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On the Edge 
As the signature holes of 

Cypress Point threatened 

to fall into the Pacific 

Ocean, the club formed 

a new, stronger shoreline 

with sculpted concrete 

i f FRANK M. ANDORRA JR.V 
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coastline serves as a back-
drop for the signature holes 
of a course, its important to 
keep the shoreline intact. 
Unfortunately for J eff 
Markow, CGCS at Cypress 
Point Club in Pebble Beach, 
Calif., Mother Nature in-
sists on a say in the matter. 

A coastal survey done in 
1991 showed erosion from 
the Pacific Ocean had weak-
ened the substructure along 
the courses closing holes. In 
1997, heavy winter rains 
caused two sections of walk-
ways to collapse around the 
15 th and 16th holes. 

"There was no way to 
move the walkways back 
any further from the holes," 
Markow says. "We had to 

find an alternative way to 
shore up the walls before an 
even more serious accident 
occurred." 

The problem 
The citizens living near Peb-
ble Beach protect their 
coastline like parents pro-
tect a first-born child. 
Markow knew he would 
have to not only find a way 
to solve the problem from 
an engineering standpoint, 
but also one that would 

The finished product 
(above) started with drilling 
tie backs into the shoreline 
to prepare it for the frame 
of the structure to be built. 

mesh well aesthetically with 
the cliffs. 

On earlier coastline re-
constructions, the club had 
employed the more tradi-
tional methods of shoring 
up shoreline, including both 
rip-rap and gabion baskets. 
Contractors fill gabion bas-
kets with broken stone and 

Continued on page 62 

Problem 
Wind, rain and salty ocean 
air eroded the shoreline that 
made the 15th through 17th 
holes at Cypress Point so 
memorable. 

Solution 
Sculpted concrete, 
artistically molded to blend 
in with the rest of the 
shoreline, saved the club's 
signature holes. 



Real-life Solutions 

Continued from page 61 
place them on top of one 
another to create a barrier. 
Rip-rap walls consist of big 
boulders stacked together 
which support the shoreline. 

"Those two methods 
work fine, and they cer-
tainly reinforce the coast-
line," Markow says. 
"They're also cost effective. 
Unfortunately, they're not 
the most aesthetically pleas-
ing way of doing this. We 
wanted to see if the engi-

neers could find a new way 
to achieve our goals." 

The solution 
Markow heard about a 
shoreline reconstruction on 
the famed 18 th hole at 
Pebble Beach Golf Links, 
up the road from Cypress 
Point. Markow discovered 
that Pebble Beach had used 
reinforced concrete, 
formed and shaped on a 
steel frame, to create the il-
lusion of an unbroken 

rocky coastline. 
CemRock Landscapes of 

Tuscon, Ariz., did the work 
for Pebble Beach in 1997. 
The company agreed to 
help Markow do something 
similar at Cypress Point 
after examining the prop-
erty in 1998. 

"It's expensive, but if 
you're going to protect the 
holes that make your course 
famous, you have to be will-
ing to spend the money to 

CemRock Landscapes built 
a steel anchoring system 
(left) into the side of 
Cypress Point's existing 
shoreline. Then the 
company built a scaffold-
like structure, which 
provided a frame for the 
fiber-reinforced concrete. 

do so properly," Markow 
says. "It was also important 
for our members to see that 
CemRock had a track 
record. If the company did-
n't have other projects for us 
to look at, our club mem-
bers might have been hesi-
tant to put out as much 
money as they did." 

"We're just starting to do 
some golf courses now, but 
Pebble Beach was a coup for 
us," says Dan Allen, Cy-
press Point's project man-
ager for CemRock. "It put 
us on the map." 

Allen says CemRock has 
primarily focused on build-
ing animal habitats for zoos 
around the country. "It's 
not such a hard leap from 
there to recreate rock for-
mations on golf courses," 
he says. 

Continued on page 64 



The cure for 
chronic crabbiness. 

A postemerge herbicide that controls 
crabgrass, clover arid other broadleaf weeds. 

And puts you in a better mood. 

Stamp out rampant crabgrass and start feeling better with Drive. And you'll 

even smile when you see Drive wipe out clover, dandelion and other broadleaf 

weeds. All without danger to your turf or even newly-seeded areas. Apply Drive 

and brighten up your day. 

Top Pro Specialties 
A Unit of BASF Corporation and Micro Flo Company 

©2000 TopPro Specialties. Drive is a registered trademark of BASF AG. 
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Real-Life Solutions 

Continued from page 62 
The process 
Granite Construction of 
Monterey, Calif., first exca-
vated drainage channels and 
then drilled holes into the 
cliff to anchor the rock for-

mations steel framework 
into the side of the cliff. 
Then a base of 8 inches to 
16 inches of structural con-
crete was sprayed in the 
holes to anchor it to the wall. 

That's when the fun be-

gins for CemRock, Allen 
says. 

"We come in with fiber 
reinforced concrete and 
blow it onto the steel frame-
work we've created," Allen 
says. "Before its even dry, 
we send our artists in to 
shape it and create a natural 
rock look to it. That's the 
most exciting part of the 
project." 

Allen says the process of 
dying the concrete to match 
the surrounding rocks and 
acid-etching the rock is 
painstaking, but the result-
ing wall looks as if it has al-
ways been there. Since the 
new structure is concrete, it 
is also stronger than normal 
rock, which means it weath-
ers blasts of sea spray better. 

The project on the 15th, 
16th and 17th holes cost 
$2.5 million and took four 
months to complete. 

"We liked CemRocks 
work so much that we asked 
them to cover up the rip-
wrap work we had done in 
the past with the new col-
ored concrete," Markow says. 

Markow says the club 
plans another phase of the 
coastline support this sum-
mer and perhaps another in 
2001. 

"We didn't lose any of 
the beauty of the holes and 
we're still able to keep the 
coastline looking beautiful," 
Markow says. "The best 
part is, unless you have a 
catastrophic event, that con-
crete is there to stay." • 

The first layer of 8 inches to 16 inches of structural concrete 
anchors the structure to the existing seawall. 

...and Safety Info, Renovation Info, 
Training Info, Environmental Info, and so 
much more, from EPIC of Wisconsin, Inc., 
the industry's leading full service communi-
cations company specializing in mainte-
nance education and marketing. 

Call us at 800.938.4330 find out why 
thousands of superintendents regularly turn 
to the "Superintendenfs Video Workshop,3 

Golf & Environment the videomagazine, 
and countless how-to videos produced 
by EPIC for leading industry suppliers. 

PROMOTING SOUND 
ENVIRONMENTAL PRACTICES THROUGH 

EFFECTIVE COMMUNICATION 

800.938.4330 
1/262.338.9737 
3014 East Progress Dr. 

S IN , INC. West Bend W l 53095 
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You May Not Be Able To Help Him 
With His Swing, But With 

Tee Time® Fairway Grade Products, 
You Can Help Him Take His Best Shot. 

The Andersons currently offers over 30 different 
Tee Time fertilizers and combination fertilizer/pesticide products 

formulated to give you maximum flexibility in maintaining 
lush, green and pest-free fairways... all season long. 

The Following Tee Time Fairway Grade 
Products Are New This Year! 

Introducing... 
19-26-5 with Nutralene 
20-5-20 with Nutralene" 

17-3-17 with PCSCU 
Three Great New Ways To Develop 

Strong, Beautiful Fairways. 
From tee to green and through every yard 

in between, Tee Time products are preferred by 
quality-conscious superintendents who require absolute 

reliability and consistent, predictable performance. 
Want the best results you can get? 

Call us today for a full Tee Time Product Selection Guide 
or for the name of your nearest distributor. 

Call 1-800-225-2639 
Circle No 120 

Because Every Day Is Tournament Day. 
® Hie Andersons and Tee Time are registered trademarks of The Andersons Agriservices, Inc. 
® Nutralene is a registered trademark of Nu-Gro Corporation 



The Next Generation Cushman® Turf-Truckster® 
In 1964, we created the world's first Cushman Turf-Truckster...and a whole 
new class of vehicles. Imitators soon followed. But none with the same soul. 
The new Cushman Turf-Truckster features a truckload of improvements 
including the only fully automatic transmission in a heavy duty work vehicle. 
With the same rugged dependability as the original, the Turf-Truckster 
remains, as it began, in a class by itself. Call 1-888-922-TURF and drive 
the new Turf-Truckster today! 

Ci cle No 132 CUSHMAN 

CUSHMAN JACOBSEN RANSQMES 

ACU-8986-798 © Textron Turf Care And Specialty Products 1998. 

RYAN TEXTRON 
TURF CARE AND SPECIALTY PRODUCTS 
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Money Shot 
• I MARKETING AND GOLF 

Like a progressive politician lobby-
ing for a righteous cause, Florida 
architect William W. "Bill" 
Amick is trying to persuade the 
golf course industry that it needs 
smaller venues to promote its 

trade. But Amick, based in Daytona Beach and 
a veteran designer of more than 40 years, is 
wondering if anyone can — or even wants — 
to hear him. 

Amick's reasons for building many more 
private and public short golf courses are more 
than sensible. For starters, Amick knows there 
are a lot of bad golfers who like the game — 
but don't want to be brought to their knees by a 
7,186-yard, par-72, 18-hole course. 

Amick cites other reasons for more small 
courses, such as lower green fees and less time 
to play. Not surprisingly, the opposite factors 
— $75 green fees and four-hour rounds — 
are two king-size reasons why people don't 
play golf. 

In addition, smaller courses are also better 
adapted for children and beginners, Amick 
notes. And if you want to practice your short 
game, as so many decent golfers do, there's 
no better place to do so than a pitch-and-
putt course. 

But if these reasons make so much sense, 
why aren't small golf courses popping up like 
pizza parlors in the suburbs? Simply, it's because 
they aren't sexy, Amick explains. 

For instance, even some bad golfers, who are 
better suited for small courses, would rather 
shoot 110s on big courses than swallow their 
pride and play a par-3 track. 

"We don't see small courses on TV or in 
magazines," Amick points out. "There are no 
small courses on any best-course lists. They 
don't get the publicity, recognition and expo-
sure that regulation and championship 
courses do." 

So nobody wants anything to do with small 
courses, including lenders and developers. And 
they have their own reasons.What developer 
wants to build an affluent new neighborhood 
around a par-3 course? 

But that's still not a good reason for more 
small courses not being built. The bottom line 
is there are 40 million people, according to the 
National Golf Foundation, who would like to 

Hacks Long for 
Short Courses 
B Y L A R R Y A Y L W A R D 

THERE ARE A LOT OF 

CRUMMY GOLFERS 

WHO LIKE THE 

GAME, BUT DON'T 

WANT TO BE 

BROUGHT TO THEIR 

KNEES BY A 7,000-

YARD COURSE 

try playing golf or play more often. Yes, you 
can assume that a lot of these golfers stink. 

Unfortunately, a lot of these crummy golfers 
think they're too good for small courses. While 
they need a collective reality check, their egos 
aren't helping the cause for small courses. 

As Amick stresses, there are plenty of golfers 
who realize they aren't very good and would 
rather play on smaller courses. I know at least 
one bad golfer who would welcome an excit-
ing and challenging small course to improve 
his game. 

"A lot of people will never be able to hit a 
long ball or have a single-digit handicap," 
Amick stresses. 

Another thing: The industry is trying to 
promote its game as a family affair, like going 
to the movies. That's wonderful, but let's face it: 
Dad, Mom and 7-year-old Junior aren't going 
to go to the new and demanding Tom Fazio 
course up the street to play 18 holes for four 
hours in the hot sun and be entertained. They 
realize (hopefully) that this course is not the 
place for them to spend quality family time. 
They realize (hopefully) that they need a small 
course that's fun and fast to play. 

Amick says developers should start building 
a big course and a small course on the same al-
lotment to satisfy an array of players. 

"But [developers] aren't buying that yet," 
Amick adds. "That takes more land." 

It's time the developers, lenders, designers, 
marketers and golfers lock themselves in a room 
and discuss this topic in detail. Once everything 
is on the table, I'm sure they'll understand that 
small courses are sensible for myriad reasons. 

Yes, if you build small courses, people will 
come. But they're getting tired of waiting. 

Larry Aylward, managing editor of Golfdom, 
can be reached at 440-891-2770 or 
laylward@advanstar. com. 



Talking Tech 
m TO THE W E B AND BEYOND 

I've decided its my turn to make a 
pile of money on the Internet. I'll 
admit that I'm already late for the 
party. While everyone else grabbed 
their share early, I somehow missed 
out. So now, however belatedly, I'm 

looking to get in on the action. 
It would be easy for me to jump on the 

bandwagon of the latest Web craze in golf, the 
electronic tee-time sites. It's a no-brainer, 
right? More golfers with more access to tee 
times means more revenue. It sounds like a 
gold mine waiting to be exploited. 

But the race to mine the potential of Web-
based tee-time booking is a double-edged 
sword for you. On one hand, more golfers 
means crowded courses, increasing maint-
enance headaches for superintendents. 

On the other hand, more golfers also means 
more courses will stay in business. That's po-
tentially more superintendent positions, espe-
cially with new courses popping up all over the 
place, in an industry that has more people 
available than there are currendy superinten-
dent positions to fill. 

The energized entrepreneurs of the wired 
world are clearly banking on the lucrative na-
ture of the business. Conservatively, these on-
line gurus have launched 30 new online tee-
time reservation sites in the past year. But how 
long will the gold rush last? 

Tim Quirke knows how competitive the in-
creasingly crowded field is. Quirke is senior ex-
ecutive for national accounts at Book4golf.com 
which, at press time, was the only publicly held 
tee-time booking service on the Internet. 

These sites provide golfers the opportunity 
to book tee times at courses across the country 
with the click of a mouse, Quirke says. 

"It's really a great revenue producer for 
courses," Quirke says. "The more golfers you 
can reach with your open tee times, the more 
money you can generate." 

Two business models dominate the industry 
right now Some sites merely act as middlemen 
between the golfer and the course, where 
golfers make reservations online and then site 
administrators book the times over the tele-
phone, with a fax or with an e-mail. 

Other sites, including Book4golf.com, re-
serve tee times immediately. Real-time booking 

E-Crowd Chases 
Golden Opportunity 
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connects golfers direcdy with golf courses to 
hold their times. Quirke says this reduces both 
double booking and pro-shop walk-ins scooping 
times out from under a potential golfer while a 
site administrator calls the course to confirm it. 

Quirke says two factors will separate the 
wheat from the chaff as the industry matures. 
One is the number of courses each site signs 
up. The more courses that sign up, the more 
useful the site is to golfers and the more rev-
enue it generates for the courses. 

The other factor is money. As a publicly 
traded company, Book4golf.com has $23 mil-
lion in the bank and a market capitalization of 
$350 million — meaning the company is 
flush with cash and willing to spend it. In re-
cent months, Book4golf.com purchased two 
competitors and is looking to purchase more. 

"We're in the acquisition mode right now," 
Quirke says. "There's a rush right now by 
companies in this business to gain inventory. 
We have 1,000 courses signed up, and we're 
looking to get even more." 

Book4golf.com isn't the only company 
that's consolidating. Look around at what other 
tee-time companies are doing. Linkstime.com 
and eteetime.com recently merged under the 
Linkstime.com name, and other mergers are on 
the horizon. That's the nature of capitalism. 

But consumers regulate businesses in the 
capitalist system, and so, too, will they regulate 
this e-tee-time explosion. Quirke estimates 
that despite the growth, there's really only 
room for three companies to exist comfortably. 

As for me, I'll wait to see which electronic 
tee-time companies are left standing after the 
boom. I'd hate to invest my son's college fund 
in something that could turn into fool's gold. 

THE RACE 

TO MINE THE 

POTENTIAL OF 

WEB-BASED TEE-

TIME BOOKING IS A 

DOUBLE-EDGED 

SWORD FOR YOU 

Frank H. Andorka Jr., associate editor 
ofGolfdom, can be reached at 440-891-2708 
or fandorka@advanstar.com. 
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