——

B —

A Sure Be

=
oar,
<<<<<<

A winner! That’s what you get with the Penn bentgrasses from
Tee-2-Green. From Penncross, to the A’s & G’s, to Penneagle Il
and PennlLinks Il, superintendents around the world know and
trust the Penn bents. They’re tried, proven, and easy to
manage; a sure bet to provide legendary turf quality on

your putting greens, fairways, and tees.

Why Use Anything Else?

PO BOX 250 Hubbard, OR 97032 USA -« 800-547-0255 « FAX:503-651-2351
www.tee-2-green.com °* bentinfo@tee-2-green.com

Visit us at GIS booth #3039 and play the "Seeds of Fortune" game.
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Know:
A healthy turf area absorbs rainfall six times more effectively
than a wheat field and four times better than a hay field.
ks ON THE WEB - coLrcourseinousTrY.com
6 Teeing off Look for these articles on our home page and in our e-newsletter this month.
John Walsh:
Private problems SELLING ACCEPTANCE
Convincing the membership to greenlight a construction or
8 Feedback renovation project can be a hurdle sometimes, but there are ways

to make the process go more smoothly.
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85 Travels with Terry The day has come where machines are available to replace

Equipment ideas golf course maintenance staff.
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The Golf Course Builders Association of America’s
new guide to cost estimating can help to keep those

89 Adindex e .
building or renovating a course on budget.

PODCAST: GET SCHOOLED ABOUT SOIL
COLUMNS Soil testing can be a useful tool for planning a course’s pesticide

program. Learn how to get the most out of it.
10  Assistant’s view

John Ekstrom: Using winter wisely GIS COVERAGE
In the run up to the Golf Industry Show, which takes place

12 Design concepts | Feb 5-7 in New Orleans, we feature several articles about the
Jeffrey Brauer: industry’s biggest event. After the show, don't forget to view our
Noninvasive procedures video interviews from the show floor and read our coverage of the

educational sessions.

14 Trrigation issues
Erik Christiansen:
Room for improvement

16 Guest column
Terry Bonar:
| Assistants’ keys to success ‘

18 Equipment management
Stephen Tucker:
The tech’s view of the GIS

86  Outside the ropes
Tim Moraghan: Set yourself apart

90 Parting shots ‘
Pat Jones: Plan C for the GCSAA

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
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those professionals responsible for maintaining a golf course as an important asset. =

Winner of a national magazine award
for the fourth year in a row
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By the time you read this,
your height-of-cut
could have been adjusted.

New Quick Adjust Reels. Yes it's now this easy to adjust the height- JOHN DEERE
of-cut. Just click in a power drill on either side of the cutting unit,
hit the trigger, watch the gauge, and you're done. No wrenches, GOLF

and no need to double-check both sides. (Thanks to SpeedLink
technology, they match perfectly every time.) But don't just read
about these reels. See them for yourself at GIS 2009 or call your John
Deere Golf distributor for a demo. Consider us part of your crew.

www.golfcourseindustry.com/readerservice - #11




TEEING OFF

PRIVATE PROBLEMS

(44 e’s not a member, grandma. He's a caddy.”
Ah, yes ... the whiny voice of the pubescent
Spaulding Smails character in the movie

Caddyshack. It brings a smile to the many golf/comedy

enthusiasts who are familiar with the movie.

Spaulding reminds me that, during the next few
years, there might be fewer places in America for the
bratty rich kids to speak so eloquently of nonmembers
and guests who play golf at private country clubs. That's
because 10 to 15 percent of private clubs — equating
to about 500 facilities — are in danger of extinction,
according to the National Golf Foundation. An increas-
ing number of private clubs are dealing with declining
membership — 13 percent on average, according to
NGF - and allowing outside play from non-
members.

Furthermore, among at-risk clubs — de-
fined as those reporting financial difficul-
ties — the average membership decline is 29
percent, and 57 percent of them say they’re
operating at a loss, according to NGF. Rea-
sons for declining membership include
the financial downturn, job reloca-
tion, a desire for course variety,
and work and family obligations.
Private clubs are responding to
membership decline by offering
special membership arrangements,
making capital improvements (if they have access to
enough capital), expanding health-conscious offerings
and targeting women and children.

But even implementing those revenue-generating
ideas isn’t going to save all the financially troubled
private clubs. A more drastic change will take place for
some: going public. But this is nothing new. It's been
happening for years. Conversions have outnumbered
closures 10 to one during the past 10 years, according
to NGF. Between 1999 and 2008, 387 private clubs
converted to public facilities, and 39 closed. However,
it’s likely the number of conversions will increase sig-
nificantly during the next several years, propelled by the
sagging economy and the need for a broader customer
base. There will be closures, but the numbers won't be
as significant as conversions.

To put the private club market into perspective, there
are about 4,400 private golf clubs in America — about
the same number as there was in 1929 — that support
an estimated 2.1 million golfers, according to NGF. The
number of private clubs peaked at 4,898 in 1998.

So, will the private golf club at which you work be-

6 JANUARY 2009 golfcourseindustry.com
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come public in the near future? Has it been discussed?
Is it unsettling to some? To you? A number of clubs
won't be able to keep their doors closed to the public
much longer. But it’s not necessarily a bad thing for the
industry as long as those facilities remain golf oriented
and meet demand for rounds, lessons, apparel, etc.

It's more likely the older, more storied clubs (many
with old money) will remain private, and the newer
clubs that a lack distinct history or reputation — and
obviously financial stability and planning — will be the
ones to convert to public facilities.

Conversions could be a double-edged sword for
superintendents. They probably won't have as easy a
time maintaining a public course compared to a private
one because of the increase of the number of

tee times and outings and the variety of golf-

ers. However, they’ll probably have fewer
headaches caused by those power-wielding
members nagging them about every little
detail on the course. Instead, it’ll be all
about the bottom line. Salaries could fluc-
tuate, too, and budgets will be managed
even tighter. All considered, they're
different problems resulting in the
same headaches.
Superintendents facing pend-
ing conversions should use their
network to talk to peers who've been
in similar situations. After learning more about the
transition, some superintendents might decide to
spruce up their resume and seek a job change.

When the private-to-public conversion happens at
vulnerable facilities, superintendents will have to adapt
and manage the operation differently. Be prepared for
that. Also recognize you may be better off as a result
of public money’s potential, albeit with fewer laughs
caused by the Spaulding Smails of the world.

As for club members, they won’t have to worry
about the Al Czerviks of the world razing their beloved
courses to build condos, office buildings or homes.
They just might be booking tees times with the Danny
Noonans and Tony D’Annunzios of the world. It might
be that or shelling out a lot more dough to join the

upper echelon of exclusive private clubs.

M Wk

GOLF COURSE

INDUSTRY

Serving the Business of Golf Course Management

Vol.21 No.1

EDITORIAL
GIE Media, Inc.

4020 Kinross Lakes Pkwy, 2nd floor
Richfield, OH 44286
Phone: 800-456-0707

Fax: 330-659-0824

John Walsh
Editor
330-523-5361
jwalsh@gie.net
Marisa Palmieri
Senior editor

330-523-5375
mpalmieri@gie.net

ONLINE

Cindy Code
Director, interactive content
330-523-5331
ccode@gie.net

Heather Wood Taylor
Associate editor, interactive content
330-523-5348
htaylor@gie.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

Mike Kriel
The Brick Cos.

Joe Livingston, CGCS
River Crest Country Club

Matt Rostal
Interlachen Country Club


mailto:jwalsh@gie.net
mailto:mpalmieri@gie.net
mailto:ccode@gie.net
mailto:htaylor@gie.net

vy

I. »-. , 2 :;IV i @-;-/. = . 7:‘"._{ . b
Liquid Fence animal repellents.
tion’s number-one selling Deer & Rabbit Repellent to guaranteed

ole and Goose Repellents - Liquid Fence products will do for you
t they’ve done for millions of satisfied customers... really work!

CONCENTRATE TO COVER 100,000 50. FT.
LIQUID F}

Mole chelknl

b L‘q%idFencecompany PRO

mays tead ang (olow akel irections. : 3,

\\“

',erv.lgplfi:ob.‘rg;etndus\ry,_co(ﬁ/réaderser'vuce<#12 W



E-mail us at
jwalsh@gie.net
with your thoughts
and opinions.

Wed like to
hear from you.

FEEDBACK

course and their jobs, owners will use that as
: : r J another reason to let one or the other go and
There’s no more important relationship find a cheaper alternative.

Todd Kueppers

PGA Professional

General manager

Chisago Lakes Golf Course

Lindstrom, Minn.

that contributes to the success of a facility
than the one between a pro and superinten-
dent. I've learned an incredible amount of
information during the past five years from
our superintendent about what he does, why
and the challenges he faces. He spent a few
years on my side of the business and has an
appreciation of what my challenges are. I'm
a better professional because of this under-
standing, and he’s a better superintendent

“Changing roles” (November issue, page 30)
is a great article. I have a question, though:
How about those certified from the GCSAA
and CMAA? I may be the only one. A goal
of mine was to become certified with all
three organizations (GCSAA, CMAA, PGA of
America). Only one to go.

David Gourlay CGCS, CCM

Chief operating officer

Colbert Hills Golf Course

Manhattan, Kan.

through his experience on the other side of
the counter. I'd have a difficult time believing
there’s a pro and superintendent who work
together better than we do. Our owners
recognize that and give us more freedom to
do our jobs.

Pat Jones’ column that quotes Ben Frank-
lin (“Different, yet the same,” November
issue, page 66) — “we must hang together,
gentlemen, or surely we will hang separate-
ly,” — applies to the different factions of the
green industry, and on a grassroots level, to
professionals and superintendents. The way
things are now, if pros and superintendents
can’t work together for the betterment of the

Editor’s note: We checked with the GCSAA about
how many certified golf course superintendents
are also certified club managers — and Gourlay

is the only active CGCS/CCM the association

(continued on page 89)

MORE GOLF?

he most critical aspect of the golf industry is the declining number of rounds, which is

affecting many areas. Capital purchases for golf maintenance are being postponed;
new carts aren’t being purchased; PGA members are being fired and their contracts are
being reduced; superintendents are losing their jobs and being pressured to cut costs; golf
equipment isn't being sold; and golf course owners and operators are struggling with less
income.

For the past several years, I've watched the industry struggle with how to reverse this
trend and have seen many programs developed to bring new people into the game with
limited and marginal success. A lot of time and energy has been spent without asking the
people who've provided our past success - current golfers - to participate in the process.

Instead of trying to convince someone to start playing the game, wouldn't it be easier
to convince existing golfers to play more? Studies show most of the new golfers who stay
with the game have been introduced to it by someone who plays already. So, by encourag-
ing people to play more golf, we could achieve double the value of such a program.

| encourage industry leaders to start a “More golf?” campaign similar to the successful
“Got milk?” campaign. Imagine the economic impact if we could encourage the existing
20 million golfers to play one more round of golf.

Jeff Hoag

Co-owner

Scott Lake Country Club

Comstock Park, Mich.
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NexGen

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. '}

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

ne of my favorite questions this time

of year is, “What do golf course guys

do in the winter?” I guarantee those
of you employed at courses that close during
the winter have been asked this before. After
a poor attempt at being funny, I tell people
what really happens. And after my answer
about taking/teaching golf-related classes,
overhauling equipment, writing articles,
getting more involved with my association,
etc., I generally get a surprised look from
someone who seems impressed, and he re-
sponds, “Really?”

A wise man once said the off season is
for improving and formulating your plans
for the coming year. Meanwhile, the grow-
ing season is for implementing plans and
programs you created during the off season.
Others have said the off season is when we
should look to improve ourselves profes-
sionally and personally, finding a balance
between the two.

In November, I pondered how I could
improve myself and the facility heading
into 2009. I always need to improve and
learn more about golf course maintenance,
but on what should I concentrate? Worth-
while areas all professionals can delve into
include:

+ Taking or teaching classes;

+ Working with a technician to maintain

an equipment fleet;

+ Discussing your future with the facility
and beyond with your superintendent
in your annual review; and

+ Participating in the national and chap-
ter associations.

There are times when I think I know more
about maintaining an equipment fleet than
I do. Admittedly, I don’t know much about
diagnosing significant problems. My skills
consist of these basic maintenance tasks:
+ Fluid, spark plug and rim/tire changes;
+ Grinding reels/bedknives; and
+ Bearing/seal changes on cutting units.
These basic tasks are necessary to help

JANUARY 2009

technicians if maintaining a large fleet with
no other support. But by no means do my
skills take the place of our technician. Con-
sequently, I spend much of the winter with
the technician, learning how to improve my
skills in diagnosing these types of problems.
While talking to a group of technicians
at a conference last year, we discussed how
some new assistants who graduated recently
lack basic skills. Among turf techs, the
biggest concern was the lack of mechanical
knowledge. Some turf programs offer tech-
nical courses, but practical experience is
superior. We need to roll up our sleeves, get
our hands dirty and learn from technicians.

[ spend much of
the winter with the
technician, learning
how to improve my
skills in diagnosing

these types of problems

This year will be my third opportunity to at-
tend the Golf Industry Show. I'm fortunate
I'm afforded the chance, particularly con-
sidering economic hardships. Having been
an assistant for eight years, there have been
years in which I haven’t been able to attend,
so I understand and appreciate the oppor-
tunity. Take every chance you get to attend
conferences and continuing education. It
doesn’t matter if it’s locally or nationally, the
experience is worthwhile. If you don’t know
what’s available, ask your superintendent
or others in your area what you can do and
how much the club will be able to support
your professional development.

I heard a disturbing story last year from

a local superintendent who asked his as-
sistant if he wanted to attend the GIS, and
his response was, “Let me check to see if
my friends are going.” Assistants shouldn’t
hesitate to take every chance they get to
help themselves and their employer. The
potential connections and meetings can be
extremely valuable to your future.

Networking and relationships will always be
the best asset of belonging to a professional
organization. This off-season, talk to your
superintendent or call your chapter office to
find out about becoming involved. Associa-
tion committees always need able bodies
and minds — volunteer to join. Similar to
attending GIS, serving on a chapter com-
mittee helps you build relationships with
other professionals. In serving my chapter,
the Midwest Association of Golf Course
Superintendents, I've met superintendents
who've become mentors to me just as much
as the people for whom I've worked. Oppor-
tunities for involvement are endless.

If you asked a group of moderately
involved superintendents, they'd probably
say that just by participating, they’ve ben-
efited. Either through continuing education
offerings, golf events, community service
projects, article writing, public speaking/
moderating and networking, association
involvement gives you the tools for success
in a competitive market.

For example, there was a position open at
high-profile club being built in the Chicago
area last year. Out of more than 200 ap-
plicants, the three finalists were highly en-
gaged assistant superintendents who served
on the MAGCS’s assistant superintendent
committee. That means the assistant com-
mittee is doing its job: preparing assistants
to become superintendents.

What will this New Year bring for
you? Hopefully, it will include a renewed
understanding that opportunities to grow
are all around you. Use your downtime to
relax and become a better professional.
Sometimes growth and change are difficult,
but if you think about it and try, you might
surprise yourself. GCI
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