require some predisposition of the plant in
order to infect and cause disease. Whether it
is low nitrogen fertility combined with low
mowing heights favoring crown rot anthrac-
nose or lack of soil oxygen from rain or over
watering combined with high temperatures
favoring summer patch, particular condi-
tions must occur in order for a disease to
take hold. This “new” disease is no different.
Research has shown Acidovorax to be most
aggressive on creeping bentgrass at tem-
peratures exceeding 30° C (86° F). Couple
high temperatures with low mowing heights
and other aggressive cultural practices like
double cutting and rolling, and the disease
typically worsens in the field.

Most pathologists are recommending al-
leviating any unnecessary stress, especially
during summer months, to discourage the
onset of bacterial etiolation and decline.
This sounds like a great solution to the
problem, but as long as golfers demand “fast
greens” for every day play, and even “faster
greens” for tournaments, no golf course
superintendent is going to raise their greens
mowing height to %e-inches or add extra
nitrogen fertility; at least ones that want to
keep their jobs won’t.

WHAT WE DON'T KNOW. While we are able to
incite turfgrass death by inoculating Acidov-

What'’s in a name?

orax onto healthy plants in a controlled en-
vironment, the symptoms of etiolation have
remained somewhat elusive. In July 2012,
MSU field studies produced widespread
etiolation symptoms after inoculating
with Acidovorax during high-temperature
periods. By cutting into these plants, it
was clear to see the successful colonization
of Acidovorax in the plant vascular tissue.
This is an important step in confirming all
symptomology associated with the disease.
Research using alternative strategies to
inoculate and encourage bacterial entry
into plants have been successful in elicit-
ing consistent plant etiolation. Much work
remains regarding the nature of bentgrass
etiolation as it pertains to bacterial infec-
tion and other potential environmental or
chemical triggers.

Remedial treatments, thus far, have
been sporadic and unpredictable. Certain
antibiotics have shown some promise in
controlled environments; however, these
results have not necessarily translated well
in field trials. Additionally, these products
are not labeled for use on turfgrass and are
strictly for experimental purposes only. Re-
search regarding products for managing this
disease is ongoing and largely inconclusive.
There are, however, anecdotal and prelimi-
nary treatments that have been reported to

S ince the initial description of the disease, much confusion has revolved around

the nomenclature of the new disease on creeping bentgrass. Researchers in the
U.S. have coined the new disease on creeping bentgrass caused by Acidovorax avenae
“bacterial etiolation” or “bacterial decline” based on symptoms commonly observed on
the affected putting greens. Symptoms of chlorosis and etiolation are common, and the
disease can often lead to a general decline of irregular areas of turf. Wilting is not often
the dominant symptom associated with Acidovorax infection of creeping bentgrass.

Bacterial wilt is a disease of annual bluegrass caused by Xanthomonas translucens.
The disease is known for its characteristic wilt symptoms, causing plants to turn blue-
purple, twist and wilt from the tips down. Etiolation is a shared symptom, often observed
in early stages of bacterial wilt on annual bluegrass.

The minor differences may seem trivial, but when discussing diseases, it is important
to distinguish exactly which disease is of concern. Bacterial wilt and bacterial etiolation
and decline are caused by two completely different bacterial organisms (Xanthomonas
and Acidovorax, respectively), and occur on two completely different species of turfgrass
(annual bluegrass and creeping bentgrass, respectively). Therefore, lumping all bacterial
disease under the umbrella of “bacterial wilt” would be erroneous, akin to calling
every patch disease affecting turfgrass “take-all patch.” Different diseases are favored
by different environments and require different management strategies. Therefore,

identifying and distinguishing them with the appropriate name is the foundation of proper

management.

?
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MSU1 inoculated (left) and non-inoculated
control (right) pots after incubation for 14
days at 86° F.

provide some level of symptom control from
several trials around the country.

Another interesting facet of this disease is
where or how the problem arises. The bac-
terium can be found all over the world and
is likely an organism that naturally occurs in
most root zone soils and turfgrass systems.
Research has also shown the possibility of
other bacterial pathogens being involved or
working in tandem with Acidovorax, and it is
likely that we are just scratching the surface
in characterizing this complex biological
phenomenon. This emerging problem has
been referred to by some as the “Tourna-
ment Disease.” Unfortunately, there is
not a time in the foreseeable future when
PGA, USGA, Invitational or even member/
guest tournaments will cease to exist. With
that said, bacterial etiolation and decline
is a problem we are going to have to face
collectively. GCI

Paul R. Giordano is a graduate research as-
sistant, and Joseph M. Vargas Jr. is a pmfessor
of plant pathology at Michigan State Univer-
sity’s department of plant, soil and microbial
sciences.
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% Terry Buchen, CGCS, MG, is president of Golf Agror
G " member of the GCSAA. He can be reached at 757-561-77

Travels
With : :
Terry

Globetrotting
consulting agronomist
Terry Buchen visits

many golf courses 1 ) ;
annually with his digital %u-inch diameter concrete nails welded in place. The other two forks

BALL MARK REPAIR TOOLS

he fork on the right was made using used flat steel as the base and

camera in hand. He were made using used greens mower bed knives with the forks cut out

shares helpful ideas with a metal jigsaw. The Narrow’s aerifier tines are *%s-inch and %-inch

relating to maintenance
equipment from the golf
course superintendents rounded steel. Two coats of water-soluble acrylic resin coating spray is

diameter, respectively, and are welded to the forks with %-inch diameter

he visits — as well as then applied. These ball-mark tools are placed on the back of the walk-
afewideas of his own behind greens mower handle and the ball marks are repaired daily prior
—with timely photos

and captions that
explore the changing took about 30 minutes to make each one. Masaru Shimizu, manager,

to mowing. All of the materials were recycled parts in inventory and it

world of golf course (chief greenskeeper), at the C.J.P. Kasumigaseki Country Club in Saitama
fERRgEmont Prefecture, Japan, conceived this great idea. Shimizu’s 36-hole club,
founded in 1929, is in the planning stages to host the golf competitions
for the 2020 Olympics, where Tokyo is a candidate city. The club has
previously hosted the Japan Open in 1933, 1956, 1995 and 2006; The
World Cup in 1957; the Japan Women’s Open in 1999 and the Asian
Amateur Championship in 2010.

GOLF CART SPRAYER

his 2001 Yamaha gas-engined golf cart was transformed into a
versatile sprayer used for miscellaneous spot spraying of the club
property. The rear bumper was extended outwards using 2-inch

angle iron and 2-inch square tubing that was also used to make the
metal floor. The golf bag rack was removed and a 26-gallon fiberglass
tank was mounted with a 2-inch angle-iron frame. A 4.3-hp Kubota
gasoline engine powered sprayer (up to 217 psi) was mounted on the
rear flooring. A self-contained manually operated hose reel and frame
manufactured by Maruyama holding approximately 164 feet of #/t+-inch
diameter high-pressure hose was bolted/welded to the bumper frame
and windshield mounting. The high-pressure hose from the sprayer to
the hose reel is attached with zip strips along the roof frame. A portable
marking paint gun is mounted on the rear and safety equipment is easily
stored in the front compartments. The parts cost about $1,000 and it
took about 16 hours to complete the project. Masaru Shimizu, Manager,
(chief greenskeeper), at the C.J.P. Kasumigaseki Country Club in Saitama
Prefecture, Japan, conceived this great idea.

~ golfcourseindustry.com
2 £ « - -~



mailto:orterrybuchen@earthlink.net

CLASSIFIEDS

FOR SALE MERGERS & ACQUISITIONS

Discount
Small Engines & Parts
Small engines & parts
from Briggs & Stratton, Kohler,
Tecumseh, Robin and more.
www.smallenginesuppliers.com

Also, look up your own parts
and buy online at
www.smallenginepartssuppliers.com

How to Ot smart.

» Earlier, sprmg greensup
» Faster seed germmatlon
» Deeperirootiievelopment;

» Defays dormancyin fall
+ [deal winterblanketss

For details call
1-800-387-5808 today!

scovermaster.com

E"-’MA".:. info@covermaster.com

: TR T TERANE L ek
i COVER"ASTER INC,, REXDALE ON, M9V 503
TEL 416.7454811 FAX 415 742 6837

Let us help you get the word out.
Golf Course Industry Article Reprint Services

E-mail: reprints@gie.net or call 800-456-0707 to learn more.

ATTENTION
OWNERS/BUYERS
Thinking of buying or selling
your Golf Course Business/
Commercial Real Estate?
Specializing In:

+ GOLF COURSES
« ACQUISITIONS
« MARINAS
CALL: Eddy A. Dingman, CNS
Coldwell Banker Commercial NRT
National Golf & Marina
Properties Group
847-313-4633
www.golfcourseandmarinasales.com

SEEDS

NATIVE SEEDS
Largest distributor of native
seed east of the Mississippi, from
Canada to Florida! We specialize in
upland to wetland sites, including
bioengineering for riparian sites.
Your native seed source.
Contact ERNST SEEDS today.
www.ernstseed.com - 800/873-3321

SERVICES

WHAT DO YOUR CALLERS HEAR
WHEN PLACED ON HOLD?
Promote your services and enhance
your image with a customized
“on hold” recording by Watt Media.
1-800-250-8233

MAXIMIZE

YOUR ADVERTISING DOLLARS

Please contact
Bonnie Velikonya
at 800-456-0707 or
bvelikonya@gie.net.

AD INDEX
COMPANY WEBSITE PAGE
Aquatrols www.aquatrols.com 15
BASF www.betterturf.basf.us 27
S:Z‘:;oo d www.beckerunderwood.com 35
LAt www.coreoutdoorpower.com 6
Power
FMC Corp. www.fmcprosolutions.com 47
Grigg Brothers www.griggbros.com 43
Hunter www.hunterindustries.
Industries com/golf 2
Jacobsen www.jacobsengolf.com 76
John Deere www.deere.com 2
JWB Marketing  www.birddamage.com 58
I;:::&: P www.lebanonturf.com 41

www.performancefertilizers.

Lidochem, Inc. 65
com

Nufarm www.nufarm.com 30

Otterbine Barebo www.otterbine.com/golf 28

PBl/Gordon www.pbigordon.com 21% 53

Penn State

Outreach

Marketing & www.outreach.psu.edu 59

Communications

Petro Canada www.civitasturf.com 51

HELIER: www.plantfoodsystems.com 18

Systems

Redexim www.redexim.com 50

Redox' www.redoxturf.com 55

Chemicals

SePro Corp. Www.sepro.com 19, 61

Sipcam/Advan  www.sipcamadvan.com 75

SuperBright !

LEDs www.superbrightleds.com 40

Superthrive, LP  www.superthrive.com 38

Syngenta "

Professional wr\:;\év&sgtr;gceon:‘aprofessonal 37

Products R Y

Toro www.toro.com 31

Ergjan Eiehy www.trojanbattery.com 9

Turf Diagnostics ;

& Design www.turfdiag.com 40

Turf Equipment

Technicians www.tetac.org 58

Association

Turfco www.turfco.com 39

TurfMax www.turfscreen.com 67

Valent www.valentpro.com 33

Ventrac www.ventrac.com/golf 8

Wlnﬁgld www.winfield.com 5;

Solutions

*denotes regional advertising
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t was many moons ago that Dan Carrothers taught
me about the purple cow and introduced me to a
dude named Seth Godin.

Carrothers is a veteran chemical industry executive
who recently returned to the happy world of golf and
lawn products in BASF’s professional group after being
away from the green industry for a while. He’s a helluva
salesman and, more than a decade ago, he sold me on
the idea that the best enterprises have a “purple cow” —
something truly unique that sets them apart.

I wrote a column back then about Dan’s enthusiasm for
creating purple cows in his business life. Dan pretended
to like the column so much that he actually had me
autograph a copy for his sales team. Some would call this
sucking up to the media. I think Dan has excellent taste.

Anyway, I was talking with him at GIS about his new
role with BASF and the concept of the purple cow came
up again quickly. What can be done in today’s crazy envi-
ronment to create that?

I'd like to say we figured it out over breakfast (we
didn’t) but it did rekindle my interest in Seth Godin, the
marketing guru who brought the purple cow concept to
life and who mainly focuses on the larger concept of tell-
ing a good story about your business.

As Godin wrote in Forbes a decade ago, “The essence
of the Purple Cow - the reason it would shine among a
crowd of perfectly competent, even undeniably excellent
cows — is that it would be remarkable. Something re-
markable is worth talking about, worth paying attention
to. Boring stuff quickly becomes invisible.”

Telling your story is not about spinning or exaggerat-
ing. It’s not a sales pitch or a proposal, either. Finally, it’s
not a big ad campaign or a fancy presentation.

Instead, it’s describing what's remarkable about your
product and how it solves a problem, addresses a need or
fills a void in the customer’s world.

So what remarkable story can your golf facility tell?

Is it compelling? Is it honest? Is it different? Is there a
purple cow lurking somewhere along the way?

Do you have a specific niche? Can you make a state-
ment like this?

+ We are an affordable course with surprisingly good
greens.

* Our membership likes to have fun and doesn't take
itself too seriously.

+ This is the club to join to connect to serious local
power players.

MARCH 2013 golfcourseindustry.com

+ Friendly people and great customer service for just
$49.50 a round.

+ We're all about golf and nothing but golf.

+ This course is genuinely welcoming and comfortable
for female players of any skill level.

+ Play in less than four hours...guaranteed.

+ We have smokin’ hot clubhouse staff and bev cart
attendants.

The last one is hopelessly sexist but, hell, so is Hooters.
They sell a zillion bucks worth of something you can get
anywhere — draft beer and mediocre chicken wings — by
hiring pretty girls and advertising it. It’s not rocket sci-
ence kids — but it is remarkable.

(Note: If you want to see this cart babe strategy
executed at a very high level, Google “Walters Golf Par
Mates.” You will be in awe.)

Something remarkable is |
worth paying

attention to.

You may be sitting there thinking, “Great Pat, I'll pass
this to our marketing and sales person.” Go right ahead,
but make sure you do it with a recommendation of get-
ting serious about identifying your course’s purple cow
and making sure everyone who works for you (and your
members or customers) can recite your story.

I'm shocked at how many times I'll ask a super or a
GM, “What sets this facility apart?” and they say, “Oh,
there’s a lot of history here at our club” or “We're exclu-
sive” or “It’s just a great old place.”

Ugh. That's like me answering the same question from
a potential advertiser with, “We print useful articles.” Ab-
solutely no distinction and nothing to make them WANT
to buy ads with us.

Try your hand at telling your story. Do a little informal
brainstorming with some of your management team and
try to identify key words and ideas that specifically cap-
ture why people like you. You could get all fancy and do
research with members or daily players but you'd be sur-
prised what you learn just by asking a few “fans” around
your place. The point is to identify the remarkable in your
operation and leverage it in everything you do.

Why? Because there are 15,500 cows around America
mooing for attention and dollars. If you ain’t purple, why
should they notice you? 6Cl
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THE NATURAL CHOICE

tebuconazole crowd.

All tebuconazole fungicides control disease. But only
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Sipcam Clearscape® ETQ™ — the technology-driven vk
tebuconazole fungicide from SipcamAdvan — elevates disease b__ 'Ff. ¥ e
control to a new level by protecting turf from the negative Eni i,

effects of heat, UV light and other stress factors. Our exclusive
ETQ technology improves turf color, strength, density and
consistency while the tebuconazole takes charge of anthracnose,
brown patch, dollar spot, gray leaf spot, snow molds and other
diseases. What does ETQ mean? Enhanced Turf Quality.

[t's what makes Sipcam Clearscape ETQ rise above the rest.

Sipca

Natural Choice

o www.sipcamadvan.com
¢ 7 Like us on Facebook. 800-295-0733

©2013 Sipcom Agro USA, Inc. Clearscape is a registered trademark and The Natural Choice and ETQ are trademarks of Advan LLC. Always read and follow label instructions. CLEGCI0313
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