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Hello and a
‘warm’ welcome
to the membership.

We have endured
quite a chilly winter
season and I, for one,
will not miss its pass-
ing! I am sure spring is just around the
corner and that is good news for us all.

Ontario Turfgrass Symposium

It was another successful OTS and a big
thank-you should go out to Pam
Charbonneau for co-ordinating the excel-
lent speaker program and to the new event
coordinator Remo Petrongolo and his staff
for making sure things ran smoothly.

Dates for the 2004 OTS are set for Janu-
ary 20-21, so book it in your day planners
to attend. Program content is currently
being reviewed and you should look for a
few more municipal-related topics next
year. There is a new group of partners for
OTS 2004. As you are aware, the Golf
Course Superintendents have decided to
move on and we welcome the Ontario
Recreation Facilities Association (ORFA)
into the new partnership. ORFA brings
fresh ideas as well as a rather large mem-
bership group. There will still be a
program for golf course superintendents
as well as sports turf managers and ac-
creditation credits will still apply to all
those superintendents and assistants who
want to be a part of OTS.

STA Annual Meeting

Our annual breakfast meeting at OTS
had the largest turnout ever (at 7:30 am!).
We’re not sure if that means we are doing
a good job or a bad one but it was great to
see all those people attend.

A warm welcome to the newest board
members for 2003, Jamie Worden from
Turf Care Products and Gord van Dyk
from the University of Toronto,
Scarborough Campus. We are glad to have

PAUL TURNER

two knowledgeable turf professionals like
yourselves on our board and we look for-
ward to your input.

A sad goodbye was said at the AGM to
long serving member and founder Mike
Bladon and board member Bill Campbell.
Your expertise and knowledge will be
missed gentlemen! Thanks again for all
you have done for the association and we,
as a board, look forward to continuing
to improve the association for our mem-
bers.

Members, please update your
electronic address book ...
Our new email address is:

info@sportsturfassociation.com

New Business

Annual Field Day plans are being laid
for fall 2003 and we look forward to pre-
senting the dates and location to you in
the near future. We will be holding the
field day in September again as this
seemed to fit well with most people’s
schedules. Stay tuned for more details!

With the costs of doing business con-
tinuing to rise, it was necessary to increase
the price of STA memberships for 2003.
The new rate for initial members is $135
with the additional member price rising
to $35. I think you would all agree that
the membership fee is still very reason-
able and we will continue to bring you a
top quality newsletter and field days that
you have come to want and expect.

We have implemented the first phase
of the new web site and I think you will
agree that it is coming along quite nicely.
We continue to strive to make it more ap-
pealing and we welcome suggestions on
content and layout. Visit us at
www.sportsturfassociation.com and let us
know what you think! Have a great spring!
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News Clippings

ALLERGY-FREE GRASS PRODUCED IN AUSTRALIA

esearchers at the Co-operative
Research Centre for Molecular

Plant Breeding at La Trobe
University in Melbourne,
Australia, have developed a
genetically modified, allergy-free grass.
After five years of research, the
research group has de-activated the gene
in a species of perennial ryegrass
responsible for inducing allergic reactions.

is one of the most
common triggers of hay
fever and asthma.

Program leader German
Spangenberg explains the
benefits of this new grass will impact
individuals worldwide. “Hay fever and
seasonal allergic asthma are key
environmental diseases that affect a large
portion of the population in temperate

Perennial ryegrass, typically found in  climates and grass pollen is a major

lawns, golf courses and other sports fields,  contributor to that.”

— GreenMaster, Vol. 38(1), Feb. 2003

Request for Proposal
The International Society of Arboriculture - Ontario Inc. (ISAO), is seeking
proposals to replace their administrative functions and Executive Director (ED).

ISAO is a dynamic, professional notfor-profit organization serving approxi-
mately 600 members across Ontario. In addition, a certification program exists
which serves almost 500 arborists, not all of whom are members. There are
standing volunteer committees, an annual three-day educational conference,
workshops, an exhibitor booth at industry shows, a newsletter (published 6
times/yr), web site and book sales (approx. ‘02 gross over $30,000). A typical
week would have the “office” open three days with longer hours through Janu-
ary, February and November. The Executive Director has in the past carried out
most of the administrative operations. New innovative ways of carrying out
these functions are encouraged. The office, including parttime clerical assis-
tance, operates currently on approx. $22,000 per year plus traveling expenses.

Reporting to a Board of Directors, the ED will display contagious enthusiasm,
have good diplomatic and communication skills, exhibit vision and leadership
skills, be a good organizer and be able to work well with a minimum of direc-
tion. The ED position is considered parttime; however, at certain times of the
year, full time attention is required. Some limited travel is involved. The position
would be ideal for someone recently retired from the “green industry.” The
incumbent will be expected to provide their own workspace, which may be
located at the candidate’s home or office. The office operates a budget ‘flow
through’ of approximately $400,000. An inventory of books and pamphlets
must be maintained. The Board will also consider alternate proposals for only
the administrative operations of the society, i.e. through partnerships with exist-
ing organizations or businesses, etc., and/or only the ‘ambassador’ Executive
Director functions. Any other proposals that include the above requirements will
be considered. Start date is August 2003.

Reply to: A. Fyfe, Allan Fyfe Equipment,
261 Bowes Rd, Concord, ON L4K 1H8

ONTARIO CHAPTER
INTERNATIONAL SOCIETY M. -

F: 905-669-9802, E: afyfe@allanfyfe.com  of ARBORICULTURE
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Odels and Ends

2003 STA Membership Fees

Thank-you to all members renewing
in 2003! Invoices for membership
fees will be mailed at the end of
March and are due on or before
May 1. Please take a moment to
verify your contact information as
it appears on the memo
accompanying your invoice. The
Membership Roster is compiled
from this information.

Quotes of the Month

The first day of spring is one thing,
and the first spring day is another.
The difference between them is
sometimes as great as a month.
Henry Van Dyke

An optimist is the human
personification of spring.
Susan J. Bissonette

Membership Plaques

Now available! Sports Turf Associa-
tion Display Membership Plaque in
executive engraved walnut. Just $50
plus S&H. Contact Lee Huether at the
STA office to order.

Summer 2003 Submissions

If you have something you'd like to
submit for the next issue, please for-
ward it to the STA office by April
25, 2003.

Editorial Content

Opinions expressed in arficles pub-
lished in Sports Turf Manager are
those of the author and not neces-
sarily those of the STA, unless other-
wise indicated.

Voice Your Opinion!

We appreciate all member feed-
back. To make this process easier,
we have a form on our website,
www.sporfsfurfassociation.com, un-
der the “newsletter” link called Feed-
back. Check it out!



(ommg Events

March 4,11 & 18

Guelph Turfgrass Institute

Pesticide Applicators Preparation
Course, Guelph, ON

Information: (519) 824-4120 x 2501

March 12-16

Canada Blooms

Toronto, ON

Information: (416) 447-8655
Web: www.canadablooms.com

March 18-20

Atlantic Turfgrass Research Foundation
Atlantic Turfgrass Conference & Trade
Show, Halifax, NS

Information: (902) 861-1922

Email: barbyorke@ns.sympatico.ca

March 26 & 27

Ontario Parks Association

47" Annual Educational Seminar
& Explorations Trade Show
Hamilton, ON

Information: (905) 524-3535

Web: www.opassoc.on.ca

CHECI( OUT WWW SPORTSTURFASSOCEATION COM FOR UPDATES...

April 27-May 2

Ontario Recreation Facilities
Association 48" Annual Professional
Development Program

Guelph, ON

Information: (416) 4267062

Web: www.orfa.com

Focus on OPA’s Annual Seminar

This year's program (March 26-27) offers
a diverse list of topics designed to provide
much needed professional development,
networking and information sharing to
support delegates in their work as they
continue “Protecting Tomorrow Today”"®
across the province of Ontario.

Educate, Tune Up Your Mind will offer
insightful and entertaining keynotes and
will update and animate delegates by
addressing issues such as ...

* Responding to Poor Air Quality

* Insects of Destruction

* Succession Planning

* Revisions to Ontario Cemeteries Act

* Managing Your Park Assets

® Water Conservation

* Floriade: The Ultimate Flower Show
e Solid Waste Diversion

¢ lllegal Dumping in Parks

* Plant Health Care Strategies

® Revisions to Playground Standards
* Smart Green Fleets

* What's Up With Turfgrasses

* Naturalization Projects

Also plan to attend Explorations 2003
Trade Show and view the products and
services showcased by companies and
organizations involved in parks, grounds
and recreation facilities.

To receive a program brochure, or to
obtain more information on these events,
please contact Ontario Parks Association.

GET ON THE LIST!

Contact the STA if you have an event
you'd like fo advertise in the next
issue of the Sports Turf Manager.

Red and grey clay
products designed for
baseball, cricket and tennis,
along with groundskeeping
tools and accessories.

MAR-CO CLAY PRODUCTS INC.

Tel. 519-684-7591 Fax: 519-684-7457
www.marcoclay.on.ca

Brian Rosenberg
Technical Sales Representative
Tel: 519-757-0077

Cell: 519-574-2013

Fax: 519-632-9376

E-mail: brosenberg @nu-gro.ca

Nu-Gro Professional

10 Craig Street

Brantford, ON N3R 7J1

Product Info Line: 1-800-268-2806

Box 304
Lindsay, ON K9V 4S3
1-800-661-4769
FAX (705) 878-9249

Doug MacMillan

® Lindsay, ON
PICIE;§E£,R@ .. | Cell: 705-878-6426

Larry White

PICKSEED Canada Inc. London, ON

Cell: 519-649-8777
Jason Lehman
Kingston, ON

Cell: 613-328-1628

.+ Turface MVP
* Turf & Tree Fertilizers
= Pest Control Products
* Grass Seed

Plant Products Co. Ltd.
Brampton, Ontario
905-793-7000 or 1-800-387-2449

Fax 905-793-9632 * plantprod.com
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gy Professionalism in the Workplace

Samos™ DR, LYNDA PINNINGTON LOOKS AT THE ROLES OF EMPLOYERS & EMPLOYEES

Perhaps the highest compliment we can give to an individual or to an organiza-
tion is to say that it is professional. But what does that mean? In the golf world,
one definition revolves around payment: professional golfers get paid, amateur
golfers do not. But that definition does not apply when talking about people
doing their jobs and organizations offering services to customers.

n this article, we are going to look at

this issue from two perspectives, from

that of the manager or owner, and

from the point of view of individual

employees. What does professional-
ism mean, and how do you convey a pro-
fessional image?

Management Perspective

If you manage a facility or operate a
business, how do you let the world know
that you are running a professional opera-
tion? Basically, managers have to do two
things: provide direction to staff and learn
to think like a customer. Let’s take a look
at these two requirements more closely.

Provide Direction

1. Set standards. What kind of service
would you like your customers to receive?
This is far too important a question to be
left up to individual employees to answer
in a variety of ways, yet that’s often what
managers do.

Managers sometimes expect their em-
ployees to know intuitively what
constitutes a professional approach to
work. How many times should the phone
ring before it is answered? How should
customers be greeted? What should you
do if the phone rings while you are help-
ing another customer? These are just a few
examples of the types of questions which
managers need to address in order to pro-
vide direction to their employees.

Have you ever heard a person say some-
thing like, “When you go there, don’t
speak to Mary, ask for Fred. He’s much
more helpful.” If it makes a difference to
whom you talk, that’s usually a sign that
the operation does not have consistent
service standards.

6 SPRING 2003 | Sports Turf Manager

General statements such as “be nice to
people” or “give great service” are a start
but it’s much more helpful to employees
to have specific direction and definitions
of what is expected of them and what the
public can expect when they deal with a
member of your staff.

2. Recognize and teach service skills.
The ability to maintain a consistently pro-
fessional and positive approach to work
is a special skill. Not everyone is good
with numbers or at writing reports. The
same is true of professionalism. It is not
easy to continue smiling or remain pleas-
ant through an entire day’s work. It’s not
easy to deal with difficult people (and
some of them are very difficult) and not
get upset. It requires very special skills to
turn an angry, complaining person into a
satisfied customer who will return with a
more positive attitude.

When placing employees in front line
positions, managers should look for peo-
ple who seem suited to customer service
work. And, most important, managers
should ensure that employees receive the
training they need to enable them to do
their jobs properly. Most managers would
never dream of hiring someone to operate
a piece of equipment without first mak-
ing sure that the person either knew how
to operate it or was given training. People
are frequently hired for front-line, cus-
tomer contact positions with no training
— just a vague expectation that somehow
they intuitively will know how to handle
every situation that occurs.

Organizations noted for their profes-
sionalism place a high value on employee
training, both during orientation and as an
ongoing practice. Everything from the

basics, such as positive communication
techniques and telephone skills, to more
complex issues such as diffusing customer
anger are important for staff to team.

3. Value your front-line staff. If custom-
ers are the most important part of any
operation, then the staff who work directly
with customers are also very important
people.

Ironically, it is usually the lowest paid,
lowest seniority, often part-time or sea-
sonal people who have the greatest
customer contact. Except in very small
businesses, the most senior people are usu-
ally the furthest removed from day-to-day
customer contact.

It is essential for managers to show their
front line staff how important they are to
the success of the organization. There are
many ways to recognize and reward posi-
tive attitudes and professional work and
to show people that you value what they
do. Management’s attitude toward em-
ployees translates directly into employees’
attitudes towards customers. Employees
must genuinely appreciate the importance
of making each interaction with custom-
ers a positive one and they must
understand the impact that their actions
have on the reputation of the organiza-
tion.

Think Like a Customer

If you want to be perceived positively
by the customer, it is essential to start
thinking like your customers. They often
see your operation from a very different
perspective. In general, customers tend to
evaluate six things. What does profession-
alism look like to your customers? Ask
yourself these questions.



a) Physical environment: what does
your operation look like? This includes
things like offices, buildings, trucks,
equipment, signage, grounds, parking —
just about every element of your physical
set-up. Do things look well maintained,
clean, organized, neat?

b) Interpersonal interaction: what is it
like dealing with your staff? Are they
pleasant, knowledgeable, positive? Do
they give the impression that they know
what they are doing and have been
trained?

¢) Information: how easy or difficult is
it to get information? How many differ-
ent people do you have to talk to get
answers? Are you ever told, “I don’t know,
that’s not my department™?

d) Systems, processes, procedures: how
easy or difficult is it to do business with
you? Do you reserve tee times? How long
do you wait to get a phone call returned?

Do you take debit? Do your brochures
look good and is everything spelled cor-
rectly?

e) Deliverables: what is the quality of
the product or service which you provide?
Does the field look good? Are the greens
in good shape?

f) Perceived value: for what it cost, what
is my impression of the overall value of
what I received?

Individual Perspective

What does it mean for an individual
employee to be “professional”? When
asked that question, most people give
these answers.

* Knowledgeable and competent: you
have to know what you are doing.

* Ethical: it is difficult to say someone
is professional if they are not honest.

* Confident: in addition to looking con-
fident, it is important to instill confidence
in others.

« High standards: professionals always
try to do the best possible job; “good
enough” is never good enough.

» Communicate: it’s not enough to be
knowledgeable, it is also important to be
able to explain things to the average per-
son without sounding condescending.

» Work under pressure: it’s one thing to
be knowledgeable and confident and posi-
tive on the good days, but can you do it
on the bad days? That is the essence of
professionalism. Too many people use the
fact that they’re having a bad day as an
excuse for less than professional behavior.

Projecting a Professional Image

How do you let the world know that
you are a professional and that they can
count on you? Here are some ideas.

1. Communication skills: According to
some research studies, over 90% of the
image we convey to others is conveyed
through body language and tone. Avoid
using body language and tone which could

M |
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We know what'’s important to you: job leads,
ready inventory, guaranteed pricing,
irrigation design and planning — and more

More Than 250 Branches Nationwide
In Canada

www.JohnDeereLandscapes.com

free time! When you join the John Deere
Landscapes Partners Program we can help
you achieve those goals. Stop by and get

Concord, 905-881-4794 Burlington, 905-639-7980 Tecumseh, 519-737-1921

acquainted — your local branch has all the
landscape, irrigation and nursery supplies
you need, plus a partner ready to help you.

Free Catalog: 800-347-4272
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be perceived as sarcastic or uncaring.
Some examples might include rolling your
eyes, frowning or scowling, shrugging
your shoulders as if you don’t care, sigh-
ing, using a tone of voice which could be
interpreted as condescending or impatient.
Remember to stand up straight (posture
counts!), smile, make eye contact, and
generally look like you are happy to be
doing the job you are doing and happy to
be serving the customers.

2. Use positive language: There is areal
art in learning to use positive words rather
than negative ones. Try to avoid as much
as possible using words such as can’t,
don’t, won't. They give the impression that
you are trying to dodge responsibility and
that you really are not interested in work-
ing with the person. Try to get into the
habit of using positive words instead. So,
instead of saying, I can’t answer that,”
try saying “What I can do for you is put
you in touch with Rob, he’ll be able to
answer that for you.” Or instead of say-
ing, “I don’t know, I'm new here” try
saying “Let me check on that and get right
back to you.”

3. Handle difficult situations in a com-
petent, professional manner: There will be
difficult days when things don’t go right
and people get upset. Knowing what to
do and say when people get upset is an
essential skill. This is a complex issue and
the best recommendation is to learn as
much as possible about how to handle
various situations. There are lots of
courses, books and videos available on the
subject — check out the library, local col-
lege, or your own organization’s training
programs. If none seem to be available,

ask your manager about having an in-
house course.

Here are some basic tips. The natural
human tendency when someone brings us
a problem is to become defensive. This is
absolutely the worse thing you can do.
Saying things like “It wasn’t me,” or “1
didn’t do it” just make people angrier.
Always focus immediately on the prob-
lem and what you are going to do about
it.

Don’t take it personally. The person is
not angry with you, they are angry with
the situation. You are the target, not the
cause. Saying something like, “Just hang
on a minute, you can’t yell at me like that”
is simply an invitation to turn things into
an argument between the two of you.
Again, focus on the problem not the per-
son.

Some people can complain and still
remain civil. Others can get downright
rude and start shouting and swearing. You
are not a punching bag and don’t have to
take abuse but it is never okay to start yell-
ing and swearing back. That is
unprofessional. Don’t get sucked into
playing the rude person’s game.

4. Maintain a professional focus in eve-
rything you do. Your professionalism is
measured not only by what you say but in
how you conduct yourself as you go about
your day’s work. Keep your office or work
area neat and tidy. Papers and tools spread
all over the place don’t create a very posi-
tive impression. If you have voice mail,
keep it up to date by changing your mes-
sage every day and returning calls
promptly. Treat everyone with whom you
come in contact with respect. Don’t fall
into the trap of “sizing” people up and

deciding what service they deserve. True
professionals do their very best for every
situation and every person with whom they
come in contact. Finally, honour commit-
ments. If you say you will do something,
then do it.

5. Project a professional appearance
and demeanour. This includes using ap-
propriate language (no swearing, avoid
slang) and body language (watch your
posture). Grooming and personal appear-
ance are important as well: hair combed,
clothes clean and neat. If you are given a
uniform to wear, then make sure it is kept
in good condition. If you can wear your
own clothes to work, the general rule of
thumb is this: if you want to be taken seri-
ously and respected, then look like you
deserve to be. Golf course dress codes are
great guidelines for what looks profes-
sional: shirts with collars, real shoes (not
sandals), no cut-offs, no slogans on shirts,
hats on straight, etc.

Professionalism has nothing to do with
academic credentials, years of experience
or job title and function. It is the way in
which you conduct yourself and your ap-
proach to the work you do. Whether you
are a business owner, a facility manager,
a full time employee or a seasonal em-
ployee hired for the summer, you can let
the world know you and your operation
are professional. 4

About the author. Lynda Pinnington is a partner
of Pinnington Training & Development, a Cam-
bridge, Ontario based firm which specializes in
the design and delivery of skil-based develop-
ment programs for business, indusiry and publicly
funded organizations. She is a highly regarded
facilitator and conference speaker.

Since 1956

Make the Switch
to Quality

Quality Seeds for Sod Growers,

Quality Seeds ¥ Golf Courses, Sports Facilities,
Municipalities & Landscape Contractors
8400 Huntington Rd.
R.R. 1, Woodbridge, ON www.qualityseeds.ca
1-877-856-7333 Peter Coon, Cell: 705-715-3760
or 905-856-7333 District Sales Manager

John Konecny, Cell: 905-342-7044
District Sales Manager

/4

Box 171

Harriston, Ontario
NOG 1Z0

Phone (519) 338-3840
Fax (519) 338-2510

Edward J. Seifried
J. Robert Dippel
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gy Cover Story Continued... The Role of Silica in Controlling Turf Diseases

Golf Turf is Unique

Fortunately, plants have the ability to
defend themselves against harmful fungi.
They are, in fact, usually extremely good
at preventing fungal colonization. Among
others, their defense arsenal includes
thickened cell walls and the production
of compounds that are toxic to harmful
fungi. These means are usually highly
efficient. However, golf turf, already
highly stressed, is particularly vulnerable
and therefore less efficient at preventing
fungal infestation.

One avenue of research that is worth
exploring is developing and improving the
natural defenses of turf grasses. It would
also be interesting to look into increasing
the speed with which the plants deploy
their defense arsenal and into improving
the intensity of their defense response to
aggressions. Over the last few years, vari-
ous research teams have noted that adding
silica to the mineral nutrition of certain
plants decreases the incidence of several
fungal diseases.

What is Silica?

Silica is a mineral element, much like
carbon, nitrogen, and calcium. It is an el-
ement that is found in great quantities on
the surface of our planet and is, in fact,
the second most abundant element after
oxygen. Concrete, sand and glass are
silica polymers. But silica is insoluble and
therefore cannot be absorbed by plant root
systems. It is therefore important to add

it in a soluble form so plants can absorb
it. Since silica is not considered an ele-
ment that is essential to plant nutrition, it
is generally omitted from current fertili-
zation programs. With more and more
observations that silica has the potential
to decrease the frequency of disease in
several types of culture, it would seem
worthwhile to include silica in regular
plant fertilization situations.

For example, European growers of
greenhouse cucumbers and roses who ap-
ply daily doses of silica report a decrease
in mildew (Sphaerotheca sp.), a foliar fun-
gal disease common in greenhouse

Researching Silica in Turf Culture

The goal of this research project, lead
by Laval University in collaboration with
the University of Guelph, is, in the first
phase, to verify that silica actually is ab-
sorbed and translocated by turf grasses.
The second phase attempts to determine
the effect of silica on fungal turf diseases
both in greenhouse experiments and in
field tests, more precisely on golf course
greens and fairways. Finally, the research
should help make it possible to improve
the knowledge of turf defense mechanisms
and to understand the effects of silica on
plant defense systems.

Since silica is not considered an element that is essential
to plant nutrition, it is generally omitted from current

fertilization programs.

production. Other beneficial effects have
also been observed in the culture of cer-
tain other types of grass. Rice producers
in the southern United States, for exam-
ple, use silica as an amendment and are
able to reduce the appearance of several
diseases that decrease their harvest such
as rice blast disease (Pyricularia oryzae).
Other than disease resistance, leaves of
plants fertilized with silica stand more
upright, which improves light absorption
and thus increases yields. Also silica ac-
cumulates in cell walls, allowing a general
strengthening of plant tissues and, there-
fore, of the entire plant.

The grass chosen for the project was
bentgrass (Agrostis palustris), the species
most commonly used in golf greens. The
first phase consisted of verifying that
bentgrass does absorb silica. To begin
with, plants were sown in University of
Guelph greenhouses. After a week of
growth, half the plants were given a lig-
uid fertilizer without silica while the other
half received a liquid fertilizer with silica.
The plants were fertilized three times a
week.

The results obtained were conclusive.
The plants receiving fertilizer enriched in
silica contain a very large amount of that
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Top: Tests are presently underway in
experimental plots on the greens and
fairways of two golf clubs in the Guelph
region. Above: Experimental plot at the
Guelph Turfgrass Institute of the University
of Guelph. Photos by Tremblay.

element in their aerial parts compared to
plants not receiving silica.

The goal of the second phase of the
experiment, on which the research team
is presently working, is to determine
whether the absorbed silica has an effect
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on the incidence of fungal diseases such
as dollar spot, caused by Sclerotinia
homoeocarpa, and pythium blight
(Pythium sp.). The results obtained up to
now indicate that the addition of silica to
turf fertilization delays the appearance of
symptoms and, in some cases, decreases
the incident of disease. Tests are presently
underway in experimental plots at the
University of Guelph and on the greens
and fairways of two golf clubs in the
Guelph region (Guelph Lake Golf and
Country Club and Victoria Park Golf
Course) in order to confirm the results

obtained under controlled conditions.

The last phase of this experiment con-
sists of studying how silica acts in turf
disease resistance. The interest in the role
of silica in decreasing the incidence of
disease is recent. The first hypotheses con-
sidered that the strengthening of plant cell
walls (limiting the penetration of the
pathogen) was the only role silica played.
However, over the last few years, another
role is coming to light. Studies carried out
at Laval University by the team of Dr. Ri-
chard Bélanger suggest an entirely
different means of action: it appears silica
stimulates the plant’s own defense mecha-
nisms and thus make it more capable of
defending itself against the aggressions of
pathogenic fungi.

When attacked by a pathogen, the re-
sponse of plant cells seems to be far
superior when they have undergone pre-
vious treatments with silica. It is these
defense strategies that still have to be iden-
tified and quantified in order to better
understand the inductive role of silica in
plants. Similar studies have been carried
out on cucumbers, but so far no other study
has been done on turf grasses and silica.
This research project is therefore innova-
tive and should help point out the defense
compounds of bentgrass during attacks by
pathogens as well as verify the effect of
silica on the production of these com-
pounds.

When Will Results be Available?
Complete results should be known by
next summer. Other than their contribu-
tion to the advancement of scientific
knowledge, the results could provide an
interesting tool to golf course superintend-
ents. Eventually silica might well be
integrated into turf maintenance programs
as a means of reducing the use of pesti-

cides, notably fungicides. ¢

— Volume 24 (6), Québec Vert,
September 2002
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