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Club Car 
A L W A Y S D R I V E N 

Reborn. 

Start with the dependable, reliable, legendary Carryall Turf pedigree. Infuse 
it with added power, efficiency, versatility and comfort. Let the next era begin. 
1,000 jobs; 1 Carryall. Check out the all-new Carryall at n e w c a r r y a l L c o m . 
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Chapter 2 

T I M E I S N ' T M O N E Y . P R O D U C T I V I T Y IS, 
The challenge today isn't simply t o maintain a beautiful golf course. It's to maintain it on a b u d get . 

To succeed, you need to work smarter, m o r e efficiently and m o r e economical ly than ever before. 

I t ' s s i m p l e T u r f o n o m i c s . 

TORO. C o u n t o n i t . 

S a n d Pro 2 0 4 0 Z 

T O P L I N E T H I N K I N G 

Bunkers are critical to your 

course's reputation and to 

yours. That's why we've 

engineered the all-newToro 

Sand Pro 2040Z. 

An industry-first, this zero-turn 
bunker rake grooms bunkers 
other machines can't. By pairing 
our patent-pending Lift-in-Turn 
system wi th a flex tooth rake, 
the 2040Z grooms contour 
bunkers, steep slopes and t ight 
fingers wi thout leaving tire 
marks or teardrop mounds 
of sand. 

B O T T O M L I N E T H I N K I N G R E A L W O R L D T H I N K I N G 

Learn m o r e at : 
toro.com /turfonomics 

The ultimate in productivity, 
the Sand Pro 2040Z helps 
your budget look as good 
as your bunkers. 

Its exclusive 2ero-turn steering 
means you can groom more 
bunkers wi th less labor and 

With a top 
transport speed of 12 mph, 
operators can work quickly and 
move on to the next task. Plus, 
the 2040Z's innovative tooth 
rake won' t damage turf or 
bunker liners, so you can groom 
right up to the bunker's edge. 
All for a price that's less than 
you'd expect. 

We understand the challenges 

you face every day. That's why 

we make innovative equipment 

that delivers . . i 

f Then we back 
every product we build wi th 
our industry-leading support 
network. No one delivers 
more value than Toro. 

It's simple Turfonomics. 



PTM 

I love making predictions. It makes m e 
s e e m s m a r t e r t h a n I a m w h e n I pon-
tificate about how I 'm certain that some 

trend or some event will happen soon. I 
also occasionally suck at predictions. Many 
of you reminded m e of this in 2 0 0 8 - 2 0 0 9 
after I 'd blithely told everyone foryears that 
East Coast private clubs w e r e recession-
proof, Ha! 

Well, here I go again. 
I predict that over t h e next five years 

the t e r m "Precision Turf M a n a g e m e n t " is 
going to begin t o d o m i -
n a t e o u r c o n v e r s a t i o n s 
about the way golf courses 
a r e mainta ined. In fact, 
five years from now the 
term will be so overused 
that it will b e c o m e like 
"sustainability" - a word 
t h a t m e a n s n o t h i n g yet 
is used to suit w h a t e v e r 
purpose someone is trying 
to achieve. 

But, in the near future, 
it's going to be a rolling 
revolution in the way w e 
approach both information gathering and 
using inputs. A few quick thoughts: 

In my rnind, Precision Turf Management 
( g o t t a start the t rend of calling it P T M 
right n o w ! ) is simply applying the lessons 
that farming learned years ago about using 
field mapping, various sensing devices and 
other measuring tools to gather as m u c h 
information as possible about the real-time 
agronomic needs of a piece of land and then 
usingadvanced application and cultivation 
equipment to manage those needs m o r e 
precisely. 

That's a lot of words to say that we're go-
ing t o start measuring E V E R Y T H I N G and 
only using the inputs w e need to keep turf 
health at whatever is defined as "opt imum." 

The decade ahead will be the decade of 
metrics . T h e art of greenkeeping won't be 
100 percent crowded out by science, but 
there 's going to b e a huge emphasis on 
using advanced data to get the art right. 

Ou r cove r s to ry exa m i lies th e beg i n n i ngs 

ill 
Pat Jones 

Editorial director and publisher 

of this p h e n o m e n o n and I hope it stirs the 
pot for conversation and perhaps even ac-
celerates the technology transfer process 
to bring practices and techniques to our 
business that farmers have been using for 
15 years. It's t ime w e got m o r e precise. 

This, however, raises a bunch of ques-
tions: 

• H o w m a n y facilities will be able t o 
make the large initial investment or other-
wise qualify for the technology? Companies 
like T o r o are testing it as an added-value 

s e r v i c e for their la rges t 
c u s t o m e r s w h i l e o t h e r s 
are c o m i n g to market to 
sel l , l ease o r o t h e r w i s e 
distribute the technology 
directly into the hands o f 
supers. It's expensive and, 
even if the ROI of reduced 
inputs is clear, it's hard for 
m a n y t o make that kind of 
leap of faith. 

* Wil l m a n y s u p e r i n -
t e n d e n t s resist t h e idea 
o f relying on m e a s u r i n g 
h u n d r e d s of fac tors a n d 

plugging them into s o m e kind of diagnos-
t ic system instead o f simply using their 
eyes and noses to spot or smell problems? 
Like all new technologies, there will be an 
adoption curve. Will resistance be s m a r t e r 
futile? 

- Final ly , will t h e g a p b e t w e e n t h e 
"haves" and the "have-nots" grow wider at 
PTM b e c o m e s the standard and the vast 
majority of facilities won't be able to afford 
it? And, m o r e ominously, will regulatory 
bodies see what some courses are able to do 
with P T M technology and simply assume 
it should be the standard? 

All that said, the most crucial issue facing 
the long-term sustainability ( there, I said 
it) is using water m o r e efficiently, P T M 
offers metr ics far beyond evapotranspira-
tion and other current standards t o deliver 
this precious resource so carefully that golf 
will b e hailed as a leader in water manage-
ment . That, my friends, is a h o p e . . . n o t a 
prediction. GCI 
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Captain XTR 

Sonar© Aquatic Herbicide, Captain© XTR Algaecide and 
SeClear® Algaecide & Water Quality Enhancer are just 3 of the 
innovative solutions available from SePRO Corporation. 
Visit sepro.com 

SePRO Corporation Carmel, IN 46032 m S m 
Always read and to«ow label dnectera froo'am not avaibbfe in Honda or Hawas Art your S«PRO Technical SpeoaW lor 
more rformaoon Sonar. Caetain and SeOear are trademarks al SePRO Corporation < Copyngtrl 2014 SePRO Connrabon 

SePRO Corporation-the leader in aquatic restoration products-has helped golf course superintendents 

manage and maintain one of the most important aspects of their golf course-water. 

Managing golf course ponds and other water features takes the expertise and the right products to 

control unwanted aquatic plants and algae growth, and maintain the highest water quality possible. SePRO's 

Guaranteed Aquatic Solutions* program offers an economical package of solutions to effectively manage your 

ponds for the entire season. 

Contact your SePRO Technical Specialist or call 1 - 8 0 0 - 4 1 9 - 7 7 7 9 for more information. 



{ EDITOR'S NOTEBOOK } 

Temps down, 
attendance up 
GCI's mari-about-the-industry Bruce Williams 
reports back from the Northern Green Expo 

Topics included small business operations, interpersonal 

skills, human resources, legal and financial sessions, man-

agement solutions, plant materials, water m a n a g e m e n t 

arid of course turf management technical presentations. 

The organizers did a wonderful job o f putting on some 

additional hands-on training programs on the show Floor. 

Since w e all know that trade shows would not exist without 

the many commercial companies exhibiting it is important 

to keep show traffic up for a three-day event, A hosted 

lunch on the trade show floor enhanced that opportunity 

for at tendees to network with the exhibitors. 

Hats off to Minnesota's green industry. 

8 FEBRUARY ?014 golfcourscmdusiryVcom 



From 
THE FEED 

The temperate region doesn't seem very temperate 
with the polar vortex keeping things chilled. 
Almost everyone headed to Orlando for the 

big show is ready to feel the heat. Of course, some 
superintendents are up for making the best of things if, 
say, a few trees are damaged. 

The Syngenta Business Institute gave superinten-
dents the chance to learn and network, and some of 
them did a little networking on Twitter as well! There 
were plenty of opportunit ies to share some knowledge 
- and maybe have a little fun in the process. 

Jim Dillard @ d i l l a r d 6 4 5 
10 day forecast in Orlando 
looks great! 

A 

m 

a s i s s 

Andrew Hardy ® 
andrewhardyturf 
I was taking shorts 
already. But now I 
may take my speedo 
too #notrealiy 

Jennifer Seevers @Jenniferseevers 
ahhh as Irn staring outside at the 
frozen landscape this is like the light 
at the end of the tunnel! 

Turf Republic @turfrepubllc 
The warmth cannot come soon 
enough! 

Tom Taylor @tom_taylorl421 
hopefully no " important" trees get 
damaged. I'd hate to cut them down 

Clay DuBose ©clayhomerun 
I can think of a few that could/need 
to get damaged! 

J 
Join the conversation 
on Twitter @GCIMagazine! 

{ EDITOR'S NOTEBOOK } 

T i m e f o r c h a n g e 
After more than two decades, Club 
Car rolled out updated versions of its 
Carryall UTVs. 

For more than 20 years, Club Car has hesitated making 
any major changes to its Carryall line. But that changed 
recently as the company, in January, rolled out new 

models with improvements to fuel efficiency, horsepower and 
other features. 

The company invited media 
members and dealers to Disney's 
Fort Wilderness Lodge in Orlando. 
Fla. to get an up-close look at the 
new vehicles and to test drive 
them. 

Disney has nearly 3 .500 Club 
Car vehicles on its properties and 
has a 20-plus year relationship 
with Club Car What Club Car has 
learned through its relationship 
with Disney (Club Car actually developed a custom solutions 
department because of Disney) was implemented into the 
updated Carryall vehicles. 

In addition to lessons from Disney, Club Car sent 12 
employees across the U.S. and Europe visiting 46 locations that 
use Club Car or competitor vehicles. What they heard from that 
research was customers wanted a more powerful engine, more 
comfort in the vehicle and a fit-to-task-bed box. 

Kurt Meyer, commercial/industrial marketing manager, 
said landscapers specifically asked for a better bed, and they 
wanted a pick-up truck-like tailgate that is easy to open. The new 
vehicle now has a single-handed latch and release tailgate, and a 
protected aluminum bed that will protect the inside from corrosion 
from any spillage. 

Landscaper feedback also led to the implementation of 
movable bed dividers and cargo tie-down loops to prevent tools 
and other cargo from shifting. "You are protecting your assets," he 
says of the upgrades to the truck-bed's storage capabilities. 

The company also wanted a more truck-itke look to the 
interior, and a truck-like feel to the seating area. *We tried 
to decrease the gap between getting out of the truck and 
transitioning into thts vehicle," says Billy Dakuras. director of sales 
and business development for the Americas. 

The company expects sales increase of 24 percent in the 
commercial utility vehicle market. UTVs can be a less expensive 
alternative to pick-up trucks and vans when moving people or 
tools around a facility. "As budgets and teams shrink, they (facility 
managers) are always trying to do more with less," says Mike 
Cotter, commercial/industrial and consumer marketing director. 

Brian Horn is managing editor of Lawn fi Landscape magazine. 

Clay D u B o s e 
© c l a y h o m e r u n 
Potential ice 
accumulation 
for the Coastal 
area through 
Wednesday morning 



GAME PLAN 

H e n r y D e L o z i e r is a principal in the Global Golf Advisors consultancy. DeLozier 
joined Global Golf Advisors in 2008 after nine years as the vice president of golf for 
Pulte Homes. He is a past president of the National Golf Course Owners Association's 
board of directors and serves on the PGA of America's Employers Advisory Council. 

RUT BUSTERS 
Nine t ips to kick start your facility's performance. 

Is your club stuck in a rut? Do you 
find yourself entering the new year 
preparing to Face the s a m e chal-

lenges with the s a m e strategies and 
programs? If so, you may be feeling 
less than inspired, a condition easily 
spread to team members . It's not 
too late to put a n actionable plan in 
place that will make 2 0 1 4 the year 
you e m e r g e d from t h e proverbial rut . 
Here are tips to kick start perfor-
mance . 

Talk to your m e m b e r s or regular 
customers . Most club m e m b e r s and 
regular c u s t o m e r s at daily fee courses 
have an opinion about your opera-
tion. You want to know what that is. 

input and opinion from c u s t o m e r s 
and prospects. So should you. Ask 
questions about hours o f operation, 
mowing practices, greens speed, 
soap in t h e locker room and lunch. 
Your m e m b e r s are a treasure-trove of 
knowledge and wisdom. Tap into it. 

Highly effective focus groups 
include six to eight people w h o will 
talk with you for 6 0 to 7 5 minutes. 
Listen and let the group talk. There 
is no requirement for explanations 
or grand p r o n o u n c e m e n t s . Just 
listen carefully and ask questions to 
understand fully the real intent of the 
c o m m e n t s . Consider an inexpensive 
form o f compensat ion for their t ime 

f f ^ "No one wants to play a course in poor condition. 
The golf course must be a great shape. There is 
no forgiveness for dead grass, weeds, mud-holes 
and unfinished projects. 

so you can do m o r e of the things they 
like. So, ask them what they think, 
even if you think their answers might 
sting a little. There's no better way to 
learn what mat ters most and discover 
where you are wasting money. 

1. Use every medium available, 
from o n e - o n - o n e interviews and 
focus groups with m e m b e r s to m e m -
ber surveys to regular social media 
polling. Make it personal and dem-
onstrate that you intend to be held 
accountable to their suggestions for 
improvement . Make sure you include 
a c r o s s section of membership, and 
don't overlook your w o m e n members , 
w h o not only are the decision makers 
in most families, but also a r c remark-
ably observant about c lub conditions. 

2 . Gather your own focus groups. 
Top companies constantly solicit 

to e n c o u r a g e a sincere and thoughtful 
engagement . 

3. Be your own "Secret Shopper." 
W h e n w e make calls to our own 
club, w e learn how t h e club is being 
presented to m e m b e r s and prospects. 
That starts with the voice and per-
sonality of the person answering the 
phone and carries over t o anyone w h o 
might have a member-facing role. 
Remember , there's no second c h a n c e 
for a first impression. 

BUT DON'T STOP THERE. Call realtors 
in your market area and ask what 
they know about your club. They talk 
to people all day every day. Ask the 
service station attendant down the 
street for directions t o your club. Ask 
local bankers what they think about 
your club. Call your c o m p e t i t o r s and 

learn h o w they answer the phone. 
Ask them about your club and learn 
how they view you as a competi tor . 

MAKE 1TEASYAND FUN TO USEYOUR 

CLUB, Most clubs have silly rules 

because they've always had the s a m e 

silly rules. Stop defaulting to history. 

Your m e m b e r s - and especially their 

teenage children - can identify t h e 

outdated rules that need to go. 

1. El iminate outdated practices 
that make it difficult or frustrating to 
be your guest. Philosophers s o m e -
times ask " W h y ? " five times. W h y ? 
Because simplicity is easy to explain 
and understand. Complicated and ar-
c a n e ideas require excessive explana-
tion. Busy people don't join clubs to 
add complicat ion and stress to their 
lives, so don't allow an outdated rule 
to u n d e r m i n e your efforts. 

2 . Ask members , " W h e n will w e 
see you next? ' ' For some reason, 
m a n y clubs never think to ask a guest 
to return. So they don't. Make sure 
that your members and their guests 
or the c u s t o m e r s at your daily fee 
course know that you're eager to see 
them again. Repeat patronage is the 
ult imate prize. Win it! 

3. Reward loyalty with recognition 
and real value. Introduce programs 
that make being a "regular" very 
beneficial to the recipient. E s c h e w 
up-front price discounts for continu-
ous engagement . That is the approach 
that is working well for the airline, 
hospitality and retail giants. Recruit , 
retain and build the loyalty of great 
m e m b e r s and cus tomers . 

IM PROVE YOUR PERFORMANCE. With 
so many choices in an over-supplied 

fOELOZlER continues on page 57) 


