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*Studies have shown that golf course superintendents rate fairways low on
their priority list, but without fairways, you’d only have a par-3 course.

Fairways take up acreage and cost a lot to maintain. To lower your costs,
try these award-winning, fairway-specific bentgrass varieties from Tee-2-Green.

Whether you are interseeding, renovating, or starting anew,
Tee-2-Green has the varieties for your fairways.

PennLinks I and Penneagle 11

PO BOX 250 Hubbard, OR 97032 USA « 800-547-0255 « FAX: 503-651-2351 « bentinfo@tee-2-green.com
*To view fairway seed study visit www.tee-2-green.com/fairway
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SEASIDE

CREEPING
NTGRAss

e Pennlinks Il with improved density and better dollar spot resistance
* Penneagle Il provides early spring green-up and shows improved brown patch resistance

* The new Crystal BlueLinks, with the highest fairway turf quality, excelled across all NTEP trials in
2006 and has shown strong resistance to dollar spot and brown patch.

* Seaside Il has shown salt water tolerance as high as 15,000 ppm, but also tolerates drought
and resists dollar spot

The Perfect Fairway Grasses
\

The #1 Bentgrass in the World
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MAP YOUR COURSE FOR FREE
Don’t have GPS? Available software helps you map out an area

at no charge. Assistant golf course superintendent Colton Smith
shows you how.

GOLF COURS
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KNOWLEDGE IS POWER

Ronald Calhoun, Ph.D., a specialist in Michigan State
University’s department of crop and soil sciences, suggests
determining the types and causes of weeds before reaching
for an easy herbicide solution.

AR IT OUT

Voice your opinion about a topic or bring attention to something you
believe deserves it. Visit our message board at www.golfcourseindustry.
com/messageboard and speak your piece.

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 2007 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
asan 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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We would like to

from you. Please post

EDITORIAL

any comments you have

John Walsh

Editor

THE LESSER OF TWO EVILS

olitics are annoying. There’s too much bickering, pandering and hot air to

withstand for any length of time. Politics also can be entertaining, much like

watching a sporting event. You cheer and root for the person you want to win
as he or she delivers snappy rebuttals during televised debates. Politics might be an-
noying and entertaining, but they’re also important because they impact people’s lives
and how businesses operate.

Politics have been dominating the news lately because it’s primary season. The me-
dia analyze each and every word of the candidates like they actually mean something.
They like to predict winners, too. Despite the media buzz, I often ask, “What are the
details?” and “Where’s the substance?” as politicians drone on about changing the
country by implementing their new policies. Campaign speeches are examples of the
familiar saying, “all sizzle and no steak.”

Many politicians — not all (it seems the good politicians rarely last on the scene and
understandably leave to enter the private sector) — are power hungry and egocen-
tric. They claim to want to help citizens and better the country, but it’s difficult to
believe them most of the time because they don’t seem genuine. Come to think of it,
politicians are the antithesis of golf course superintendents — something of which you
should be proud.

So, being an election year, we'll soon vote for the 44th president of the United
States. For most informed, logical voters, it comes down to two candidates — the
Democratic party nominee and the Republican party nominee — even though there
are more than two choices. For many, no candidate is ideal, and they vote for who's
considered to be the lesser of two evils.

In the context of these political musings, think about the golf industry and its use
of people, pesticides, fertilizers, water and land and juxtapose that with legislation the
Democratic and Republican parties have sponsored and passed into law. Democrats
tend to promote expanding the federal government and implementing tax-burdening
philosophies, and Republicans tend to promote shrinking the federal government and
futhering pro-business policies. It's clear which party’s policies, in general, benefit the
golf industry more.

During the next seven months, were going to see shifts in the political landscape
from our TVs, newspapers and computers. Voters are going to form more educated
opinions about the candidates. Recently, I've talked to some in the industry who
already are preparing and planning for what they view as the worst — a Democratic
president who won't be kind to the business interests of the golf industry — with
chemical/fertilizer and environmental regulations being the two biggies. Taxes, eco-
nomic policies and immigration are a few other issues that come to mind. Granted,
Republican-driven immigration reform might be more damaging to certain golf
course businesses than a Democratic-driven one, but I think we all can agree law and
order is much needed in that area.

Those in the golf industry who intend to vote for the Democratic party’s nominee
for president should ponder two questions: “Why is a Democratic president better
than a Republican one when it comes to environmental policies that impact the golf
business?” and “Why vote for the same candidate environmental activists vote for?”
Like I said, neither realistic candidate is going to be ideal for many voters, but it’s

quite clear who the lesser of two evils will be for the golf industry. 6CI

MARCH 2008 www.golfcourseindustry.com

GOLF COURSE

INDUSTRY

Serving the Business of Golf Course Management

Vol.20 No.3

EDITORIAL
GIE Media, Inc.

4020 Kinross Lakes Pkwy, 2nd floor
Richfield, OH 44286
Phone: (800) 456-0707
Fax: (330) 659-0824

Cindy Code
Editorial director
Phone: 330-523-5331
ccode@gie.net

John Walsh
Editor
Phone: 330-523-5361
jwalsh@gie.net

Heather Wood
Web editor
Phone: 330-523-5348
hwood@gie.net

CONTRIBUTING WRITERS

Terry Buchen, CGCS, MG
terrybuchen@earthlink.net

Pat Jones
psjihawk@cox.net

David Wolff
dgwolff@charter.net

EDITORIAL ADVISORY BOARD

Terry Buchen, CGCS, MG
Golf Agronomy International

Raymond Davies, CGCS
CourseCo

Tim Hiers, CGCS
The Old Collier Golf Club

Laurence Hirsh
Golf Property Analysts

Ted Horton, CGCS
Ted Horton Consulting

Michael Hurdzan, Ph.D.
Hurdzan/Fry Golf Course Design

Pat Jones
Flagstick LLC

Joe Livingston, CGCS
River Crest Country Club

Jim McLoughlin
TMG Golf

Matt Rostal
Interlachen Country Club

Golf Course Industry is published 12 times a
year by GIE Media, Inc., which also publishes
Lawn & Landscape, Commercial Dealer, Snow
Magazine, Pest Control Technology and Recycling
Today magazines. GIE Media is a leader in
custom publishing, book publishing, database
marketing, conferences and special events.


mailto:ccode@gie.net
mailto:jwalsh@gie.net
mailto:hwood@gie.net
mailto:terrybuchen@earthlink.net
mailto:psjhawk@cox.net
mailto:dgwolff@charter.net

2 Products That Work, From People Who Care®| www.valentpro.com | 800-89-VALENT (898-2536)
s° Read and follow the label instructions before using.
°

See it. Believe it. Tourney- Fungicide controls a broad spectrum

of diseases including brown patch, anthracnose, dollar spot and Tourne ’

many more. All with exceptional turf quality and low use rates. FUNGICIDE

See the proof at TourneyBelievers.com. Seeing is Believing:

TourneyBelievers.com

ney and Seeing is Believing. are trademarks and Products That Work, From People Who Care is a registered trademark of Valent U
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OF EVENTS B

March 25

NEW YORK STATE TURFGRASS ASSOCIATION
ADIRONDACK REGIONAL CONFERENCE
Crowne Plaza

Lake Placid, N.Y.

Call 518-783-1229, or visit www.nysta.org.

April 24 - 25

FLORIDA SOD GROWERS COOPERATIVE 2008
FIELD DAY & TRADE SHOW

Bethel Farms

Fort Pierce, Fla.

Call 863-675-2144, or visit
www.floridasodgrowers.com.

May 23 - 30
OHIO TURFGRASS WEEK
Call 888-683-3445, or visit

www.ohioturfgrass.org.

June 18

UMASS TURF RESEARCH FIELD DAY

UMass Joseph Troll Turf Research Center
South Deerfield, Mass.

Call 508-892-0382, or visit
www.umassturf.org.

July 10

UNIVERSITY OF KENTUCKY TURF
RESEARCH FIELD DAY

UK’s Spindletop Research Farm
Lexington, Ky.

Visit www.uky.edu/Ag/ukturf/.

July 15

THE MIDWEST REGIONAL TURF FOUNDATION’S
MIDWEST REGIONAL TURF FIELD DAY

Purdue University

West Lafayette, Ind.

Call 765-494-8039, or visit www.mrtf.org.

August 20

UNIVERSITY OF GEORGIA TURFGRASS
RESEARCH FIELD DAY

Griffin, Ga.

Visit www.georgiaturf.com.

Aug. 13

OHIO STATE UNIVERSITY TURFGRASS
& LANDSCAPE RESEARCH FIELD DAY
OTF Research & Education Center
Columbus, Ohio

Call 888-683-3445, or visit
www.ohioturfgrass.org.
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Aug. 5

CLEMSON FIELD DAY — SOUTH
CAROLINA TURFGRASS FOUNDATION
Clemson, S.C.

Visit www.scstma.org.

Aug. 6-9

GOLF COURSE BUILDERS ASSOCIATION

OF AMERICA’S SUMMER MEETING
Ritz-Carlton

Deerborn, Mich.

Call 402-476-4444, or visit www.gcbaa.org.

Sept. 12

UNIVERSITY OF ILLINOIS TURFGRASS FIELD DAY
Urbana, I11.

Call 630-243-9483, or visit
www.illinoisturfgrassfoundation.org.

Sept. 16 - 19

FLORIDA TURFGRASS ASSOCIATION

ANNUAL CONFERENCE

PGA National Resort

Palm Beach Gardens, Fla.

Call 800-882-6721, or visit www.ftga.org.

Oct. 20 - 22

KENTUCKY TURFGRASS CONFERENCE
Sloan Convention Center

Bowling Green, Ky.

Visit www.uky.edu/Ag/ukturf/.

Oct. 27 - 29

WEST TEXAS GCSA'S 22ND ANNUAL
CONFERENCE AND TRADE SHOW

Convention Center

Lubbock, Texas

Call 800-687-8447, or visit www.wtgcsa.org.

Nov. 6

GEORGIA SOD PRODUCERS
ASSOCIATION FIELD DAY
Tifton, Ga.

Visit www.georgiaturf.com.

Contact Heather Wood, Web editor,
at hwood@gie.net or 800-456-0707
to submit event information for

the magazine or Web site. (
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Canthe Grass Really Be Greenerﬂ

YES, YOU'RE CLOSER THAN YOU THINK!
Your present technical knowledge gives you a
powerful base to leverage from.

You'll discover that an eagerness to follow a proven system,
combined with your present skill set, success comes much quicker.

YES, THERE'S MONEY TO-BE MADE!
Others are making very good money as this
specific service is sought throughout the U.S.

Approximately 30%* of all US residents use professional lawn
care services EACH YEAR capturing greater than $44.7 billon*! ~

LYES, OWNING A BUSINESS IS DOABLE (S .. Sl /

It makes sense based on a number of points.
You can build equity today for yourself and your family.

YES, BUT HOW DOES IT HAPPEN? > 4
Local, experienced veterans give hand -in-hand ‘

_consultatlon and support: : ,
Advice, guidance, benchmarking support - it's all there and unlike any. other program!

i 5

(888) 321-9333

. _ : TOP 10 Advantages and
me@W_e_edmanusa-Com Challenges of Franchises

* : :
Source: Harris Interactive, Int'l

National Gardening Association

Bruce Butterfield, June - 2007

www.golfcourseindustry.com/readerservice - #12


mailto:info@weedmanusa.com

10

VIEW

f you ask yourself whether you're ready

to be a golf course superintendent,

you're probably not. Being ready to be
a head superintendent isn’t something
that magically happens one morning after
a couple of years as an assistant. It takes
time, effort and dedication.

The job market has changed during
the past 20 years. Back then, if you were
an assistant, you were likely one for less
than a year before moving up. Now,
the job market is full of well-qualified
superintendents and assistants looking to
move. Assistants have to be prepared to
interview along with experienced super-
intendents to secure the job. You must do
your best to prepare yourself to make the
successful move and be a step above oth-
ers applying for the same position.

Among the best ways to prepare to be
a superintendent are being involved, net-
working, asking for more responsibility,

being assertive and always being prepared.

Become involved with your local, state
and national associations so you can net-
work with peers and members. Being in-
volved with your association is more than
just showing up to play golf and knocking
a few back. Volunteering, serving on the
board if your association (if possible), and
writing articles for newsletters and trade
publications are a few ways of becoming
more well known.

If your employer doesn’t provide the
funds for membership, pay for it yourself.
The pros far outweigh the cons. You need
to be able to say you're an active member
because this allows you to track your
education and involvement. If you break
it down over a year, the cost is less than a
soda a day.

Becoming involved in the associations
helps to keep you more in the know. The
more you can make yourself visible, the
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better your reputation and perception
will be. This allows you to be prepared to
take the next step.

Vendors, USGA agronomists, salespeo-
ple, golf professionals, general mangers,
etc., are all people you need to know.
You should also get to know members
and/or active golfers. The problem is
you might know a wealth of people and
be able to call them by name, but if they
don’t remember you when discussion of
a potential job arises, your networking
isn’t effective. Nowadays, it’s not who you
know, but who knows you. The best thing
is to stay visible. Make sure you use every
chance you have to make contact, say
hello and participate in a conversation.
When you're prepared to make a move,
make sure those in your network know.
Getting the word out that you're in the
market for a position only helps you stay
on the tips of the tongues of people who
might help secure an interview for you.

We all know how to grow grass and
run a crew, but you need to be proficient
communicating with members or golfers,
general managers, golf pros, etc. You also
need to deal with the human resource
aspect. Ask to help plan the operational
budget and capital budget. Ask to help
with invoicing and ordering. Work with
the mechanic to improve your aptitude
with equipment repairs. To be a success-
ful superintendent, you have to be able to
do the jobs of everyone who works under
you.

Try to get involved with more than the
daily jobs and supervising the crew. If you
believe running a crew and working on
projects is all you need to be a superinten-
dent, rethink your plan. Be as involved as
your boss and improve your time manage-
ment to be able to complete all your regu-
lar tasks, plus the new ones, successfully.

Superintendents should be more than
willing to let their assistants try their
hand at these tasks. It makes sense if they
feel you have what it takes to succeed in
the industry.

Sometimes, you have to keeping asking
and asserting yourself to be able to take
on some of these tasks. Explain to your
boss your intention is to improve yourself.
If your boss is against the idea completely,
ask for copies of a budget or meeting min-
utes and read over them all in detail at the
least. If your boss is against helping you
learn and grow, find another job. Working
for someone that doesn’t believe you need
to have a well-rounded experience and
isn’t willing to help you learn does noth-
ing to help prepare you for the next move.

Always be prepared for the big inter-
view. When you feel you're prepared and
ready to take that next step, prepare more.
Interview for some jobs, even if you have
no intention of taking the position. You
don’t want to go into the interview for the
job you really want and fumble around
because you aren’t ready. You can read
all the articles you want about interview
preparation, but nothing prepares you
for sitting a table with an interview team
questioning you. You need to perfect your
strategy and become accustomed to the
pressure. Take a folder with examples of
procedures and projects you've initiated to
show your ability. You must be able to sell
yourself and your abilities to secure the
job you want. These steps can give you the
upper hand when that job comes around.

Take the time to start developing strong
skills to make you the most desirable can-
didate. Make a plan for the next five years
of what you want to achieve and what
steps are needed to achieve those goals.

Becoming a superintendent takes more
than checking greens and trenching
drainage. You need to prepare yourself,
not just your work techniques, to become
a successful superintendent. GCi


mailto:dwhturf@yahoo.com

