
says. "We're all focused on making sure 
the course is ready for that." 

Ah, yes, the U.S. Open — the one 
Tansey returned to the Black Course to 
help host. As the tournament ap-
proaches, Tansey says he's getting antsy. 

"You keep waiting for it to come," 
Tansey says. "After a while, however, 
you're ready to have it come so you can 
move on. The buzz around here has 
been intense, and it's only going to be-
come greater the closer we get to June." 

Christine, Tansey's wife, will also re-
ceive her master's degree in education in 
June, clearing the way for her to teach in 
New York state. Once that exciting month 
is over, Tansey says he'll start looking for 
his next adventure. He says he'd like to stay 
in the metropolitan area, which includes 
New Jersey, Connecticut or New York. 

"I like working up here," Tansey says. 
"People appreciate the work you do 
more because you have serious golfers 
in this area. Sometimes, a little recog-
nition of the work you do will go a long 
way to keeping you satisfied." 

Andy Thompson 
(30, Penn State University) 
For the second year in a row, Thomp-
son has eluded Golfdonis far-reaching 
spy network. If you ever want to come 
in from the cold, Andy, you know where 
to find us. • 

Editors Note: Golfdom will revisit these 
former students periodically to examine 
their progress in the industry. 
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You devote your life to improving your course. 
We devote our life to making your job easier. 

Stop at Booth 3944 at the 
GCSAA Show and let an 

AMS representative introduce you to the AMS 
Greenskeeping Line. 

February 7-9, 2002 • Booth 3944 

(208) 226-2017 • (800) 635-7330 
fax: (208) 226-7280 • www.ams-samplers.com 
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Looking for New Resources to Increase 
Online Sales and Profits! Find it all in... 

Achieving Web Profits 
N E W F R O M J O E T R A C Y , I N T E R N E T E X P E R T A N D 

AUTHOR OF WEB MARKETING APPLIED 

Research shows that nearly all websites fail on a numbe r of 
levels, wh ich can lead to a large loss in potential business 
and revenue.That does not have to be the case anymore 

thanks to J oe Tracy's new book Achieving Web Profits! 

1 -800-598-6008 
Cover Outside the U .S. 218-723-9180 

Fax: 218-723-9456 
Visit and order on-line at 

www.advanstarbooks.com/webprafits/ 
Please mention code HAWP when ordering 

Achieving Web 
Profits 

loe Tracy 

F E A T U R E S : 

•Over 100 profit ideas for your website 
backed by research 

•How to establish an advertising base 
•What a CPL is and how it can increase 
your revenue 

•How to maximize returns on affiliate 
programs 

•Guidance on building an eBusiness plan 
•Techniques to support avoiding 
investors, network with competitors, 
and control spending to produce 
strong financials 

•How to sell your website when the 
time is right 

•Real life experiences bringing concepts 
to life and showing them in action 

• Step-by-step, easy-to-follow 
presentations to achieve maximum 
results in a short period of time 

Whether one person or 2,000 control 
your website, the business models 
presented in AchievingWeb Profits can 
help you build a winning combination 
of profit ideas! 

$ 3 1 -
Item #DMGBQ21, Over 300 Pages, Soft Cover 

AchievingWeb Profits is aimed at 
helping webmasters turn a profit 

with their website no matter how 
big or small the site. Many 

webmasters know how to build a 
website and even how to promote 

it, but few know how to make 
money with it. Achieving Web Profits 
gives webmasters the knowledge 

needed to maximize profits online. 

Available 
Fall 2001 
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Real-Life Solutions 

A major bunker renovation at 
night is easier than you might 
think if all the proper 
ingredients are in place. 

mobile lighting system, like 
those used in nighttime 
highway construction. 

Here's a scenario consid-
ered for a massive bunker 
restoration project at a 
Robert Trent Jones Jr.-de-
signed golf course in Maine: 

• Set up a night shift 
crew to work 10-hour 
nights four days a week, 
starting each night once the 
sun sets over the mountain 
and the last golfer has left 
the course. 

• Tackle one bunker 
at a time. Each night, 
remove the old sand, core 
out the bunker, then install 
new drainage pipe and 
clean-outs. 

Cover the pipe with a 
1-inch layer of sand, then 
spray a fiberglass-type ma-
terial called Klingstone, 
which binds the sand and 
creates a barrier between 
the old subgrade and new 

sand, and prevents gravel 
from migrating into the 
sand over time. 

This product will save the 
course a lot in labor costs if 
they had planned on using 
clay. The time to put in clay 
takes half a day per bunker, 
but Klingstone only takes 
10 minutes. 

However, since Kling-
stone needs several hours to 
work its magic, operations 
need to be shut down. 

• The next night, fill the 
bunker with sand and begin 
the work on the next 
bunker. Start and finish one 
bunker every night. 

Golfers will never know 
the work is going on — with 
the exception of a single 
bunker. 

Ah, the night shift. It's a 
mode of operation that 
could revolutionize major 
construction work on many 
golf courses. Just charge up 
the heavy equipment and 
flick on the light switch. • 

Leslie is a free-lance writer 
from Monmouth, Maine. 

Bring on the Night 
Here's how to supply 

the 'daylight' to rebuild 

bunkers and perform other 

construction projects 

under the moon 

BY M ABK LESLIE 

Lights, excavator, 
action! 

Excavator? 
Yes, the sugges-
tion here is: If 

you must use heavy equip-
ment for major construction 
work — such as rebuilding 
bunkers, lasering tee boxes 
and installing fairway irriga-
tion or drainage — do it at 
night under banks of lights. 

Prompting this idea is 
Cal Roth, director of golf 
course maintenance for the 
PGA Tour's 24 Tournament 
Players Clubs. He has insti-
tuted a policy that asks his 
superintendents to perform 

tasks such as aerification, 
overseeding and heavy verti-
cutting before play begins 
and after it ends. 

"We [use the strategy] 
with slow cultural practices 
that are disruptive to the 
playing surface and the cus-
tomer," Roth says. "Crews 
go in behind the last starting 
time, follow that group and 
work into the evening until 
9 p.m. or 10 p.m. In the 
morning, they start ahead of 
play and try to accomplish 
the task over a two- or three-
day period." 

But major construction 
work during off-hours? 
While noise ordinances pre-
vent this type of operation in 
some places, it's still the solu-
tion to the age-old quandary 
of how to renovate without 
bothering golfers for many 
golf course maintenance 
staffs. 

There is one simple key: 
Surmount that most bother-
some problem — no day-
light at midnight — by sup-
plying the "daylight" yourself 
with a generator-operated, 

Problem 
Major golf course renovation 
projects often get in the way 
of golfers, who aren't happy 
that they shelled out 
$ 5 0 to $ 1 5 0 to play around 
a bunker renovation. You 
know the thinking: Nothing 
comes before customer 
service. 

Solution 
Bring in banks of l ights 
and night shift crew 
workers, and conduct the 
renovation projects at 
night. 



Looking For Ways to 

Your Budget in 2002? 

Buy Seed Research quality bentgrass 
— including SR1119, Brighton, 

Providence, Dominant, Dominant Plus, and 
our newest blend, Dominant Extreme — 
from your local SRO distributor and get 
SRO Distributor Dollars™ to spend any way 
v n u l i ke nn vnun n e x t n u p c h a s e 

SRO Distributor Dollars™ range from $50 
on a 100 pound purchase of certified 
Fairway Quality to $050 on a 1,000 pounds 
of Greens Quality, w e ' r e talking FREE MONEY! 
Redeem your new found wealth at your 
local distributor for anything you want, 
like more bentgrass from Seed Research! 
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R E E L C R A F T 

B u t d o n ' t e x p e c t t o s e e it o n y o u r a p p r o a c h . 

C I R C L E N O . 1 3 2 

G C S A A 
Confe rence and Show 

O r l a n d o 
February 3-10, 2002 

Orange Coun ty 
Conven t i on Cen te r 

See us at Ree lc ra f t Indust r ies , Inc. 
B o o t h # 1 3 0 4 2 8 4 2 E. B u s . 3 0 • P.O. B o x 2 4 8 

C o l u m b i a Ci ty , IN 4 6 7 2 5 
P h o n e : 8 0 0 - 4 4 4 - 3 1 3 4 • Fax : 8 0 0 - 4 4 4 - 4 5 8 7 

w e b - s i t e : w w w . r e e l c r a f t . c o m 
E - m a i l : r ee l c ra f t@ r e e l c r a f t . c o m 

I n t r o d u c i n g R e e l c r a f t ' s D i r ec t U n d e r g r o u n d 
M a i n t e n a n c e R e t r a c t a b l e H o s e R e e l S y s t e m , o r 
D G M , w h i c h is s p e c i f i c a l l y d e s i g n e d f o r s y r i n g i n g 
go l f c o u r s e g r e e n s . T h e D G M s y s t e m f e a t u r e s a 
7 5 - f o o t , 3 / 4 " I.D. r e t r a c t a b l e w a t e r h o s e i n s t a l l e d 
u n d e r g r o u n d a t e a c h g r e e n . T h e s y s t e m e n a b l e s 
t h e s u p e r i n t e n d e n t t o q u i c k l y a n d e a s i l y s y r i n g e 
t h e g r e e n w h e n n e c e s s a r y a n d t o j u s t a s q u i c k l y 
r e t r a c t t h e h o s e o u t of t h e w a y - a n d o u t of s i g h t -
w h e n f i n i s h e d . 
T h e D G M s y s t e m a l l o w s f o r a q u i c k r e s p o n s e in 
u r g e n t s i t u a t i o n s u c h a s e x t r e m e h e a t s t r e s s o r 
d r y c o n d i t i o n s , w h i l e p r e s e r v i n g t h e q u a l i t y of t h e 
go l f c o u r s e b y r e d u c i n g tu r f w e a r a n d t e a r f r o m 
d r i v i n g c a r t s a n d d r a g g i n g h o s e s . In a d d i t i o n , 
h a n d w a t e r i n g a l l o w s f o r a m o r e e v e n a n d 
i s o l a t e d w a t e r i n g d i s t r i b u t i o n o n t h e g r e e n . 
S o , if y o u r g r e e n s a r e g i v i n g y o u t h e b l u e s , g e t 
b a c k o n p a r w i t h t h e R e e l c r a f t D G M S y r i n g i n g 
S y s t e m . 

R E E L C R A F T IS E V E R Y W H E R E . 

DGM Syringing System By: 

http://www.reelcraft.com
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Mapping a Fungicide Plan 

Knowledge, gathering information vital to the process 
By Peter Blais 

Jim Hodge walks Val Halla 
GC every day to check the 
turf on the Cumberland, 
Maine, course for signs of 
problems. He watches the 

weather expected to hit the area to 
check for potential disease-inducing 
conditions. Most of all, he calls on his 
11 years experience as superintendent 
of the municipal layout when map-
ping out his $15,000 annual fungicide 
plan. 

"I know the telltale signs of certain 
diseases and where they're going to 
hit," says Hodge, whose plan includes 
monthly preventative applications to 
his greens and two fairway treatments 
in the more-humid months of July 
and August. "I'll monitor those areas 
and put a preventative down." 

Knowledge 
As Hodge and other course managers 
understand, diseases can wipe out a 
golf course — and a superintendent's 
career — in a matter of days. What 
does a superintendent need to know 
to stop that from happening? Bruce 
Clarke, a Rutgers University professor 
and director of the school's Center for 
Turfgrass Science, listed several steps 
in mapping out a fungicide plan: 

• List the course's key disease prob-
lems. Major problems every year need 
to be addressed preventatively. Those 
occurring infrequently can be treated 
curatively. 

• Develop a schedule detailing 
when each disease is likely to occur 
throughout the season. 

• Determine the best fungicides to 
control those diseases. 

• Examine the full spectrum of 

those fungicides. 
• Schedule applications so they 

suppress more than one disease at a 
time. 

"You need to know the strength of 
the fungicide, what controls it best 
and then schedule preventative treat-
ments when those diseases normally 
occur," Clarke says. "Don't apply pre-
ventative treatments for an infrequent 
disease. 

"The more infrequent diseases can 
be treated on a curative basis," he 
adds. "Gray leaf spot, for example, oc-
curs every three to four years in most 
locations, although some courses have 
the problem every year. Optimize the 
use of each product at the lowest rate 
possible." 

Peter Farno, fungicide business 
manager of Chipco Professional Prod-
ucts, says once superintendents iden-
tify major diseases and determine 
whether to treat them preventatively 
or curatively, they need to develop a 
plan that rotates different types of 
chemicals. The pathogens that cause 
the disease will become resistant to a 
particular chemical if it is used repeat-
edly over a period of time. 

If a superintendent continues to 
have problems with a particular dis-
ease following a fungicide treatment, 
chances are the pathogen is becoming 
resistant to that particular chemical, 
according to Wakar Uddin, an assis-
tant professor of plant pathology at 
Pennsylvania State University. 

"It could have been a sudden 
change in the fungal spores where the 
resistant population went up and the 
resistant group dominates," Uddin 
says. "Or it could be a gradual shift 

Superintendents should chronicle where 
diseases like Rhizoctonia solain occur on 
their courses for diagnostic purposes. 

over time, from month to month or 
season to season." 

Superintendents must also be aware 
that regulatory agencies limit the 
amount of a particular chemical that 
can be applied on the same course. 

"Certain chemistries are limited to 
maximum use," Farno says. "If the 
fungicide I choose covers all my prob-
lems and meets little resistance, I still 
can't use it endlessly. There is a 
capped-out usage." 

History 
According to Farno, Clarke, Hodge 
and others, a superintendent's biggest 
asset in mapping a fungicide plan is 
the history of the course. The superin-
tendent knows the climate, the timing 
of certain disease outbreaks and how 
susceptible the course is to particular 
chemicals. 

Hodge keeps track of when, where 
and what he applied and how long the 
materials were effective. "It's a matter 
of knowing what I've used and what 
I've gotten for results, keeping an eye 

Continued on page 80 



Tips 

Continued from page 79 
on the weather and monitoring the 
fertility program, since its geared to-
ward disease resistance," he says. 

BASF Marketing Manager William 
Strickland recommends mapping a 
preventative maintenance program on 
an Excel spreadsheet. 

Gathering information 
Where can superintendents gather in-
formation concerning diseases that are 
likely to strike their courses as well as 
ways to treat them? 

Most depend heavily on local associ-
ations, universities and manufacturers 
offering field development and techni-
cal support, Farno says. 

"The best way to stay informed is to 
attend turfgrass conferences," Uddin 
says. "Superintendents also need to read 
scientific journals. Decisions must be 
made on scientific merit. Don t make 
applications simply because something 
worked elsewhere." 

For $20 a year, Rutgers sends out a 
twice-monthly pest-advisory newsletter 
that tracks potential disease outbreaks 
in various parts of New Jersey. Many 
states offer similar services through edu-
cational institutions, Clarke says. 

Many superintendents rely on diag-
nostic labs to identify disease outbreaks. 
Rutgers is home to one of several well-
known labs throughout the country. 

"We received 3,500 samples from 
18 states last year," Clarke said. "Rut-
gers fee is $50 in-state and $75 out-of-
state with a 48-hour turnaround time. 
That's pretty reasonable to make sure 
you're putting down the right fungicide 
treatment when a single treatment 
often costs thousands of dollars." 

Some superintendents take advan-
tage of e-mail and online services that 
monitor weather conditions to help pre-
dict disease outbreaks. Dennis Watkins, 
superintendent of Lords Valley CC in 
Hawley, Pa., helped develop turf disease 
models for Skybit, a meteorological 
data-analysis company. Skybit takes site-
specific meteorological data (which is 

Steven Langlois, who teaches in Rutgers' 
two-year golf course maintenance 
program, kneels next to a brown patch 
epidemic, highlighting the need for a plan. 

broken down to 1-square-kilometer 
areas) and compares it to known disease 
models. Then it produces a daily report 
that depicts the potential for disease at a 
given site, Watkins says. The daily re-
ports can be e-mailed or faxed to the 
subscribing course. 

"It's particularly helpful with the 
timing of my first and last pythium 
spray preventatives," says Mike Mc-
Nulty, superintendent of Philadelphia 
CC and a Skybit subscriber for the past 
four years. "It could save a whole treat-
ment. Being a 27-hole course, it could 
also save us as much as $10,000.1 also 

If symptoms like these show up on your 
course, it's possible that dollar spot has 
infected it. 

have a lot of confidence in the gray leaf 
spot model." 

Syngenta Professional Products of-
fers Pest Outlooks, located at 
www.greencastonline.com. The free, 
online service uses weather data from 
the National Oceanographic and At-
mospheric Administration, historical 
data and pest models to identify — on 
a weekly basis — climatic conditions 
that favor outbreaks of a variety of dis-
eases and insects within various geo-
graphic areas of the country. The ser-
vice covers seven of the most common 
diseases encountered by superinten-
dents: dollar spot, gray leaf spot, sum-
mer patch, brown patch, pythium 
blight, rust and red thread. It also cov-
ers eight common white grub species, 
including Oriental beede, May/June 
beetle, European chafer, masked 
chafers, Japanese beetle, Asiatic garden 
beetle and black turfgrass ataenius. 

"It's a window to the future," says 
Joe DiPaolo, Syngenta's golf market 
manager. "Once superintendents know 
the likelihood of the disease appearing, 
they can go to where they usually see it 
[on their courses] and do some other 
things to verify its existence. [Syngenta 
Technical Manager] Dr. David Ross 
and his team have put together a series 
of turf-solution sheets that address what 
the pest problem is, when it occurs and 
what the different control options are. 
Those pieces of information let super-
intendents decide what they need to do 
and when they need to do it." 

While these technical information-
gathering tools are helpful in keeping 
turf diseases at bay, there's still no sub-
stitute for the firsthand research that su-
perintendents like Hodge do on a daily 
basis. 

"You take all the fancy equipment 
and new technology, and they're won-
derful," Clarke said. "But the bottom 
line is that superintendents still have to 
walk around their golf courses." • 

Blais is a free-lance writer from North 
Yarmouth, Maine. 

http://www.greencastonline.com



