BATTLESHIP III gives you superior post-
emergent control of tough broadleaf weeds
on fairways, aprons, roughs, sod and other
areas. Its 2,4-D-free formulation is effective
in cool and warm-season turfgrass.

The advanced, “three-way” formulation
contains Triclopyr, Fluroxypyr and MCPA in
an easy-to-use liquid formulation.

Use BATTLESHIP III to control broadleaf
weeds and your turf will stand strong!

gﬁv}

BATHESMP

e Superior control of hard-to-control
broadleaf weeds

* Controls tough weeds like Oxalis,
Clover and Black Medic

e Contains Triclopyr, Fluroxypyr &

MCPA

e Good choice for 2,4-D sensitive
areas

e Contains patented adjuvant system

For more lnformatmn, contact your nearest dealer or Helena representatrve.

BATTLESHIP & P

Always read and follow label dir 2008 He olding Compar

Helena Chemical Company * 7664 Moore Rd « Memphis, TN 38120 » 901-752-4414 « www.helenachemical.com
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VIEW

| nteresting things happen when you give

| your time to your local superintendents

! association. During the past few years,
I've been fortunate enough to experience
the benefits firsthand. As a class C (assistant)
representative of the Midwest Association of
Golf Course Superintendents, I'm fortunate
to be involved with an organization that has
a track record of being progressive and sup-
portive of assistant superintendents.

First and foremost are the amazing net-
working opportunities afforded to me. Each
month, [ participate in the MAGCS board
of directors meetings and sit with our su-
perintendent board members, commercial
representative and executive director, who
are willing to give their time and share their
experiences.

I'm sure good timing was a factor in my
position as the association’s class C represen-
tative, but I also believe people help create
their own luck. I saw value in the class C
committee’s work, and when our former
committee leader, John Ekstrom, asked me
to participate, I was happy to help. During
the time [ was a committee member, I helped
out with everything I could.

During the past 12 months, our group
has been asked to help with the setup of a
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research field day. We interviewed and wrote
articles profiling the superintendents who
hosted monthly meetings for On Course,
the MAGCS publication. Every year we help
moderate the educational sessions at the
Illinois Professional Turf Conference — an
opportunity many volunteers use to become
more comfortable with public speaking.
Finally, and perhaps the most gratifying,
was working with Habitat for Humanity
where we laid sod during a snow storm last
December and completed the landscaping
this past spring. For a more detailed account
of that experience, read Matt Breeden’s col-
umn in the April issue of GCI on page 10.
While I believe each of these experiences
has benefited me personally, that's not my
only motivation. I see value in these efforts
for different reasons. Some of these op-
portunities have a more personal gain than
others, which certainly makes the decision
to help easier. Interviewing and writing an
article, for example, is something I jump at
the opportunity to do. First of all, you get to
tour a property you may not have otherwise
had the chance to visit. Secondly, you get to

meet new people — networking is one of the
biggest benefits of volunteering.
[ realize some may scoff that I enjoy set-

ting up tables for a field day or moderating a
regional educational seminar, but those are
the times when you find out who's in it for the
right reasons. Are you volunteering to help
out or because it’s convenient and might get
your name out in the market more?

For me, the less glamorous opportunities
are the times when you can best express
your gratitude to your association and its
leaders for all it does for you. How about
the golf outings each month? I bet you've
had fun at a few of those. What about the
local educational opportunities? It's better
than traveling a few hours for a seminar,
isn't it? How about activity at the national
level? If you ever question what the people
at the GCSAA do for you, give them a call
the next time you're stumped by just about
anything related to our industry. There’s a
toll-free number. Ask, because someone will
be willing to help you.

I'm not trying to make myself out to be
a martyr of my association, nor am I trying
to make the MAGCS or the GCSAA sound
perfect, but think about it. Next time vol-
unteering crosses your mind, do it. Chances
are the benefits will be even greater than you
thought they'd be.

For me, one of those surprises came
this past September when, thanks to the
generosity of the MAGCS board of direc-
tors, I attended a leadership academy at
the GCSAA headquarters. This wasn’t only
an opportunity to visit the association and
hear from great speakers, but another great
networking opportunity. I thank those of
you who were there with me as an attendee,
staff member, sponsor or speaker for a ter-
rific experience.

Volunteering is a gratifying experience.
It's not always glamorous (think sod on a
Saturday in December), but I bet you'll have
fun. You'll enjoy the experience, and you'll
be a better person for it. I understand that
sometimes you may have to sacrifice time
away from something else. You may need
to skip a night at the gym or miss watching
college football for a day, but that’s how you
know it’s important — when you prioritize
giving your time to an association that has
already given to you. GClI


mailto:scottl019@hotmail.com

Our Cover-All huilding
is fully functional...

.............................................................................................................................................................

...because we can get the carts coming in the back to get
cleaned, washed and housed. The condition of our carts at the

end of our lease look as good as day one! It is a very functional

building for our space and time.

Sandy Kurceba, Director of Golf

Falcon Lake Golf Course, Falcon Beach, MB
32' x 120' Legend® building

.............................................................................................................................................................

.............................................................................................................................................................

COVER-ALL AND LEGEND ARE REGISTERED TRADEMARKS OF COVER-ALL BUILDING SYSTEMS INC
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CONCEPTS

cently, I had the pleasure of golfing

m with Ron Whitten, golf architec-

¥ W ture editor for Golf Digest, and Jim
Moore, director of construction education
for the USGA. Golf Digest is now empha-
sizing firm, fast conditions in its Top 100
rankings. This change comes just as Jim and
I have noticed more courses experiencing
overly wet green approaches.

Better players are revisiting the joys of
bump-and-run golf, but average golfers have
always used/needed the run-up approach to
reach the green. When approach areas are
wet and approach shots plug, average play-
ers can'’t reach a green in regulation. Green
approaches should be considered high-pri-
ority maintenance areas — equal to greens
and more important than tees and fairways
— if golf courses are going to play the way
they're designed. Superintendents should
view the green and surrounds as an inter-
related complex, much like the golf course
architect did during the design phase.

I've addressed design aspects of wet
approaches by contouring more greens to
move more drainage away from the front
of the green toward the sides, especially
on larger greens with greater drainage vol-
umes. I also contour most green approaches
with 4 percent minimum slope — versus 3
percent in other areas — while being mind-
ful that too steep an approach slope will kill
an approach shot as surely as a wet one.

I recommend building sand-capped
approaches and fairway chipping areas on
new courses. Existing courses can create
sand-based approaches slowly via aggres-
sive core aerification and removal, together
with heavy topdressing. While it’s more
expensive, reconstructing approaches with
a 4-to-8-inch sand cap and a herringbone
pattern of 4-inch tile or slit drains may be
the ultimate solution.

Predictable bounces are important in the
approach, so any drain pipes in that area
require good compaction to prevent settling
that will affect play. While catch basins in
the approach area might affect play, they
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help drainage greatly by avoiding long
surface drainage runs that always become
soggy.

However, there may be a less expensive
solution to improve wet approaches on
existing courses quickly. Jim is conduct-
ing research on wet approaches and sees
evidence overwatered approaches often
stem from the golf course/irrigation design

¢

much
like the olf course
archltect did during
the design phase.

practice of using part-to-part sprinklers to
achieve more precise watering of green and
surrounds.

The concept of part-to-part sprinklers
to water greens and surrounds is great in
principle. But, two old sayings, “The devil
is in the details” and “There are always un-
intended consequences,” seem in play here.
Why? Because problems occur when irriga-
tion designers place green irrigation heads
at eight o’clock and four o’clock - rather
than at six o’clock or the center line of play
— to reduce their affect on play. Problems

also arise when superintendents set those
sprinklers at about 90 degrees to cover just
the greens or just the approaches.

This combination of conditions results
in four heads — six counting the approach
heads — watering the front approach, rather
than two or three that cover every other
area of the golf course. And when consider-
ing that the dwell time — those few seconds
part-circle heads stop before reversing di-
rection — also occurs right in the approach,
the approach inadvertently receives at least
twice the irrigation of any other area on the
golf course. Add the traffic and compaction
factors typical for approaches, and it's no
wonder they remain wet.

Based on the preliminary study results,
Moore suggests a few quick solutions:

+ When replacing your irrigation sys-
tem, consider placing the first head at the
six o’clock position, accepting the small risk
of shots hitting the sprinkler.

» Use a combination of full-circle and
part-circle heads around greens rather
than part-to-part sprinklers. Only during
summer heat and fall overseeding do the ir-
rigation needs vary enough to warrant using
double heads.

+ For the outside part sprinklers, adjust
the spray pattern to reverse in a less-critical
area in the rough rather than automatically
setting them to 90 degrees, which adds
unnecessary irrigation to the approach.
Setting them to almost full circle should
move the dwell time area out in the rough,
but also consider existing trees, heavy cart
traffic areas, etc., and set them on a site-
specific basis.

+ Make sure to monitor constantly, and
periodically adjust sprinklers because they
come out of adjustment often.

It's ironic part-to-part sprinklers, which
were adopted to address the problems of
different water needs around the greens,
have actually added to the problem. With
golfers continuing to demand better playing
conditions in critical areas of the course,

a new empbhasis on firm and fast, and
budgets being squeezed, you might try this
laser-surgery approach to adjusting your
sprinklers. GCI
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Autograph® fungicide helps you
RAISE THE BAR on healthy turf.

New university testing proves that NexGen products outperform
traditional formulations—and make your pesticide dollars go farther.

NexGen products continue to roll up higher scores. By using only the best active
ingredients and improved manufacturing processes, NexGen reformulations provide

unbeatable performance—and results prove it. Case in point: Autograph® systemic

fungicide (with the active ingredient aluminum-tris) gives you superior control of Pythium

and other soil-borne diseases. Autograph even controls Summer Stress and Bentgrass
Deadspot when used in a tank-mix. i&

To achieve a better grade for your turf, call 888.240.8856 or visit www.PhoenixEnvCare.com.

POA ANNUA SUMMER STRESS SYNDROME

6.26
| |

Autograph™
4.0z

Phoenix

_
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C \;A i UAE" E YD U R D U Cl T’&\n i, a:;‘ tunities not recognized or ignored in the past.
eV, L 1 » :3 % NCOD Creating your annual golf course marketing plan is a process of
objectively recognizing everything you do to promote business and
A s I begin my farewell after five years of penning a marketing determining what’s working and what’s not generating profitable
H column for this magazine, it’s fitting 'm standing in my ga- revenue at your course. More often than not, it also requires creat-
rage, having taken everything off the walls, from the shelves ing new strategies and tactics to reach all of your target segments
and out of every nook and cranny where stuff has accumulated for of opportunity play. Like my garage cleanup, be prepared to throw
18 years. out things that have no useful or foreseeable benefit to your course
I didn’t realize it when I began my garage cleanup, but this is in the form of driving new, repeat or referral business.
almost the same process I go through to create clients’ marketing All too often, golf course owners have other business interests,
strategies and tactics for their annual marketing plans. I tear the and they fail to get their hands dirty by reflecting on the promotion
existing plans apart, look at each individual element and put them of their golf course annually. By not doing so, and not questioning
back in order with some semblance of rationale — a marketing the promotional tactics of the club, they’re passively encouraging
rationale for increasing net revenues by taking advantage of oppor-  the club staff to continue as is, mistakes and all. How do you rec-

ognize marketing errors when you and your staff
are doing the same things you've always done? If
you don’t know the right questions to ask, find
someone who does. They can potentially save you
a lot of time and money.

Recently, I visited a new client for the first

% ol 5 o e LA e -

ANYWHERE USA GOLF COURSE

2 MARKETING PLAN time. He owns an upscale signature course and
development in Pennsylvania. His inner circle
TABLE OF CONTENTS management team is full of bright, successful folks
but not golf people. After I was given a history of
| Purpose statement the course and development, it didn’t take many
Il 2008 daily sales objectives and tasks questions to determine the primary marketing
il Golf market overview mistakes being made year after year since 1997.
IV Golf rounds demand analysis: The chart on this page is a reminder of what
1. Consumer-reported rounds should be included in your next annual marketing
: plan.
(population)
= There are many important marketing lessons
w 2. Facility-reported rounds : :
23 : ; for golf course owners, and no one is more impor-
29 V  Primary business targets : 4
. : : tant than another. During the past five years, I've
A. Geographic: VI Competitor analysis i j :
! enjoyed sharing those lessons with you.
1. Local VIl 2009 sales and marketing : i !
SRR staiacken mnd Nactice During the past 25 years, we've seen our indus-
e Aaglong : 9 : o try change dramatically. Throughout the 1990s,
3. Feecjer markets (if any) VIl 2009 sales and marketing the market became oversupplied with courses, and
B., Mafketing kel - it pla.n. the problem wasn’t recognized until about 1997.
(sales/marketing forms and HAE2000 advartising and Golfer participation rates decreased in the midst
letters included) RESIotions of the decade’s growth and only made it back to
1. Memberships A. Advertising and promotion 1991 levels in the early 2000s. Today, they're flat
2. Group business overview at best. Fuel prices are eating into our profit mar-
3. Marketing to tournament B. Advertising and promotion gins like never before. And now, with the threat of
and outing coordinators plan/budget recession, our credit market has dried up.
4. Hotel/motel partnership C. Marketing budget rationale If you want to thwart these and other problem
programs D. Research; quarterly survey areas that will befall us inevitably, remember
5. Frequent player program E. Evaluation of marketing goals above all this one marketing tip: Talk to your cus-
6. Outside play X 2010 Preplanning calendar tomers. Survey them consistently because they're

your lifeblood, and they’ll always steer your course
in the right direction.
Farewell and slainte. 6CI
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Some products really dew live up to their claims!

DISEASE
TRIANGLE

Disease

Dollar Spot Putting Green Study — Fall 2008

Boehm, et. al. — Ohio State University

60

o (15% viv)
Fungicide (3.2 oz.) |
= Untrested Check.

No. of Lesions/Plot

S L
Vv

* DewCure was significantly different from untreated check on all dates.
« All applications made at 14 d intervals beginning September 2

%

2008 Snow Mold Trials (Gray and Pink)

Jung, et. al. — University of Massachusetts

DewCure

Moisture Suppression for Turf

An environmentally friendly way to reduce
turf disease pressure by reducing turf moisture

3s

30

Research studies at seven university sites over a four-year period
have verified DewCure as a viable tool to reduce disease growth in turf.
Incidence of dollar spot, brown patch, anthracnose, and snow mold all

Percent Disease
»
2

Berkshire Hills CC
(MA)

UMASS
Turf Center
April 5, 2008

Ekwanok CC
wvn

April 8, 2008 March 25, 2008

show dramatic reductions with the use of DewCure at 14-day intervals
(snow mold only: single application). Reducing the foliar moisture
needed for these pathogens to grow can help limit the use of fungicides
by improving the environment for healthy turf.

SUriactants;

. s

From the makers of TriCure

PRODUCTS 1205 West Main  Millville, NJ 08332 « Toll Free: 866.436.0500 * tricure.com
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MANUFACTUREF

elationships are the driving force of
personal success in the golf busi-

% ness. Having the right contacts is
crucial to advancement and, in many cases,
simply getting things done. Luckily, the
golf business consists of a close-knit group
of individuals who share information about
how we can improve business and be more
successful every day.

In what other industry do businesses
open up their doors and
offer tours to their peers to
explain the secrets of their
success? Our businesses are
built that way. Many times,
we depend on our peers for
the answers to the struggles
we face.

There’s an opportunity
to create this type of give-
and-take relationship with
equipment manufacturers.
During the past few years,
manufacturers have turned
more of their attention to
technicians. Many times
technicians help make a
facility’s purchasing decision
for turf equipment, and the
manufacturers are noticing.
Look at how much easier
equipment is to maintain. Instead of build-
ing a machine and then adding an engine
and hydraulics, manufacturers are looking
at how difficult a machine will be to ser-
vice. Even the marketing guys are starting
to realize the importance of including the
technician’s point of view when advertising
equipment.

A strong manufacturer/end-user relation-
ship benefits equipment technicians, too.
They need to talk about issues they may
be having with a distributor, a piece of
equipment or changes they’d like to see.
Equipment only gets better if technicians
can tell manufacturers what they want.
Manufacturers are starting to key into this
with focus groups to discuss prototype
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equipment, parts programs and new equip-
ment for the future. They're seeing that
close relationships with their customers
are a win-win situation. The customer talks
about the equipment they want, and the
manufacturer builds the equipment the way
the customer wants it.

Technicians can build manufacturer
relationships by attending trade shows or
demonstration days held by local distribu-

tors. During these events, technicians have
the opportunity to discuss the product and
what improvements they’d like to see. This
relationship is important for technicians.
The better the relationship technicians
build with their distributors and manufac-
turers, the easier it will be to get assistance
when they need it.

Technicians should consider the follow-
ing points when building relationships with
these companies:

+ If you're going to report problems,
try to devise a solution. It’s easy to always
go to someone when you have concerns,
but after a few times, people start to realize
the only time you want to talk to them is
when you have problems. However, if you

can tell them about the problem and sug-
gest a solution, it changes the tone of the
relationship.

+ Call with legitimate concerns.

With all the equipment manufacturers are
producing throughout the world, you can
imagine how many calls they receive about
different topics. When you call, make:sure
you've exhausted your resources and tried
to solve the problem before contacting
them. It’s just like being the technician at
your home course. If you're working on
something and five people call you with
small issues, it’s easy to get
frustrated.

+ Be courteous. When you
continue to have problems with
equipment, it’s easy to be frus-
trated and wonder why a new
piece of equipment has a prob-
lem already or an old piece of
equipment has the same thing
happening time after time.
The manufacturers are just as
interested in fixing and diagnos-
ing a problem as you are. When
you have an issue, it could mean
others have the same. So, rather
than getting upset with the
individuals about your problem,
help them work through the
issue so you can learn why it
happened and they can address
the issue at the factory.

+ Think through issues. When you've
decided you're going to make the call to
the manufacturer, try to have all of your
information readily available (model, serial
number, hours, etc.). This will save some
time because they’ll ask for these details.
Also, review your issue and understand
the problem, so when you're asked about
an electrical issue, you understand how it
works.

Remember, relationships are the key to
advancing in the golf industry. Without
them, it’s a difficult uphill battle, so always
treat everyone you meet with dignity and
respect because you never know when
you'll need a favor, advice or maybe even a
job. GCI

> Presented in partnership with Bernhard & Co.
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WORLD’'S
* FASTEST
GRINDERS

The EXPRESS DUAL spin grinder
is much faster than back-lapping with no
messy cleanup. Fifteen minutes floor-to-
floor for a reel grind makes lapping a
thing of the past.

And everyone knows a freshly ground
mower delivers a better cut to grass than

lapped mowers. Instead of grass blades T ——

that are torn; you get a smooth, surgical

cut resulting in greener, healthier turf. T
DX

f_ExPREss DuAL 4000

Find out for yourself
Test Drive a Dual — 888 GRIND-IT

www.expressdual.com 1-888 GRIND IT

BERNHARD

AMERICA’S FAVORITE GRINDER
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laledBlaaY=] This is a glimpse of how golfers’ behavior impacts the business of facility maintenance
ﬁﬁ,\ﬂ‘ f@' u rﬂ @ r and management. Golf course operators can analyze the trends so they can adjust
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- U.S. participation rate
Trending o parbelp

I Part|C|pat|on rate

downward 12.0% - |
\9 '\9 O D

; 11.5%
Every month, people digest reports about

rounds played throughout the country. 11.0%
National, state and regional numbers in the 10.5%
reports are significant gauges the golf industry 10.0% -
from the demand side.

The charts on this page depict participation, 9.5%
frequency and play rates throughout a 16-year 9.0%

period. The charts provide more of a historical qq° qq“’ qq qca qcah@ @qe’ \903\
view from a macro perspective. Rates are
trending down right now, but with various efforts
in the golf industry to grow the game, hopefully U.S. golf frequency rate (rounds/golfer/year)
these rates trend upward soon. 30.0

Although the golfer base is stabilizing, it's 25.0 ;
failing to keep up with the U.S. population m
growth of 1 percent; hence, participation rate, or 20.0 {
relevancy, is declining (top chart). In 2006, the
decline slowed slightly, falling from 10.6 percent 15.0

=== Frequency rate

to 10.3 percent. 10.0
Frequency continues its decline at an
alarming rate, falling to its lowest level since 5.0

the 1990 benchmark period (middle chart). The
2006 frequency rate declined from 23.4 rounds
per golfer per year to 21.5 rounds per golfer per
year versus 2005.

Following decline in participation and
frequency rates, play rate also is now at the

0.0

U.S. golf play rate (rounds/capita/year)

lowest level since the 1990 benchmark (bottom 2
chart). In 2006, play rate declined from 2.5 3.0 1
rounds per capita per year to 2.2 rounds per 25
capita per year.
2.0 7
Source: Pellucid Corp. and Edgehill Consulting 15
=g Play rate
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