weedalert.com.

Spandrons, Powarrone, Surga, 04 end ProForm are regestenad tradermarks of PEI-Gordan I."-c-r:lnra:lmx
TZane is a trademark of PENGordan Corporation.

Katana i= a regeeterad tradarmark of lshihara Sangyo Kassha, Lid,

weataler.com is a registered service mark of PEI-Gordon éﬂmnraunn
ALWAYS READ AND FOLLOW LABEL DMRECTIONS
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T-Zone™ With Triclopyr New Katana* For Weed Control
ForTough Weed Control. In Southern Turfgrasses’.

Nobody knows your turf ke we dof
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pbi /cordon

corporation
An Emplovee-Owned Company

800.821.7925 e pbigordon.com ke 0 o i b
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Intrinsic”brand fungicide

The Chemical Company

Not registered in California.
Always read and follow label directions. © 2010 BASF Corporation. All Rights Reserved.




Gray Sndw Mold is no laughing matter.

Go from irk to smirk with Pegasus™ HPX fungicide.

Phoenix Environmental Care is helping you go from mad to glad. Pegasus™ HPX s
is'an improved NexGen formulation of chlorothalonil, the fungicide you already

know and trust to prevent and control gray snow mold, anthracnose, dollar spot, NexGen
brown patch and many other diseases while improving overall turf health. Entianced Tesmology

Want to laugh off other turf diseases? Go to www.PhoenixEnvCare.com/solutions
for more solutions to your turf management challenges.

© 2010 Phoenix Environmental Care, LLC. Pegasus™ HPX is-a trademark of Phoenix Environmental Care, LLC. Always read and follow label directions.



O EWIRIONE N\ -Till Greens Renovation”

DWARF BERMUDAGRASS

Over the last 14 years, over 300 courses have had their greens
converted to CHAMPION by Champion Turf Farms

AFFORDABLE

Savings of hundreds of thousands of dollars compared to conventional reconstruction

MINIMAL DOWNTIME

We routinely getcourses back in play in less than 2 months — minimizing the greatest cost of
performing a renovation — loss of play

INCREASED ROUNDS

Most of our clients report significantly increased numbers of rounds/increased revenues after
converting their-greens to Champion

AGRONOMICALLY SOUND

We have identified the rootzone properties that work best with the growth habit of Champion
and we test your existing greens to compare against these parameters

GUARANTEED RESULTS

We conduct the necessary evaluations and testing as well as performing every installation
ourselves to ensure your successful outcome

LONG TERM SUCCESS

Greens we installed over 14 years ago have retained their purity and still perform well today

THE BEST PUTTING SURFACE

No other bermudagrass can create the same ball roll as Champion. The growth habit of
Champion combined with the correct system of agronomic management allows you to have
putting surfaces that are second to none.

Specializing in
1-800-463-TURF (8873)
Bermudagrass Greens w www.championturffarms.com

since 1966 TURF FARMS i@ Ear oo Ol s Xeens




RADIOSrvrmore GREEN

WS Vertex Standard

Industry Leading
3 Year Warranty

9 Hour Long Life Li-Ion Battery
Full Key Pad Models Available

Non-Key Padded Radio
5 Watt 16 Channel

$169.%

Key Padded Radio
5 Watt 32 Channel

$379.%
+S  888-560-0758

.COM Use Coupon Code: SUPT While Supplies Last
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Water Wise'3 :

Superintendents +* "
need to prepare
today for tomorrow’s

water restrictions.

About the cover

The clouds say another year has
gone by. Photo by iStock International
Inc., design by Carrie Parkhill.

A bizarre confluence
of events made life very
interesting for those in

the golf industry.

BY GEOFF SHACKELFOR

Big on Bio
Those who have used and tested
bionutritional products tout

them as a major component
to maintain healthy turfgrass.

|
10 Pin High 12 From the Back Tees 14 Turf M.D. 40 Shack Attack
'Tis the Season Driving Toward Potassium and Golf’'s Hope
to Help End Hunger Sustainability Old Man Winter for Change

“ORIGINAL

A Debris Blower for Any Budget

Cyclone KB3 '

Products Not Shown: :
Cyclone 8000 & Cyclone PTO

Optional
12" Extension

, S TR ) . . E ’ Ofﬁcli;al
7% T i A E v
= I V buffaloturbme com

Cyclone Squared '“ Frnl“ I“ n n I“ [

F 180 Zoar Valley Rd., Springville, NY 14141 / Ph: 716.592.2700

All Buffalo Turbine products are manufactured in the US.A. and feature a one year warranty.
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PEND (T

You've got enough things to worry about. But the proven performance of Pendulum® AquaCap
herbicide means weeds aren’t one of them. Its water-based formulation gives you long-lasting,
broad-spectrum preemergent grass and broadleaf weed control, with reduced staining and odor,

plus easier clean-up. So don’t worry about weeds popping up. Use Pendulum AquaCap. n u B ASF

betterturf.basf.us The Chemical Company

™

Always read and follow label directions.
© 2010 BASF Corporation. All rights reserved.



COMPLETE
TURF NUTRITION

ABOVEI& BELOW

The Andersons Complete

We guarantee it

\ L/
\\\ ////
&
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Andersons |

800-253-5296
www.AndersonsTurf.com

™
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EverGreen

Because Green Matters"

Project EverGreen:
Continuing to Make a Measurable Difference

By Norman Goldenberg, President
Project EverGreen Board of Directors

Just six years ago, with the support
of our contributors, staff and industry
partners, Project EverGreen launched
an effort to preserve and enhance
green spaces in our communities for
today and future generations.

We remain committed to winning
the hearts and minds of consumers
by using local grassroots efforts

to carry the resonating message
about green spaces throughout
America—ultimately sustaining the
vibrant green industry that makes it
all possible.

Highlights:

® The Milwaukee EverGreen
Zone launched with landscape
personality, Melinda Myers,
as spokesperson.

e Qur third EverGreen Zone
launched in North Carolina
in Spring 2010.

e \We officially launched Project
EverGreen in Canada.

e Green industry companies are now
including the Project EverGreen
logo into their business and
marketing materials.

® A new hosta named for
GreenCaare for Troops goes
on sale this summer.

e \We continue working closely with
other green industry associations
to help educate consumers about
how we are positively impacting
green spaces.

e Holiday CD by Little Chicago
is a big hit nationwide.

EverGreen Zone Grassroots Education Program Returned in
Akron, Ohio and launched in Milwaukee, Wisconsin in 2009

Independent research verifies that we continue to increase consumer awareness
about the benefits of green spaces. By educating consumers through EverGreen

Zones, we are changing consumer attitudes.
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Change in Awareness:
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GreenCare for Troops Continues to Grow

GREENCARE

e The total number of families grew by 21% in 20009. FOR TROOPS

e The total number of volunteers grew by 20% in 2009.

e Approximately 9,200 military families and more than
2,400 volunteers are involved.

Help Us Spread the Good News About “Managed Green Spaces”

Continue your financial support of Project EverGreen because “a rising
tide lifts all boats.”

For more information about Project EverGreen go to
www.ProjectEverGreen.com or call us toll-free at 1-877-758-4835.




Il EDITOR’S COMMENTARY

oes your golf course’s club-

house throw out food every

week? This isn’t an indict-

ment of your operation (be-

cause we all waste food), it’s

just a question. And later in
this column, I'll suggest an answer to what you
can do with any leftover food instead.

Now, I'd like to take you back to June
when I attended the BASF Agricultural Solu-
tions Media Summit in Chicago. The confer-
ence’s theme was sustainability. One of the
speakers — and I salute BASF for including
him — was Roger Thurow, the senior fellow
on global agriculture and food policy for the
Chicago Council on Global Affairs. Thurow
spent 20 years as a foreign correspondent for
The Wall Street Journal in Europe and Africa.
He saw more of this world than we’ll ever see.
The sights weren’t all pretty. Thurow wit-
nessed people dying of starvation in Africa.

But Thurow channeled the shock and sor-
row of what he saw into action. In his current
position, he’s doing what he can to help end
world hunger. At the BASF event, Thurow’s
presentation to the 50 or so members of the
media, including many from the agricultural
industry, focused on sustainable agriculture
in Africa.

“One billion people in this world are chroni-
cally hungry — that’s about 16 percent of the
world’s population,” Thurow said. “That’s the
highest number in history. Shame on us for
letting that happen.”

Think about that for a minute — there are
more people starving today than ever. It doesn’t
make you proud to live in modern times.

The good news is we can do something con-
structive to correct this horrible problem, Thu-
row said. We can help Third-World farmers in
Africa and elsewhere by investing in them and
training them in sustainable agriculture.

“Then they can feed themselves and their
communities and hopefully have a surplus to
boost their income,” Thurow said. “That’s my
definition of sustainability.”

Throwing money at the problem in the form
of food aid surely helps, but it will not solve
the problem. In 2003, America sent more than
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’Tis the Season
to Help End Hunger

“ONE BILLION
PEOPLE ARE
CHRONICALLY
HUNGRY IN THIS
WORLD,” SAYS
ROGER THUROW.

“SHAME ON US
FOR LETTING THAT
HAPPEN.”

Editor’s note: 7 ve been
saving this column for
December. The topic is ap-
propriate, considering it’s
the holiday season, a time
10 help those in need.

$500 million in food aid to starving Ethiopians.
But America spent less than $5 million in agri-
cultural development in Ethopia that same year.

Third-World nations are light years behind
the United States when it comes to agricultural
technology. Thurow’s point is to spend more on
agricultural development in these nations than
on food aid. Then people won’t go hungry in
the first place.

In 2003, Thurow took a trip to Ethiopia that
changed his life. He saw poor children — por-
traits of famine, Thurow called them — with
swollen heads and hollow eyes, the classic symp-
toms of malnutrition. Thurow was frightened
and haunted by what he saw.

Thurow was also outraged. That’s why he’s
on the speaker circuit. Thurow pleaded with
the media and others at the BASF event to join
him in his outrage. If our government can spend
$3 billion of taxpayers’ money on a two-month
program like Cash for Clunkers, then it can
spend $3 billion of our money over three years
to help end hunger through agricultural tech-
nology, he said.

To Thurow’s point, this also is an economic
issue. “You can’t have a sustainable and success-
ful economy when there are a billion hungry
people in the world,” he said.

Thurow ended his talk by saying it’s time to
raise the clamor over the debacle that’s world
hunger. That means writing your representatives
in Congress, your senators and even your presi-
dent. It means taking a stand.

Let’s also remember that you don’t have to
travel to Africa to find hungry people. About
that extra food at your golf course’s clubhouse
— why not donate it to the local soup kitchen
or food bank?

We can all do our part to end hunger — in
our towns and in our world.



