
E xperience you can trust 
Plaisted Companies is the largest, full-service golf course supplier in the upper Midwest. 

Our ongoing service and maintenance programs have kept our customers supplied with quality 
products and receiving dependable delivery for more than ten years. 

Technical Support Dispatch 
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Delivery 

Plaisted 
Companies 
I N C O R P O R A T E D 

P.O. Box 332 « 11555 205th Ave N.W. 
Elk River, MN 55330 
(763) 441-1100 • Fax (763) 441-7782 
Toll-free (877) 564-8013 
www.plaistedcompanies.com 

Construct ion Material • Top Pressing Blends • Bunker Sand • Cartpath Aggregate • Drainti le & Decorat ive Rock 

http://www.plaistedcompanies.com


Call Toll Free: 1 - 8 6 6 - 2 3 0 - 1 0 2 0 
w w w . d t n w e a t h e r . c o m 

• Avoid costly weather delays and expenses. Use the accurate and 
easy-to-use forecasts and current radar maps to schedule staffing, 
chemical applications, irrigation, and course maintenance. 

• Maximize course scheduling and tee times, w i t h access to current, 
accurate weather information, course events and tee times can be 
postponed or delayed, rather than canceled, increasing your profits 
and ensuring players' safety. 

• Use a single source to quickly and easily access the information you 
need. The C&P Press Turf Product Index is included with your system, 
along with évapotranspiration tables, a helpful tool for accurately 
planning watering and chemical applications, and much more. 

NOW AVAILABLE: THOR GUARD LIGHTNING PREDICTION SYSTEM 

THE MOST PROFITABLE 
SQUARE FOOT 

ON YOUR COURSE. 

http://www.dtnweather.com


Managing Local Issues 
Golf Course Superintendents Association of America 

A local issue has arisen which threatens your golf course 
maintenance facility or the golf course maintenance indus-
try as a whole. The issue is being driven primarily by emo-
tion, not fact, and is gaining media attention. You have been 
asked to get involved. The following information outlines 
how to get started managing the issue by getting or-ganized 
and developing and implementing an action plan. 

I. Organize the Locals 

When a controversial issue arises in your community or 
region, identify and make personal contact with all poten-
tial allies familiar with or affected by the issue. 

Getting Started 
Organize a meeting or conference call with all interested 

parties. This meeting should include people, companies 
and organizations directly impacted by the issue, as well as 
those who could be impacted in the future. 

Why a face-to-face meeting is better than a conference 
call: 

A meeting provides the best opportunity to learn where 
everyone stands on the issue; 

A meeting facilitates development of an action plan; 
A meeting gives moral support to those impacted by the 

issue. Other like-minded people find they are not alone in 
fighting an issue and that action is being taken. 

Before the meeting: 
Gather local newspaper articles about the issue and relat-

ed issues to distribute at the meeting; 
Gather any newspaper articles or information you can 

find from other areas of the country where the issue has 
received attention; 

Gather published industry and scientific information to 
provide facts and background for letters, speeches and 
other correspondence. 

Exchange Names/Addresses 

Have everyone at the meeting write their name, business 
name, phone and fax numbers, and e-mail address on a 
sign-up list. After the meeting, compile the list and distrib-
ute it to all attendees to facilitate rapid communication. 

II. Develop a Plan 

Once all parties have presented their views about the 
issue, begin work on a plan of action. Following these steps 

(Continued on Page 14) 

LEITNER COMPANY 
Specializing in Soils for Golf Course Maintenance & Construction 

Soi l m i x i n g a n d p rocess ing special is ts. 
S u p p l y i n g the G o l f Cou rse Industry w i t h soi l a n d sand produc ts for over 5 0 years . 

From 1 0 y a r d s to 1 0 , 0 0 0 y a r d s - ma te r ia l to spec i f i ca t ion for topdress ing a n d const ruc t ion. 
Q u a l i t y - Rel iab i l i ty - Exper ience 

MIKE LEITNER 
LEITNER COMPANY 

9 4 5 Rando lph A v e n u e - St. Paul, M i n n e s o t a 5 5 1 0 2 

( 6 5 1 ) 2 9 1 - 2 6 5 5 
PROUD SUPPORTER O F RESEARCH A N D E D U C A T I O N T H R O U G H THE M G C S A 



Managing Local Issues— 
(Continued from Page 13) 

will help you develop an effective action plan: 
Define Your Objective. An objective should briefly 

explain what the group wants to accomplish from a big pic-
ture perspective. An objective should be one or two simple 
sentences that do not in-clude specific tactics. 

Outline Key Audiences. Identify primary and second-
ary audiences to target for the most impact 

Name Allied Organizations (current and potential) and 
Individuals. List individuals, associations, companies, 
institutions and government agencies that can provide sup-
port, ideas and make other contributions to the group's 
objective. 

Identify Issue Leaders. Identify one or two local indi-
viduals who will serve as issue team leaders. These indi-
viduals will coordinate activities and organize meetings. 

Contact Industry Associations. Make sure all related 
trade associations are aware of the issue and its develop-
ment. Include them in relevant correspondence, even if 
they are not directly involved with the issue. You may want 
to inform state and national associations (including the 
GCSAA gov-ernment relations department) as well. 

Locate Experts. Identify local experts who can provide 
information or support for the group's posi-tion on the 
issue. Experts can include university extension agents, 
county or state health officials, and other third party 
sources. 

Create Messages. Develop and agree on a few key mes-
sages. Use these messages in conversa-tions, correspon-
dence, media interviews and to build support for the 
group's action. 

Set-up a Timeline.After the plan has been developed, 
establish a timeline for its completion. Set deadlines and 
assign people to com-plete the tasks. 

Obstacles to Organizing Around an Issue 

Sometimes obvious allies may choose not to participate 
in your group's activities and efforts must be made to over-
come their reluctance. Some people will participate but pre-
fer not to lend their names or companies to an issue for fear 
of negative publicity. This possibility always exists, but the 
result of doing nothing at all can be far more damag-ing in 
the long run. 

III. Develop Tactics or Action Items 

Now that you have a clear plan of action, it is time to 
(Continued on Page 18) 

The Kawasaki 3020 Mule TM 

heavyweight investment deserves every ounce of protection you can muster. Enough power to move 
/^^substantial loads comes courtesy of a big, 617cc liquid-cooled V-Twin engine. You'll make fewer 

trips, too, because the Mule™ 3020's big, tilting cargo bed can carry up to 800 pounds per load. 
Â If that doesn't cut it, you can hook up a trailer and more than double your carrying power. And 

best of all, the Mule™ 3020 cruises over your turf on wide, turf-application tires, disturbing little more than the 
early-morning dew. 

Kawasaki 
UTILITY VEHICLES 

+Liquid-cooled, V-Twin engine 
+Air intake system overhead 
+1,330 lb. load capacity 
+Rack & pinion steering 
+Sound-insulated and extra-quiet muffler 
+Governed to 16 mph safety 
+Lock-out differential for min. ground disturbance 
+Full line of accessories available 

Call Tim Commers today... 
(612) 333-3487 or 

Toll Free 1 (800)759-5343 
CUIHMAN MOTOR CO., INC: 

2 9 0 9 E A S T F R A N K L I N A V E N U E , M I N N E A P O L I S , M I N N E S O T A 5 5 4 0 6 
(612) 333-3487 • Fax (612) 333-5903 • Toll Free 1-800-759-5343 



S i m p l o t 

Timing is 
Everything 

PolarKote I Introducing New PolarKote Fungicide 
Now's the time to find out more about our new fungicide, because now's the time to put 
the freeze on gray and pink snow mold. PolarKote™ is easy to use and proven effective. 
You'll get it when you need it. No delays. No snow mold. 

Contact Simplot Partners: 

Joe Churchill, Chris Hoff, Leif Erickson, or Ed Hoover 
Phone: (651) 633-6251 or Toll Free (888) 828-5354 

www.simplotpartners.com 

http://www.simplotpartners.com


2001 MGCSA MEMBERSHIP ROSTER ADDITIONS 
REGULAR MEMBERS 

ADELSMAN, RANDY 
CLASS B 

EMERALD GREENS GOLF 
14425 GOODWIN AVE. 
HASTINGS, MN 55033 
BUSINESS: 651/437-2518 
MOBILE: 651/470-8843 
YEAR JOINED: 1995 

ANDERSON, RICHARD S. 
CLASS A 

RIDGEWOOD GOLF COURSE 
CR7, BOX 298 
LONGVILLE, MN 56655 
BUSINESS: 218/363-2444 
E-MAIL: SIXOFUS@USLINK.NET 
YEAR JOINED: 1987 

BROWN, BUTCH 
CLASS A 

BIRCH BAY GOLF COURSE 
1646 S. AGATE SHORE DR., S.W. 
NISSWA, MN 56468 
BUSINESS: 218/963-4488 
E-MAIL: baybox@brainerd.net 
YEAR JOINED: 1986 

FLATEBO, KEITH 
CLASS C 

DAHLGREEN GOLF CLUB 
6940 DAHLGREEN RD. 
CHASKA, MN 55318 
BUSINESS: 952/448-1676 
FAX: 952/466-5915 
YEAR JOINED: 1995 

JOHNSON, ERIC G. 
CLASS C 

MINNEWASKAGOLF CLUB 
P.O. BOX 160 
GLENWOOD, MN 56334 
BUSINESS: 320/634-5262 
YEAR JOINED: 1999 

KILGARD, LUKE 
CLASS C 

PRESTWICK GOLF CLUB 
9372 BAILEY RD. 
WOODBURY, MN 55125 
BUSINESS: 651-459-0288 
E-MAIL: 1kilgard@hotmail.com 
YEAR JOINED: 2001 

KORKUM, GARY A. 
CLASS B 

PHALENPARK GOLF COURSE 
995 WHEELOCK PKWY. 
ST. PAUL, MN 55106 
YEAR JOINED: 1988 

KRUEGER, DAVID 
CLASS B 

CROW RIVER COUNTRY CLUB 
BOX 9 
HUTCHINSON, MN 55350 
BUSINESS: 320/587-2785 
YEAR JOINED: 1989 

JOHN LINDMAN 
CLASS C 

BROOKLAND GOLF COURSE 
BROOKLYN PARK, MN 
MOBILE: 763/300-2765 
YEAR JOINED: 1995 

SWIFT, MONTE 
CLASS A 

INTERLAKEN GOLF CLUB 
FAIRMONT, MN 56031 
YEAR JOINED: 1960 

POPENHAGEN,ADAM 
CLASS B 

WHISPERING PINES GOLF COURSE 
COUNTY HIGHWAY X 
P.O. BOX 332 
CADOTT, Wl 54727 
BUSINESS: 715/289-4652 
MOBILE: 715/456-4652 
E-MAIL: apopenhagen@hotmail.com 
YEAR JOINED: 1999 

AFFILIATE MEMBERS 

FAUST, DAN 
AFFILIATE 

THETESSMAN CO. 
1300 SYLVAN ST. 
ST. PAUL, MN 55117 
BUSINESS: 651/487-3850 
FAX: 651/487-3115 
MOBILE: 612/991-5021 
E-MAIL: dwfaust@citiiink.com 
YEAR JOINED: 1998 

MIELKE, BILL 
AFFILIATE 

MINN. VALLEY WHOLESALE/LANDSCAPE 
14505 JOHNSON MEMORIAL DR. 
SHAKOPEE, MN 55379 
BUSINESS: 952/445-7120 
FAX: 952/445-7146 
MOBILE: 612/363-5707 
YEAR JOINED: 2000 

H E R F O R T - N O R B Y 

Mel Strand, CEO 
36 Years Experience 

Double Eagle 
Golf Construction 

Redesign the Old 
...Construct the New 

17715 Jefferson St. NE - Ham Lake, MN 55304 (763) 434-0054 

G O L F C O U R S E 
A R C H I T E C T U R E 

(952)942-0266 (952)942-0197 Fax 

mailto:SIXOFUS@USLINK.NET
mailto:baybox@brainerd.net
mailto:1kilgard@hotmail.com
mailto:apopenhagen@hotmail.com
mailto:dwfaust@citiiink.com


Scotts. 
Two Trusted 

Names. 
One Common 

Goal. 
Golf course superintendents have trusted their golf 
courses to Scotts Seed and ProTurf fertilizers for years. 

Many have also trusted North Star Turf as their preferred 
supplier of seed, fertilizers and control products. Why? 
Prompt delivery of the products they need when they need 
them. 

Our goal is to provide you with cutting edge nutrient 
technology and on-time delivery of the industry's most 
recognizable name in fertilizer. 

If you have used Scotts products in the past, we welcome 
you on board. To our loyal customers, we look forward to 
showing you how Scotts ProTurf products can improve the 
turf quality, appearance and payability of your golf course. 

North Star Turf and Andersons/Scotts ProTurf. Two trusted 
names. One common goal. Contact your NST Scotts Sales 
Rep by calling 651-484-8411 or 800-592-9513. 



Managing Local Issues-
(Continued from Page 14) 

develop tactics and action items to carry out your plan. 

Media Relations 

If the issue is expected to have media coverage that 
impacts the reputation or standing of you or your club, 
organize a media response plan. A visit to the local 
newspaper editorial staff (and local TV/ radio stations 

Newfrom 
The Andersons... 

Andersons* 
G O L F P R O D U C T S 

Coniaci for more 
information: 

Mike Redmond 
Terr i tory Manager 

! 1607 Seepaniak Dr. 
L i t t le Kails, \ L \ 56345 

i 320) 632-6108 
FAX: (320)632-6120 

CELL: (612)963-0752 

; I I' .duels 

VUsumcc. < MI * 

if appropriate) is a good vehicle to establish a flow of com-
munication. Meet with "editorial writers" if you want an opin-
ion page editorial written about the issue. If you expect future 
news coverage of the issue meet with the "editorial staff" (i.e. 
reporters, managing editor, business editor). 

Media visits should be organized as soon as an issue 
breaks. Reporters need contacts, names of experts, and sources 
that understand the group's position if they are expected to 
cover the issue fairly. 

Never expect reporters to know all the facts. They probably 
are not familiar with issues affecting the golf course mainte-
nance industry. If reporters do not have adequate background 
or correct information to cover an is-sue, much damage can 
occur before they are brought up to speed. 

Send a thank-you letter immediately after a media visit. If 
resulting news coverage is balanced and/or favor-able, send 
another thank-you letter commending the reporter. If the con-
tact is by letter, send a copy to the re-porter's managing editor. 
If a favorable editorial is written, send a thank-you letter to the 
editorial board manager. 

Organizing an Editorial Board Meeting 

If your group wants to influence a newspaper to write an 
editorial, contact the editorial board manager (one per-son is 
typically in charge of arranging visits for the paper) by calling 
the newspaper's editorial department. Once youVe been con-
nected to the right person, briefly state the issue and explain 
why it is of interest to readers, then request a 15-20 minute 
meeting to explain the issue to the editorial board (these usual-
ly turn into 60-minute sessions). 

Who Should Attend an Editorial Board Meeting. Ideally, a 
small group (3-5 people) with expertise on the is-sue should 
attend this meeting. Depending on the issue, the group can 
include management people from golf facilities, industry offi-
cials or university extension officials/professors. 

What You Should Bring to an Editorial Meeting. Reporters 
always prefer leave?behind materials. At the minimum, bring 
along a list of those in attendance (name, phone, company, and 
title) as well as additional con-tacts, names of experts, and 
sources that understand the group's position and are willing to 
be interviewed (check before suggesting a name). Also provide 
position papers on the issue, reprints of articles on related sub-
jects and other background information. 

Letters to the Editor 

Your group can react to newspaper articles by organizing a 
quick "letter to the editor" writing campaign. Ideally, these let-
ters should come from local concerned citizens and/or business 
people. For the greatest impact, letters should be submitted 
quickly after an article runs. Everyone, not just one person rep-
resenting the group, should write a letter-numbers count! Keep 
copies of published letters to use in building support. Follow-
up with the newspaper by phone if a letter is not printed-ask 
why it was not printed. 

(Continued on Page 32) 



More than just 
customer support 

Phone: 
651-454-3106 

Turf Supply Company 

Toll Free: 
800-551-4857 

2797 Eagandale Boulevard - Bagan, MN 55121 • Fax: 651.454.7884 



A Position Paper on the Impact of Golf 
Equipment on the Game of Golf 

By American Society of Golf Course Architects 

The balance between preserving golf's integrity and 
encouraging a free market in the manufacture and selection 
of golf equipment has been an on-going battle throughout 
the last century. Consider the following: 

"There is a pretty consensus of opinion among first class 
players that the time has come to check the excessive length 
to which the golf ball can be driven. Ballmakers are vying 
with each other in producing balls of ever-increasing driv-
ing capacity, and as most of the best courses have now been 
stretched to their utmost limits, it is obvious that holes and 
courses are speedily being ruined as tests of the game. 
Green committees and golf architects have been struggling 
for some time to maintain the normal rate of scoring by 
increasing the difficulties to putting, but it is clear that a 
point has been reached at which such devices are destroy-
ing the balance and character of the game which makes it 
enjoyable and worth playing." 

Such word is reminiscent of many recent articles and let-
ters found in golf publications. In reality, they originate 
from a petition sent to 152 of Britain" top amateurs in 1912! 
141 replied, agreeing that the Amateur Championship in 
Britain should be played with standardized golf balls, 

Great Courses Now Defenseless 

Today, with 300 yard drives commonplace; the great lay-
outs of the past are (once again) being rendered defenseless. 
Hazards placed at strategic distances are obsolete and extra 
room no longer exists to add additional tees. The strategic 
principles that guided the design of all the great layouts in 
the 20's and 30's can no longer keep up with the state of 
today's game. Unfortunately, the onus of adjusting to tech-
nology is still falling on the golf courses. 

To protect the hallmark designs of its forbearers, the 
American Society of Golf Course Architects (ASGCA) 
endorses a modification to the ball that results in a percent-
age decrease on its flight/distance. Such a solution would 
have the greatest effect on the longer hitter, while having a 
lesser effect on the high handicappers who support the 
game and find it challenging enough. Distance is its own 
reward, no matter the relative scale it is measured on. 

Golf Ball Has Been Modified 

In fact, the golf ball has been consistently modified in 
response to technological advances. With the introduction 
of the Haskell ball in 1898, the debate began over how to 
adjust ball specifications to preserve the game's traditions. 
The USGA, at various times, has specified a 1.62-inch, 1.62-
ounce ball; a 1.7-inch ball with no weight restriction and a 
1.68-inch, 1.55-ounce ball. In 1932, there was a consensus 

agreement on a 1.68-inch, 1.62-ounce ball, which is still the 
standard. In Great Britain, the smaller ball remained legal 
until it was banned at the Open Championship in 1974 and 
eliminated outright in 1990. 

Donald Ross, a charter member of the American Society 
of Golf Course Architects (ASGCA), voiced his own opinion 
about the process in a 1923 letter to James Tufts of 
Pinehurst, NC. 

"My personal view is that the standard ball should be a 
floater. I do not believe it is possible in any other way to 
control the manufacturers from continuing to make a ball 
which will fly as far as the present one. A floater will con-
trol the distance absolutely on the long hitter, would not 
take a yard from the distance of the average players who 
really are the supporters of golf, and the average man 
would find it a much easier ball to pick up through the fair-
way. It would be more durable, reducing the cost of the 
game to some extent. In fact, altogether, I think it would be 
very desirable change." 

Ross' letter foresaw today's controversy and legitimizes 
the role of the golf course architect in the debate. The 
Society is not only dedicated to defending the great layouts 
of the past, but protecting today's hallmark designs from 
suffering the same fate in 70 years. No other organization is 
better situated to be an advocate for the golf course. 
Tournament consideration has market value for existing 
facilities. As players continue to hit the ball farther, courses 
will no longer be able to host events and therefore suffer a 
decline in prestige that can be measured in real dollars. 

While maintaining free enterprise among manufacturers 
in the design and production of golf equipment is a tradi-
tion of the game, the control over the parameters in which 
that production takes place must be absolute. The fate of 
golf's value and integrity is inherent in that control. 

A recent USGA test showed that a golf swing clocked at 
109 mph, which is average for touring pros, produces a 
drive of 289 yards with a persimmon club. The highest the-
oretical COR .880 or .890 club hit the ball 309 yards, a 20-
yard increase. It's evident that longer distance, plus 
improved accuracy, can put many golf courses in a defense-
less position. And the situation could worsen each year. 

Golf is played differently today than ever before, with 
developing effects that are eroding the game's traditions. 
Inaction today is complicity in the deterioration of the game 
tomorrow. We urge the United Sates Golf Association and 
Royal and Ancient Golf Club of St. Andrews to take the nec-
essary steps to preserve the great golf courses of the world. 

(Editor's Note: This article was prepared by Bobby Weed, 
Member ASGCA Board of Governors.) 


