“For winter overseeding on bermuda-
grass, the rye is almost too good,” says
John Foy, director of the USGA Green
Section’s Florida Region. “It doesn't die
when you want it to. It’s hanging on
longer, into late spring and early sum-
mer, and that creates more transition
problems [back to bermudagrass).”

Rye, Bluegrass a Good
Fairway Marriage

Responding to this, scientists are breed-
ing intermediate ryegrasses, which are hy-
brids between an annual and a perennial
rye, especially as an overseeding turf.
“They don't have the heat tolerance of the
perennials, so they transition better in late
spring and early summer,” Foy says.

Intermediate ryegrass, Meyer says, is
a concept that has merit, but it depends

on ryegrass market prices, which are
going down again.

“When perennial rye is high-priced,
there’s a spot in the market for interme-
diates,” he adds. “When the rye price goes
down, it puts price pressure on that type.”

Meyer adds that some people have
learned to manage ryes in the springtime

Continued on page 52
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Eye on Rye

Continued from page 51
with plant growth regulators and herbi-
cides, causing it to die.

“The problem is that in making a [hy-
brid], you lose brown patch resistance,”
he adds. “They look poor if you have a
brown patch epidemic. So how much are
superintendents gaining if they have to
spray a fungicide to control brown patch?”

While overseeding fairways and

There has been a trend
away from Poa triv to rye
because of its durability.

roughs with ryegrass is a trend around
the state, Foy says Poa trivialis is losing
its dominance as the choice for over-
seeding greens in Florida. For the past
10 to 15 years, Poa triv alone or in com-

bination with bentgrass has been stan-
dard. But there has been a trend on heav-
ily used golf courses away from Poa triv
to rye because of its durability, Foy says.

“Poa triv is nice, but if you get 200
to 300 rounds per day, it doesnt stand
up well,” he explains. “In south Florida,
bermudagrass doesn't go dormant, but
it doesn’t grow for two to four months
in the wintertime, and the cart traffic
beats it down. Every winter, I hear com-
plaints that the fairways are too tight and
they have lost definition between fair-
way and rough cuts.”

The bottom line: Will the world of
perennial ryegrass return to the idyllic?
With optimism over conquering gray
leaf spot, Rutgers’ Meyer is positive about
its status. “There are certainly some strik-
ing changes going on,” he says. m

Mark Leslie is a golf feature writer and
president of Blais & Leslie Communica-
tions in Monmouth, Maine.
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G-2 made my job easner G
SMike McBride
Golf Coutse Superintendent
“Muirhield Village Golf Club

" LESCO PENN G-2
wins at Muirheld.

l' Outstanding putting surfaces. That's what had everybody talking at The Memorial this year.

And no wonder. With speeds averaging 12 in the morning and 13 in the afternoon and a trueness of

roll that was beyond compare, the LESCO PENN G-2 greens performed like champions.
like McBride And Superintendent Mike McBride accomplished it all with the same cultural practices he
utilized prior to the recent conversion to PENN -2
"Our program has not changed. The G-2 does not require any more maintenance than
the bentgrass we had here previously.”
In fact, McBride said the PENN G-2 actually made his job easier because it showed no
signs of stress due to low cutting height, tratfic or weather.
"We were double cutting morning and night at .086 and the greens maintained
their color and upright growth habit. It was amazing.”
And when the tournament ended? No problem.
"With these greens we were ready to resume
member play the following day.”
For more information about PENN (-2, E O
contact your LESCO sales professional or call
800.321.5325.

™
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LESCO is a registered trademark and Grow With Us is a trademark of LESCO, Inc
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Lesson
rom Linksland

Let’s allow the architects
to do what they should

By Mark Leslie

he story goes that
when God spoke
the world into exis-
tence and separated
land from sea, He
stretched out His
hand upon the
British Isles to create linksland — with
golf in mind. Thousands of years later,
man fulfilled his destiny in that fine
game. But like Eve with the apple, he’s
about to mess things up again.

Author Will Durant once told poster-
ity: “One of the lessons of history is that
nothing is often a good thing to do and
always a clever thing to say.” Risking the
latter part of that statement to emphasize
the former, I plunge on because some
things are worth the danger — like golf.

You see, history and golf are inextrica-
bly woven together — at least for the
last 400 years — yet today we are allow-
ing the game we love to devolve. We are
ignoring the axiom, “Nothing is often a
good thing to do.”

Are we are forgetting our roots by de-
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manding lush-green, turf-only, no-weeds-
allowed, wall-to-wall watered courses with
hold-the-ball greens that are glass fast? And
will these demands kill the game? Proba-
bly not. But we will lose sight of its ori-
gins, its intentions and the way it was
meant to be played.

“A good walk spoiled”? Poppycock!
Better, a good hike enhanced. Let’s allow
the course architects to do what they want.

I traveled Northern Ireland and Ire-
land with 70 of them this spring and won-
dered: Did they get it? After a week of play-
ing the island’s best linksland tracks, would
architects return home with the aura of
Ireland coursing through their veins and
into their designs? But they told me the
question is not if they get it, but does
the American golfer get it.

Americans, they agree, are spoiled.
“And [that] has major ramifications for
our game and to future development of
courses,” says California-based architect
Damien Pascuzzo. “As they continue to
demand perfect conditions, the cost of de-
veloping golf will increase, its affordabil-

MIKE KLEMME

ity will decrease, and we will lose players.
We clearly have to build simpler courses.”

“If you hit the ball 30 feet off center,
everybody thinks you're supposed to have
agood lie and a good shot,” says Georgia-
based architect Bob Cupp. “That’s not
what it’s all about. We can simplify our
lives a lot if everybody could experience
(Ireland].”

I have a challenge for golfer and archi-
tect alike:

* To the architect: Hey, you think it's
the best for golf? Then don't be bullied.
Do it!

* To the golfer: Suck it up and play the
ball where it lies!

Imagine you're a bricklayer and the boss
tells you to mix the mortar without water.
Or you're a landscape artist and someone
steals your blue paint. What do you do?

Similarly, American golfers have
stripped designers of a major tool of their
craft: freedom. Freedom to be fun and
quirky. Freedom to place bunkers in other
than orderly places. Freedom to create
green complexes and undulations that roll
off into the bunkers or low swales.

We golfers have stifled designers’ cre-
ativity and deadened their work. There-
fore, we've lost for ourselves the opportu-
nity to play golf in America as it’s played
on the links courses of the British Isles.

All of this, of course, would meet heav-
iest resistance from superintendents —
the very ones it should help the most —
because they would fear for their jobs.
Nightmares ring in their minds with
crowds wailing; “He has wildflowers on
his fairways. Off with his head!”

A majority of superintendents would
agree to would work in the sparse, links-
like environments of their U.K. coun-
terparts — if the courses down the street
would do the same. If only someone
prominent would make the model.

Nevertheless, here is my warning: His-
tory connects the dead to the living and
the yet to be born. Forget that history in
golf; and you lose its essence. m

Mark Leslie is a golf feature writer and
president of Blais & Leslie Communica-
tions in Monmouth, Maine.
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Super Stick Technology For All
Seasons...All Major Diseases

New Concorde SST offers proven disease control with maximum staying power. This
formulation includes new Super Stick Technology (SST™), with adhesion properties
that are bound to set an industry standard for tenacity. A contact fungicide you can
use all season, Concorde SST will control 14 turf diseases, including algae, brown
patch, dollar spot, leaf spot, melting out, anthracnose, rust and red thread. Its multi-
site mode-of-action helps prevent fungicide resistance and is ideal for all turf disease
programs. Use it now and all year long. Find it at www.griffinllc.com

. Concorde ssT

A When you purchase Concorde SST, Griffin. Griffin L.L.C.
Yyou support The GCSAA Foundation’s 1-800-237-1854
“Investing in the Beauty of Golf” Campaign.
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The Human Touch

M EMPLOYMENT ISSUES

all me crazy, but I think the
golf industry may not be as
helpful as it could be to peo-
ple who would like to join it.
I've spoken with several can-
didates looking for informa-
tion on careers in golf, and each of them ex-
pressed frustration about not knowing where
to look and whom to contact. Some folks,
I'm sure, gave up their searches in frustration.

This phenomenon puzzles me, especially
in light of the tight labor market we currently
face. I am reminded of the words of a mentor
[ once had who told me that one of the key
indicators of a successful, long-term business
is its ability to attract and retain qualified,
committed people. The golf industry is no ex-
ception to this adage, but its diffuse structure
creates challenges to marketing all it has
to offer.

Since the golf industry is comprised of in-
dependent courses, facilities and businesses,
it’s difficult to construct a marketing cam-
paign to meet the needs of all its components.
Therefore, the industry usually uses a word-
of-mouth networking effort to fill a specific
position. Once it’s filled, there’s no ongoing
recruiting effort to promote the course until
the next position opens. That’s a bad long-
term strategy.

Effectively marketing industry career oppor-
tunities means learning how to use economies
of scale. It also means that even though there
may not be a current opening in your organiza-
tion, it is worthwhile to participate in activities
that provide valuable insight and information
to people who are considering careers in the in-
dustry. Here are some examples of things you
can do to make this happen:

Local chapters are constantly looking for
new ways to add value to their membership.
Organizations such as this can pool their re-
sources to sponsor job fairs or career days for
prospective employees. Well-designed infor-
mation sessions can be conducted about the
industry, including the benefits and satisfac-
tion one receives from these opportunities.
Most importantly, however, is the opportunity
for face-to-face dialogue between people in
the business and those folks who would like to

be in it. Experience has shown that these con-
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Good People Don't
Grow on Trees

BY DAVE ST. JOHN

COURSES MUST
ATTRACT QUALIFIED,
COMMITTED PEOPLE
IF THEY WANT TO
SUCCEED IN A TIGHT
LABOR MARKET

versations are invaluable recruiting tools.

Internships are also a good method to open
doors to new employees. If you elect to start
an intern program, make it worthwhile and a
win-win situation for everyone. Don't stick
the students with your worst crew and forget
about them. Be creative, and assign the in-
terns some type of project that requires a full
measure of their creative and critical thinking
skills. There are some sharp people out there
who may come up with new ways of doing
things that you wouldn't have considered
without their help.

Web sites are another way to make it easy
for prospective employees to contact you. If
your facility doesnt have a site, you should
make a strong pitch to get one. Keep the site
fresh with regular updates, and make sure your
Internet address is part of all your facility’s lit-
erature. Ensure that the site has a section
which describes employment opportunities.

Establish links with local colleges, indus-
try-oriented schools and industry associations.
Students on campus usually have direct access
to the Internet, which means they are only a
few clicks away from communicating directly
with you.

The name of the game is ongoing market-
ing, effectively using economies of scale and
accessibility. People who want to work in the
industry don’t want to spend inordinate time
searching for you. If that’s the hurdle they
have to overcome, rest assured they will take
their skills to other companies in allied indus-
tries that have figured out ways to remove
these obstacles and will welcome them with
open arms.

Dave St. John is a principal in GreenSearch, an
Atlanta-based management search and human

resource consulting firm. He may be reached at

info@greensearch.com .
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The New Standard In Seed Purity

The purest,
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Scotts.

thicker, more
¥ vigorous turf
that’s worth its
weight in gold to
sod growers. And
Scotts, brings you proven seed
purity that goes far beyond the
Gold Tag standards.
Scotts Platinum Tag seed
sets the highest purity testing
standard in the industry. Scotts
screens samples 2 times larger

than accepted Gold Tag
sampling sizes. That’s your
assurance that Scotts seed is
cleaner than any other, right
to the bottom of the bag.
Scotts offers Platinum Tag
purity in an exceptional range of
Bluegrass, Ryegrass and Fescue
varieties. Many are exclusive
varieties which have all grown
out of Scotts’ long history of
innovative technology and
outstanding performance.
Remember: no company
takes more care in research and
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development, cultivating,
cleaning, testing and packaging
than Scotts. And no one takes
better care of you than your
Scotts Tech Rep.

Contact Scotts Customer
Service at 1-800-543-0006 or
Larry Humphreys at
1-888-763-8873.

... The Scoltts Difference,,
www.scottscompany.com
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