
Environmental groups have been patiently 

hanging around for the time and opportunity 

to pounce on our industry and our colossal 

water-use rate. 

courses were first planted — problems 
ranging from unsuitable water supplies 
to massive water restrictions from sup-
pliers. These guys are no strangers to 
the problems that the rest of us super-
intendents were facing this year, par-
ticularly those of us in the Southeast. 
You couldn't pick up a newspaper or 
turn on the TV without reading or 
hearing about the lack of available 
water in the country this past year. 
You can certainly believe that all the 
hard-core environmental groups have 
been watching. 

We are an industry that weathers 
enormous scrutiny from almost every 
environmental group on the planet. 
There isn't one of them out there 
that wouldn't enjoy having the golf 
industry's proverbial head stuffed and 
mounted on their wall like a prize buck 
and take credit for being the group who 
finally forced our industry to be, at 
least, regulated with our water use. 

Let's face it; we are an industry that 
uses water, not in the millions, but by the 
billions and billions of gallons each year. 
That alone paints a very large target on 
all of our backs. 

Like hungry lions on the African 
plains, lying in the tall grass waiting for 
the injured gazelle to come limping by, 
these environmental groups have been 
patiently hanging around for the oppor-
tune time to pounce on our industry and 
our colossal water-use rate. That time 
might be now. 

In a time when towns like Orme, 
Tenn., has its mayor turn on the city's 
water supply for only three hours a 
day, it's easy to gain political support 
for regulating water use for a business 
like us, which is still publicly classi-
fied as a recreational activity. When 
you start to weigh the golf industry 
against an entire town population's 
basic needs, we quickly lose the most 
important battle — the one of pub-
lic opinion. Ultimately, it's this arena 
that will decide our future regarding 
water regulation. Having to deal with 
this impending problem categorically 
qualifies it as "interesting." 

Myriad other issues are poised to 
restructure our entire industry and 
how we do business over the next 
decade. Some of us will embrace 
these looming and inevitable changes, 
while others most certainly will not. 
It's our unique ability, as an industry, 
to solve problems that will serve us 
best when these new challenges come 
to fruition. 

In the end, if nothing else, these 
challenges will unquestionably be 
"interesting." • 

Christopher S. Gray Sr. 
is superintendent of 
The Marvel Golf Club 
in Benton, Ky. He expects 
an interesting year. 

Take the 
sure shot 

on ants and 
surface-
feeders. 

Talstar® Select insecticide and 
Talstar GC granular insecticide 
are the number one ant and 
surface-feeder brands that help 
you protect your course w i th 
confidence. From cutworms, 
webworms and armyworms to 
billbugs, chinch bugs and fire 
ants, these products provide 
long-residual control wi thout 
damaging delicate grasses. 
When you want the most trusted 
brand in the industry on your 
side, it's Talstar - every time. 

For more information visit 
www.fmcprosolutions.com. 

Talstar. Trusted Because It Works. 

Always reacfôti'd follow tetrel directions FMC and Talstar are 
trademarks of FMC Corporation. 2008 FMC Corporation. All 
rights reserved, FSP-072902/C^NK ' 

http://www.fmcprosolutions.com
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BUSINESS OPP 
REQUEST FOR PROPOSALS 
PIN: # 8462008X126S01 /¿H^ 

DESIGNA 
CONSTRUCTION 

MANAGEMENT SERVICES 
ISSUE DATE: January 11, 2008 
DUE DATE: March 7, 2008 
SITE VISIT: February 8, 2008 at 11:00 AM 
The City of New York is committed to achiev-
ing excellence in the design and construction 
of its capital program, and building on the tra-
dition of innovation. As part of this effort, 
Parks & Recreation is pleased to announce 
the following contracting opportunity: 
Design & Construct ion Management 
Services for the Construct ion of a 
Tournament Quality Golf Course in Ferry 
Point Park in the Bronx. 
Parks and Recreation encourages potential 
proposers to include subcontractors and/or to 
form joint ventures so as to ensure that the 
full range of services described in the RFP 
can be provided. 
These procurements are subject to participa-
tion goals for M/WBEs and /or WBEs as 
required by Local Law 129 of 2005. 
Copies of the RFP can be obtained on 
January 11, 2008 at the Agency's website 
http://www.nyc.gov/parks. the City Record's 
website www.nyc.gov/cityrecord and at the 
Olmsted Center, Room 61, Flushing 
Meadows-Corona Park, Flushing, NY 11368 
during the hours of 9:00 a.m. to 4:00 p.m., 
Monday - Friday from January 11, 2008 to 
March 7, 2008. 

AUTHORIZED AGENCY CONTACT: 
Ms. Grace Fields-Mitchell 

Tel (718) 760-6687 Fax (718) 760-6884 

FOR SALE 

Be prepared this winter with 
XTON TURF COVERS™ 

Phone: (800)786 - 2091 
info@turfcovers.com 

Fax: (256)767-3856 
www.turfcovers.com 

TURBO TURF 
) SEEDING SYSTEMS 

I , Keep your course 
^ ^JP in top condition. 

, Prices start at 

* $ 1295.00 
Call for FREE info & video! 

Turbo Technologies, Inc. 
1-800-822-3437 

www. Turbo Turf.com 

www.golfdom.com 

I t 's for you. 
Your c u s t o m e r s are 
ca l l ing a s k i n g w h y y o u r 
ad isn't in the Classi f ied 
section of Golfdom Magazine 

et MOL Products! 

FROM THE 
GROUND Controlling Thatch 

Just Got Easier! 

Contac t : Emai l : gary@i-mol.com 
Gary Crandstaff Visit: www.i-mol.com 
Phone: 304-624-3844 611 Baltimore Ave 

or 304-629-0525 Clarksburg, WV 26301 

SWIVEL JOINT 
Lateral Connection System 

F o r C o n n e c t i o n of L a t e r a l L i n e s 
t o I r r i g a t i o n M a i n s 

Robust Ductile Iron 
Construction 
Permits 360° Rotation 
Gasketed Connection 
Stays Tight and Secure 

HARCO 
FITTINGS 
434-845-7094 

WWW.HARCOFITTINGS.COM 

Place an ad today! 

Want to promote your 
business and receive 
recognition from 
peers? 

Call Kelli Velasquez 
and place a classified 
ad with her today! 

Looking to 
Hire Someone? 

Call Kelli Velasquez 
today to place a 

classified ad! 
Place an ad today! 

just call Kelli Velasquez at 800-669-1668 ext 3767! 
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For more information on Echelon, 
visit us at www.fmcprosolutions.com. 

Echelon. Expect More. 

Always rear! and follow label directions FMC and Echotqn 
are trademarks of FMC Corporation.£>2008 FMC Corporation 
All rights ruservtKl. FSPWtfSOI/OtfNK " 

New Echelon™ herbicide offers 
superior control of crabgrass 
(preemergent and postemergent 
- up to four leaf), and it 
controls sedges and tough 
grasses like goosegrass in the 
first swing. Use Echelon to 
get more work done wi th your 
spring preemergent application. 
That's a w in for your time, 
and for your budget. 
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Out of Bounds 
• I S O M E T H I N G C O M P L E T E L Y D I F F E R E N T 

LEGO mania 
ime for a linguistic les-
son: Leg Godt means 
"play well" in Danish; 
lego is Latin for "put 
together." Strangely, 
Mr. Ole Kirk Chris-

tensen, back in 1934, wasn't aware of 
the Latin when he settled on the name 
for his new toy company. Fifty-four 
years later the name has become syn-
onymous with fun and creativity. 

My own LEGO experience began 
sometime in the 1970s, when stacks 
of bricks at my cousin's house were a 
staple, complete with flat green bases. 
Through the years, I would see the sets 
at various stores, but it wasn't until a 
few years ago that I got the fever. My 
current love of the little bricks wasn't 
based so much on my perpetual de-
sire to be a kid, but more my love of 
watching my son Miles' eyes light up 
once he built something. Now, I flat-
out love the things, even if it takes an 
inordinate amount of time to build a 
big set (try more than eight hours for 
a giant Star Wars Trade Federation 
MTT) and it thins my wallet. 

Miles started with Duplos, the tod-
dler-sized big blocks, and immediately 
showed an uncanny ability for symme-
try, whether making a parking garage 
for countless Matchbox cars (another 
story entirely) or color-coordinated 
high towers plum for crashing down 
onto said cars. What followed were the 

THE SETS HAVE CHANGED, BUT THE INGENUITY 

REMAINS THE SAME B Y M A R K L U C E 

basic tubs of bricks and simple things, 
including boats, mini-cars and rudi-
mentary space ships. It wasn't until the 
first set — a little fire truck complete 
with string hoses and that most kid-
friendly part of LEGOs, the mini-fig-
ure — that I realized I was enjoying 
the sets as much as my son. 

This past holiday may have well 
been called a LEGOMAS, for in the 
span of four days, I, with the help of my 
assistants, put together no fewer than 
nine LEGO sets of various sizes and 
complexities. From the zoom-zoom 
of a Formula 1 garage to the evil-idiot 
lair of Plankton's Chum Bucket, from 
Darth Maul's wicked Sith Infiltrator to 
the newest LEGO craze Indiana Jones' 
Lost Tomb, I seemingly breathed multi-
colored bricks. 

At some level, the instructions for 
these kits remain quite simple, but 
a small oversight can cause serious 
misfortune later. But what continually 
strikes me is the sheer elegance of the 
engineering. It's not enough to build a 
garage for Formula 1 cars, it's the little 
things: a peg for extra helmets, the 
storage cases for wrenches, drills and 
the like. Over time, I have come to 

appreciate the artistry of the set design 
as much as I appreciate watching my 
sons play. 

Over these last few years, I have 
poked around the company in hopes 
of buying stock. However, it's privately 
held, so forget it. But I have learned 
that the molding process of making the 
bricks is amazingly precise — within 
.002 millimeters. And every year a 
select group of folks pay $ 1,700 for 
a two-and-a-half day tour of the Bil-
lund, Denmark, factory, the equivalent 
of Willie Wonka's Golden Ticket. 

While the price isn't right for a 
trans-Atlantic LEGO blowout, we're 
thinking about vacationing in South-
ern California at the end of the sum-
mer — ostensibly to see old friends, 
but, really, to take the kids to that 
other place where dreams are made: 
LEGOLAND. 

Happy building. 

Mark Luce lives in Kansas Cityy Mo 
where he's ready to challenge any comers 
in a LEGO speed-building contest. 
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Improving the Way Professionals Care for Turf 

Professional Fertilizer Products 

Proprietary Seed Varieties 

Practical Solutions 

Discover how LebanonTurf's fertilizer products and seed 
varieties can help your business succeed. Visit us 
at www.LebanonTurf.com or call 1-800-233-0628 

http://www.LebanonTurf.com

