
better 
T U R Ì 

B A S F Means Better Performance.. .Wliich Means 

(And everybody loves better turf.) 

We Don't Make The Turf. 
We Make It Better.™ Supers have told us the future of the industry depends on innovation. So you'll 

be glad to know that in the last five years alone, BASF has invested more than a 
billion dollars researching and developing effective solutions worldwide. That's 
not only good for the industry, it's good for you. After all, those solutions mean 
you can give your golfers better turf (and maybe even an autograph or two). 

Find out more: turffacts.com 
Find a distributor: 8 0 0 - 5 4 5 - 9 5 2 5 BASF 

The Chemica l C o m p a n y 

A lways read a n d fo l l ow label d i rec t ions . 
Better Turf and We Don' t Make The Turf. We Make It Better, are t rademarks of BASF. © 2006 BASF Corporat ion. All r ights reserved. A P N 06-14-002-0036 



Coming in February: 
The Golfdom Report 
Golfdom's in-depth look at the state of the golf in-
dustry, known as the Golfdom Report, will appear 
in the February issue. The report will include a 
survey of our readers on various issues as well as 
updates on myriad segments of the industry. 

On Second Thought 
A look back on the highlights 
and lowlights of2006. 
By Geoff Shackelford 

6 Pin High 
'When You Comin' 
Home, Dad?' 

18 Shades of Green 
Finally, Some Reality TV 
Worth Watching 

20 Designs On Golf 
A Little Bit of 
Holiday Fantasy 

38 Turf M.D. 
Staying Ahead 
of a Moving Target 

56 Out of Bounds 
Video Game Units 

Worth Repeating 
We love listening to what others 
have to say. Here are some of the 
more notable things we heard in 
the past year. 

This month, Golfdom's practical 
research digest for turf managers 
explores ways to predict nematode 
populations, as well as computer 
models for water flow in greens. 
See pages 39 -48 . 

inline Iielusiie 
Read this story only at 
www.golfdom.com'. 

^ Ode to Overseeding: Kansas 
State turf professor Jack Fry speaks 
on issues key to successful 
overseeding. 
By Larry Aylward 

Turfgrass Trends 

Knowing your members 
and club schedule is 
crucial for your 
topdressing program. 
By David Frabotta 

About the cover 
Kristen Morabito, with help from Rob 
Ghosh, used images from IStock 
International to put a graphic spin on 
Golfdom's Year in Review. 
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Grains of Truth 

Big Picture 
Off the Fringe 
Hole of the Month 
Classifieds 

D E C E M B E R 2 0 0 6 • V O L U M E 62 • N O . 12 

Not Just 
Everyday People 
Integrity rules, as these golf industry 

folks attest. 

BY L A R R Y A Y L W A R D 

22 

News with a hook 
10 Read Between the Lines 
14 Blown Away 

http://www.golfdom.com


Ontario Golf Club 
2101 Count ry Club Lane 

Ontar io , New York ^ 
(Suburban Rochester) -

Please call for a füll color brochure 
and Information Package 

Golndustry 
Michael Fox International 

Contact: Wayne Hecht 
Tel: 561-337-9199 

whecht@michaelfox.com 

Bank Ordered 

Foreclosure Auction 
Tuesday, January 9, 2007 

1:00 P.M. EST 

18 Hole Championship Golf Club 
Clubhouse 

GSR I 200 SPLIT ROLLER 

CONTOUR SAND INJECTION 

CALL FOR YOUR FREE DEMO OR DEALER LOCATION 

www.gradenusa.com 

GRADEN USA INC ph: 804 249 9950 

7309 Capehart Road fx; 804 249 995 ! 

Richmond, VA 23294 em: michael@gradenusa.com 
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Merit® + Fertilizer 
from Andersons Golf Products 

Andersons 
G O L F P R O D U C T S Turf Fertilizer 
1 4 - 0 - 1 4 

with Merit® Insecticide 

REDUCE LABOR-
Fertilize and control insects 
in a single application 

m Merit 

A variety of controlled-release 
nitrogen sources available 

For fertilization and optimum 
insect control in turfgrasses 
and landscape ornamentals, 
and in sod farms 

Offered in three particle sizes 
to meet your specific need 

Highest quality formulations 
ensure you optimum results! 

For more information, contact your local 
Andersons Golf Products distributor, 
your local territory manager, or call 

Andersons Customer Service 
at 800-253-5296. 

www.AndersonsGolfProducts.com 
Andersons 
G O L F P R O D U C T S ® 

Merit is a registered trademark of Bayer CropScience 
Andersons Golf Products is a registered trademark of The Andersons AgriServices, Inc. 

http://www.AndersonsGolfProducts.com


Extra-durable tipped blades 

Floating heads to 
follow ground contours 

En-Bio "non-burn" 
hydraulic oil option 

SISiS IMC, PO Box 537, Sandy Springs, SC29677 Phone: 864 843 5972 Fax: 864 843 5874 
E-mail: M i n e t b e l l s o u t l i i i e t Web site: www.sisis.com 

B a l i i M ^ 

The Only Pro-Active Organic 
Predictable & Consistent 

Other Quality GroPower Products: 
Humus based fertilizer/ 

soil conditioner formulations 
45% Magnesium • 35% Manganese 

Over 48 products to choose from! 
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Take control of your 2007 business costs now! 

The LESCO Customer's Choice 
Early-Order Program 

NiW FOR THIS YEAR: 
• Place orders by January 31,2007! 
• Must take delivery prior to April 1,2007! 
• Take an additional 3% off if delivered by January 31,2007! 

Choose the discounts and terms that best meet your needs. 
Terms Options 

I 5% cash payment discount 
II 3% order discount plus April 2007 terms 

(no interest, no payments) 
III June terms (no interest, no payments) 

Discount 
• Minimum order of $2,500 
• All product categories qualify except ice melt 
• Receive a 3% delivery discount if delivery is taken 

by January 31, 2007 

Orders must be placed between November 1, 200Ó and January 31, 2007. 
Orders must be placed by December 15, if customer requires delivery by December 31, 2006 
Discounts and terms apply to all LESCO products - with the exception of ice melt products. 
Minimum order of $2,500 required. 
Must take delivery by March 31, 2007. 

Ask your sales rep for additional details. LESCO reserves the right to change or 
alter this program at any time. 
LESCO is a registered trademark of LESCO Technologies, LLC. 

Qualify for a volume-based discount in 2007 
- Save 2% on a 2007 purchase when you spend $5,000 to $ 10,000 
- Save 3 % on a 2007 purchase when you spend $10,000 to $20,000 
- Save 4 % on a 2007 purchase when you spend $20,000 to $40,000 
- Save 5 % on a 2007 purchase when you spend $40,000 or more! 

To find the nearest LESCO Service 
Center, visit us at www.lesco.com and 
use our store locator or contact us at 
800-321-5325. 

http://www.lesco.com


Pin High 
M E D I T O R ' S C O M M E N T A R Y 

I'm in the air again as I write this col-
umn on a laptop computer. Today, 
I'm flying home from Portland, Ore. 
Staring out the small window at the 
celestial clouds, I realize I've logged 
more travel miles this year than any 

other in my life. Planes, trains and automo-
biles, indeed. 

But I have no complaints. I enjoy the road. 
I like visiting new places and meeting new peo-
ple. Its one of my favorite parts of the job. 

But I miss my family when I'm gone. I long 
to return home to be with my wife, two boys 
and dog. Home is where my heart is. 

Earlier this year, my wife, Mindy, gave me 
an iPod for my birthday. For a man who loves 
music, it was the perfect gift. 

I was the proverbial kid in the candy store 
when I went to the iTunes Store to buy and 
download music for my new toy. I scoured the 
music lists for sentimental songs from my 
youth. One of the first tunes I downloaded was 
"Cats in the Cradle" by Harry Chapin. I 
always liked the song, but I hadn't heard it 
in years. 

The first time I listened to "Cats in the 
Cradle" on my iPod, I was startled by the 
song's lyrics. Chapin tells a story about a dad 
who's too busy with his career to spend time 
with his son. Chapin sings, "When you 
comin' home dad?/I don't know when/But 
we'll get together then son/You know we'll 
have a good time then." 

The roles are reversed in the second part of 
the song. The grown-up son is too busy to 
spend time with his retired and lonely father. 
At the song's end, the dad realizes he made a 
mistake in raising his son. In Chapin's lyrics, the 
dad laments, " . . . it occurred to me, he'd grown 
up just like me. My boy was just like me." 

The song's lyrics hit home harder now that 
I'm the father of two young boys. And I don't 
ever want to tell them that I'm too busy for them, 
although I must confess I have on occasion. 

I know many of you can relate to my plight. 
Your career — whether you're a golf course 
superintendent, a general manager or an owner 
— is demanding and time-consuming. If you 
have a spouse and children, you know how 

'When You Comin' 
Home, Dad?' 
B Y L U R R Y A Y L W A R D 

THERE'S NOTHING 

WRONG WITH 

LOVING WHAT YOU 

DO FOR A LIVING. 

JUST DON'T FORGET 

TO LOVE YOUR 

LOVED ONES 

difficult it is to balance your career life with 
your family life. 

There's nothing wrong with loving what 
you do for a living. The person who loves his 
job is truly blessed. Just don't forget to love 
your loved ones. And more importantly, don't 
forget to show your love by spending quality 
time with them. 

Balancing career and family takes work. 
Hard work. The ones who do it well know all 
about the art of mustering up a second wind. 

Paul B. Latshaw, the certified superinten-
dent of Muirfield Village Golf Club in Dublin, 
Ohio, once told me what it was like to be the 
son of Paul R. Latshaw, one of the most career-
minded and successful superintendents to walk 
the planet. The elder Latshaw worked at some 
of the country's finest golf courses, where long 
hours and dedication were prerequisites for 
the jobs. 

But the elder Latshaw made time for his son 
after a hard day's work. Paul B. says he remem-
bers his dad coming home after a 12-hour 
workday, tired nonetheless, and honoring his 
son's request to toss the football around. 

"I played high school football, and he never 
missed a game," Paul B. says of his father. "We 
also hunted together. He made time for the 
things that really mattered." 

My plane is landing now. It has been a long 
flight, and I'm beat. I'll get home about 7:30. I'd 
love to just kick back in the recliner and relax. 

But two little boys, full of life, will be wait-
ing for me. And they'll want to wrestle or play 
hide-and-seek or just goof around. 

Tired or not, I'll be ready for them when I 
walk through the door. 

You know we ¿̂7/have a good time then. 

Aylward can be reached at laylward@questex. com. 
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TIBIIIT i f T i l MONTH 

"Show Me" Some 
Golf Courses 
G o l f c o n s t r u c t i o n is 
g r o w i n g in M i s s o u r i . 
A m o n g t h e m o r e 
i n t r i g u i n g p r o j e c t s 
is O l d H a w t h o r n e 
in C o l u m b i a . T h e A r t 
S c h a u p e t e r d e s i g n w i t h i n 
a 6 0 9 - a c r e h o u s i n g 
d e v e l o p m e n t s h o u l d o p e n f o r 
p lay nex t s p r i n g . T h e T r i b u t e a t 
B r a n s o n H i l l s , a B o b b y C l a m p e t t d e s i g n t o o p e n nex t 
s u m m e r , w i l l c e l e b r a t e t h e l i fe o f t h e la te , g r e a t P a y n e 
S t e w a r t . D e s i g n e d b y L a n d m a r k G o l f C o . , M u r d e r R o c k 
C o u n t r y C l u b w i l l b e t h e s e c o n d c o u r s e at t h e 7 , 5 0 0 -
a c r e B r a n s o n C r e e k d e v e l o p m e n t in Ho l l i s t e r . A l s o 
p l a n n e d is a 9 , 0 0 0 - s q u a r e - f o o t c l u b h o u s e . For d e t a i l s 
o n t h e s e a n d o t h e r g o l f p r o j e c t s a r o u n d t h e U n i t e d 
S t a t e s , v is i t w w w . g o l f c o n s t r u c t i o n n e w s . c o m . 

C O U R T E S Y O F : 

Have an Interview? 
Here's What Not to Do 
If y o u h a v e a j o b i n t e r v i e w c o m i n g u p , m a k e s u r e 

y o u d o n ' t m a k e a n y o f t h e s e 
m i s t a k e s , w h i c h 

C a r e e r B u i l d e r . c o m c i t e s a s 
s o m e of t h e s t r a n g e s t t h a t 

p e o p l e h a v e m a d e in 
t h e i r q u e s t s t o g e t 
h i r ed . 

• D o n ' t c o m b y o u r ha i r 
d u r i n g t h e i n t e r v i e w . 

• D o n ' t b e a r r o g a n t . 

• D o n ' t g e t s o n e r v o u s 
t h a t y o u l o o k l ike y o u ' r e 

g o i n g t o g e t s i ck . 

• D o n ' t l ie. Y o u w i l l b e f o u n d o u t 
even tua l l y . 

• D o n ' t r e v e a l d u r i n g t h e i n t e r v i e w t h a t y o u ' v e h a d 
a b u n c h o f o t h e r i n t e r v i e w s a t o t h e r g o l f c o u r s e s . 

• S u r e , y o u w a n t t o b e r e l a x e d d u r i n g a n i n t e r v i e w , 
b u t l i q u i d c o u r a g e is a rea l ly b a d i dea . 

• D o n ' t b r i n g y o u r m o t h e r , f a the r , w i f e , d o g o r 
a n y o n e e l s e w i t h y o u t o a n i n t e r v i e w . S o r r y h o n e y . 

I 
1 REGION • SEPT . 

New England M E , V T , N H , M A , R I 1 C T -1.0% - I .90 /0 

Middle Atlantic N Y . P A . N J -10.90/0 -3.3% 

East North Central MI, OH, IN, IL, WI -6.70/0 -1.3% 

West North Central ND, MN, SD, NE, KS, IA, MO -0.7% 1 . 2 % 

South Atlantic wv, DE, MD, VA, NC, SC, GA -1.30/0 2.90/0 

Florida 1.8% 2.40/0 

East South Central KY, TN, AL, MS -I.80/0 O.20/0 

West South Central OK, AR, LA 13.0% 3.70/0 

Texas 15.30/0 4.80/0 

Mountain MT, ID, WY, NV, UT, CO, AZ, NM -O.30/0 3.50/0 

Pacific WA, OR, AK, HI 3.20/0 1.0% 

California 3.20/0 1.10/0 

TOTAL UNITED STATES -I.90/0 O.70/0 

G O L F DATATECH 

Roll Out the Blue Carpet 
In a p r e - e l e c t i o n su rvey , w e a s k e d r e a d e r s : T h e r e ' s a c h a n c e t h e 
D e m o c r a t s c a n r e g a i n c o n t r o l o f t h e H o u s e a n d t h e S e n a t e . H o w d o y o u 
f ee l a b o u t t h i s ? H e r e ' s h o w a l m o s t 1 0 0 r e a d e r s r e s p o n d e d : 

O b v i o u s l y , t h e m a j o r i t y o f v o t e r s in o u r p o l l 
w e r e n ' t h a p p y w i t h t h e e l e c t i o n resu l t s . 

Golfdom 

THE N U M B E R S THAT SHAPE YOUR B U S I N E S S 

Golf Rounds Played 
T h e p e r c e n t a g e s b e l o w r e p r e s e n t t h e c h a n g e in t h e n u m b e r o f r o u n d s 
p l a y e d in S e p t e m b e r 2 0 0 6 c o m p a r e d t o t h e n u m b e r o f r o u n d s p l a y e d 
in S e p t e m b e r 2 0 0 5 . 

49% 

21% 

29% 

0% 

I hope the Republicans retain majority because 
they've helped our country. 

We need the Democrats to win to get our country 
back on track. 

I vote for people, not political parties. 

I probably won't vote. 

http://www.golfconstructionnews.com


[ T H E s t a m p o f a p p r o v a l ] 
For three decades, the Golf Course Builders Association of America has been providing 
golf development with the best-built courses in America. When you choose a GCBAA 
builder, you choose unmatched experience, expertise and a proven track record of industry 
satisfaction and approval. 
Whether new construction or renovation, start your next project on the right track by selecting a 
member of the GCBAA. For builder members and additional information, visit www.gcbaa.org. 

727 "O" Street, Lincoln, NE 68508 • (402) 476-4444 • www.gcbaa.org 

http://www.gcbaa.org
http://www.gcbaa.org


Business 

briefs 

UNDERSTANDING CORPORATE DEALMAKERS THESE DAYS 
REQUIRES A DICTIONARY AND A FAIR AMOUNT OF INTUITION 

GCSAA Conducting Water Study 
The Golf Course Superintendents Associa-
tion of America is getting out the measuring 
cup. The GCSAA will conduct a national 
study called the Golf Course Environmental 
Profile project to collect data on water use 
and conservation on golf courses. 

The survey is part of a multiyear project by 
GCSAA that will evaluate environmental per-
formance on golf courses. The project is de-
signed to collect information that will allow golf 
course superintendents and other facility per-
sonnel to become better managers, help facili-
ties operate more efficiently and help GCSAA 
develop more valuable programs and services. 

Information will include details about 
playing surfaces, natural resources, environ-
mental stewardship efforts and maintenance 
practices on the golf course. It is being 
funded by The Environmental Institute for 
Golf, thanks in large part to a grant from The 
Toro Foundation. 

The first survey was conducted earlier this 
spring when GCSAA queried member and 
non-member superintendents regarding the 
physical characteristics of their golf courses. 
This second survey, measuring water use and 
conservation, was conducted through Nov. 20. 

Great Lakes Charts New Image 
Great Lakes Golf Course Products will 
change its name to The Prestwick Golf 
Group, effective Jan. 1. Accompanying the 
name change is a new Prestwick Golf Group 
logo as part of the re-branding initiative. 

Great Lakes President Matt Morse said 
the name change is a sign of the company's 
substantial growth as the market leader in 
the golf course furnishings industry. 

Brief continue on page 12 

By David Frabotta, Senior Editor 

With many resi-
dential and com-
mercial real-es-
tate markets 
cooling, well-

funded investors looking for other 
real-estate options could be coming 
to a golf course near you. The Don-
ald is a good example, but 
he's not the only one. 

The recent announcement that 
KSL Capital Partners will buy Club-
Corp for $1.8 billion might not have 
been a surprise to many of us in the 
industry, but KSLs size is fairly im-
pressive with $ 1 billion to spend and 
plans to expand ClubCorp's portfolio 
of more than 160 properties. 

Superintendents might be won-
dering how their day-to-day opera-
tions might change. When Golfdom 
talked to ClubCorp CEO John Beck-
ert in October, he said superinten-
dents likely wont notice any changes 
at the property level, at least for now. 

"Its presently envisioned that [the 
management structures] will not 
change ... but we're one week into 
this, and we're evaluating what [KSL's] 
vision of the future is and how we fit 
into that, so it's really too early to tell," 
Beckert told us. 

As an interviewer of at least 200 
CEO types, my translation would be: 

There will be no changes 
until the shareholders think 

they can make more money. Then, 
your budget will be cut. Maybe not 
this year, but eventually, you will be 
asked to do even more with even less. 

Why? 
Equity firms buy properties some-

times for prestige, but all the time to 
make more money for their investors. 
With a reported $1 billion in equity, 
KSL manages money for some heavy 
hitters looking for alternatives to their 
hedge funds. 

That means shareholder return 
just became the most important 
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