“Pinehurst No. 8 is the first course ever “Our members and guests “Penn G-2 allows us to have “Penn G-2 is a great variety to
established with Penn G-2. The greens enjoy superior conditions excellent putting green quality manage in our challenging climate.”
continue to be excellent.” on a daily basis.” throughout the season.”

Steve Wilson, Superintendent
Jeff Hill, CGCS, Superintendent Paul Jett, CGCS, Superintendent Kyle Brown, Superintendent Pinehurst No. 3 and Pinehurst No. 5
Pinehurst No. 8 Pinehurst No. 2 Pinehurst No. 1 and Pinehurst No. 4

1995 - Course No. 8 1996 — Course No. 2 1997 - Course No. 1 1998 — Course No. 5 1999 - Course No. 4 2002 - Course No. 7 2003 - Course No. 3 2004 - Course No. 6

-

Caidniblinliony d

“Our first experience with Penn G-2 came in 1993. We liked its
density, ability to withstand wear and most importantly its ability
to provide championship quality putting surfaces throughout the

a number of events, including the 1999 and 2005 U.S. OPEN
Championships on Pinehurst #2. We are very pleased wnh
the decision we made.” :

season. All eight courses have had great success as the site for & %

> - Bob Farren, CGCS, Golf Course and Grounds Manager

TEEEPGREEN

PO BOX 250 Hubbard, OR 97032 USA * 800-547-0255 * FAX: 503-651-2351

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

Bob Farren, CGCS, Golf Course and Grounds Manager
Paul Jet, CGCS, Superintendent Pinehurst No. 2
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The RONSTAR' you trust, now in a liquid formulation.

With RonstarFLO, you've got less mess and more control than ever before. It's a proven
pre-emergent herbicide that attacks weeds while leaving the turf plant roots strong
and healthy — unlike others. It’s still the best way to prevent goosegrass, crabgrass
and Poa annua—and the clear choice to protect your turf.

When you use Ronstar, you're Backed by Bayer and all the science and support that
come with it. Visit BackedbyBayer.com or call 1-800-331-2867.

RONSTARFLO

BACKED
by BAYER
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\ \.\ 2 \; EDITORIAL MISSION STATEMENT:
pk . \ N 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
\ \ N 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
Y AL them understand why it’s important and tells them how to take the next step.
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EDITORIAL

John Walsh

Editor

NO DETAIL TOO SMALL

lash back. I met Rich Gagnon a few years ago at a GCSAA seminar at the Golf

Industry Show in Orlando. I asked about him and his career. He told me about

his recent arrival at Segregansett Country Club in Taunton, Mass. We also chat-
ted about industry trends including managing a maintenance budget.

These are how solid stories are unearthed and interesting ideas are publicized —
that and carousing from bar to bar at the various conferences listening to attendees
whisper, “Now, this is off the record of course,” with a pat on the back and a crooked
smile. But I digress.

Fast forward. Earlier this month, I received a call from Rich, with whom I hadn’t
spoken in quite some time. After recalling our first encounter, he proceeded to tell me
about an unusual complaint from some club members. They wanted him to stop using
“metal” flagsticks because balls bounce too hard off them and are less likely to fall into
the hole. Rich was using three-quarter-inch tapered tournament flagsticks, but mem-
bers wanted to return to using one-half-inch solid regulation fiberglass flagsticks.

Boy, I thought, how often is this actually happening that members would complain
about it? Well, Rich said he thought the same thing when he first heard the complaint
but then assured me of the number of consistently good golfers — damn near scratch
— who belong to the club.

So, Rich decided to test three different flagsticks from the same manufacturer — a
one-half-inch solid regulation fiberglass flagstick, a three-quarter-inch tapered tourna-
ment flagstick and a one-inch aluminum/fiberglass tournament flagstick. Well, lo and
behold, the complaints were valid, but barely. Based on 5-percent difference in their
favor, it appeared that for every 20 chip shots that hit the flagstick dead-on, one more
fell into the cup with the one-half-inch flagstick compared to the three-quarter-inch
tapered flagstick. It was a big enough difference to better a golfer score, and we all
know how important that is. (For those wanting the name of the company who makes
the flagsticks Rich tested, e-mail him at sccturf@hotmail.com because I don’t want to
be accused of favoring or promoting one manufacturer over another.)

After hearing about Rich’s flagstick test, I was struck by the amount of time and
consideration he put into something that I originally thought was just plain silly.

So, in turn, I ask you to think about some of the member complaints at your club or
course throughout the years. How many were a complete waste of time? How many
actually turned out to be valid?

In this competitive industry, there are many capable superintendents who do
above-average jobs. But it’s the little things, such as testing different flagsticks to see
how balls react after hitting them, that separate you from the pack. It's important for
you to be receptive to new ideas at whatever stage you're at in your career.

Now, I don’'t know if Rich will get a raise because of this test or be appointed
“superintendent for life,” but I bet members at Segregansett will remember Rich’s
flagstick test for a while. As a result, 'm sure more of them will realize to what extent
he will go to improve their golf experience.

This is one small example of the dedication to a job and a facility that many super-
intendents exhibit every day. It's the kind of dedication that earns respect and grati-
tude from those members or golfers who you thought would never give it to you. 6Cl

ny’s
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ﬁ Emerald Isle Solutions™

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 a COMPLETE NUTRITION
perfect blend of high quality organic and synthetic ingredients, so it

produces rich, superior color and quality in all seasons. NATURAL/ORGANIC SYNTHETIC
When fertilizing in the autumn, you want the right blend of organic Crab Meal Sulfate of
and synthetic sources to build carbohydrate reserves and give ymf a Lobster Meal Potash

very.' dependable release curv%n Depcndablc, even rc'lcas'c of nutrients Marine Shells Ferrous
avoids surges of growth, and it provides surface quality throughout the . Sulfate
autumn to keep up with the demands of play. For best results, apply Fish Meal

1/2 pound of N (4 Ibs of SeaBlend) per 1,000 sf by mid-September and Kelp Extract Urea

again in mid-late October. Epsom Salt Methylene Urea
SeaBlend produces great color, and it builds soil and stimulates Blood Meal Monoammonium
microbial activity. Unlike most organics, SeaBlend won't gum up your Poultry Meal Phosphate
rollers, and with a homogeneous greens grade particle, it’s perfect for Alfalifa Meal

closely mowed bents and bermudas, including the new dense varieties. Rock Phosphate

SeaBlend contains no manures, bone meals or biosolids.

®
Feed your turf SeaBlend, and see the color difference that complete, SeaQ)Blend
superior nutrition can make.

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.

MILLIKEN ~ 800-845-8502

www.millikenturf.com
© 2007 Milliken & Company. All rights reserved.
www.golfcourseindustry.com/readerservice - #11
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OF EVENTS

Oct. 1

OHIO TURFGRASS FOUNDATION
ANNUAL GOLF TOURNAMENT
NCR Country Club

Dayton, Ohio

Call 888-683-3445, or visit
www.ohioturfgrass.org.

Oct. 16 - 18

INTERNATIONAL CONSTRUCTION AND

UTILITY EQUIPMENT EXPOSITION

Kentucky Exposition Center

Louisville, Ky.

Call 414-298-4123, or visit www.icuee.com.

Nov. 2 -6

THE FIRST TEE 10TH ANNIVERSARY MEETING
Hyatt Regency Riverfront

Jacksonville, Fla.

Call 904-940-4300, or visit

www.thefirstteeorg.

Nov. 12 - 15

CAROLINAS GCSA CONFERENCE & TRADE SHOW
Myrtle Beach (S.C.) Convention Center
Call 800-476-4272, or visit www.cgcsa.org.

Nov. 13 -15

EMPIRE STATE GREEN INDUSTRY SHOW
Rochester (N.Y.) Riverside Convention
Center

Call 800-873-8873, or visit www.nysta.org.

Nov. 14 - 16

PENN STATE GOLF TURF CONFERENCE
Nittany Lion Inn

State College, Pa.

Call 877-326-5996, or visit www.paturf.org.

Dec.4 -6

NEW JERSEY GREEN EXPO TURF AND
LANDSCAPE CONFERENCE

Taj Mahal

Atlantic City, N.J.

Call 973-812-6467, or visit

www.njtufgrass.org.

Contact Heather Wood, Web editor, at hwood@gie.net,
to submit event information for the Web site or magazine.
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Dec. 4 -6

OHIO TURFGRASS CONFERENCE & SHOW
Greater Columbus (Ohio) Convention Center
Call 888-683-3445, or visit
www.ohioturfgrass.org.

Dec.4 -6

ROCKY MOUNTAIN REGIONAL

TURFGRASS ASSOCIATION CONFERENCE

AND TRADE SHOW

Holiday Inn — Denver International Airport
Call 303-770-2220, or visit www.rmrta.org.

Dec. 9= 11

THE 28TH INTERNATIONAL IRRIGATION SHOW
San Diego Convention Center

Call 703-536-7080, or visit

www.irrigation.org.

Jan. 8 - 10, 2008

EASTERN PENNSYLVANIA TURF CONFERENCE
AND TRADE SHOW

Valley Forge Convention Center

King of Prussia, Pa.

Call 877-326-5996, or visit www.paturf.org.

Jan. 31 - Feb. 1, 2008

GOLF INDUSTRY SHOW

Orange County Convention Center
Orlando, Fla.

Call 800-472-7878, or visit

www.golfindustryshow.com.

Feb. 25 - 28, 2008

WESTERN PENNSYLVANIA TURF CONFERENCE
AND TRADE SHOW

Monroeville (Pa.) Expo Mart

Call 877-326-5996, or visit www.paturf.org.

Feb. 29 - March 4, 2008

CANADIAN GOLF SUPERINTENDENTS
ASSOCIATION’S 59TH ANNUAL INTERNATIONAL
TURFGRASS CONFERENCE AND TRADE SHOW
Telus Convention Centre

Calgary, Alberta

Call 905-602-8873, or visit

www.golfsupers.com.
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DIFFERENT CLUBS - SAME GRASS

Captiva Island at South Seas Island Resort, Florida

To contact a grower, visit
seaislesupreme.com

Sea Isle Supreme, the only grass your golf cours

SEA ISLE

PAS P A LU'M
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NEWS ANALYSIS

Flying high: success amid the summer heat

Circling Raven director of golf
David Christenson shows off
some of the pro shop’s wares.
Photo: Circling Raven Golf Club
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his year, summer weather

has presented a challenge

for golf course operators
in many regions of the country.
Rounds generally decline when
temperatures rise close to triple
digits. Circling Raven Golf Club
in Worley, Idaho, was faced
with this dilemma. During July,
the temperature exceeded 100
degrees F for two weeks straight.

“Every day, play basically
just cut off at noon,” says David
Christenson, director of golf
at the 18-hole course, which is
adjacent to the Coeur d’Alene
Casino Resort Hotel. “We looked
at all the cancelled reservations
and said if we don’t use these
existing tee times, we won't
come close to meeting budget.”
Christenson found ways to

make the course enticing, even
in the sweltering heat. Those
who sill weren’t buying it were
drawn to deals in the clubhouse.
At the end of July, the club was
ahead of budget, making it 47
straight months the course’s

revenue has grown, and it was in

a good position for August.

“We're always exceeding the
previous months’ and year-
to-date revenue numbers,”
Christenson says.

The club kept this streak alive
during the heat wave by printing
business cards with promotional
opportunities to try to soothe
the sting the heat caused. Deals
included discounts in the pro
shop and reduced green fees
during certain days and times.

Christenson credits much
of Circling Raven’s success to
its people. The staff, including
starters and pro shop attendants,
recently participated in a
program to brush up on
customer service skills. Due in
part to some of these practices,
the course exceeded its
merchandising mark of last July,
and by Aug. 1, the course had
filled 85 percent of the month’s
tee times.

Christenson has been in the
business since the early 1990s,
when he worked at Indian
Canyon Golf Course in Spokane,
Wash., a 45-minute drive from
Circling Raven. The golf industry
was more robust at that time.

“There was no marketing,” he
says. “People just lined up and
waited in the parking lot in the
dark to play the course.”

When he came to help open
Circling Raven in 2003, the
industry had taken a downward
turn.

“Everything changed with
recent events, especially Sept.
11,” he says.

Those who continue to
travel usually don't visit the
same spot twice, Christenson
says. Therefore, he focuses on
attracting the customer base

that’s closer to home. Even these
gnlfcrs aren'’t coming out in the
same numbers they used to,

so courses have to be creative

to boost the number of repeat
visitors and golfers who are new
to the game.

“We need to know our
customers and tailor services
to meet the needs of the
people who are coming out,”
Christenson says. “People have
less time, aren’t spending as
much money and don’t want
to commit to a five-hour game
of golf. It seems like people are
more family focused and have
different recreational pursuits.”

Because of this, golf course
marketers have to be more
innovative than before to
increase the number of rounds.
But before a course can cater to
its customers, it has to be clear
about its own identity.

“The first step is to figure out
who you are and what makes you
unique,” Christenson says. “How
are you different from the facility
down the road?”

Christenson read dozens of
library books about the course’s
owners, the Coeur d’Alene Tribe,
before coming up with the
Circling Raven name. He named
it after one of the tribe’s first
leaders. His reasoning was that
it reflected the tribe and course
well and drew attention as well.

Once golfers are drawn to the
amenity, the relationship must
be maintained to keep a steady
customer base, Christenson says.

“For us, the successful
operators moving forward, we're
beyond the days in which golfers
walk through doors and you
didn’t collect any information,”
he says. “My approach is almost
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