
Oscar Miles, CGCS, overlooks the 6th hole at the Merit Club, Libertyville, Illinois. 

PennLinks Greens. Penneagle Fairways. Penncross Tees. 
The 'Penn Pals' Are Picture Perfect At The Merit Club. 

Superintendent Oscar Miles, 
with Club President Ed Oldfield's 
affirmation, specified all the grass-
ing of this Robert M. Lohmann 
designed club. With a clean 
canvas and open palette, Oscar 
began with PennLinks greens, 
Penneagle fairways and Penncross 
tees, framing them with bluegrass/ 
fine fescue/wildflower and 
prairiegrass roughs. You couldn't 
paint a more attractive picture. 

Oscar chose PennLinks greens 
for its rapid establishment, 
marvelous root system, a crown 
and stolons that take topdressing, 
upright, grainless qualities and 
good, consistent color... the best 
putting surface available. 

He selected Penncross for tees 
because they recover from divot 
scars more quickly. 

And the Penneagle fairways? 
Oscar chose Penneagle for its 
upright growth, reduced thatch 
development, low nitrogen 
requirement and good drought 
and dollar spot resistance. He 
seeded at 80 lbs. per acre for 
immediate turf development and 

Tee-2-Green Corp. 
Post Office Box 250 
Hubbard, OR 97032 
800-547-0255 
503-651-2130 
FAX 503-651-2351 

erosion control. The fairways 
were playable in 8 weeks. Oscar's 
crew usually mows fairways in 
the evening and leaves the 
clippings; recycling nutrients 
while reducing removal and 
fertilizer costs. 

Oscar articulates it best: "The 
unique coloring of the 'Penn Pals' 
contrasts beautifully with the 
grassing around them, defining 
the target areas. And with the 
dew on the bents early in the 
morning, they're a marvelous 
work of art." 



A S WE SEE IT 
RON HALL, SENIOR EDITOR 

Is the struggle for 2,4-D 
finally nearing a climax? 

is a proud member of these 
green industry professional 
organizations: 

A M J t 
Associated Landscape Contractors of America, 
12200 Sunrise Valley Dr., Suite 150, Reston, 
VA; (703) 620-6363. 

American Sod Producers Association, 1855-A 
Hicks Rd.. Rolling Meadows. IL 60008; (708) 
705-9898. 

Golf Course Superintendents Association of 
America, 1421 Research Park Dr., Lawrence, 
KS 66049-3859; (913) 841-2240. 

International Society of Arboriculture, P.O. 
Box 908, Urbana, IL 61801; (217) 328-2032. 

International Turfgrass Society, Crop & Soil 
Environmental Sciences, VPI-SU, Blacksburg, 
VA 24061-0403; (703) 231-9796. 

National Arborist Association, The Meeting 
Place Mall. P.O. Box 1094, Amherst. NH 
03031-1094; (603) 673-3311. 

National Golf Foundation, 1150 South U.S. 
Highway One, Jupiter, FL 33477; (407) 744-
6006. 

Ohio Turfgrass Foundation, 2021 Coffey Rd., 
Columbus. OH 43210; (614) 292-2601. 

PgMS 
Professional Grounds Management Society, 
10402 Ridgland Rd., Suite 4, Hunt Valley, MD 
21030; (301) 667-1833. 

Professional Lawn Care Association of 
America, 1000 Johnson Ferry Rd., NE, Suite C-
135, Marietta. GA 30068-2112; (404) 977-5222. 

Responsible Industry for a Sound 
Environment, 1155 15th St. NW. Washington. 
D.C. 20005; (202) 296-6085. 

T u i f i O l I i M 
Manager's Association 

Sports Turf Managers Association, 401 N. 
Michigan Ave., Chicago, IL 60611-4267; (312) 
644-6610. 

Turf and Ornamental Communicators 
Association, 8400 Normandale Lake Blvd., 
Suite 500, Bloomington, MN 55437; (612) 832-
5000. 

Now, almost 12 years after the initial 
data call-in for the popular herbicide 2,4-
dichlorophenoxyacetic acid (2,4-D), a 
frightening prospect looms for all of us. 

That prospect is that we'll lose, one by 
one, chemical compounds that contribute 
to the well-being and happiness of just 
about everyone in the United States. 

We'll lose these compounds not 
because anybody can conclusively prove 
that their proper use poses any real health 
risk to any of us. But because of the astro-
nomical expense of proving—over and 
over again—that they don't pose any risk. 

We'll lose them for a very wrong rea-
son: money. 

That's why the battle over 2,4-D has 
been so protracted. Industry has been will-
ing to put up the money to prove that the 
compound deserves to remain on the mar-
ket. Otherwise, 2,4-D would have been 
long gone. You can bet on that. 

Sales of 2,4-D are substantial, so sub-
stantial that manufacturers and suppliers 
feel they can afford to defend it. The com-
pound, available since 1948, is the most 
widely used herbicide in the world. 

The Industry Task Force on 2,4-D 
Research Data, now known as Task Force 
I, spent $4 million to develop data 
required by the U.S. EPA's 1981 data call-
in on the acid form of the compound. 
Originally there were 13 manufacturers or 
formulators in that group. 

In 1988 when the EPA issued a data 
call-in on the acid, ester and amine salt 
forms, Task Force II—now only six mem-
bers strong—figured to shell out an addi-
tional $10 million. 

Today, the remaining four members on 
the 2,4-D Task Force expect to spend $21 
to $22 million (over the $4 million spent 
by Task Force One) defending the herbi-
cide and meeting EPA's study require-
ments. Even, so the herbicide's survival is 
hardly assured. 

Obviously, o ther compounds with 

much smaller uses will never survive the 
reregistration process, with or without 
challenges to their safe use. 

The next step in the 2,4-D saga: the 
U.S. Environmental Protection Agency 
says it will convene a review panel in 1993 
to consider several National Cancer 
Institute (NCI) farm worker studies that 
suggest a link between herbicide use and a 
rare form of cancer, non-Hodgkins lym-
phoma. The results of these epidemiologi-
cal studies have come under increasing 
skepticism as newer studies raise serious 
questions about the validity and reliability 
of the methodology used in the NCI work. 

Indeed, 2,4-D is being scrutinized from 
every possible angle. 

There have been over 800 major 2,4-D 
studies published the past four years, and 
the number of epidemiological studies 
pertinent to 2,4-D now exceeds 90. 

Obviously, the EPA review panel, to get 
a complete health risk picture of 2,4-D, 
must review all pertinent data and not just 
the suspect NCI studies. 

Meanwhile, 2,4-D's defenders, in yet 
another compromise with the EPA, recent-
ly agreed to fund a $1 million 2,4-D user 
education effort. 

The EPA, like the proverbial butcher 
with his thumb on the scale, has tipped 
the balance away from the benefits side of 
the risk/benefit equation. 

That's scary enough, but the enor-
mously expensive, repetitive and unneces-
sary research studies required for reregis-
tration will likely spell the doom of many 
less-used chemical products. 
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AGRA TURF 
SEARCY, AR 
501/268-7036 
AG. RESOURCES, INC. 
BRANDON, FL 
813/684-3306 

AGRI TURF 
HATFIELD, MA 
413/247-5687 
BENHAM CHEMICAL 
FARMINGTON HILLS, MI 
313/474-7474 

CANNON TURF 
INDIANAPOLIS, IN 
317/845-1987 
E.H. GRIFFITH, INC. 
PITTSBURGH, PA 
412-271-3365 

ESTES CHEMICAL 
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LEA'S GREEN MEADOWS 
TEMPLE HILLS, MD 
301/899-3535 

THE MOST 
CONSISTENT CRABGRASS 

PREEMERGENCE HERBICIDE 
IN THE INDUSTRY TODAY. 



Solve one of the greatest causes of customer complaints 
and lost business with a spring treatment of Barricadê  WG. 
It's the only preemergence herbicide that consistently fights 
crabgrass, spurge, foxtail, goose grass and other weeds 
through the entire season-even in long-growing southern 
climates. With its launch this season, Barricade was success-
fully proven on over 45,000 acres. 

Its low solubility binds it in the soil right at the point 
where weeds germinate. It stays where you apply it and lasts 

just as long as needed. That's why you can overseed in 
the fall with confidence. Barricade's performance reduces 
costly re-treat expenses including labor, materials and lost 
management time. Plus, handy water soluble packs make 
Barricade easy to use and applicator-friendly. 

Keep more customers and keep customers more satisfied 
with Barricade. Call your selected distributor today and ask 
about their Barricade Performance Assurance Plan. And 
make next year more profitable. 
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LEBANON TURF PRODUCTS 
LEBANON, PA 
717/273-1687 

PENAGRO TURF & ORN. PRODUCTS 
BOONE, NC 
704/264-6045 

PROFESSIONAL TURF SPECIALTIES 
CHAMPAIGN, IL 
217/352-0591 

REGAL CHEMICAL COMPANY 
ALPHARETTA, GA 
404/475-4837 

TURF INDUSTRIES, INC. 
HOUSTON, TX 
713/952-4488 

TURF PRODUCTS LTD., INC. 
CHICAGO, IL 
708/668-5537 

TURF SUPPLY WILBUR ELLIS 
EAGAN, MN KENT, WA 
612/454-3106 206/351-6591 

VIGORO INDUSTRIES 
WINTERHAVEN, FL 
813/293-3147 
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8 Re-making problem holes: 
Is it worth the risk? 
Whether it's a re-design or re-construction or just 
plain tinkering, golf course superintendents feel 
that—at the very least—some of it is their responsi-
bility. 
Jerry Roche 

15 LM Reports: Utility vehicles 
The winners in the battle for multi-purpose vehicle 
supremacy are those with 'go-anywhere, do-any-
thing' designs. 
Terry Mclver 

18 Selling used equipment 
Put a hold on your planned trip to the local scrap 
heap. Better fates await your old equipment, accord-
ing to landscapers the country over. 
Jim Guyette 

22 Building a retaining wall 
New stone and concrete products and a growing body 
of how-to info broaden client interest in retaining 
walls. 
Ron Hall 

24 Growing up, not out 
For landscapers and lawn care businesses, mastery of 
the fundamentals (primary service) produces some of 
the greatest accomplishments. 
Ed Wandtke 

26 Trees as promos 
Using those trees you love and care for, to gain some 
public attention for your business. 
Jim Guyette 
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32 NTEP results in 
Seville St. Augustinegrass and Hubbard 87 and 
Shenandoah turf-type tall fescues have outranked all 
other commercially-available cultivars in the most 
recent tests released by the National Turfgrass 
Evaluation Program at Beltsville, Md. 

40 Low-water-use zones 
If you can group plants by water requirements at the 
design stage of a landscape, you'll end up saving 
clients water. 

l ï l i l H l l W T T • 
Handling heavy rain 
Extremely wet weather means that superintendents 
have to go that extra mile to provide playable con-
ditions. Bill Black tells how he handled last sum-
mer's deluge at the prestigious Congressional 
Country Club. 
Jerry Roche 

A 'course of a different texture' 
'Zoysia...a good grass for both high and low handicap-
pers...has a kind of bounce to it,' says Dick Stuntz, 
superintendent at Alvamar Country Club, long recog-
nized as one of the nation's outstanding courses. 
Jerry Roche 



48 'The Dangerfield Syndrome' 
Despite a large spectrum of management duties, golf course superinten-
dents don't get the respect they should. 
Arthur Jamison 

50 Meeting the media 
Photos in your local newspaper, commentary by hometown radio person-
alities, and TV sports coverage can attract area golfers to your course. 
Steve Trusty, Bob Tracinski 

54 World Cup grass indoors 
Four first-round games at Pontiac Silverdome in 1994 will showcase the 
efforts of researchers at Michigan State University to millions of viewers. 
Ron Hall 

56 Rep. Stenholm: Don't call 'em crazy 
U.S. Rep Charles Stenholm (D-Texas) says it's high time that pesticide-
using industries and their critics, the so-called environmentalists, 
rediscover the seemingly lost art of give and take. 
Ron Hall 
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Youre afirm believer that rough 
should be its name\ not its condition,. 



/ IclpingYou Put Quality Into Play. 
Circle No. 141 on Reader Inquiry Card 

R oughs can be beautiful. 

And playable. If you've got 

the time. Toro's 

Groundsmaster®455-D 

cuts that time in half. 

_ • , , r- Groundsmaster* 455-D. 
Because i ts the tirst Extreme maneuver-

ability means increased 
productkity with superb 

rotary mower designed quality of cut 

specifically for golf course roughs. 

Extremely maneuverable, it gives you a 

consistently superb quality of cut at higher 

heights. Even around trees, bunkers and 

other obstacles. Tha t means you have more 

time to spend on other areas of your course. 

It's one more way Toro has worked with golf 

course superintendents 

for well over half a 

century. To provide 

you with all the 

precision engineered Groundsmaster" 580-D. 
16' cutting width 

plus great moves. Also 
available: compact, nimble 

Groundsmaster 223-D. tools yOU need. 

Especially when the going gets rough. 
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Re-making problem holes: 
Is it worth the risk? 

Whether it's a re-design or re-construction 
or just plain tinkering, superintendents 
feel that—at the very least—some of it is 
their responsibility. 

• You—the golf course superintendent—have a problem hole. It 
may be a bunker that won't hold sand, or one that holds too 
much water. It may be a tee that is often pummelled with balls 
from an adjacent green. It may be a green that is infested with 
weedy grasses. 

Whatever the problem, you have to make a decision: try to 
change the hole by yourself, with existing staff; hire additional 
staff; or hire specialists like a golf course architect and/or land-
scape construction company. 

The temptation is to try and do it yourself, if the project isn't 
an overly large one. 

"Every golf course superintendent feels (some re-design) is in 
his realm of responsibility," says Mark Jarrell of Palm Beach 
National Golf & Country Club in Lake Worth, Fla. 

Architects sometimes disagree with that concept. Like Dr. 
Mike Hurdzan of Hurdzan Golf Course Design in Columbus, 
Ohio. 

Taking a risk—"Does the superintendent want to put himself 
in the middle of the politics of his club?" Hurdzan asks. "I feel 
that if 51 percent of the people like the job, I've done it well. If I 
were a superintendent, I would not want to take that risk. 

"Rarely have I seen a superintendent who can maintain his 
course to golfers' expectations while doing significant golf course 
re-construction." (The key word in that statement:"significant.") 

Tim Nugent, vice president of Dick Nugent Associates in Long 
Grove, 111., believes the answers to problem holes must be solved 
in the best, cheapest, least disruptive manner. 

"Usually, the superintendent is up to his eyeballs trying to 
maintain the course," Nugent says. "What it boils down to is this: 
Is it something you think you can deal with? And you have to 
remember that golf course architects deal with these kinds of 
problems every day." 

Answer these—When addressing design concerns, Hurdzan 
believes the following questions must be answered first: 

1) Is it worth the risk? What if problems arise that prevent 
National Golf Club, Naples, Fla. Drawing by Mark Hardy, 
Hurdzan Golf Course Design. 
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101 118 135 152 169 186 203 220 237 254 271 288 305 322 
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