water hazard. 

Ice Cover does not -
float—clipped to the 
pump housing for 
easier filling. 

Two Check Valves inside 
the cartridge eliminate d r ipp ing-
regardless of handle position. 

Reinforced Handle Design is virtually 
unbreakable—tested for over 300,000 cycles to 
withstand over 450 pounds of force. 
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NEWS ANALYSIS 

Veteran superintendents such as Bruce 

Williams, CGCS, offer guidance and career 

advice to assistants. Photo: John Deere 

jam-packed with activities and 
information, he says. 

The itinerary included a 
virtual tour of the Bayer research 
facility in Clayton, a tour of the 
John Deere Turf Care facility in 
Fuquay-Varina and sessions with 
professionals from the industry, 
including representatives 
from Bayer, John Deere, North 
Carolina State University, 
the USGA, the GCSAA and 
superintendents. 

"It teaches assistant 
superintendents the new things 
going on in the industry," says 
Matt Armbrister marketing 
manager at John Deere's 
golf segment and one of 
the lead organizers of 
the program. "It's very 
dynamic; things are 
changing all the time. If 
they can learn more, they can 
manage their staff and resources 
better. They can learn a lot from 
meeting and talking to other 
people who are in the same boat." 

The content of the program 
will be tweaked a little each 
year to keep the information 
relevant, Armbrister says. One 
of the sessions focused on 
water management, which is 
becoming more of an issue as 
that resource becomes more 
scarce. Throughout the program, 
none of the content was geared 
specifically to John Deere or 
Bayer products, Armbrister says. 

The most valuable part of 
the program for Brett Ziegler, 
assistant superintendent at 
Knollwood Club in Lake Forest, 
111., was the opportunity to 
network and learn from industry 
veterans such as Bruce Williams, 
CGCS, of the Los Angeles 
Country Club and Bob Farren, 

CGCS, of Pinehurst Resort in 
North Carolina. 

While Warring says this type of 
program can help give assistant 
superintendents a competitive 
edge, he's frustrated by the 
seemingly impossible task of 
breaking into the superintendent 
realm. 

"The information was good, 
but if anything, I would have 
liked to have gotten more 
advice as far as an assistant 
superintendent trying to move 
up to a superintendent position," 
he says. 

Warring has searched for 
open superintendent 

positions but doesn't 
find it to be promising. 

"Typically, on 
95 percent of the 

job postings for 
superintendents, line one 

says you must have previous 
superintendent experience," 
he says. "What the hell are you 
supposed to do?" 

Ziegler, 24, concedes that 
it seems to be more difficult 
to become a superintendent 
than it used to be, but says it's 
attainable. His goal is to become 
a superintendent in the next five 
years. Programs like the Green 
Start Academy can help his 
chances, he says. 

"I'm not going to say that if 
you went to this you're ready to 
become a superintendent, but at 
least it opened my eyes a little 
bit as far as the things I need to 
do to take that next step," Ziegler 
says. 

The program will proceed 
next year based on survey 
repsonses from this year's 
participants, Armbrister says. -
Heather Wood 

Getting a head start 

A classroom setting allows 

assistant superintendents to 

discuss matters openly and to 

receive feedback from others. 

Photo: John Deere 

The road to becoming a 
superintendent these days 
usually involves much 

more than obtaining a degree 
and typing a resume. Assistant 
superintendents are looking to 
differentiate themselves from 
their peers, and that's where 
Green Start Academy comes in. 
The program, hosted by John 
Deere Golf & Turf and Bayer 
Environmental Science, was held 
recently in Clayton and Fuquay-
Varina, N.C., for the second 
year and brought veterans to 
those who are still green in the 
industry. 

Participant Adam Warring, 
assistant superintendent at 
The Links at Bodega Harbour 
in California, was looking 
for such an advantage. He 
was recommended by his 
superintendent, Brian Morris, 
and wrote an essay to gain 
acceptance into the program. 
Warring was one of about 80 
attendees participating in the 
two-day program, which was 
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