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GCSAA HQ adds 
another new tenant

GCSAA members who visit 
the GCSAA national head-
quarters in Lawrence, Kan., 
will notice a much more 

populated parking lot than in recent 
years. However, GCSAA staff size 
remains the same.

The additional cars in the lot can 
be attributed to the new businesses 
that are now housed at GCSAA 
headquarters. 

The association — which employs 
approximately 80 people — has been 
consolidating the space it occupies 
in the building as employee num-
bers have dropped over the past few 
years. GCSAA owns the four-story, 
44,000-square-foot building, which 
was built in 1991 and housed 120 
GCSAA employees as recently as 2007.

“We’ve been adding tenants over 
the last couple of years,” GCSAA 
president Robert Randquist, CGCS, 
said. “It really helps out with rev-
enue, and it makes sense not having 
the empty space just sitting there.”

The businesses currently renting 
space inside GCSAA headquarters 
include the Rezolve Group, special-
ists in student financial aid (wing 
3A); the Professional Renewal 
Center, which performs psychiatric 

evaluations for professionals (wing 
3B); and the newest addition of an 
architecture firm (wing 2A). 

Visitors to GCSAA headquarters 
might remember 2A as the wing 
that housed the association’s library. 
Plans are in the works to relocate the 
library to the first floor, which has 
primarily been used for storage in 
the past.

“GCSAA has had other tenants 
in its headquarters building for 
significant periods of time,” Rhett 
Evans, GCSAA’s CEO, said. “We 
will continue this policy as long as it 
does not negatively impact our abil-
ity to serve members.”

Jacobsen names 
Withers president

David Withers was 
named Jacobsen’s 
new president in late 
September.
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HALF OF SECOND FLOOR, 
ALL OF THIRD FLOOR 
NOW RENTED TO OUTSIDE 
GROUPS

GCSAA headquarters now includes 
three outside businesses that are leasing 
space, along with the association itself. 

David Withers has been promoted to 
the position of president of Jacobsen. 
Withers had been serving as managing 
director of the Ransomes division of Ja-
cobsen, located in the United Kingdom, 
since January 2005, overseeing interna-
tional operations for all Jacobsen brands 
as well as the E-Z-GO brand in Europe.

“Having worked in the golf and turf 
maintenance industry for over 25 years, 
19 of those with the Jacobsen team, this 
appointment is what I have always as-
pired to do,” Withers said. “I look forward 
to working with the team to grow our 
market share around the world and con-
tinuing to establish Jacobsen as a leader 
in turf maintenance products.”

“This new leadership is exciting for 
us, our customers and the industry over-
all,” Ric Stone, Jacobsen’s vice presi-
dent of sales, told Golfdom. “He clearly 
understands the needs of the market-
place and is dedicated to building strong 
relationships for Jacobsen.”

Withers joined Textron in 1992 as a 
regional sales manager for Jacobsen. In 
2002, he was promoted to the position 
of sales and marketing director before 
his appointment in 2005 as managing 
director of Ransomes Jacobsen.

Withers will succeed Dan Wilkinson, 
who is retiring from the company after 14 
years. Under Wilkinson’s leadership, Ja-
cobsen improved its operating efficiency 
and reinvigorated its product offering, 
including the introduction of the Eclipse 

322 — the first hybrid 
riding greens mower.



800-253-5296
www.AndersonsTurf.com

When it comes to providing players the greenest, healthiest looking high-quality 

short cut turf, nothing is better at helping you than the A+ Complete Turf 

Health System from The Andersons. We help you get your turf the greenest 

and help you keep it that way the longest.

The A+ System was designed to work both above and below the soil surface to 

maximize performance on the whole plant. The integration of rapid dispersible 

granules – Contec DG® – with our proprietary Foltec® foliar applications delivers the 

long-term nutrients needed to attain and sustain optimum turf health. 

CONTACT YOUR ANDERSONS DISTRIBUTOR TODAY.

©2011 All rights reserved. 

® Contec DG, Foltec, TNT Ultra and The Andersons are registered trademarks of The Andersons, Inc.
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The Andersons Complete 

TURF HEALTH SYSTEM 
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Rain Bird’s fourth Intelligent Use 
of Water Film Competition hon-
ored three short films recently. 

The screening and awards ceremony, 
held in Beverly Hills, Calif., was pre-
sented by Rain Bird and event partners 
The Chronicles Group, Film L.A., Den-
ver Botanic Gardens, Southern Nevada 
Water Authority and Questex Media 
Group, publisher of Golfdom and Land-
scape Management magazines. 

Winners were: “Fun and Games” 
by Ben Mills, Basingstoke, Hants, U.K. 
(2011 Jury Award winner); “Just Don’t 
Flush It” by Brian McAndrew, North 
Bend, Ore. (2011 Audience Award win-
ner); and “Water Ways” by Jall Cowasji 
(2011 Green Industry Award winner). 
The winners shared a $15,000 purse.

“The high level of ingenuity and 
creativity we found in this year’s film 
competition truly demonstrates the 
importance of water conservation,” 
said Rain Bird Director of Corpora-
tion Marketing Dave Johnson. The 
contest, he added, gives filmmakers 
“a voice that can inspire others to take 
personal action.”

Off The Fringe
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Film competition recognizes 
water conservation
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Dave Johnson, director of corporation  
marketing for Rain Bird, presents 2011  
Jury Award winner Ben Mills a check for 
$6,000 at the Intelligent Use of Water film 
competition in Beverly Hills, Calif.

GOLFDOM ACCEPTING NOMINATIONS
Know of someone in the industry who has taken an idea, put it into action and the 
end result was a better bottom line for the facility?

If so, we want you to nominate them for the first ever herb Graffis business  
Person of the year award. We’ll feature the winner in an upcoming issue of Golfdom, 
as well as host the winner as our guest to the 2012 Golf Industry show in Las Vegas. 

Visit www.golfdom/com/graffis for more details on the award and to make your 
nomination. We’ll be accepting nominations until 11/11/11.
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Reading Greens
■ Editor’s CommEntary

T
his issue is not just for you.

This issue is for us.
Let me explain.
This issue’s theme, “Turf on 

trial,” features a few common 
accusations against the golf 

industry. And we’ve told a few classic examples 
that serve as rebuttals to those accusations. For 
example, we have stories on water savings, thriv-
ing wildlife and pesticide reduction going on 
right now at golf courses around the nation.

Breaking news to you? Surely not. But the 
message we’re all trying to communicate to the 
world? Vital.

There are other places where this informa-
tion is easily seen. A simple open-minded con-
versation at your golf course would be the ideal 
place for one of golf’s opponents to see that the 
game is not the monster it’s often made out to 
be. But good luck getting a golf-hater to set foot 
on your course.

I would also suggest any of the case studies at 
the Environmental Institute for Golf’s website, 
The Edge (found at www.eifg.org), as a place 
to learn more about the good work going on at 
golf courses around the country. Or any of the 
dozens of superintendent blogs that are being 
regularly updated. 

But getting an opponent of golf to click a 
link? It should be easier than it is, but…

A magazine, however, is easily handed to 
someone. Hand this issue off to your favorite 
non-golfing environmentalist, and see how it 
goes. Or mail it to your local newspaper editor.

Even easier than mailing a magazine to 
someone, you can leave it somewhere to be 
found. Leave it at the barber shop. Leave it at 
the dentist’s office. Leave it in the men’s room 
at City Hall.

I’m not saying this issue is a silver bullet 
against golf’s opponents. Depending on the 
person, they’ll shoot holes in any argument you 
present to them. But we have to keep trying.

From the content of the cover story, to the 
columns by Joel Jackson, Geoff Shackelford 
and Clark Throssell, I believe there are multiple 
pieces in this issue that could just maybe light 
the slightest spark of doubt in that person who 
has faithfully detested golf since the 1970s.

And at the same time, I think there are 
enough success stories and opinions in this issue 
that it will spark your interest as well, even if 
we’re not opening your eyes to something you 
haven’t seen, heard or done before. 

Or maybe I’m just up too late this evening. 
But in my mind, this issue isn’t just for you, the 
superintendent. And it’s not just for them, the 
anti-golfers. 

This issue is for our industry. It’s for us.

I need your help. I want to know — what 
do you like about Golfdom? What could we do 
better? What kinds of stories would you like to 
see in the magazine? What kind of stories should 
we do less? Who is your favorite Golfdom col-
umnist? Is there one of us you rarely read? Even 
if it’s me, let me know — I can handle it! (OK, 
I’ll probably brood for an hour, but eventually, 
I’ll be back on top of the world.)

This is an exciting time for the magazine. 
Golfdom is going to come out firing in 2012 
with a new look — the first redesign of the 
magazine since its relaunch in 1999. We’re mak-
ing preparations now, just like you’re preparing 
for your 2012 golf season now. And we want to 
make sure we do this redesign right. That means 
we need your insights.

You’ll see a survey hitting your e-mail inbox 
soon. You’ll be doing me a personal favor if you 
take the time to fill out that survey. You’ll also 
be helping me and the Golfdom team make the 
magazine better. 

If surveys aren’t your thing, you can always 
e-mail me your thoughts straight to my inbox at 
sjones@questex.com or pick up the phone and 
give me a call. 

And the offer always stands from a few 
issues ago — if you have a story you think 
would make for a great Golfdom story, I’m just 
an e-mail away.

E-mail Jones at sjones@questex.com.

Hand tHis issue 

off to your 

favorite non-

golfing environ-

mentalist and 

see How it goes. 

or leave it in tHe 

men’s room at 

City Hall.

The Story of Us
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“Go ahead. Aerate my grass.” 

“Yeah, mechanical stresses like aerification hurt. But not for long. Research shows that Insignia® SC 

Intrinsic™ brand fungicide has disease control and plant health benefits that give me a better 

root system and close up those little holes faster. And I can handle stresses like drought and 

moisture events and extreme temperatures—better than ever.”

Intrinsic brand fungicides don’t just fight disease; they give turf the resilience to endure stress.  

Find out more at IntrinsicPlantHealth.com.

Always read and follow label directions. © 2011 BASF Corporation. All rights reserved.

Scan this tag to 

download a PDF  

with the latest research 

on BASF’s Intrinsic™ 

brand fungicides. 
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From the Back Tees
■ OPINION

Y
es, turf is on trial. For the 
past few years, environmen-
tal activists have been pros-
ecuting turfgrass and fertiliz-
ers in the press and at county 
commission meetings. The 

attacks began with phosphorous bans in 
states such as Minnesota and Wisconsin and 
a rash of local fertilizer ordinances in Florida. 
The attacks include statements such as the 
one made by the Florida Sierra Club’s Stuart 
DeCew. “Worldwide, there is mounting evi-
dence that links coastal pollution, specifically 
from fertilizers, to increases and intensity of 
harmful algal blooms,” he said.

The media often is a willing accomplice in 
the demonization of turfgrass. For example, 
in a recent Orlando Sentinel editorial, colum-
nist Mike Thomas used the inflammatory 
term “water-gulping grass” and boldly stated, 
“Big Grass is worse than Big Oil.” It’s just 
one example of how the media’s credibility 
has been lost in this world of “be first”  
sensationalism.

Activists might offer up water quality stud-
ies of nutrient levels, but they never really doc-
ument the sources of the total nitrogen and 
phosphorous. Terril Nell, Ph.D. of the Uni-
versity of Florida testified at a Florida Senate 
Committe hearing last March on a proposed 
statewide model fertilizer ordinance. Citing 
the ongoing Chesapeake Bay Total Maximum 
Daily Load (TMDL) study, Nell said that 
early results indicate fertilizers contribute 
about 3 percent to the nutrient loading, much 
less than what he said sewer treatment plants 
and even dog waste contribute (about 20 per-
cent and 15 percent, respectively).

In Florida, responding to those attacking 
fertilizer use and promoting use bans, Dr. 
George Hochmuth authored a document 
titled “Urban Water Quality and Fertilizer 
Ordinances: Avoiding Unintended Conse-
quences: A Review of the Scientific Litera-
ture.” The review documented more than 140 
studies performed by land grant universities 
nationwide. The review showed that properly 
applied nutrients pose no significant risk to 
the environment. Activists dismissed the study 

as data bought and paid for by industry, when, 
in reality, the most recent data being compiled 
in Florida on the fate of fertilizers is being 
funded by an EPA grant. 

When the state of Florida brought to-
gether a group of regulatory, scientific, in-
dustry, political and activist stakeholders and 
held public meetings about fertilizer use, the 
Sierra Club eventually withdrew, saying it 
just could not believe the science.

Our best hope is to inform and arm our 
politicians with proven facts about the envi-
ronmental, economic and sociological ben-
efits of turf in all its forms.

We don’t need to be on the witness stand 
to testify to turf’s benefits. We should be 
sharing the evidence regularly as part of an 
annual program. Each chapter across the 
country must have an Advocacy Week or 
Month in which chapter members promote 
the GCSAA’s and the Environmental Insti-
tute for Golf’s sustainability message (people, 
planet, profit) with the public.

Also, chapter members can easily find a list 
of “The Benefits of Turfgrass” on the web and 
deliver it to state and local politicians, environ-
mental agencies and the media.

If we don’t become more aggressive about 
presenting accurate information about our 
industry, misinformation from activists will 
fill the void. We have a good story to tell, but 
we must speak up to be heard.

We can start by sharing turf’s benefits with 
golfers and club leaders. Then we can take our 
message on the road. We can show everyone 
that turf really does benefit the environment, 
that we are in fact “not guilty.”

Certified superintendent Joel Jackson is Executive 
Director of the Florida GCSA.
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