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Quality Turf-Seed

varieties developed
YOUR and produced for

turf professionals.

Species Variety
Improved Challenger

turf-type Columbia
Kentucky Midnight
Bluegrass Galaxy blend
Imp. Common Ky. Voyager
Improved Birdie II
turf-type Charger
perennial Citation II
ryegrass Manhattan II
Omega Il
Remington
Saturn
Alliance blend
CBS Il blend
Improved Aurora
hard fescue
Improved Shadow
Chewings fescue
Improved Bighorn
Sheeps fescue
Improved Flyer
creeping fescue Fortress
Shademaster
Improved Apache
tall fescue Bonanza
Eldorado
Monarch
Murietta
Olympic
Silverado
Triathalawn blend
Improved Penncross
creeping Penneagle
bentgrass PennLinks
Creeping Pennway
bentgrass blend

TURFSEED
PO Box 250, Hubbard, OR 97032
503/981-9571 FAX 503/981-5626

1-800-241-6910
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EDITOR’S FOCUS

RECENT YEARS HAVE NOT BEEN
all that kind to the turfseed market.

In 1986, bluegrass crops, both pro-
prietary and common, turned in disap-
pointing performances. Excessive heat
and seedheads which didn't fill in were
blamed for low yields.

In 1987, wet weather on the West Coast
and drought stress on some non-irrigated
areas affected a number of crops resulting
in delays in harvesting and cleaning
schedules.

If that wasn’t enough, hopeful seed pro-
ducers and growers were next hit with the
Drought of 1988. Drought conditions
were blamed for devastating Kentucky 31
tall fescue crops in Missouri and subse-
quent shortages in other crops.

Turf-type tall fescues, in particular,

Supplies are reported to be at least 15
percent below 1988 levels, but some ex-
perts are reporting quantities to be as much
as 30 percent below last year’s yields.

While the turf-types have been gaining
in popularity every year, supplies have
never met the tremendous demand. Com-
pounding the problem, growers are be-
coming reluctant to plant the improved
varieties because of the expense and re-
cent poor to average yields.

While other varieties, proprietary blue-
grasses and perennial ryegrasses in'par-
ticular, continue to produce at least aver-
age yields, the industry needs to find
a way 1o increase the turf-type tall fescue
yields. With what appears to be limited
new acreage left in Oregon’s Willamette
Valley, seed producers must find a way

were fighting to meet strong demand And just when the industry was looking to provide ample supplies of the turf-
caused by several years of insufficient for a relatively calm harvest, a harsh types to keep the seed industry moving
supply aggravated by the call for turf- Oregon winter is said to be responsible forward.

types as a substitute for Kentucky 31 and for damaging this year’s supply of turf- For more on this year’s turfseed har-

other low yielding crops. type tall fescues.

vest, turn to page 38. — Cindy Code. ®

ON SALE NOW AT
PARTICIPATING TECUMSEH

AUTHORIZED SERVICE DEALERS

DTLI ARACEDIMNAAL
)_J“Ul'l 1N AIVIENIVAIN

SPECIAL REPLACEMENT ENGINES

FOR RIDING MOWERS AND LAWN TRACTORS
MODEL 8107008 T

10 H.P.

Oll Pump Lubrication
Electronic Ignition

Cast Iron Cylinder Sleeve

$37555

& FACTORY FREIGHT

SEE YOUR LISTED
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TECUMSEH PAGES UNDER

"ENGINES, GASOLINE"

AUTHORIZED IN YOUR
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DEALER TEcumsEW DIRECTORY

TECUMSEH PRODUCTS
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Fine Lawn Research proves...
not all Turf-Type
Tall Fescues
are created equal.

Fnelawn

TURF TYPE TALL FESCUE

When you want a tall fescue turf that you can be proud of, Finelawn 1
Turf-Type Tall Fescue is the one.

Its bountiful green color and attractive narrow tapering leaves are
quick to green up in the spring and maintain density throughout the
summer and into the fall. Plus, Finelawn 1 has demonstrated superior

tolerance to heat, drought, and
some of the nastiest turf diseases.

Thoroughly tested beauty,
quality and performance, yet
economical —Finelawn 1 is the
choice when you demand the
best in home and professional
turfgrass!

dhaononon
goobooua

\L...1%

o

For additional information,
See your distributor or dealer, or
Write to Fine Lawn Research, Inc.

Another quality product from... : /__ PO.Box 290, Madison, GA 30650
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RANSOMES ACQUIRES CUSHMAN
GROUP FOR $150 MILLION CASH

IN ITS THIRD MAJOR ACQUISITION
of the year, Ransomes acquired the
Cushman group from Outboard Marine
Corp. Aug. 29 for $150 million cash.

At this point, the sale is considered a
“definitive agreement to buy” the com-
pany, and will most likely be finalized at
the end of this month when federal an-
titrust requirements are met. The sale in-
cludes Cushman industrial vehicles, Ryan
turf maintenance products and Brouwer
sod harvesting and turf maintenance
products.

The Cushman acquisition, along with
its two other major purchases of the year,
are expected to generate $300 million in
sales next year. Ransomes and its parent
company, Ransomes PLC of Ipswich,
England, reported $170 million in sales
last year.

Other recent acquistions by Ransomes
include the Salsco turf maintenance pro-
duct line (see story below) and West-
vood, the largest garden tractor company

England. All three acquisitions came

within a three-week period.

The Outboard Marine Corp. had an-
nounced its intention to sell the com-
panies after third quarter earnings were
about 50 percent below the same quarter
in 1988, when the company reported net
earnings of $23.3 million. The company
is considered a leading manufacturer of
marine products and services.

Lawn-Boy, another subsidiary of Out-
board Marine, is also up for sale, but was
not acquired by Ransomes.

“We're obviously excited. The Cush-
man, Ryan, Brouwer names will add to
Ransomes,” said Helmut Adams, presi-
dent of Ransomes Inc. “The group offers
a lot more credibility in the turf market.
It offers us all an opportunity to add
various market niches with a lot more
clout. Cushman will continue to operate
independently. We'll all share in the in-
telligence and strength generated
together.”

Cushman President Stuart Rafos said
four companies expressed interest in ac-
quiring the company, but only two —
Ransomes and The Toro Co. — seriously
pursued Cushman.

“That contest went down to the wire,
but Ransomes prevailed when apparently
Toro made a few last minute mistakes,”
Rafos said. “It came down to a financial
consideration at the final hour. Ransomes
prevailed by a small amount.”

“We did everything we could to make it
happen,” Adams said. “Ransomes felt it
was a rare opportunity and tried to take
advantage of it.”

The sale is also expected to accelerate
Cushman’s growth plan, according to
Rafos who will remain president of
Cushman. He estimated that projected in-
creases in both international and domestic
sales will double Cushman’s current $100
million annual sales in the near future. To
meet this sales volume, a substantial in-
crease in Cushman’s plant facilities is
planned.

“At this stage of the game it’s nice to
belong to a company that is in the same
business. Outboard Marine was suppor-
tive, but it’s comforting to know we have
a parent company who knows his child
best,” said Gerry Brouwer, former presi-
dent of Brouwer. “Our overall concentra-
tion will remain on turf equipment.

RANSOMES BUYS RENOVATION LINE FROM SALSCO

RANSOMES INC., JOHN-
son Creek, Wis., recently ac-
quired a complete line of lawn
maintenance equipment from
Salsco Inc., Cheshire, Conn.
The sale price was not dis-
closed.

The sale sends a variety of
products including five aerators,
three slicer seeders, three
spreaders and seven loadervac
truck loaders to Ransomes, a
major manufacturer of rotary
and reel mowers.

The acquisition doesn’t in-
clude the Salsco name, manu-
facturing facilities or the com-
pany’s other assets. The sale was
completed Aug. 7.

Salsco will continue to pro-
duce the equipment at its own
manufacturing plant until Ran-
somes.is able to integrate the
new products into its manufac-
turing and distribution system,
according to Scott West, Ran-
somes marketing manager.

“It’s necessary to keep the  like Ransomes to give our pro-
products flowing. We'll bring  ducts the growth and attention
(the products) in graduallyand ~  they need. Ransomes is an ex-
integrate them into our system  cellent company and our pro-
as quickly as possible,” West  ducts will be a good fit for their
said. “The products will com-  distribution system.”
plement our landscape line and Ransomes has more than 35
broaden our scope of products  distributors in the United States,
to meet the needs of land-  aswellasastrong overseasdis-
scapers.” tribution system headed by Ran-

The new products will be somes parent company, Ran-
knownasthe “RansomesReno-  somes, Simms & Jeffries, bas-
vation Line.” ed in England. The company is

Salvatore Rizzo, presidentof ~  celebrating its 200th birthday
Salsco, said he anticipates this year.
manufacturing products for With Salsco’s name intact and
Ransomes for atleastayear. As 32 full-time employees, a new
aresulthe’shad toincrease his  product line for the lawn main-
staffto coverthe influx of busi-  tenance industry remainsa pos-
ness. sibility.

Rizzo, who started his busi- Nearly two years ago, Ran-
nessin 19 andenteredthelawn  somes acquired the turf-related
maintenance market in 1983, assets of The Steiner Corp.,
said he sold his equipmentline ~ Orrville, Ohio. A four-wheel
for the benefit of the products. drive tractor and various mow-

*“Success was our handicap,” ing attachments were obtained

he said. *“We needed acompany

by Ransomes in the sale.

While we’re considered strong
in the turf product segment,
we're less strong in turf
maintenance and turf care
which is Ransomes forte.”

Brouwer retired from the
company at the beginning of
September after his three-year
contract with Outboard
Marine Corp. ended. Brouwer
started the company in 1972
and sold it to Outboard
Marine in 1986. Plant
Manager Wally Stuart took
over as general manager.

Brouwer’s product line in-
cludes sod harvesters, fork
lifts, a fairway model reel
mower and a small sod cutter.

Brouwer wouldn’t release
the company’s sales figures,
but said its highest percentage
of sales is in the United
States, followed by Canada
and overseas. The company
doubled its plant facilities last
year to meet projected increas-
ed sales.

Ransomes will maintain
manufacturing facilities in
Johnson Creek, Wis., and

(continued on page 8)



PROFESSIONAL LAWN CARE ASSOCIATION
OF AMERICA SPECIAL 10TH ANNIVERSARY
CONFERENCE & SHOW NOVEMBER 6-9, 1989

NEW DIRECTIONS!
NEW OPPORTUNITIES!
WHAT TO EXPECT

IN THE 90s

Don’t let the future be a gamble! Plan for your company’s growth
into the next decade by being part of THE EVENT of the lawn care
season: the 10th Anniversary Conference and Show of the Profes-
sional Lawn Care Association of America. Bet on a sure winner —
PLCAA/Las Vegas 89! — four unforgettable days in the enter-
tainment capital of the world. Non-stop excitement, education, cele-
bration and jubilation await you November 6-9!

I—YES! I"M INTERESTED IN PLCAA/LAS VEGAS '89!
SEND ME MORE INFORMATION ON:

—] REGISTRATION ;] EXHIBITING :’ MEMBERSHIP IN PLCAA

NAME

TELEPHONE

CLIP AND MAIL TO

Professional Lawn Care Association of America, Suite C135
1000 Johnson Ferry Rd NE, Marietta, GA 30068-2112 DI
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e CELEBRATE! PLCAA’s Conference and Show is always the
lawn care industry’s event of the year, but PLCAA/Las Vegas 89
will be something special — the official 10th Anniversary celebra-
tion of the founding of the Professional Lawn Care Association of
America. You won't want to miss the exciting 4-day round of special
events planned to mark this milestone in lawn care history.

e EDUCATE! Three tracks of education will help you “Plan
Your Business” into the ‘90’s, with discussions of employment,
water, finances, government regulations, and pesticide safety. Ample
opportunities will allow for informal information exchange among
colleagues.

e EVALUATE! Thelatestinlawn care products and technology
await your inspection. Over 160 manufacturers, suppliers and dis-
tributors will be on hand, eager to answer your questions and dem-
onstrate the tools you need to keep a competitive edge.

Each morning of the Conference and Show we will presenta New
Product Expo. Learn what will be state-of-the-art in the 1990s and
how your business can profit from new technology and new chem-
1stry.

o PARTICIPATE! This 10 year celebration of lawn care comes
around only once, so don’t miss it! Don’t wait to hear about it from
your friends, be there to experience for yourself what all the excite-
ment is about. Experience Las Vegas, spectacular showplace of
America where the Stars come out to play every night.

Watch your mail in early sum-
mer for registration information,
or call PLCAA for information 1-
800-458-3466, and mark your
calendar for a trip to Las Vegas!

Symbol of Good Practice
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Orrville, Ohio, while Cushman will keep
manufacturing facilities in Lincoln, Neb.,
and Edgewater, Fla. Brouwer will con-
tinue to manufacture its product line in
Keswick, Ontario, Canada.

Although the Cushman and Salsco pro-
duct lines bring some competing products
to Ransomes, Adams doesn’t expect a
conflict to occur.

“*Some of the Salsco line does compete
with Ryan, but we don't plan on making
any changes,” he said.

In 1988, Ransomes acquired The
Steiner Corp., Orrville, Ohio, and Granja
and BTS Green, two consumer mowing
manufacturers in France and Italy
respectively.

PLCAA, ALCA, PGMS MERGE
NATIONAL TRADE SHOWS

Three green industry professional associa-
tions have agreed to merge their two na-
tional trade shows into one beginning
November 1990.

The Professional Lawn Care Associa-

Capyr ight Laww—v ight . Jue
1907 811 Righte Reserved

&RIP cuts paperwork faster

Computerized Lawn Industry Program

than you can cut the grass!!!

Does scheduling, routing, posting
and billing in minutes per day!

Other business modules for lawn services include:
GENERAL LEDGER, INVENTORY, ACCOUNTS PAYABLE,
PAYROLL, PURCHASING, ASSETS & PROJECT

For more information or to place orders, write or call:

TOLL &=
FREE &3

1-800-635-8485
A Division of L-W SOftwa re Lawn-Wnght, Ing

18761 North Frederick Avenue, Suite A

[@ Gaithersburg, MD 20879
} (301) 330-0066

—
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tion of America, the Associated Land-
scape Contractors of America and the
Professional Grounds Management Socic-
ty have agreed to a two-year deal which
will see their two separate trade shows
merged into one called the Green In-
dustry Exposition. The board of directors
from each group voted on the concept
before it was finalized.

PLCAA is holding its 10th conference
and trade show this year in Las Vegas
ALCA and PGMS, which formed the
Green Team Conference and Trade Show
four years ago, will hold this year'’s show
in St. Louis.

The three associations have discussed
the possibility of a merger for more than
three years, but only in the past year have
specific negotiations been going on.

The 1990 show will be held in
Nashville, Tenn., and the 1991 show will
be held in Tampa, Fla.

The Green Industry Exposition will be
admistered by a nine-member board con-
sisting of three representatives from each
of the associations. PLCAA was named
show management and will handle all
details of the trade show, but will answer
to the board.

Each of the three associations will con-
tinue to hold separate educational ses-
sions during the show — only the trade
show is being merged.

“We're coming together in the best in-
terests of the professional associations and
the industry, but we don't want to lose the
autonomy of each group,” said Jim
Brooks, PLCAA executive director. “In
the future there may be some cross-over
(in educational sessions) because obvious-
ly there's some cross-over in our
memberships.”

Together, the group hopes to attract 200
to 250 exhibitors in 1990, according to
Allan Shulder, PGMS executive director.
It's also expected that the size of some
exhibitor booths will increase.

Although the show won't immediately
appear twice as large, it will be more
representative bringing all aspects of the
industry together, said Doug Moody,
PLCAA deputy executive director.

TWO STUDENTS RECEIVE
MUSSER FOUNDATION GRANTS

The Musser International Turfgrass Foun-
dation awarded scholarship grants to An-
drew Ralowicz of the Department of Plant
Sciences, University of Arizona, and
Gwen Stahnke of the Department of Hor-
ticulture/Forestry, University of Nebras-
ka. Each received a $6000 grant.

For his doctoral dissertation, Ralowicz,
an agronomy/plant genetics major, is
evaluating Hilaria belangeri as a mini-

(continued on page 10)

SEPTEMBER 1989 * LAWN & LANDSCAPE MAINTENANCE



Wl P Pl P S
L PR p LT T AR I
ey e b e A
oz

VLA T A
D A A
AL

e nidid
u,,{'/'n
LIl

A el

4

leaves into the dungeon a
the key all season long.

throws away

Elanco Products Compan
A Division of Eli Lilly and

ompany

Lilly Corporate Center
Dept. EM-455, indianapolis. IN 46285 US A
Gallery™—(isoxaben, Elanco)

Your customers won't be haunted by
spurge. Or oxalis. Or white clover. Or 41
other tough broadleaves. And you'll be
haunted less by costly callbacks.

Yet turfgrass has nothing to fear.
New Gallery is actually more tolerant
on your turf than other herbicides. So
there’s no risk of off-site damage to
nearby ornamentals, gardens and trees.

Put an end to the horror of broadleaves.
Instead of hearing “They're back," start
saying, “They're gone.” With new Gallery.
See your Elanco distributor. Or call
toll-free: 1-800-352-6776.

Circle 99 on reader service card

Nothing's more terrifying than to hear a
customer say, “They're back.” Dreaded
broadleaves. Costly callbacks. You want
to scream.

Your nightmares are over at last.
Elanco introduces the unique preemer-
gence broadleaf weed control for turf-
grass—new Gallery 75DF. Featuring an
advanced new chemistry, it casts broad-




News
(continued from page 8)

mum input desert turfgrass. He has been
a graduate research associate at Arizona
since July 1986.

Stahnke, a turfgrass science major, has
been studying the effects of five preemer-
gence herbicides on Kentucky bluegrass
root growth and overall quality for her
doctoral dissertation. In addition, she is
working to determine the dissipation and
movement of pendimethalin in soil and
Kentucky bluegrass thatch.

LOFTS DEBUTS NEW
VARIETIES AT N.J. FIELD DAY

Recent introductions to the seed industry
were discussed and viewed at a Field Day
hosted by Lofts Seed Inc. The annual
event is held at Lofts’ New Jersey re-
search center.

Turf specialists discussed current topics
of interest including turfgrass seed pro-
duction and availability, trends in turf-
grass breeding and new variety develop-
ment, turfgrass endophytes and their role
in integrated pest management, wild flow-
er establishment and maintenance and
customer service and support.

During a tour of Lofts’ research plots,
visitors were able to compare side-by-side
stands of turfgrasses, ornamental grasses,
wildflowers and low-maintenance grasses.
New bentgrass plots, including Lofts’ new
bentgrass variety, Southshore, were also
viewed.

To be notified of next year’s Field Day,
contact Lofts Seed Inc., Bound Brook,
N.J. 08805-0146, 201/356-8700, 800/
526-3890 or in N.J. 800/624-1474.

KUBOTA STREAMLINES
DISTRIBUTION OPERATIONS

Kubota Tractor Corp. has started the first
phase of a three-part program to improve
its nationwide product distribution.

According to Kubota Tractor President
S. Egusa, the new system was developed
to keep pace with the company’s increas-
ing distribution demands.

The new distribution channels will in-
crease company efficiency, reduce trans-
portation costs and minimize transit time.

The first part of the program, which
begins with product shipment through the
Port of Tacoma, Wash., has reduced the
number of ports-of-entry for Kubota pro-
ducts from six to four, and restructured
warehouse inventory allotment. In addi-

tion, a new warehouse has been opened

at the Port of Tacoma to serve Kubota’s

Northwest U.S. dealers and to serve as a
national warehouse.

The second and third phases are de-
signed to bring increased flexibility and
improved order cycle time for Kubota’s
network of 1,000 dealers nationwide.

T.1. INTERNATIONAL TO PRODUCE
NEW LINE OF REPLACEMENT PARTS

An extensive line of mower-reel replace-
ment parts including reels, bed knives
and grinding machines are now avail-
able from T.I. International, Andalusia,
Ala.

T.I. International’s 30,000-square-foot
manufacturing plant is located 90 miles
south of Montgomery, Ala., and currently
employs 25 people.

The company, which manufactures a
full range of replacement reels for greens
mowers to the largest gang mower, has
developed a forging, heat-treating, steel
tempering and manufacturing system
which strengthens steel for use in harsh
and demanding mowing environments.

The parts are currently being sold on a
wholesale basis to major international
manufacturers and distributors. o

TWIN TANK I.P.M. SPRAYER

for Pick-ups/Vans/Trailers

LEASE FORONLY $92.00

per month

Our dual-tank NAUTILUS is by far the most
popular in our entire line of complete
sprayers. Fully versatile, can be used for
both lawn and ornamental spraying. It
combines the flexibility of a larger sprayer
with the compactness of a single tank unit.
The hose reel can be mounted for side or
rear take-off. Choose from three tank sizes:
two 100 gals.; two 150 gals.; two 200 gals.
Optional pumps available for tree spraying.

“The Nautilus"

SPECIFICATIONS:

Pump: 450 psi/10.5 gpm Udor Tau 35 diaphragm
Motor: Briggs IC 5 hp or Optional Honda
Hose: 300" X 2" 600 p.s.i.
Hose Reel: Electric rewind Hannay or Nordic
Gun: Choice of lawn or ornamental
Tank Sizes: 2 X 100 gal.
2 X 150 gal
2 X 200 gal
OTHER OPTIONS AVAILABLE

GREEN PRO SERVICES
Grass Roots Nature's Way, Inc.

e 300-645-6464
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ASSOCIATION NEWS

“LANDSCAPE CONTRACTING IN

the Year 2000™ will be the focus of the
1990 Associated Landscape Contractors
of America Annual Convention, Feb. 4-7,
1990 at the Krystal Vallarta Hotel, Puerto
Vallarto, Mexico.

Tom Lied, president and CEO of Lied’s
Nursery Company Inc., Sussex, Wis., will
serve as moderator of the panel discus-
sion. Other invited guests for the panel in-
clude: Ritchie Skelton also of Lied’s; Jerry
Lankenau, Lankenau-Damgaard & Asso-
ciates Inc., Dallas, Texas; Gary Thorn-
ton, Thornton Landscape Inc., Maine-
ville, Ohio; Don Synnestvedt, the Brick-
man Group Ltd., Long Grove, Ill.; and
Ron Kujawa, Kujawa Enterprises Inc.,
Cudahy, Wis.

Hotel reservations must be received by
Oct. 2. All rooms will be confirmed on a
space available basis only after this date.
ALCA is offering special convention reg-
istration rates for registrations received
before Dec. 1.

The convention will also feature round
table discussions and the 20th Annual En-
vironmental Improvement Awards Prog-
ram and Banquet.

For the first time, the California Land-
scape Contractors Association will offer
its Certified Landscape Technician tests
for construction and maintenance on the
same weekend, Oct. 7-8, at American
River College in Sacramento.

Another new aspect of the testing is
that landscape architects, developers, pro-
perty managers and civil employees re-
lated to the landscape industry will be in-
vited to familiarize themselves with the
certification program through a guided
tour of both tests in progress. The tours
are slated for 11 a.m. and 1 p.m. on Sat-
urday, Oct. 7.

In the two-day construction test, appli-
cants demonstrate their skills in hands-on

FOR MORE INFORMATION...

ALCA NCE APLD
405 N. Washington St. 953 E. Sahara Ave. 221 Morris Rd.
Falls Church, Va. 22046 ST. & P. Bldg., Suite 207 Ambler, Pa. 19002
703/241-4004 Las Vegas, Nev. 89104 215/868-1376

: 702/731-3130
CLCA AAN
2226 K St. 1A of New Jersey 1250 1 St. N.W., Suite 500
Sacramento, Calif. 95816 285 School House Rd. Washington, D.C. 20005
916/448-CLCA Jamesburg, N.J. 08831 202/789-2900

installation projects covering 10 major
areas: plan reading, irrigation installation,
brick-on-sand construction, plant installa-
tion, concrete installation, grading and
drainage, carpentry, seed and sod installa-
tion, equipment operation and first aid/
safety.

The eight-hour maintenance test evalu-
ates landscape maintenance skills in five
areas: general comprehension and first
aid, lawn maintenance, chemical applica-
tion, plant maintenance and irrigation.

The Desert Turfgrass/Landscape Con-
ference Committee, sponsored by the
Nevada Cooperative Extension, seeks
nominations for its Southwest regional
award.

The award recognizes an individual or
group of individuals who have made sig-
nificant contributions to the turfgrass or
landscape industries in the desert South-
western U.S.

The award will be presented at the Des-
ert Turfgrass/Landscape Conference and
Show, Riviera Hotel, Las Vegas, Nev.,
Dec. 13-15. This is the first year that a
regional award will be presented. The
conference is the only educational con-
ference and trade show focusing on the
needs of the industry in a desert environ-
ment.

Award nominations should be in nar-
rative form and demonstrate the signifi-
cance of the work, and show its impact
on the turfgrass or landscape industries in
the desert Southwest. Individuals nomi-
nated need not live in the Southwest, but
their work must have benefited the region.

Go to jail. Do not pass go. Do not col-
lect $200. Sound familiar? Of course, it’s
Monopoly.

In celebration of its 15th anniversary,
the Irrigation Association
of N.J. will have a
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real Monopoly game printed to commem-
orate this year’s event. However, instead
of Boardwalk, Park Place or the R & R
Railroad, it will list distributor’s names.

Every block will be owned by a differ-
ent distributor. The game comes complete
with play money and playing pieces. It’s
the first irrigation game on the market.

The middle of the board will be reserv-
ed for patron’s names. If you would like
to have your name or your company’s
name printed on each board as a patron,
contact the Irrigation Association. Cost
per patron is $20.

The Association of Professional Land-
scape Designers, a national organization,
boosted its membership to 130 designers
from 17 states in the first four months
since its incorporation. The association
recently held its business meeting in con-
junction with the three-day Penn Allied
Nursery and Trade Show, King of Prus-
sia, Pa. .

President Donna Swanson, Ambler,
Pa., co-founder of APLD, outlined plans
for a member directory to be available in
1990 and tentative plans for an 800 phone
number to help customers locate design-
ers as well as serve association members
and prospective members.

The next meeting of the APLD will be
held in conjunction with a two-day en-
vironmental/horticultural conference in
the Washington, D.C., area Feb. 23-24,
1990. An open board meeting is planned
for Oct. 13 in Framingham, Mass.

Lee Mitchell was recently elected presi-
dent and William Scarff was named di-
rector-at-large of the American Asso-
ciation of Nurserymen.

Mitchell, president of Mitchell’s Land-
scaping & Nursery Company Inc., for-
merly represented AAN’s Region VI in-
cluding Washington, Oregon, Idaho, Cali-
fornia, Nevada, Utah, Ari-
zona, Alaska and Hawaii.
Since 1956 he has been active
in Mitchell’s, which consists
of three garden centers and a
wholesale nursery.

Scarff, the association’s im-
mediate past president, is
president of Scarff’s Nursery
Inc., New Carlisle, Ohio. He
formerly represented AAN’s
Region III including Illinois,
Indiana, Michigan, Ohio, Wis-
consin and Ontario. e
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FOCUS ON:
IRRIGATION

N.J. IRRIGATION CONTRACTORS FIGHT TO INSTALL LOW VOLTAGE WIRING

A BILL WORKING ITS WAY THROUGH
the New Jersey legislature, if passed, would
allow landscape irrigation contractors to
do their own low voltage electrical work.

The state currently has a *10-volt law"
which requires a licensed electrician,
rather than an irrigation contractor, to per-
form and install any wiring above that
voltage. This creates nuisances and hard-
ships for irrigation contractors, according
to the New Jersey Irrigation Association.

The National Electrical Code doesn’t
stipulate who should install the wiring, but
sets standards for how it should be done.
State or local governments may specify
who should do the actual installation.

Most irrigation contractors across the
country, however, install their own low
voltage wiring, according to Larry Keesen,
a Denver, Colo., irrigation consultant.

The current law has been in effect for
“quite a few years” without being strictly
enforced in many areas, said Bob Dobson,
president of,the New Jersey Irrigation
Association which also wrote the bill.

The procedure that is supposed to be
followed when installing low voltage wir-
ing for landscape irrigation systems in-
volves the irrigation contractor finding an
electrician to file a permit and do the
work.

In actuality, however, many irrigation
contractors pay the electrician to take out
the permit and then do the electrical work
themselves. Irrigation contractors have
problems finding electricians to do the
work; and if found, they have problems
coordinating the work with their
schedules, Dobson said.

If the bill becomes law it would still re-
quire the electrical work to be inspected
by local electrical officials to assure it
meets the State Uniform Construction
Code Act. :

The current situation causes problems
because the installation of the low voltage
control wiring is completed in stages,
Dobson explained. The total amount of
time spent installing the wiring is about
two hours, although the ongoing installa-
tion process generally takes several days.
With most electricians charging between
$50 and $60 an hour it becomes a major
expense that is eventually passed onto the
customer.

George McCarthy, a certified irrigation
designer with Spring Irrigation Co. Inc.,
Dayton, N.J., said he thinks it is ap-

Atypicalvalve from anirrigation system showing the low voltage
wiring and splices. Photo: Paige Electric.

propriate for irrigators to do their own
low voltage electrical work. Many are

already doing the work because electri-
cians are unfamiliar with landscape ir-
rigation systems.

“Very often the electricians you find
are not familiar with the way irrigation
systems are installed,” he said. “That
becomes a headache because there is a
cost factor in getting them (electricians)
there and then half of the time they're not
that interested in doing the work, or they
don’t know how to do it.”

McCarthy said he doesn't understand
why it matters who does the work if it
eventually undergoes the same inspection.

“If a guy knows what he is doing,
whether he is an irrigator or an electri-
cian, everything should turn out all
right” he said.

Barbara Elmers of Homestead Lawn
Sprinkler Co., Pompton Lakes, N.J., said
the situation is especially hard on those
irrigators who don’t know electricians and
who, therefore, cannot get a discounted
rate.

“Some people have those friends who
will do it at a lower rate,” she said, “but
it definitely becomes a major expense to
pay an electrician every time there is low
voltage work to be done.”

Another irrigation company which
doesn't use electricians for the low vol-
tage hookup is Dew Drop Lawn Sprinkler
Service, Forked River, N.J. Caroline Mc-
Fall, the firm's director of sales, echoed
Dobson in saying that electri-

cians don’t want to get involv-
ed in such work.

“We've never used them,
we've done it ourselves,” she
said. “When you're working
on pump starts and relays and
you call an electrician, they're
asking you how to do it." It
doesn’t make sense to pay the
electrician’s fee only to be
asked how to do the work, she
added.

The irrigation field does
need a higher level of unifor-
mity, McFall said. She would
support a set procedure or
rules for irrigation contractors
including a basic test covering
low voltage wiring.

“It comes down to the fact
that if you're doing the wiring,
it should be done properly and meet all
the standards and codes,” she said. “That
is each installer’s responsibility.”

While most electricians, according to
Dobson, support the bill, the New Jersey
Board of Examiners of Electrical Con-
tractors opposes the bill on the grounds
that it would create a safety hazard.

Anna Muschal, assistant to the director
of policy and planning for the Board of
Examiners, said the board opposes the
bill mainly for safety reasons.

When installing a controller, there is a
portion of electricity much stronger than
30 volts, she said. Working with high vol-
tage wiring without the proper training is
dangerous enough, she said. But when you
add the possibility of the wires coming
into contact with water from the irrigation
system, it's a potentially fatal hazard.

Dobson said only some installations,
those involving detailed wiring and
hookup, deal with voltages higher than
30. The bill is not seeking permission for
irrigators to involve themselves in those
higher voltages.

The Assembly passed the bill and is
now waiting on approval by the Senate
before becoming law. Dobson said several
members who voted for the bill viewed
the electricians board’s objection as pro-
tectionism. The Senate will consider the
bill when it reconvenes in the fall. —
David Westrick L

The author is Assistant Editor of Lawn &
Landscape Maintenance magazine.
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FOCUS ON:
CONVENTIONS

EXPO ATTRACTS RECORD ATTENDANCE DESPITE INCLEMENT WEATHER

MORNING SHOWERS AND THREAT-
ening conditions prevented first-day test-
ing of products at the outdoor exhibit
area, but didn’t stop visitors from attend-
ing the Sixth Annual International Lawn,
Garden & Power Equipment Expo held
recently in Louisville, Ky.

About 22,360 attendees visited the
Expo sponsored by the Outdoor Power
Equipment Institute, making it the largest
attendance since its inception.

Fairground crews valiantly tried to keep
the 450,000-square-foot outdoor demon-
stration area suitable for the riding and
testing of power equipment, but 150 cubic
yards of mulch spread over the field and
kitty litter spread in assorted booths
weren't enough. The demo area closed at
noon to give the field a chance to recover
from the rains. It reopened the following
morning and stayed open through the re-
mainder of the show.

In past years, rain has delayed setup
and slowed traffic, but it has never closed
the demonstration area.

In the meantime, the show’s first-day
attendees, including 1,262 overseas
visitors, took advantage of more than 550
exhibitors and their products spread over
270000 net square feet of exhibit space.

A breakdown of this year’s attendance
shows 38 percent representing retailers

I~ l J - . L}
Expo's outdoor demonstration
attendee hours on the field.

and servicing dealers, 20 percent distribu-

tors, 17 manufacturers’ representatives, 12
percent trade visitors, 6 percent landscape/
commercial mowing contractors, 5 percent
merchandisers/buyers and 2 percent press.

About 32 percent of the show’s regis-
tration were first-time attendees while 16
percent indicated they had attended the
show all six years.

The Expo, originally designed for a
retail audience, attracted more than 500
commercial attendees this year, a sign of
the growing interest in the commercial
power equipment industry by both ex-

areawas hithard by rains, limiting

hibitors and visitors.

In 1988, only 145 attendees
were identified as commercial
contractors, but comparisons
cannot be made with this year
because the Expo didn't have
a specific landscape contractor
category last year.

Show Chairman Warner
Frazier said interest in the
commercial end of the indus-
try began about four years ago
and has been increasing ever
since.

Seminars on topics ranging
from climatic changes and its
effect on the lawn mainte-
nance industry, merchandising
for maximum sales and profits and in-
creasing sales to the commercial market
were well attended throughout the show.

The Expo was also a chance for mem-
bers of OPEI to plan for the future, By
the spring of 1990, Association Research
Inc. is expected to provide a sales fore-
cast of the lawn and garden industry.

The research firm was hired by the OPEI
last year to compile a profile of the out-
door power equipment industry. The study
profiles OPEI member shipments, indus-
try expenditures and wholesale and retail
distribution channels among other things.

REDMAX RECEIVES INNOVATIVE PRODUCT AWARD

THE RECIPROCATOR TRIM-
mer brushcutter from RedMax,
a division of Komatsu Zenoah,
Norcross, Ga., was selected as
the overall innovative product
winner from nearly 50 entries
at the International Lawn,
Garden & Power Equipment Ex-
po, Louisville, Ky.

Nine manufacturers captured
10 Innovative Product Awards
which were judged on-site at the
Expo. The awards recognize im-
aginativeand innovative designs
inlawn and garden products and
were presented at a news con-
ference held by the Outdoor
Power Equipment Institute, the
show’s sponsor.

John Kelly, senior vice presi-
dent of RedMax and Hiroo

Taguchi, president, were on
hand for the award presentation.

Other award winners were Bil-
ly Goat Industries, Lee's Sum-
mit. Mo., for its truck loader
vacuum TLI1600; Colorite
Plastics Co., Ridgefield, N.J.,
for its kink-free hose; Dorcy In-
ternational Inc., Columbus, Oh-
10, for its Bladebuster safety
blade lock; Exmark Mfg. Co.,
Beatrice, Neb., for its Explorer
1800; Ferris Industries, Vernon,
N.Y., forits 36-inch Hydrowalk;
Lawn-Boy, Plymouth, Wis., for
its M-Series lawn mower; Tem-
co Products Inc., South Gate,
Calif., for its gazebo; and The
Toro Wheel Horse Riding Pro-
ducts Group, South Bend, Ind.,
for its HMR 1600.
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The entries represented a
cross-section of products from
both the commercial and con-
sumer power equipment in-
dustries as well as equipment
accessories and packaged pro-
ducts.

Entries were judged on ap-
pearance, ease of operation,
safety, value for investment, ef-
fectiveness and overall in-
novativeness. Technical writers,
industry operators and a con-
sumer products expert judged the
products. The main criteria was
that the piece of equipment be-
ing nominated was in production
July 1988 through December
1989.

The award contest will be-
come an annual event.

OPETI's new forecasting sys-
tem will cover the industry as
a whole rather than concen-
trating on individual shipments
as has been done in the past.

A model for the industry
forecast has yet to be develop-
ed, but will include such fac-
tors as inflation, housing starts
and the industry need for the
product, according to Michael
Sherman from Association
Research.

Next year's show will be
Sunday through Tuesday, July
29-31. For information about
exhibiting or visiting contact:
Expo 90, PO. Box 70465,
Louisville, Ky. 40270; 800/
558-8767. In Kentucky or out-
side the continental U.S. call
502/582-1672. — Cindy Code

The author is Editor of Lawn
& Landscape Maintenance
magazine.



MANEUVERABILITY,

BECAUSE OF THEIR INHERENT
maneuverability, zero turning radius
mowers have rapidly grown in popularity
with lawn and landscape maintenance
contractors.

ZTR mowers offer the end-user a varie-
ty of benefits, but when asked what they
like most about these units the majority
of users indicate their time-saving advan-
tages. And every minute and hour saved
equates to higher profits.

The time-saving benefits available with
ZTR mowers are the result of several de-
sign features. First, complete control of
steering, speed, turns, braking and for-
ward/reverse directional control is placed
at the operator’s fingertips using a dual-
lever control system.

There are no gears to shift and no turn-
ing assist brakes required to obtain true
ZTR maneuverability. This simplified
operational control concept delivers
smooth, uninterrupted motion when mow-
ing in tight areas or areas conjested with
obstacles, allowing the operator to change
the direction’of travel without using a
gearbox.

When combined with an outfront deck,
this maneuverability is increased because
the operator can reach in, under and
around shrubs, trees, fence rails and other
obstacles with unobstructed visibility. The
quality of cut is also enhanced because
with an outfront deck the grass is cut be-
fore it’s passed over by the drive wheels.

Dual path hydrostatics also allow a
ZTR mower to provide infinitely variable
forward and reverse speed control, as op-
posed to fixed speed ratios available
through gearboxes. This permits an ope-
rator to achieve ground speeds that match
mowing conditions without shifting gears
or using the throttle.

But, even with all their benefits, it still
takes more than streamlined operation
and the ability to spin in circles while
maneuvering around obstacles for a ZTR
mower to meet the rugged day in and day
out demands of professional turf mainte-
nance. To operate at a profit, profession-
als must use equipment that is reliable,
easy to service and efficient to maintain.

The exceptional agility of ZTR mowers
must be integrated with high performance
features and durability to maximize pro-
ductivity. A feature essential to every true
ZTR mower is a dual-hydrostatic drive
system. But the design of the drive sys-
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SIMPLIFIED CONTROL KEYS TO ZTR MOWERS
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Time-saving benefits are availabl'e
GRA 10-89 mower.

tem and how it is engineered into the
mower can have a great impact on the
efficiency of the total mowing package.

As is the case in most highly competi-
tive industries, once current equipment
reaches a point where it no longer meets
the increasing demands of the market,
new technology must be developed.

Most dual-hydrostatic drive systems to
this point had been borrowed from other
industries, such as agriculture, and adapt-
ed for use in the turf industry. The Grass-
hopper Co., however, felt there was a real
need for a drive system designed specifi-
cally for turf maintenance.

As one of the first in the industry to in-
tegrate dual-hydrostatic drive, zero turn-
ing radius and outfront deck design,
Grasshopper wanted a durable drive sys-
tem that delivered increased responsive-
ness to operator input, reduced mainte-
nance and longer service life.

Development of this new drive concept
was a joint effort between Grasshopper
and Eaton Corp. that was nearly three
years in the making. The culmination of
their combined efforts and years of testing
and evaluation resulted in the “Gemini”
direct drive hydrostatic system, which was
incorporated in their new 700 Series
mowers introduced in 1988.

The Gemini direct drive hydrostatic
system incorporates a high-flow recircula-
tion system, full filtration and dual high-
volume charge pumps to recirculate and
filter the total volume of oil in the system
twice per minute for controlled operating
temperature and cleaner operation. Dual

with ZTR mowers, like this

spin-on-type replaceable filters
were incorporated to simplify
servicing.

The hydrostatic transmission,
gear reduction and tapered axle
assembly are enclosed in one
housing. Segmented modular
design allows quick access to
either the axle or final drive
without completely dismantling
the entire unit. The system
uses a closed, high-pressure
loop that’s self-priming, plus a
common three-gallon reservoir
that’s easily accessed. And,
because all external hydraulic
supply lines are low pressure,
there are no worries about
hoses bursting or leaking
because of high pressure.

Designing a drive system to precise
specifications may not be the quickest or
easiest way to get what’s needed, but it
enabled Grasshopper to meet its drive-
system objectives for its new 700 Series
— a product line which has influenced
customer profitability.

“We can bid lower on jobs, get jobs
and keep jobs using these units,” said
Bob Bitner, owner of B.C. Mowing and
Lawn Care, Gettysburg, Ohio. “Without
Grasshopper, I don’t think we would have
survived last year’s drought.”

One job Bitner was able to obtain over
a competitive bidder helped him through
a lean year. The other commercial cutter,
who used larger, but non-ZTR machines
bid 27 hours to mow this particular fac-
tory site. Bitner bid 12 hours and got the
job, but has been able to consistently
mow the site in 10 hours.

For Dan Peterson, Service Corp. Inter-
national, Kansas City, Mo., 1989 marks
the first full season of operation for four
new Grasshopper 718D units with the new
Gemini system. Included in SCI's opera-
tion is the maintenance of 130 cemeteries
nationwide. Peterson is responsible for
three cemeteries in the Kansas City area.

“My operators like these machines
because they are so easy to operate and
they feel a lot less fatigued at the end of
the day,” Peterson said. “We'll put ap-
proximately 300 hours on each of four
new units this year,” he said, “with about
230 acres at the three locations, keeping
the grounds looking sharp can be a real
challenge.” — The Grasshopper Co. ®
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The 1989 International Irrigation
Exposition & Technical Conference

Anaheim, California
November 12-15, 1989

In 1989 the Irrigation Associa- Technical Conference, Nov. 12-15,
tion is celebrating 40 years of at the Anaheim Convention Center.
service to the irrigation industry. The world’s largest show devoted

There is no better place to com-  exclusively to irrigation includes:
memorate ‘40 Wondrous Years of * Over 400 Exhibits
Irrigation” than in the wonderful, * Technical Presentations
star-studded city of Anaheim, * An International Business
California. Center
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one of the Irrigation Association’s * Certification Programs
most significant contributions to * The Wonder of Disneyland
the industry: The Annual Interna- * Many More Exciting
tional Irrigation Exposition & Extras

Return to: The Irrigation Association,
1911 N. Fort Myer Drive, Suite 1009, Arlington, VA 22209
Tel: 703/524-1200 Fax: 703/524-9544
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COVER STORY

Aeration Acceptance Spurs
Growth of Aeration Consultants

WHEN THE FIRST PRACTICAL AERATOR FOR HOME
lawns was developed in 1946, Greg Schreiner was a long
way from the plugs, holes and tines now associated with most aera-
tors.

But today, at the age of 27, Schreiner finds himself at the top of
the Denver, Colo. , aeration industry with competitors nipping at his feet.

Inthe four years that Greg Schreiner has owned his company, Aera-
tion Consultants, he has grown from a one-man operation to a well-
respected businessman operating eight one-man crews, with one truck
and one aerator a piece, aerating about 10 lawns each per day.

At the same time, aeration has become a hot business in metro-
politan Denver. With most lawns under irrigation, aeration is aservice
performed spring, summer and fall. A service once thought to be only
for the delicately tailored golf courses, the call for aeration is now
nearly unmeasurable.

“Anytime’sa goodtime to aerate in Colorado,” Schreiner said. *“We've
got these clay soils out here that are hard to penetrate. So every time
you water, it actually runs off the lawn.”

Company studies indicate that regular aeration can save at least 10
percentand as much as 25 percent on customer water bills. All aeration
jobs are scheduled two days in advance so the owner can irrigate the
property before it's aerated.

In four years, Aeration Consultants has gone from40 10 6000 residen-
tial customers. In addition, the company maintains about 1,000 com-
mercial properties.

It was the residential customers who helped Schreiner get his start.
As he walked door-to-door through the suburban Denver neighborhoods,
Schreiner developed good relationships with his customers, atie which
still benefits him today.

Aeration Consultants got its initial start in the commercial aeration
business through subcontracting. Jobs which were initially completed

In four years, Greg Schreiner has by larger, full-service companies were difficult to obtain. Eventually,

iaken Aevation Consalinnis from's Schreiner convinced such companies as Service Master and Ever-
small one-man business to a com- Green Lawns to let his company perform the aeration. In return, Aera-
pany in demand. tion Consultants showed them a 35 percent to 40 percent profit.

“We sold them a percentage profit. It was

AERATION CONSULTANTS

Headgquarters: Englewood, Colo.

Founded: 1985

Owners: Greg and Gary Schreiner.

Primary Services: Aeration, weed control, fertilization, miscel-
laneous pe maintenance and snow removal.

Employees: 32 during peak months.

1988 Sales: $252.000

Expected 1989 Sales: $500000.
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good enough that they'd let us do the work for them,” Schreiner said.
“We'd go right to the apartment or condominium complex, even put
their logos on our trucks if that's what it took.”

The company guarantees all sprinkler systems and is often seen walk-
ing the business manager across the newly aerated property before
leaving the job.

About half of the company’s commerical work is subcontracted,
while the rest is performed on adirect basis. Atthe sametime, Schreiner
subcontracts weed control and fertilization services for his residential
customers.

During the prime spring and fall aeration periods, Schreiner has
eight crews working a minimum $350 production day. They complete
10 $35 lawns or three $120 lawns a day — whatever it takes. The $35
and $120 represent the company’s high and low charges.

“We also have incentive plans for these guys. These guys all make
between $5 and $6 an hour. What we've devised is after they do their
routes, or even before, if they pick up a new client, they receive $10
per lawn they do above their requirement,” he said.

Schreiner said most workers do one to two extra lawns per day.
“Itadds up. It's been the best percentage program that we've worked out.”

The eight routes fall to two during the summer, but Schreiner makes
a commitment to maintain customers’ property even when they get
busy with landscaping work during the summer months. Part of their
commitment enables Aeration Consultants to arrive at a property within
two days, ready to aerate if necessary.

“We charge the same price as our competitors, but we service the
property on a more timely basis,” he said. “That's what has caused
us to grow so much. It's definitely the service they're paying for. We're
right there for them.”

Schreiner has seen his sales jump from $5,000 in 1985 to $40,000
in 1986, $140,000 in 1987 and $252,000 in 1988. This year promises
to be a good year for the company as well, with sales possibly reaching
$500,000.
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Greg Schreiner (right) and Rick
Johnston, assistant commercial
manager (left), discuss the day’s
schedule. In the background,
Jesse Barela, commercial
manager, aerates the property.



The company operates with
about seven full-time people, in-
cluding managers and about 25
part-time employees.

Marketing has become an im-
portant part of Aeration Con-
sultants. The company maintains
three full-time telemarketers and
recently hired independent rep-
resentatives to work from their
homes. The independent reps turn
in as many as 20 to 30 estimates
per week and receivea 15 percent
commission on each sale.

The company boasts a 43 per-
cent confirmation rate.

Estimates include measuring
the property, giving a square foot-
age price, identifying the grass
type, thatch depth, turf density,
disease analysis, the recommend-
ed mowing height and an insect
analysis. Two full-time sched-
ulers then try to confirm them.

Aerationisinsuchhighdemand
in the West and Southwest that
Schreiner plans to offer Aeration
Consultants franchises.

Initial plans call for offering at
least five franchises next winter,
mainly in the West and south of
Denver. A person can buy into
a franchise for about $5,000 to
$8,000 plus an additional annual
fee between $900 and $1,000,
Schreiner said. Profits made after
the initial investment remain with
the franchise.

In return, Aeration Consultants
will offer education and support
throughout the year and sell them
equipment and uniforms at cost.

Spring is the company’s busiest
season, but it actively promotes
aerations through the summer and
fall. “Inthe spring and fall we pro-
mote the active root growth,”
Schreiner said. ““In the summer,
we don’t push it hard, we just tell
the customer if he wants to save
some money in his water bills,
give us a call. Most of our cus-
tomers will receive two aerations
a year.”

When the company’s not
aerating, it keeps busy with main-
tenance work like pruning and
ditch work among other things,
as well as snow removal during
the winter.

Inthe following interview, Greg
Schreiner shares some insight into
the competitive aeration market.

Q.' What prompted you to make
aeration the focus of your busi-
ness?

A.' I'm not sure. When I was at
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ChemLawn, I saw that it was go-
ing to be hot for some reason. If
you were to come out here and
talk to people about it, everybody
thought I was crazy. For some
reason I just had a hunch that it
was going to be good; it was
something that I could do.

We went out and bought a big
commercial aerator, atrailer and
a truck. I did a lot of free aera-
tions that first year; I also did
many demonstrations on the kind
of work we could do. It was just
me at the time.

The biggest concern of mine
was to keep the quality growing
every year. As I moved out of
operating an aerator myself and
put others in my place, I had to
make sure the quality I would have
expected was still there. That’s
been the biggest challenge over
the years — to make sure the quali-
ty stays.

I'think I'had to prove something
to everybody who told me there
was no way I could doit. To make
a long story short, aeration was
something I thought was going to
be hot back then — and it is.

Q.' How long were youat Chem-
Lawn before you started Aeration
Consultants?

A: About six months to a year.
The people that I worked for are
still the top dogs in Denver. And
they really respect what we’re do-
ing and the good work that we do.
That’s what keeps the industry
going.

We're getting a lot of fly-by-
nighters out there right now.
They re going through neighbor-
hoods door-knocking at $20 a

It takes a lot of money to pay
the bills, and when I see someone
go through the neighborhoods at
$20alawn, I'll actually call them
up and say I’'m a small business
owner like you and I think you're
leaving money on the table. Go
up to $30, make $10 more, but
don’t hurt us with our customers
saying you can get it done for $20.

Q.' How do these companies
react to such a phone call?

A: Many of them don’t unders-
tand. One guy went through a
neighborhood of ours offering to
aerate lawns for $20 a piece. I call-
ed him up and said,“you know
we're at $35, you're leaving $15
on the table. If you don’t want to
go head-to-head with us, then go
down $5,Idon’tcare, but get your
prices up and make some money.”

I asked him if he was paying
his payroll taxes. “‘Payroll taxes?
Whatarethose?” It'scrazy. These
people are doing $20 lawn aera-
tions and they’re not paying
payroll taxes. We've got $2 million
liability insurance and that costs
money. We get beat up by our
customers telling us this guy will
do it for $20. Who is this guy?

There’s alot of unqualified peo-
ple getting into this business try-
ing to make a quick buck, and
it’s hurting us. There has to be
some standards set as far as pric-
ing, etc.

What happens if you go in and
mow at $20 a lawn? You're going
to get a lot of work. That means
you have to hire people and that
means you have to pay payroll
taxes. Inevitably, they’re going to
be pricing where we're at any-
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‘““For some reason | just had a

hunch that aeration was going to

be good...I just had to make sure

I kept the quality growing from

year to year.”’

lawn. We've found flyers ondoors
that say $20 alawn no matter what
the size of the lawn.

We'll actually call them up
(competitors) and explain what
they’re doing to us. I get upset
about that. We understand that
we're all in business to make
money, but they pay the bills, the
labor, the taxes and that’s all.

way. They need to learn how to
price it right.

Q.' Is liability insurance hard to
get?

A: No, not for us. It’s expensive,
but you've got to have it to get the
big work. There are some difficult
risk factors when you consider

what’s underneath the ground sur-
face — evenif you are only going
down three inches.

Q.' Whatabout your equipment?
Why do you use all Ryan equip-
ment?

A 1don't think there's ever go-
ing to be an aerator that will last
more thanayear or two, butI think
Ryan comes close.

We worked through a distribu-
tor out in Nebraska coordinating
a lot of things to meet our needs.
We've been approached by the
biggest con artists in the world
about how much better their
aerator is and why we should use
it, but we're satisfied with Ryan.

We use the heck out of them,
10 to 12 hours a day, six days a
week. A company (manufacturer)
has to understand that’s how
they’re going to be used.

It must be maneuverable, easy
tohandle, lightand compacted vs.
the big, bulky models.

I also look for a model which
pulls the best plug. A closed tine
which actually goes down, grabs
the core and lays it on the ground
is the best thing to have out there.

Q.' Have you ever considered
leasing your equipment?

A: Welooked intoiit, but decid-
ed it wouldn’t work for our com-
pany. I know of other companies
on leasing programs. What I do
is putdown either $1,500 on a for-
ward drive or $500 on a smaller
Toyota residential truck, and if 1
can do that and in four years it’s
my truck, why notdothat vs. put-
ting nothing down.

We've looked at it carefully.
With leasing, you can just turn it
back in, but in the books a lease
doesn’t show an asset. And I like
to show assets on the book. You
can write off your lease payment
and maybe you can’t write off the
down payment on a truck, butI'd
rather have the assets in the book.
It makes us look stronger. We've
got credit lines, we’ve got banks
that are involved in us. We have
to show them returns. We have
to show them that we're strong.
I'd rather have an asset with a
liability next to it for the same
truck.

Q.' What about downtime? What

do you do if an aerator is down

for more than one night?
(continued on page 20)
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Aeration
(continued from page 18)

A Wecleanandoil the machines
every night and do all the main-
tenance as far as tightening bolts
and fixing chains. All machines
have to be ready the night before
for the next day. We don’t have
anybody coming in and fixing
aerators that morning. We spend
the money to get them done right
the night before so the next mor-
ning they are ready to go.

We try to give one machine and
one truck to the same guy every
day and make them responsible for
them. We've got a couple of guys
that are really good with the
aeratorsand ifthey need help, they
just give another guy a call. We
all carry radios out in the field.
If you've got problems, somebody
can tell you over the radio how
tofixit. Each truck has atool box
and every tool that they would
need to fix their aerator. Before
they go out in the field they get
trained on how to work on their
aerators.

As far as our trucks, they’re all
brand new. Our oldest truck
would be a 1985. We wash our
trucks every three days and we
wax them every month. As far as
maintenance, every six months
months we go in and do a com-
plete tune-up;, flush the radiators,
change the tires, change break
belts, whatever is needed. They
have a maintenance report oneach
truck and each piece of equip-
ment.

Q.’ Do you foresee the need for
a full-time maintenance worker?

A: That'sthe big decision we’re
going to have to make this winter.
I don’t believe we have to. We've
got a dependable mechanic.
who comes in and goes through
every truck, tells us what needs
to be done — anything from new
fan belts and flushing the radiator
to changing tires and breaks. He
gives us a list of what each truck
needs and then we set up a
schedule for the work. All of our
trucks are on extended warran-
ties. They’re all basically brand
new trucks, so there’s not much
to break.

Q.' How do you effectively price
your company’s services to en-
sure a profit?

A Youhave totake the total pic-
20

ture into account. We were at $30
anaerationand we justified a price
increase this year.

Let’stake a $30 lawn for exam-
ple. You spend $5 an hour on te-
lemarketing people and they
might get you two estimates an
hour. That’s $2.50 to generate the
estimate, not including telephone,
lights and a little bit of overhead.
Let's just say it costs about $4.25
to generate an estimate.

Thenyouhavea$7 anhour guy
going out doing estimates, plus
other expenses such as fuel, a
truck payment, mileage or
whatever it might be. Add about

tinue and move. And then you
have to spend a lot of money in
marketing next year to contact
them all.

Q.' How large do you see your
company getting? How many
customers?

A Well that's a decision we're
going tomake this winter. You’ve
got to have good people with you,
and wedo, inorder to grow. Let’s
say they want to make more
money. We'll all sitdown, because
ifeverybody wants to make more
money, we're going to have to

““I don’t think the market will ever

reach its saturation point. Every-

body wants an aeration in the

spring and they always will. |

don’t think it can be saturated.’’

$9 an hour to runa guy out there.
He should be able to do two es-
timates an hour, so there’s another
$4.50. Now we're up to $8.50 or
$9 just to get the estimate to the
door.

From there it goes back to the
shop and you've got a $7 or $8
an hour person trying to confirm
it. We figure by the time we market
a potential customer and finally
got him as a customer, we've got
about $12 wrapped up in him.

After that you have to go out
and dotheaeration. There you're
paying a guy about $6 an hour —
about $8 with payroll expenses
— and another $1 for fuel. It gets
to the point where we have about
$23 wrapped up in that person.

Now look at the other 50 per-
cent of the estimates we're not
confirming. That eats into the cost
of the job that you're doing. It adds
uptoabout $32. We weren’t mak-
ing anything last year. This year
we make $2 to $3 on the first-time
customer. But when youdoa good
job, they’re going to call you back
again next year; they’re going to
remember you and want you back
again.

That’s what’s exciting and con-
troversial at the same time. Do
I sit there at the end of this year
with 6,000 customers and say
“Let’s stop marketing and make
some good money.” We can’t do
that. About 500 to 1,000 of those
customers will probably discon-

make a decision together — do
we wantto goto $500,000 in sales
next year or do we want to go to
$1 million?

If it takes us five years to get
t0 $500,000, it’ll take us five more
years to reach $1 million. And it’s
going to be the same long road
in debt.

How big do we really want to
get? I don’t know. I think we've
surrounded ourselves with dedi-
cated people and I feel they’re
helping me make sure I don’t
make the mistakes that I might
have.

Q.' Who's going to be involved
in your decision to grow?

A 1always talk things out with
company employees. I'll actual-
ly say how much more do you
guys want to make. They’ll tell
me how much they want to make
and we'll do a flow chart to see
what sales we have to achieve in
order to bring in that kind of
money.

We know how hard we had to
work this year. Because all of my
managers are on a bonus program
of %4 percent of our gross sales.
While in their division if they do
$80,000 or $100,000, they'll make
about $500. So it all depends on
how hard they want to work.

Q.' How do you think the mar-
ket’s changed? How did the home-

owner become educated on aera-
tion and the need for it?

A: 1ts a combination of things
including technicians in the field
telling homeowners they need to
aerate and then explaining what
aeration is and how it can benefit
the soil and turf.

And through others, like
myself, door-knocking and dis-
tributing fliers. We get people
calling here about five times a day
just asking us what aeration is.

Q.' As a small business, do you
feel a lot of competition from big
business?

A: 1t seems like everybody’s
buying or being bought out right
now. It’s not one of our immediate
goals, but we would like to go after
that mountain one of these days.
I don't feel threatened by the
competition. In fact, we get a lot
of competitors’ customers coming
to us, sometimes on referral from
our competition. Commercially,
we go head-to-head with our com-
petitors quite a bit. Sometimes
they win, sometimes we win.

Q.‘ Is it hard to get first-time
customers now that competition
has increased?

A No, it really isn't. We had
1,700 new customers this spring.
That’salotof new customers. We
dothe marketing and give people
a professional estimate.
There’s work out there. Com-
petitors canalso work together for
the benefit of the customer. We
know just about every project in
this town. We know who has it.
We know everything about our
market. We're very on top of
what’s going on in this town.

Q.' How long is it before aera-
tion reaches its saturation point?

A: 1don't think it ever will. We
haven’t even touched the north
side of Denver. Everybody wants
anaeration inthe spring and they
always will. It’s the best way to
get your lawn perfect.

Idon’tthink itcanbe saturated.
It might move around a little bit.
ButIthink that’s why we’ll always
have to keep up with the tele-
marketing.

. .
Q. How does regular aeration
help conserve water?

(continued on page 56)

~ SEPTEMBER 1989 » LAWN & LANDSCAPE MAINTENANCE




New Gemini Series Grasshoppers put instant
command in the palm of you¥ hand! '

New Gemini hy(hostatic direct Speciﬁca\\y designed “rf tough,” Grasshopper's new Gemini direct drive
drive, with smoo “patural” brings new standards of time-cutting performance, lower maintenance and

fingertip controls, combines with lor:}%g;'h service life to professional gtr}:)unds n(;ezfinten::jnrceec.t !
distin . ith time-zero responsiveness, e new mini di rive gives instant
s chive outfront design, and command with a “softer touch” of the dual-lever control system to enhance the
instinctively “natural” control of speed, turns, braking and instant forward/
reverse...al from the palm of your hand.

This new integrated direct drive system has been thoroughly tested for three
years and proven last year in our high-performance Model 721. It is now
available in all our new 700 Series mowers for 1989.

) Model 718 - 18 hp B & S Gas ] Model 718D - 16.5 hp LiquidCOOled Diesel
1 Mode! 718K - 18 hp Kohler Gas ] Model 721 - 21 hp Liquid-Oooled Gas

zero-tum-radius maneuverability
to give you the ultimate time-
cutting per formance.

Of course, You will continue to find - and profit from the other popular
Grasshopper features. Outfront PTO-driven decks and zero-mm-radius
maneuverability let you trim under low-hanging trees and shrubs and between
and around monuments oY other obstacles. You can mow square corners or
yare out perpend'\cu\ar to walls or fences. And, all is done quickly, easily and
with totally unrestricted visibility.

Ask your Crasshoppet dealer to demonstrate why Grasshopper isa
Naturally Better value...0r, write for additional information.
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BUSINESS MANAGEMENT

Selling, Servicing the
Competitive Homeowner Market

Landscape contractors from
Personal Lawnscaping Inc. ar-
range bricks for a walkway.
Photo: Mickey Jones.

INSIDERS CALL IT THE
lawn and landscape mainte-
nance industry, or the green in-
dustry. Sort of like space travel,
in recent years Americans have
taken it for granted.

But 20 years ago this multibil-
lion dollar industry didn't exist,
It was then that the lawn and land-
scape maintenance industry’s
phenomenal growth was spear-
headed by the creation of
ChemLawn Corp., a
giant, publicly held pro-
fessional lawn care com-
pany based in Colum-
bus, Ohio. The concept
was simple: produce the
envy of the neighbor-
hood — green, weedless
grass cheaper than you
could do it yourself.

But the past, present
and future of this service
industry is far from sim-
ple. It’s growing com-
plexity mirrors Ameri-
can life itself.

Complexities that will
shape lawn and land-
scape maintenance in the
1990s, according to in-
terviews with eight in-
dustry leaders
are: heightened competition and
market saturation in some areas,
particularly the urban East and
Midwest; consumer demand for
more service and full service;
Americans' rediscovery of their
natural environment and health
concerns; law making and regula-
tion, particularly by state and local
governments in areas ranging
fromthe environment toemploy-
mentand insurance: a lack of ade-
quate labor resources; the impact
of an eventual economic reces-
sion on a discretionary service;
and increasing organization, co-
alition-building and profession-
alism in an industry emerging
from adolescence.

However, these industry pio-
neers and experts point out the
future of the industry in an au-
tomation-age is intertwined with
the very fabric of a changing
American society.

INDUSTRY EMERGENCE. The
most visible element of the green
industry’s emergence in the
homeowner market — chemical
lawn care — was born in the late
1960s and early 1970s. More than
any single entity, ChemLawn was
the father of the lawn and land-
scape maintenance industry. Dur-
ing the growth of this now giant
company came many offspring
and competing companies.

“*Socio-economic changes have
been the trigger to the very es-
ence of the service industry. We're
dealing with the family unit,” said
Russell Frith, president of Lawn
Doctor Inc. With 280 franchises
in 27 states, the Matawan, N.J.-
based company, founded in 1967,
is the industry's largest franchisor.

“Foravery long period of time
we had a family unit where there
were very clearly defined roles
and responsibilities. (Now)
there’s not that kind of certainty,”
Frithsaid. *“We have what appears
to be a dual income need to sup-
portthe dream of purchasing and
maintaining that house.”

Just how dramatic was the
growthofthe lawn and landscape
maintenance industry? Jerry
Faulring, president of Hydro
Lawn, Gaithersburg, Md., pro-
vides a vivid example.

In 1972 under the name ProTurf,
he and then partner Bill Quay, ac-
quired $20,000 worth of chemical
lawn care accounts in the Wash-
ington, D.C., suburbs. At year’s
end the company had 150 cus-
tomers. ProTurf applied dry fer-
tilizers, performed mechanical
seeding and aeration services and
applied pesticides.

In 1975, they entered the liquid
lawn care field and developed
Hydro Lawn to compete with
ChemLawn. Before organization-
al changes, Faulring said, the
company peaked in 1984 with
30,000 customers.

But, with dramatic growth has
come profound changes.

After first selling itself tech-
nically tothe homeowner market,
emerging companies — from
small, local ones to regional and
national giants — could hardly
keep up with orders.

“In the early days, marketing
was more technical; people were
interested in what we were apply-
ing. That’s gone full circle. Now
people are buying a series of visits
and we are virtually taking care
of everything — fertility, diseases,
insects and weeds. The trend in
marketing (became) sell service,
green grass and attractive proper-
ty with the technical issues tak-
ing a back seat,” Faulring ex-
plained.

“Competition is aggressive.
There are lots more people try-
ing to sell the same services. It's
more difficult to differentiate
companies,” Faulring said.

Though Faulring sees no “re-
volutionary change like what oc-
curred inthe 1970s,” he emphasiz-
ed “the homeowner wants more
fromus — mowing, pruning, leaf
removal, planting flowers and
landscaping. About 15 to 20 years
ago only the wealthy could afford
those landscape services. That's
changed quickly.

“The growth of mowing/main-
tenance services is as phenomenal
as chemical lawn care and I see
that continuing,” he said.

Inanindustry everyone agrees
is price sensitive, Faulring said,
he is finding “money isn’t the
issue. They wantupper level pro-
grams and more services.” Anan-
nual Hydro Lawn program foran
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average lawn may range from
$200 to $650.

While marketing is “*80 per-
cent” of the effort, Faulring’s idea
of marketing goes way beyond
advertising and is an inclusive and
integrated approach, including
“the color of trucks, uniforms,
how you talk to people, invoicing
and the sales package.”

TREE & SHRUB MARKET. Pro-
fessionalism and environmental
concern have always been present
at Bartlett Tree Co., Stanford,
Conn.

The company was founded in
1907 by the late horticulturist F A.
Bartlett, and is now run by his son
and grandson

Professional maintenance of
trees and shrubs came into the
reach of typical homeowners in
the 1950s due to the introduction
of reliable automated equipment.
The work of a crew of 20 could
be done by two people.

However, the continued rise
of labor costs has led Bartlett to
focus its marketing efforts on the
established homeowner — second
or vacation homes and condo-

minium markets, Bartlett has
cared for the trees and shrubs of
such famous people as Franklin
Roosevelt, movie stars and Thom-
as Edison.

“The biggest limiting factor
is good manpower,” said Walter
E. Dages, public relations direc-
tor.

Another important marketing
factor in both tree and shrub care
as well as landscape maintenance
is the relationship between com-
mercial and residential services.
Dages said the company often
provides services to an institution
or business and to the homes of
the members of acountry clubor
business executives.

Bartlett Tree emphasizes pre-
ventive maintenance, leaving
emergency tree service to smaller
companies. Educating children
and adults of the value of trees and
shrubs is an integral part of the
company’s operations.

Inaddition, Bartlett “isthe on-
ly company with a full-fledged
research laboratory,” Dages
pointed out. The laboratory is
located on a 300-acre sit¢’ in
Charlotte, N.C.
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RADICAL CHANGES. In some
parts of the country, such as New
York state, the issue of pesticide
usage is bringing radical changes
to the green industry’s
homeowner market.

Marty Erbaugh, presidentand
founderof Lawnmark Inc., Hud-
son, Ohio, said he believes
regulatory change is the single
most significant development fac-
ing the industry today. Sixty per-
centof the company's business is
in New York state where, he
said, regulation is *‘radicalized™
through such requirements as
prenotification of chemical ap-
plications.

Regulators in New York, Min-
nesotaand elsewhere are also re-
quiring contracts for lawn main-
tenance services. Such require-
ments, industry leaders said, will
increase the cost to homeowners
without added value.

The assertion of regulatory
change as the industry’s greatest
challenge should be viewed inthe
context of an industry undergoing
suchmajor changes as consolida-
tion and diversification.

Erbaugh noted there are only a
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Barefoot Grass personnel
discuss turf conditions with
their customers.
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couple of $10 million (sales) size
companies not owned by some-
body else. He also observed that
“notone company has successful-
ly diversified. They took their
eyes off what the homeowner real-
ly wants in lawn care.

“As companies like us continue
to grow the homeownerasks, ‘Are
our products safe? Are we pro-
fessionals? Do we know what
we're doing?"™

Without agronomic basis, he
explained, “all market research
indicates the consumer perceives
dry products to be safer,” al-
though, Erbaugh said, he and
others still believe there's a place
for liquid application.

Until recently, Erbaugh said,
“demand was driven by people
using the service for the firsttime.
Killing weeds was simple and
there wasn't too much profes-
sionalism. They were amazed we
could do it cheaper and better than
they could.”

Times are changing. A custom-
ized, diagnostic program with
more limited and targeted use of
pesticides is now in the research
and development stage at Lawn-
mark.

Erbaugh said he believes the
consolidation and concern over
pesticide use is “‘positive” for
business.

“How do you market and de-
livera more cuStomized program?
That's the challenge of the in-
dustry. Most of us are still doing
broadcast operations,” he said.

Erbaugh described the custo-
mized program and the industry’s
future in these terms: **Diagnose
the lawn, observe and make ap-
propriate treatment. The appli-
cator of the 1990s has to be more
educated, more trained, spend
more time and prices are going
to have to reflect that.”

Though in certain areas of the
country the pesticide issue isn't
now a significant factor, Erbaugh
predicted “it's going to go every
place. It'sthe difference between
having an applicator being atech-
nician to a diagnostician.”

Ironically, concern about the
environment, use of pesticides
and government may bring relief
to the industry’s headache of
recruiting and retaining good
employees, and continued labor
shortages, particularly in the ma-
Jjorurban centers with widespread
lawn maintenance services.

“It’s going to result in wages
for them to do all and stick
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Edging is an added homeowner service. Photo: Mickey Jones.

around. As what we are doing at
Lawnmark gets recognition at
universities we'll attract more
people,” Erbaugh said.

Concern for the environment
isn't a new concept in the green
industry’s service to the home-
owner.

Though full-service landscape
management for homeowners
represents only a small portion
of the business of Kujawa Enter-
prises in the Milwaukee suburb
of Cudahy, “the market has grown
tremendously,” said Ron Kujawa,
president. And, he predicts con-
tinued growth due to the emer-
gence of yuppies and DINKS
(double income no kids).

Yuppie families need the full-
service landscape management
(ranging from $6,000 to $12.000
a year) typically because both
parents are professionals and
therefore need and can afford it.
Inthecase of the DINKS, he add-
ed, they don’t have time for their
landscapes because they may be
active playing golf or tennis.

Another more established
market for full-service landscape
maintenance, Kujawa said is the
“old money"’ estates. Inthiscase,
wealthy estate owners have in-
creasingly found many advan-
tages to hiring a professional ser-
vice rather than employing a
gardener. A professional com-
pany has the ability and resources
and offers aless complicated alter-
nativetothe traditional caretaker
for those who can afford it.

In offering everything from the
design and maintenance of land-
scapes for upscale properties,
whether country estates or city
homes, *‘most of the private res-
idential work has been derived
from a commercial or industrial
relationship. It's very common
and getting more common,” he

said.

The biggest problem, Kujawa
said, inthis growing but small seg-
ment of the company’s mostly
commercial business, is competi-
tion from small operators “that
do good work, but merely for
wages not for profit. It makes
competition difficult.”

Another fast-growing company
inthe full-service tree, shruband
landscape maintenance industry
is Ajax Tree Service and Land-
scaping Co. The present company
results from a merger four years
agoof Ajax Tree Service and land-
scape build and design contrac-
tor Joe Super.

Demand by owners of upscale
homes in affluent suburbs along
Lake Erie west of Cleveland,
Ohio, led to the creation of the
company, Super explained.

The company provides full tree
and shrub service — garden and
landscape design, planting, trim-
ming and spraying. From offer-
ing landscape design and build
packages, customer demand led
to expansion of services in the
maintenance of lawns and gar-
dens, including mowing, mulch-
ing, fertilizing and pruning.

“Most of our clients are eco-
logically aware. We try not to put
downalot of chemicals,” he said.
“Many homes are near the lake
and eventually the ground water
runs into the lake (Lake Erie).”

ASSOCIATION HELP. While in-
dividual companies become more
specialized and professional, the
entire industry is organizing, be-
coming more sophisticated and
more professional.
Membershipatthe Professional
Lawn Care Association of Ame-
rica, forexample, has grown from
400t0 500 three or four years ago
to 1,100 today. To fuel PLCAA's

heightened efforts in legislative,
coalition-building and educa-
tional matters, however, base level
dues have doubled from $200 to
$400 a year — even more for the
largest companies, said Robert
Parmley, PLCAA president and
Chicago regional general mana-
ger for Barefoot Grass Lawn
Service.

While PLCAA builds coali-
tions with other green industry
associations such as the Asso-
ciated Landscape Contractors of
America and the National Ar-
borist Association, it is appeal-
ing to its own members to get in-
volved locally and support local,
state and national associations.

Earlier, he admitted, PLCAA
*“was criticized for not being ac-
tive enough in fighting battles.
Beginning this year we made it
a major focus. We had to sig-
nificantly increase the duestoin-
crease the resources.”

An important concept in the
issue of pesticide use, he added,
is that two-thirds of pesticides us-
ed in the urban environment are
applied by homeowners. Yet,
government seems interested in
regulating only lawn care appli-
cators.

*We have to say to the lawn care
operator: ‘It's real (regulation)
and going to come to hisdoorstep
one day,"" Parmley said.

Though regulatory difficulties
and other challenges facing the
homeowner service market and
the industry will continue,
Parmley notes these factors are
“‘elevating the industry and
creating a professional image.”

The issues of professionalism,
training and service are increas-
ingly important, Parmley and
other industry leaders emphasize,
because the days of the first pur-
chase being a generic decisionare
over.

“It’s not the first person there
that gets the business, The image
you present, your literature and
the way the technician approaches
the homeowner is the key to get-
ting business."

CONSULTANT INFLUX. As the
future of the lawn and landscape
maintenance industry continues
to change, more and more con-
tractors are turning to consultants
like George Koziarz, president of
Georg Koziarz & Associates
Management Consultants, Ban-
nockburn, Il

And the message of the former
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landscape contractor with a
master’s degree in business
management is quite direct.

*“You're going to see a whole
bunch of things cause the price
(of home lawn and landscape
mainténance) to go up.

*“The new and smaller com-
panies aren't going to keep pace
with the cost of responsibilities.
They (artificially) hold the price
down for the entire industry.”

His central message to those
serving the homeowner market
is this: “There are segments of
the industry where the competitor
can enter and exit almost at will
and they can cause a good con-
tractor or service provider todrop
their prices and therefore the
benefitof their hard work. It’s go-
ing to be tougher in the future for
the good contractor and service
provider.”

As a financial planner, Koziarz
advises clients “borrow money
in bad times and pay it back in
good times.

“A lot of companies have bor-
rowed to expand in good times and
face paying it back in bad times
and that can spell disaster.

Customer care is important in the competitive homeowner market.

Koziarz doesn’t know when a
significant economic downturn
will come, but he knows it cer-
tainly will arrive.

Whenarecessioncomes, given
the discretionary nature of in-
dustry’s service, some companies
will be forced to drop prices to
raise cash, he said. “The less
leveraged and more financially
conservative companies still have
to respond to those prices.”

The major external pressures

the lawn and landscape mainte-
nance industry must face, he as-
serted, are: government regula-
tion, the lack of adequate labor
resources; competition from un-
informed competitors and the
potential of an adverse economy.”

However, Koziarz isn’t pessi-
mistic about the industry’s future.
To the contrary, he said, the in-
dustry is “coming out of its
adolescence. I see a bunch of
small, independent people getting

their act together.”

The fascination and excitement
surrounding the lawn and land-
scape maintenance industry, ex-
pertssaid, can best be seen by the
fact that nobody even knows its
total size — either in number of
companies or sales. Tens of
thousands of small companies
serve homeowners. Butthe iden-
tity and activity of many of these
companies is unknown. (Itshould
be noted, however, that some in-
dustry leaders emphasize that
many homeowners prefer to do
business with smaller com-
panies.)

With an increasing homeowner
and government awareness and
great competition facing the lawn
and landscape maintenance in-
dustry, experts emphasize the im-
portance of marketing, profes-
sionalism, sound financial plan-
ning and quality of service. The
days of anonymity and order tak-
ing in the maintenance of home
lawns and landscapes are over. —
Michael Marcellino ]

The author is a free-lance writer
based in Cleveland, Ohio.
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INTERIORSCAPING

Live, Synthetic Plants
Are Lighting up the Interior

S OMETIMES AN
industry has dif-
ficulty coming up withthe
right term with which to
define itself.

Forinstance, what's the
best way to describe a pro-
fession which specializes
inthe horticultural design
of interior spaces?

Indoor landscaping ar-
rivesonthe ears withadull
thud, as if it might some-
how be related to indoor
plumbing. Interior land-
scaping, amuch more cur-
rent phrase, certainly
sounds better, yetstill lacks
precision; fornolandisbe-
ing scaped indoors, but
rather floors, walls and ceilings.

A newer word, interiorscaping,
is at once awkward and glamor-
ous, but the industry itselfis pro-
jecting these same contradictory
images. One reason for this con-
fusion is that interiorscaping is
arelatively new industry, under-
going rapid change, with many
ofits potentials and problems still
bound together.

While the oldest interior land-
scape companies are about 35
years old, there are only a few
which have been aroundthislong,
estimated Gary Mangum, chair-
man of the interior plantdivision
of the Associated Landscape Con-
tractors of America, Falls
Church, Va., and vice president
of Creative Plantings, Burton-
sville, Md.

Only 10 to IS fall in the one-
to 25-year range, while the aver-
age is six to eight years.

Mangum pointed out that plants
have been put into buildings for
years, but often only as decora-
tive afterthoughts or as a way to
hide construction blemishes. It's
been in the past 10 years that inter-
iorscaping has truly shaped into
a profession, and that due, in
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large part, to the acceptance of
the interior landscape contractor
asa“‘team member” by architects
and designers.
During this time there has been
a trend toward all things natural,
especially environments, such as
atriums and open offices, along
with the growing awareness of the

5\

ADP building, Roseland, N.J. Photo: Foliage Plant Systems.
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Tropical Ornamental, Delray
Beach, Fla., explained why.
“We're still a relatively small in-
dustry, withonly alimited number
of good people and their best ef-
forts were often being wasted in
competition.”

Magnum lists the current
ALCA membership at about 500

In the last 10 years, interiorscap-

ing has truly shaped into a pro-

fession brought on by its accep-

tance from industry designers

and architects.

psychological benefits of plants,
how they can reduce absenteeism
and increase productivity.

During the 1970s and early
1980s there were two trade as-
sociations dedicated to interior-
scaping — ALCA and the Interior
Plantscape Association. In 1986,
however, IPA merged with
ALCA.

Joseph Cialone, former presi-
dent of IPA, and partner of

interiorscapers and 200 who do
acombination of interior and ex-
terior work. While these figures
accurately reflect the number of
interiorscapers in the association,
they are misleading in terms
of how many are at work in the
field.

For instance, Richard Wilcox,
president, Wilcox Environmen-
tal Interiors, Rancho Sante Fe,
Calif., estimated there are 1,200

companies doing interior
landscape contracting in
Southern California alone.
The problem, according to
Wilcox, is that most of
them are small operations
working out of a garage.

“Thereasonthereare so
many in California, is that
they don't have to inven-
tory plants. One day they
sell the job, the next day
they go to the nursery to
buy the plant, then they
rent a truck to deliver and
install it and on day four,
they start watering it,”" he
said.

“No capital investment
is needed at all. At least
in Denver and Seattle, the oper-
ator has to think ahead enoughto
purchase by the truck or half
truckload and have a place to store
i

The result, Wilcox said, is an
undermining of professionalism.
*Too many people are operating
and too many of themdon’t realize
they are operating at a loss. Be-
cause of that they don’t have the
dollars to invest in cost reinvest-
ments up front. And in a lot of
cases people charge much too lit-
tle, eroding everybody’s profit
margins.”

Wilcox said he believes a
shakeup is at hand. One key fac-
tor which will bring it about is
the advent of subirrigation sys-
tems which both substantially in-
crease the life of the plant and
decrease the costs of replacing the
plant.

They also offer a decrease in
the amount of labor, since the
systems will allow service person-
nel to come in once every two
weeks instead of once a week. Be-
cause these systems require an up-
frontinvestment — about $20 for
an eight- to 10-foot plant — the
(continued on page 35)
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Interiorscapes

(continued from page 26)

smaller operations will not like-
ly be able to afford them.

“I firmly believe that those
companies inour industry thatdo
not switch over to subirrigation
systems will not be competitive
or survive in the 1990s,” Wilcox
said.

Michael Baron, president, In-
terior Landscape International
Corp., Boston, Mass., also said
he believes “the industry is go-
ing through a fairly heavy shake-
up. Unless they own their own
property, the smaller operations
will be phased out, while others
will be squeezed upward through
mergers and acquisitions.”

ILIC represents another move
toward professionalism. *This
organization was formed about 18
months ago by eight of the larg-
est interiorscapers who realized
that, as large as they were, there
were still some things they
couldn’t accomplish on their
own,” Baron said.

ILIC members generally be-
longto ALCA as well, but, unlike
that trade organization, ILIC is
a licensing body and has been
formed for purchasing and mar-
keting power.

*We can offer centralized bill-
ing and quality control to hotels
and other national chains,” Baron
said. "It creates a level of com-
fort for a large national corpora-
tion to deal with a single source
organization suchasours. Justthe
other day one of our members
called to say he got a $200,000
job, thatbeing a part of ILIC gave
him a leg up on a competitor of
comparable size. And another
called just a few months
back to say that he had
secured a $160.000 job for
the same reason.”

What kind of volume do
interiorscapers do? Esti-
mates from those inter-
viewed indicate that one
company does an annual
volume of about $40 mil-
lion, a number fall in the
$5 to $15 million range, but
the general average is
$500,000 fora professional
contractor, plus a wide
range of small operations
— some of whom do low
volume, but have low over-
head.

Justhow big anindustry
is interiorscaping in terms

of overall dollar volume? In-
terestingly enough, noone seems
to have a firm handle on this, due,
no doubt, to the large number of
smaller operations. ‘I asked that
same question to the eight board
members of ILIC, and received
eight different answers,”” Baron
said. “My guess is from $500
million to $1 billion.”

Despite the rapid growth in the
industry over the past few years,
aslowdown appears to have taken

hoping will give abig boost tothe
industry are the studies now com-
ing from NASA showing what
plants cando to purify theair. This
research, which has been going
on for some 18 to 20 years, is just
now coming to light.

“This is important because of
what has been learned about sick
building syndromes,”” Mangum
explained. “Buildings which are
very energy efficient, but simply
recycle the same stale air and tox-

Interiorscaping can take place in

most any building, but office

buildings, banks, hotels and malls

have become the most popular

settings.

hold. “The last 18 months have
been kind of flattening, and
nobody understands exactly why,”
Cialone said. “States like Texas
and Colorado that are dependent
upon oil are not putting up new
buildings, and a building slow-
down is happening in all major
cities.”

John Mini, president, Indoor
Landscapes, New York, NY.,
said, ““We cover New York, New
Jersey and Connecticut, and from
my perspective there has been
some belt-tightening going back
to the stock market crash. But I
think that what most people are
experiencing is an increasingly
competitive market as more peo-
ple enter the field each year.
Overall I believe the market is
growing.”

What many interiorscapers are

ins from particle boards, wall
coverings and other materials.
NASA has found that one floor
plant per hundred square feet goes
along way in removing these tox-
ins."”

ALCA got wind of the research
about two years ago and has been
working with NASA to translate
NASA's raw data into accessible
information that everyone can
understand and to determine
which plants are commercially
available.

Tothisend, ALCA has formed
the Foliage for Clean Air Coun-
cil. About I55 interiorscapers
have chipped in $200 to get this
information/marketing clearing
house going.

“This is the hottest thing going
in the interior landscape com-
munity,” Mangum said. “Today

GTE building, Stamford, Conn. Photo: Foliage Plant Systems.
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we've received 151025 calls, and
yesterday I met with the people
from NASA who will be buying
250 plants for their own sick
building.”

Cialone, however, is not that
optimistic that the industry will
take advantage of these findings.
He cited arecent consumer panel
in which six of seven people had
never heard of the NASA studies.

“This is an indictment of the
industry. We have to understand
that Americans are bombarded
with messages, and unless we use
our brains and spend our money
tocreate ademand, like any other
industry, nothing significant will
happen,” he said. *“Who could ask
for a better issue than plants for
the environment and health?”

George Patterson, president,
City Gardens Inc., Newton,
Mass. , said that plants asa health
issue is a double-edged sword.
“We have to figure out ways to
keep the plants inside healthy
without pesticides, for it won'tdo
much good to put plants in to
remove toxins and then spray in
more toxins,” he said.

Anotherissue faging the indus-
try isthe increased use of synthetic
rather than live plant material.
For instance, Weyerhaeuser Spe-
cialty Plants, Tacoma, Wash., has
recently announced a national
distribution for its Inscape In-
teriorized trees and plants. The
synthetic plants are “a patented
process which allows the mater-
ialstolastin interiors offering lit-
tle or no water or lighting. The
products can last indoors for a
number of years without such
traditional maintenance as prun-
ing, plant replacement and pest
control,” said Stephen Barger,
general manager.

Interiorscapers, how-
ever, see synthetics as
more of acompliment than
a threat to live plants.

*Synthetics are very ef-
fective in areas of poor
light or difficult access.
The first generation started
with plastic, which was
very ugly, but the newer
silk plants are more attrac-
tive. But I haven't seen it
happen that people have
wanted to go to full scale
silk,”” said Deborah
Sparks, market manager,
Foliage Plant Systems
Inc., Pine Brook, N.J.

Cialone added, *‘Syn-
thetics cansupplement live
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FAST FOOD
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GOOD
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LEBANON PRO
32-4-8

To keep your customers satisfied, you need
the fast feeding and quick response of Lebanon
Pro 32-4-8. This premium blended fertilizer pro-
vides an ideal balance of N-P-K with 37% con-
trolled release urea nitrogen from Sulfur Coated
Urea. At an economical cost-per-thousand,
that's good for business too! From your source
for premium quality turf products.

Lebanon

TOTAL TURF CARE

A division of Lebanon Chemical Corporation
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plants, such as in overhanging
areas where a technician would
have difficulty watering it. Right
now silks are riding high in the
retail level, butinmy opinionthey
constitute no real threat. Nothing
looks more ugly than old silk
plants covered with dust.”

Where can interiorscaping take
place? In virtually any building,
though the most common are of-
fice buildings, banks, hotels, res-
taurants and malls.

Sparks said her company main-
tains from as few as five to 10
plants in small offices to 6000 in
another location. And Patterson
said he handles accounts from as
littie as $50to as much as $20,000
a month,

Interior designs can be simple
or extravagent.

Associated Plantscapers, Ir-
vine, Calif., recently won two top
design awards from the Profes-
sional Interior Plantscape Asso-
ciation of Southern California.

President Laurie Resnick des-
cribed one design as taking place
“inavery sleek, high style office
incontemporary black leatherand
chrome overlooking Los Angeles.
We put in only a few plants, but
very large interesting looking
specimens in glossy and colorful
oversized pots.”

The second location was an of-
fice building with five stories of
high density cubicle space. **We
only used two or three types of
plant per floor,” Resnick said,
*“and placed them on the counter
caps ateach cubicle to give anice
clean look.”

Miniof Indoor Landscapes has
won more than 40 national
awards. One of the two projects
of which he is particularly proud
is the IBM bamboo garden in New
York City — the largest indoor
planting of bamboo in the world,
with 275 bamboo culms 40 to 50
feet high.

The Parkway North building, Chicago. Photo: Tropical Ornamentals

> .

**This has had atremendous im-
pact in the way plants are used
all over. We continually get calls
about it fromall over the world,”
he said. His second favorite is
more traditional

“The developer decided to put
an unusual amount of square
footage of plants in his building,”
Mini said. “There are ferns,
azaleas, large ficus trees through
a series of three waterways with
rustic bridges and paths. He was
able to add significant value to
the building for only a modest
cost.”

City Gardens' Patterson said his
recently completed $500,000 plus
projectin Boston's Franklin Park
Zoo, “involved about anacre and
a half of indoor space with some
African plants never used in an
interior before. This African
Forest Pavilion includes exhi-
bits of gorillas, rhinos, water buf-
falos and free-flying bats and
birds. It was the project of a
lifetime.”

Not quite. Over the next 10
years, Patterson said, he antici-
pates conservation to be a major
industry issue. "“We're trying to
use our company to create a link
among corporate clients to con-
serve the rain forests. We want to
create anawareness that plants are
native tothe rain forest which are
now being destroyed, but we
should all be involved in their
preservation.”

Within a few short years in-
teriorscaping has come a long way.
From an afterthought of a few
potted palms to cover up a con-
struction defect, to an integral
design element to beautify an in-
terior, toa potentially significant
environmental and health aid, to
a vehicle to conserve the rain
forests. — Michael Major

The author is a free-lance writer
based in Port Townsend, Wash.
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1989 TURFSEED HARVEST

Turf-T'ype Tall Fescue Crops
Damaged by Harsh Weather

A familiar sight at crop har-
vesting. Photo: Normarc Inc.

A HARSH OREGON
winter that saw wind-
chill factors plummet to as low
as -60 degrees Fahrenheit great-
ly damaged the industry’s supply
of turf-type tall fescues. Despite
poor showings in recent years,
however, demand for the turf-
types shows no sign of being
thwarted.

Most producers report their tall
fescue supply tobe at least 15 per-
cent below last year’s level, but
some say it has fallen as much as
30 percent below 1988 levels.

Only one producer, Jonathan
Green Inc., Farmingdale, N.J.,
reports good supplies of the tall
fescues. As a result, most com-
panies will be implementing al-
location methods for the distri-
bution of their tall fescue supply.

No one seems sure what other
seeds might be called uponto fill
the gap created by the turf-type
tall fescue shortage. Some said

the most anxious end-users will
return to using Kentucky blue-
grasses or perennial ryegrasses,
butall agreed that many lawnand
landscape contractors will simp-
ly delay reseeding until next year
when, hopefully, the supply of tall
fescues will be back to normal.
Overall, common Kentucky
bluegrasses are in plentiful sup-
pliesthis year, probably resulting
in lower prices. Most companies
report adequate to good supplies
of proprietary bluegrasses and
perennial ryegrasses, however,
some shortages are expected
among the more elite, low yield-
ing bluegrass varieties. The
perennial ryegrasses are expected
to have the most carry over.
Increasing turf-type acreage for
next year is a major concern for
all producers, but differences ex-
ist in their opinions on whether
there is enough acreage left in
Oregon’s Willamette Valley for

quality growing.

Those who say the valley and
state are saturated are looking to
other areas, including New Zea-
land, for growing. Others dis-
agree and say there is still qual-
ity land in Oregon for growing.

Several producers are report-
ing grower reluctance to plant
given the poor yields this year,
as another obstacle to overcome
intheir attempts to produce more
turf-types to meet growing in-
dustry demand. Other crops,
mainly agricultural crops, seem
to be more profitable for them.

In this article, individual seed
companies report on their var-
ieties, yields and expected sup-
plies for the coming year.

VAUGHAN 'S SEED CO. Asisthe
story with most seed producers
this year, the turf-type tall fescue
yields came in much lower than
anticipated.

Compounding the

POLQY I ) problem is a reluctance

R T, o : : £ 3 from growers to even

ok i plant turf-type tall fes-

~ cues, said Tom Breier,

manager for grass seed

at the Downer’s Grove,
Il1.-based firm.

“We're making alotof
attempts to keep up with
the growing demand,
but we're fighting grower
resistance,” he said.
“Yields are bad. When
that happens, growers
want to pull up the crops
and put something more
profitable in. You cer-
tainly can't blame them,
but it creates a definite
problem for us.”

Perennial ryegrasses
and proprietary blue-
grasses performed slight-
ly better this year, but not
because of higher yields.

fcontinued on page 40)
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Fine Lawn Research proves . . .

not all perennial
ryegrasses
are created equal.

) As a professional turf manager, you know

| A / / there are measurable differences between

3y Y& turfgrasses. And, as research has proven,

Stallion is the new breed in turf-type perennial ryegrass. No longer is your choice
limited to look-alike perennial ryegrasses. Stallion establishes quickly, performs
well under moderate to low fertility and, with its heavy tillering ability, produces the
dense turfyou require. Stallion’s rich color and fine leaves blend extremely well with
other perennial ryegrasses, bluegrass, fine or tall fescues. So, whether you're

establishing new turf, reseeding or overseeding, remember, strength of breeding
always shows — Stallion — a breed apart!

Since not all fairways, athletic fields, or office
parks are created equal, Fine Lawn Research
developed Triple Play. This is a unique blend
of perennial ryegrasses that can be carefully
tailored to the specific needs dictated by the
use and climate conditions in your area. Tri-
ple Play includes Stallion plus two other elite
turf-type perennial ryegrasses. You no longer
have to settle for a perennial ryegrass blend
that is only satisfactory. You can have Triple

Play blended to your requirements. Ask your ) ey . )
For additional information,

See your distributor or dealer, or
Write to Fine Lawn Research, Inc.
PO. Box 290, Madison, GA 30650

local distributor how you can get Stallion

blended specifically for you!
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Turfseed

{continued from page 38)

Vaughan's obtained more
acreage for these crops.
Some carry over and a
lowerdemand in certain
regions also contributed
to the good supplies.

“The East Coast had
so much rain in the
spring that landscapers
were unable to work, and
that meant they weren't
buying seed,” Breier
said.

J & LADIKESINC. All-
Star perennial ryegrass
yields fell this year, but
the Adelphi Kentucky
bluegrass rebounded
from a poor crop last
year.

The major problem
for the All-Star crop was
dry weather last fall. By
the time spring came,
most of the damage was
already done. The Jam-
aica, N.Y.-based com-
pany tried tocompensate
by obtaining acres in
New Zealand and the
West, but those areas re-
main extremely com-
petitive, said.Bob Rus-
sell, company president.

Prices will undoubt-
edly rise but, Russell
said, ithasn't been deter-
mined by how much.

Two proprietaries now in the
breeding and foundation stages
will eventually respond to the
growing end-user demand for
lawns requiring less fertilizing
and watering, Russell said. These
varieties will not be available to
the commercial market for several
years.

ZAJAC PERFORMANCE SEED.
“Very disappointing™ is how John
Zajac characterized the yields
fromhis company’s 12 fescues this
year. The company is head-
quartered in N. Haledon, N.J.
Prices will remain about the
same as last year, however, there
won't be enough seed to go around.
Zajac said orders will not be filled
completely, and predicted higher
prices as the already limited supp-
ly dwindles around spring.
Ryegrass availability will run
on “the poor side of average, but
not that far off,”" Zajac said. Blue-
grass yields were good while the
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The turfseed harvest in Hubbard, Ore. (top).
Photo: Turf-Seed Inc. A field before harvest.
Photo: Normarc Inc.

.

company's proprietaries brought
in a somewhat lower harvest.

Because of two consecutively
poor growing seasons, Zajac said,
he sees buyers concerned with
quality seed and crop assurance,
They want good seed and want
to receive the amounts they order.

Next year, Zajac plans to con-
centrate on increasing acreage,
but conceded that the poor turf-
type tall fescue crop performance
these past two years will make
convincing farmers to plant an
even more difficult task.

TURF-SEED INC. Yields are
downabout IS percent for the com-
pany's turf-type tall fescues, said
Tom Stanley, marketing manager.

Fine fescues, creeping red,
chewing and hard fescues all saw
about 4 20 percent decrease in
yield

Increasing acreage in Oregon
is practically next to impossible.
The state is “wall-to-wall” crops,

Stanley said, creating a need to
find new production areas. He
said He did not know where the
company would look to plant new
Crops.

E.F. BURLINGHAM & SONS.
Because of the shortage of turf-
type tall fescues, this Forest
Grove, Ore.-based seed producer
is unsure of just how much it
would take to saturate the market.

“We really can't tell how large
the market is, or could be, because
we don’t have the product,” said
Greg McCarthy, product manager.

Theonly thing that will improve
next year’s crop is for Mother
Nature to change her ways. “The
growers did everything right.”
McCarthy said. The poor weather
caused burning stress and delayed
fertilizer application.

LESCO INC. Art Wick, vice
president of research and develop-
ment, said there is no apparent
common denominator to why the
turf-type tall fescues did so poor-
ly. He said the crop damage was
not limited toone area of Oregon’s
Willamette Valley.

Tothe contrary, boththe North
and South valleys saw some
growers harvest poor crops while
others reaped quite good crops.
The same is true for the different
varieties of tall fescues, according
to Wick. He said all varieties pro-
duced about the same amount of
yields.

“There probably is acommon
denominator, but we're just not
smart enough to see it just yet,”
Wick said.

Producers and growers have
three theories as to why the har-
vest turned out so badly, he said.

Some growers may have back-
ed off their field burning last fall
after heavy smoke from a burn-
ing field caused a car accidenton
Interstate 5 in Oregon. Alterna-
tives to the routine practice of field
burning are being researched, but
most practices including propane
burning, are more costly.

Field burning is considered a
necessity by both producers and
growers, but the Oregon state
legislature had considered a bill
that ould have drasticallt reduced
the number of fields burned each
year.

Two other theories explaining
poor crop performance, involve
uncooperative weather condi-
tions. A 10-day stretch in Oregon
this winter saw windchill factors
reach -60 degrees Fahrenheit. Tall
fescues are the least tolerant to
cold conditions especially during
the reproductive cycle.

Finally, the spring saw extreme-
ly dry conditions which retarded
many crops. Height on many
crops, Wick said, was stunted by
25 percent to 40 percent.

NORMARC INC. The perfor-
mance of Pinnacle, a fine-leaved
(continued on page 42)
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America’s
Number One
Natural
Organic
Fertilizer

m Many of the finest parks and grounds

in America are fertilized with Milorganite.

m Non-burning, cost-effective, turf fertilizer.
m Rich in organic iron — 4% minimum
guaranteed.

m 90% Water Insoluble Nitrogen (W.I.N.), slow
release nitrogen promotes vigorous growth.

m Supplies humus and improves water holding
capacity of soils.
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We’re Expecting Our
Largest Altendance Ever

Be part of 5000 landscape contractors, landscape
designers, landscape architects, grounds main-
tenance contractors, garden center operators,
container and B&B growers, and irigation
contractors this September 20-22, who plan to
attend the Nursery, Landscape & Equipment Expo.

Over 400 Exhibits

Stroll at a boardwalk pace among the spacious
aisles of the Atlantic City Convention Center. Take
your time visiting over 400 exhibits that will help
you manage your business and save money.

Compare the latest and best tools and equipment.

Find sources for supplies. See a variety of quality
plant material from all over the USA. For your
convenience all booths are in one room and on
one floor.

Hassle Free Parking

With over 6000 spaces available within two blocks
of the Expo, no need to wory about parking. Just
drive up and walk in.

Attend our Consultant’s Clinics

Talk one-on-one with industry experts on cumrent
issues such as Landscape Estimating and Man-
agement by Charles Vander Kooi & Associates, NJ
Sales and Use Tax, Accounting and Tax Audits,
and Right-to-Know Laws. Take advantage of this
valuable-opportunity to keep your business
growing.

For more information on the Nursery, Landscape
& Equipment Expo, contact the New Jersey
Nursery & Landscape Association, Building A,
Suite 3, 65 S. Main Street, Pennington, NJ 08534

Qcall 609/737-0890. /
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Turfseed
(continued from page 40)

perennial ryegrass introduced last
year is the big news for this com-
pany based in Tangent, Ore.

It has ranked first in all the na-
tional trials it’s been entered in
and has shown high seed yields,
said Don Herb, sales manager.

All other Normarc varieties are
in good supply, except the tall
fescues. The shortage of fescues
this year isn'texpected todampen
the demand, Herb said. Instead,
he expects a few East Coast end-
users to substitute bluegrasses for
the fescues this year. Overall most
users will not make too many
changes.

Herb disagreed with those who
say the Oregon fields are satu-
rated. To the contrary, he said,
there is definitely available
acreage and plans to secure some
of that acreage next year.

In addition, three new fescue
varieties will be available next
year. Normarc 25, Normarc 77
and Normarc 99 all finished in
the top 25 of the national tall
fescue trials, with Normarc 25
finishing among the top four.

PENNINGTON SEED. The story
from this Lebanon, Ore.-based
company is about the same as the
rest. Turf-type tall fescue yields
aredown 20 percent to 25 percent.
While the supply is down from last
year, there aren’t any planned
substitutions, said Mike Baker,
vice president. The tall fescues
are (0o unique to use something
else in their place, he added.

Baker said he wants to increase
acreage next year, but new com-
petition from vegetable crops and
others in the Oregon area will
make that task difficult.

NORTHRUP KING. About the
best news from this Minneapolis,
Minn.-based company are spot-
ty reports of proprietary bluegrass
yields being down 20 percent to
30 percent. Overall bluegrass
yields are running about average,
said John Glattly, director of turf.
Thecompany’s yields from per-
ennial ryegrasses, Delray, Penn-
fine and Caddie, are down about
20 percent, and tall fescues are
down by as much as 30 percent.
Glattly predicted new crops
will face tremendous pressures
because there will be virtually no
carry over supply in 1990.
Alternative growing sites in

both the Northwest and offshore
areas are under consideration for
next year. “We're trying to stay
optimistic,” Glauly said.

FINE LAWN RESEARCH. This
Columbus, Ohio-based firm will
see a shortage of its Fine Lawn
1 tall fescue and Chateau Ken-
tucky bluegrass, while the Stal-
lion perennial ryegrass is reported
to be in good supply.

“We definitely will not be able
to satisfy demand,” said Bill Junk,
president. The company's Stal-
lion perennial ryegrass is in good
supply.

Junk said he will seek addi-
tional acreage next year, some of
which will be in New Zealand.
Fine Lawn 5GL., a new tall fescue,
will be grown there. Another in-
troduction for next year will be
Flyer creeping red fescue which
finished first in trials this year
while in development.

JONATHAN GREEN INC. Rich-
mond and Mesa, the company’s
turf-type tall fescues, yielded a
good amount of seed this season
because of increased acreage, said
Barry Green Jr., vice president
forsalesatthe Farmingdale, N.J.
firm. Richmond took first place
in brown patch disease resistance
at national trials.

Harvesting was backed up about
10 days by rains during the third
week of July, but while the wind
rows got wet they did not have to
be turned, Green said. They even-
tually dried on their own,

Richmond yielded about I mil-
lion pounds, and Mesa should
come in with between 400000
pounds and 500000 pounds.

Unlike most of the producers,
the company will not be allocating
its tall fescue supply.

“*We will never not ship our
customers what they want,"
Green said. *“They may not get
the specific variety they asked for,
but we will always have quality
seed for them.” Mesa's supply
may be exhausted, he added.

While most harvest news con-
cerns turf-typetall fesuces, Green
said, he's interested in this year's
bluegrass performance.

“This is really the first year that
bluegrasses will be available in
quantities that we really want,”
hesaid. “The marketis very com-
petitive and we'll see how much
bluegrass people will want to
buy.”

Green said common Kentucky
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bluegrass prices are now about
$1.25, but expects them to fall
through the spring until they level
off to between 60 cents and 70
cents.

The company plans to in-
troduce its Washington Kentucky
bluegrass and Montouk tall fescue
next year.

LOFTS/GREAT WESTERN. Most
varieties have adequate supplies,
but overall yields fell from last
year. Increased acreage, however,
helped the Albany, Ore.-based
company, said Gary Parker, gen-
eral manager.

“We don’t have the final figures
yet,” Parker said. “‘But hopeful-
ly the increased acreage will
balance out the fact that yields
were lower.”

The company will implement
anallocation program for its turf-
types that will supply buyers with
the quantities they requested last
year. Aftereveryone is at par with
the levels they received last year,
the remaining supply will be sold.

Of it’s five turf-types, only
Clemfine was reported to have a
surplus supply. Rebel, Rebel II

and Tribute have adequate sup-
pliesand Rebel Jr., the company’s
newest variety, was planted on
limited acreage this year. Parker
said Rebel Jr. is noticeably darker
than other tall fesuces and plans
call for itto be available next year.

Regardless of variety, Parker
said, all bluegrass and perennial
ryegrass yields slipped. Princeton
and Suffolk bluegrasses have lim-
ited supplies while Baron, Nas-
san, Georgetown and Ram [ all
have adequate supplies.
company’s six perennials —
Diplomat, Yorktown II, Palmer,
Prelude, Cowboy and Repell —
all reaped adequate supplies.

Acreage should be increased
next year, but without any large-
scale moves out of Oregon, Parker
said.

“This region has the best seed
growers in the world,” he said.

TURF MERCHANTS. “Nothing
did all that great,” reported Steve
Tubbs, general manager for the
Tangent Loop, Ore.-based com-
pany.

With about a 30 percent reduc-
tion in yields, tall fescues are in

short supply. Perennial ryegrass
yields fell about 20 percent.

Increased acreage for Bonzai
dwarf tall fescue is being plann-
ed for next year.

“Since 1980 when turf-type tall
fescues were introduced, we've
never produced enough for the de-
mand,” Tubbs said. “That’s
where we’re putting most of our
emphasis.”

JACKLIN SEED CO. The grow-
ing situation in eastern Wash-
ington and northern Idaho, where
this Post Falls, Idaho, company
does its growing, didn’t differ
much from Oregon.

Turf-type tall fescues are in
limited supplies and will be al-
located, but proprietary blue-
grasses have adequate supplies ex-
cept for expected shortages on
some of the elite, low yielding
varieties, said Harry Butler, vice
president of marketing.

The good news is an ample
supply of common Kentucky
bluegrass which the company
thinks will lead to lower prices
and heavier shipment. The good
supply was attributed to a 20 per-

cent increase in acreage and a
slightly better than average yield.

Although Jacklin is allocating
its turf-type tall fescues this year,
an increased amount of acreage
should guarantee an ample
amount of seed in 1990. Butler
declined to say where the addi-
tional acreage is.

Inaddition, four new tall fescue
varieties will be grown for testing
purposes next year, all of which
are supposed to be highly resis-
tant to brown patch disease.

As for substitutes to the turf-
types, Butler said, he wished he
had an answer.

“If someone needs seed im-
mediately and cannot get tall
fescues, I would guess they would
return to using the Kentucky
bluegrasses or some perennial
ryegrasses,”’ he said. “Butifthey
don’t need to seed right away,
they’ll probably put it offuntil next
year when tall fescues will be in
good supply again.” — David
Westrick ®

The author is Assistant Editor of
Lawn & Landscape Maintenance
magazine.

RIDE A WALKER

Discoser Fasd, Competitive, Profitsble Mowing

Most commercial mowing operations are using walk-behind mowers
because they have concluded no rider mower is compact or
maneuverable enough to mow landscaped areas. Now maintenance
operators all across the country are discovering the compact,
maneuverable Mid-Size Walker Mower fits their job and saves
labor (usually cuts labor 1/2). The labor saving Walker looks good
whether your business is trying to produce profit or is operatingon a
budget. Write or call for a free brochure. Ask for a demonstration.

Walker Manufacturing Company, 1839 East Harmony Road, Ft. Collins, CO 80525

1-800-777-0356

Circle 35 on reader service card

M-100 Standard Ramp — built for
standard size American made
pickup trucks. Loading capacity
1300#.

M-200 Mini Ramp — built for mid
size and mini imported pickup
trucks, trailers and vans. Loading
capacity 1000#.

M-300 Porta Ramp — built for any
size vehicle, trailer or van. Stores
in vehicle while in transport. Load-
ing capacity 800#.

M-400 Cab Guard —
driver and pickup truck cab win-
dow. Mounts in minutes. Allows
maximum bed space and rear win-
dow visibility.

ALL PRICES INCLUDE FREIGHT

Call and order direct today:

T 414-898-4221

from METKO, INC.
1251 MILWAUKEE DRIVE
NEW HOLSTEIN, Wi 53061

protects
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1989 DISEASE UPDATE

Rain, Stresses Result
in Varied Turfgrass Problems

Melting out symptoms on Ken-
tucky bluegrass caused by Bi-
polaris/Drechslera leafspot (bot-
tom). Pythium blight damage
on tall cut grass (below).

DISEASE PROBLEMS
inany given year are the
result of disease pressure, grass
susceptibility and environmen-
tal conditions. Awareness of the
weather conditions that favor

plant pathogens allows turf

managers to anticipate, diagnose
and combat disease problems
(Table 1).

1989 DISEASE PROBLEMS. Ad-
equate to heavy rainfall and cool
temperatures in the eastern cen-
tral states during April and May
resulted in considerable problems
due to Bipolaris/Drechslera leaf-
spotand the red thread (Laetisaria
fuciformis).

Rainfall was sparse up to May
in the central Pennsylvania area.
Dollar spot was particularly pre-
valentonbluegrassand bentgrass
in May through August.

Most fungal pathogens are
favored by very wet conditions:
the major exception is the causal
agent of dollar spot which is
favored by dew but not by high
rainfall (Table 1). Dollar spot
thrives under warm days and
moderate temperature nights
which promote dew. Generally,
dollar spot severity is low until
late summer — the continued dis-
ease pressure through the mid-
summer months is somewhat
unusual.

Necrotic ring spot and summer
patch symptoms showed up on

Kentucky bluegrass in June inthe
Ohio/Kentucky region. Although
growth of the fungus, Leptos-
phaeria korrae, that causes nec-
rotic ring spot is favored by cool
to moderate temperatures, the
onsetof warm to hot weather will
hasten the decline of weakened
plants.

Brown patch and Pythium
blight problems surfaced in late
June and again at the end of July
in Ohioand central Pennsylvania.
Brown patch and Pythium blight
were especially prevalentin young
plantings and in sites with poor
soil drainage. A hot spell in the
last week of July and the be-
ginning of August greatly en-
hanced the activity of both dis-
eases.

In general, Pythium blight ac-
tivity has been less, and brown
patch has been very active com-
pared to previous seasons for
Kentucky, Ohio and Pennsyl-
vania.

In contrast, lack of water con-
tinued to be a problem for some
areas of the upper Midwest, i.e.,
Wisconsin, during much of 1989.
The bright side is that disease pro-
blems are less under arid con-
ditions.

IS IT STRESS OR DISEASE? At
the Plant and Pest Diagnostic
Clinic at The Ohio State Univer-
sity, Columbus, Ohio, approx-
imately 50 percent of the turf
samples received for disease
diagnosis are diagnosed to be
stresses due to poor growing con-
ditions (abiotic stresses).

The primary causes are: thatch
inexcess of % inch, highly com-
pressed thatch, poor soil condi-
tions, improper sunlight for the
grass type and improper water-
ing practices (too much or too
little).

Following the drought of 1988,
the number of turf samples from
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Ohio diagnosed as suffering from
abiotic stress was uncommonly
high. Many lawns did not green
up in the spring of 1989 as ex-
pected because of stresses receiv-
ed during 1988. In contrast, we
see many disease problems that
are directly correlated to the
overuse of automatic watering sys-
tems,

Necrotic ring spot is one ex-
ample of adisease often found on
Kentucky bluegrass lawns where
the sod is watered daily by an
automatic sprinkling system, re-
gardless of the rainfall.

Turfmanagers are often puzzl-
ed by the irregular distribution of
stress symptoms ona grass stand.
To many people, a patch symp-
tom indicates that the turf has a
fungus or insect problem. Their
reasoning may be something like
this: “If rainfall, sunlight and air
temperature stressesare uniform-
ly distributed over asite, why then
do these stresses result in patches
of dying grass?”

The reason is that underlying
soil conditions, thatch and grass
types with different stress and
disease resistance properties are
usually not uniformly distributed
throughout a turfstand, especially
in an old lawn. As a result, turf
decline due to stress often occurs
in patches.

IS IT DISEASE OR INSECT
DAMAGE? The well-informed
turf manager is aware that insect
damage can resemble damage due
to fungi (Table 2). The resem-
blance is closer if the symptoms
are somewhat old. For example,
severe sod webworm and cut-
worm damage somewhat resem-
bles melting out caused by Dre-
chslera and Bipolaris species
(formerly called Helminthospo-
rium). Chinch bug activity is
especially difficult to diagnose
because the symptoms caused

OPTIMUM CONDITIONS FOR DISEASE DEVELOPMENT

Temperature

Disease Day Night Moisture Fertility
Drechslera/

Bipolaris Leaf Spot cool cool wet high
Red Thread cool cool wet low
Yellow Patch cool to moderate  cool wet high
Necrotic

Ring Spot cool cool wet high
Dollar Spot warm moderate dew low
Summer Patch warm to hot warm wel ?
Brown Patch hot warm to hot wet high
Pythium Blight hot warm to hot wet high

cold = below 45F, cool = 45 to 55F, moderate = 55 to 65F, warm = 60 to 75F, hot = over 75F.

Table 1.

by sucking and toxins of this in-
sect has no distinctive appear-
ance. The chinch bug is high-
ly mobile and is easily over-
looked.

IDENTIFICATION DIFFICUL-
TY. Some diseases, particularly
the patch diseases, have only been
recently discovered, aredifficult
to identify in the field and are
not well understood. Many turf
managers are still not aware that
the diseases summer patch,
yellow patch and necrotic ring
Spot exist.

The name that is most familiar
to most turf managers is Fusarium
blight — a disease that was iden-
tified in 1966. Yellow patch was
identified on Kentucky bluegrass
fairly recently, around 1978, Sum-
mer patch and necrotic ring spot
were firstidentified inthe United
States in 1984. It will take some
time for turf managers to learn
which of these pathogens are
the primary problems in their
areas. Part of the delay is because
the techniques for identifying
these pathogens are still being
refined.

PROFESSIONAL DIAGNOSIS.
An important ally of the profes-
sional turf manageris a plant and
pestdiagnostic clinic. Most states
have a clinic affiliated with the
state extension service.

Before a problem hits, find out
the location of a clinic with per-
sonnel who are able to diagnose
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turf problems. Turf problems are
particularly difficult to diagnose
because notall clinics are staffed
with people experienced in turf
problem diagnosis.

The accuracy of any diagnosis

"“Frogeye" type symptoms on
Kentucky bluegrass can be
caused by necrotic ring spot,
yellow patch or summer patch.

The well-informed turf manager is

aware that insect damage can

resemble damage due to fungi,

especially if symptoms are old.

depends upon the information
provided with the sample, the
plant material selected and the
condition in which it arrives at
the clinic.

Collection of the sample. The
specimens should be collected
while the symptoms are still fresh
and before fungicide treatments
are made. The sample should not
be soaked with water just before

45



it is collected.

Samples should contain healthy
and unhealthy turf since it’s al-
most impossible to diagnose a
grass sample that is nearly or en-
tirely dead. Grass samples should
be at least three inches by three
inches by two inches deep, and
should contain an intact layer of
soil to help maintain the sample
during transportation. A golfcup
cutter or a flower bulb planter
works very well.

Delivery ofthe samples. Rapid
delivery of the sample and the
plant specimen form to the clinic
is essential. Personal delivery of
the sample is preferred.

The crucial information to be
given to the clinic includes: the
symptoms; when they were first
noticed; and what, when and how
much fungicides, insecticides,
herbicides and fertilizers were ap-
plied. The information is crucial
to proper diagnosis.

Ifthe samples are to be mailed,
wrap them securely in several
layers of newspaper or aluminum
foil. Do not use plastic bags as
the samples will quickly deter-
iorate during shipping. Pack the

DISEASES THAT MAY BE CONFUSED WITH INSECT DAMAGE

Overall Insects that may
Turf Stand cause somewhat
Disease Symptom similar symptoms
Drechslera/Bipolaris
leafspot scattered patches of chinch bug, billbug
brown leaves
throughout stand
melting out shedding of leaves sod webworms, cutworms
Pythium blight, turf dies in irregular white grub, billbug
Brown patch patches
Table 2.

samples tightly in the mailing
carton with the use of wadded
paper. Use overnight mail ser-
vicesif feasible. Mail early inthe
week to avoid packages remain-
ing in the post office over the
weekend.

POSSIBLE PATHOGEN NAME
CHANGES. For those of you
who like to impress your custo-
mers and friends with your abili-
ty to spout offthe scientific names

of turf pathogens, a new set of
names have been proposed for the
brown patch and yellow patch
fungi.

These have all been labeled
Rhizoctonia — however it has
recently been proposed that Rhi-
zoctonia cerealis now be called
Ceratorhiza cerealis and Rhizoc-
tonia solani be called Moniliop-
sis solani (Table 3).

Again, this change is only pro-
posed, time will tell if the scien-

tific community accepts the new
names. You heard it here first.—
William W. Shane "

The author is a turfgrass patho-
logist in the Department of Plant
Pathology at The Ohio State Uni-
versity, Columbus, Ohio. He re-
ceived his master’s degree in plant
pathology from North Carolina
State University and a Ph.D in
plant pathology from the Univer-
sity of Minnesota.
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Take Two Steps
Toward Profitable
Mulching.

When water is in short supply, and
you have to get grass up, the two-
step method of seeding and mulching
might be your best alternative. With
the two step process, water require-

ge reduced by as much as

At Reinco, we have been answer-
ing erosion control questions for over
thirty years. We offer solutions with
our complete line of Hydrograssers,
Power Mulchers and RMB Plus Tacki-
fier and Fiber Mulch Binder. To take
the first step toward profitable mulch-
ing, call toll free 800-526-7687 or

write to the address below.
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Gateway
1o the
"90s

Join the landscape professionals at the 1989
Green Team Conference and Trade Show,
“Gateway to the '90s.” This four-day

event is your entree to a two-day exhi-
bition of the industry’s finest products

and services. “Gateway to the '90s” is
sponsored by the Associated Land-
scape Contractors of America and
the Professional Grounds Manage-
ment Society and features three full
days of educational programs that:
® give you the most up-to-date
information on horticultural prac-
tices, management techniques
and business matters.

® examine in detail subjects
ranging from landscape design/
build and hydroseeding to
sales and contract techniques.
It’s four days filled with
opportunities to learn — to
socialize — to exchange
ideas — to see and enjoy.
Plan to attend.

M 5 --.ai._. e L s 4 A
Green Team Conference
and Trade Show

November 9-12, 1989 = St. Louis , Missouri
St. Louis Sheraton and Cervantes Convention Center

Need more information on the 1989 Green Team Conference and Trade Show?

Contact
ALLCA
Associated Landscape Contractors of America Professional Grounds Management Society
405 N. Washington St. #104 Suite 1E, 12 Galloway Avenue
Falls Church, Va. 22046 Cockeysville, Maryland 21030
(703) 241-4004 (301) 667-1833

See ?m D St. Lowcs!



FUNGUS DISEASES

Mysterious Midwest Fungus
Pithomyces Chartarum

Blooms

I HERE ARE SEVERAL

fungi that live in turf and
produce tremendous numbers of
colored spores. Some of these
fungi aredamaging and othersare
beneficial. Collectively, these
fungi grow on leaves of the grass
plants while their spores are
spread through the air.

Todislodge the spores from the
grass usually takes more force
than just a summer breeze. Driv-
ing rain, irrigation, dust in the air,
animals, feet and mechanical
equipment are all effective means
of spreading the spores. The lawn
mower is especially suited for
removing the spores from leaves
and sending them on to a healthy
grass leaf.

Most of these fungi have
adapted themselves to growing in
the hot summer leaves of grass
plants. They survive as mycelium,
inside the grass plant, or spores
during the winter.

The spores of these fungi are
very resistant to heatand drought
and can outlast any grass plant.
The spores can float in the air for
days or even months, and when
they land ona grass plant they will
still grow.

These fungi are also capable of
reproducing in a matter of days
and producing tremendous num-
bers of spores. This is important
because once the spores are air-
borne there is no guarantee they
will land on a grass plant, but
because they produce so many
spores, they have never been

known to miss in finding at least
one plant to start the process
again.

For example, there are about
50,000 spores ina rust pustule the
sizeof apinhead. While the spores
are usually colored and aesthetic
to a plant pathologist, there is a
biological purpose for their col-
or. Because the spores are pro-
duced on grass leaves, they are
exposed to the harmful wave-
lengths of sunlight. The pigments
found in the outer walls absorb
the harmful energy, thus protec-
ting the spores.

The range of colors produced

The rust fungi are one of the best known colored spore p

-

by these fungi is quite broad and
some fungi, that produce more
than one type of spore, also pro-
duce more than one wall pigment.
There are no truly black spores,
but some appear black because
their walls are very thick and their
pigments are dark brown or red.

Like many other fungi that
grow in turf, these fungi are af-
fected by the environment. They
may develop inturf for only a por-
tion of the growing season and
they may not develop every year.

The rust fungi are one of the
best known colored spore pro-
ducers in summer turf. These

roducers in summer turf as shown in t

hese three photos.

fungiare so named because many
produce a red-brown or rust-col-
ored pigment in their spore walls.
Turf, equipment and most other
objects that brush up against a
“rusted” grass plant will carry
away the orange rust spores (Fig-
ure 1).

While not visible to the naked
eye, the rust spore is actually a
ball with spines. The rusts are
pathogens of the grass plants and
cancause serious disease. Rusted
turfusually develops in the sum-
mer months during periods of
stress.

There are more than 40 dif-
ferent rust fungi that attack turf,
Their spore color will vary with
the specie, the type of grass and
the environment, but generally
will appear red-brown to dark
brown. The smut fungialso grow
on grass leaves and produce
tremendous numbers of colored
spores (Figure 2).

These fungi are highly spec-

{continued on page 50)
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Ev-N-Spred™ spreaders have been developed over the years to

Return to: EasmWay Prooucrs, Inc. » Commencia Prooucts Division
P.0. Box 547 « Baso, IN 46507

Ea.rth%};mooums. INC.

Dept. COMMERCIAL PRODUCTS DIVISION
9LLP9 P.O. BOX 547 BRISTOL, IN 46507

o
E I'm interested in the Tough Ones!
meet or exceed the needs of most commercial spreading - Please send more information.
requirements. All models feature massive enclosed gears that are E IAMA:  JWHOLESALE DISTRIBUTOR
fully guaranteed for 2 years, self cleaning fiow control/ shut off : (JIRETAIL DEALER
plate, and a controlled uniform broadcast unequaled in the ; (ICOMMERCIAL APPLICATOR
industry. What's more, many have tough stainless steel frames E
and greaseable axle bearings. Additionai options also available. g
We believe that Ev-N-Spred™ represents the finest line of oo
commercial spreaders on the market today. At any price! ;
Prove it to yourself! § ADORESS
Write or call us today! -
Phone (219) 848-7491 fae AW I
E PHONE# | )
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Bluegrass Diseases
(continued from page 48)

ialized and most of their growth
is done inside the turf leaves or
flowers. Before spores are pro-
duced, the fungi will cause the
leaves to turn yellow-green then
yellow and finally gray-brown. As
the leaves turn gray-brown, the
spores rupture through the leaf
surface and wait to be projected
into the wind.

Generally, masses of dark smut
spores appear in the spring and
fall of the year and should not be
confused with rust spores. There
are at least seven different smut-
causing-fungi and their spore col-
ors are generally dark reddish
brown, olive-brown and dark
brown.

In any turf, there is a tremen-
dous production of plant debris
in the form of leaves and crowns
because a grass plantlet only lives
six to 18 months. In addition, the
olderleaves ona plantlet may die
sooner due to shading, disease or
other stress.

Fungi are thought to be the most
effective group of microorgan-

isms that decompose debris and
thatch. Saprophytic fungi do not
need aliving plantto survive, but
can grow on dead plant material.
These beneficial fungi do not at-
tack living plants; often they will
grow on the dead leaves in turf

Recently, a fun-
gual bloom oc-
curred in the
Midwest that
led to the iden-
tification of a
new fungus,
Pithomyces

chartarum.

and never be noticed. If condi-
tions in turf allow a lot of leaf
debris to be produced, and the turf
has been watered and fertilized,
these fungi will grow very fast.
When moisture becomes limiting,
the fungi will remain quiescent,

but alive. When the moisture
returns they will produce astro-
nomical numbers of spores that
will literally burst through the
dead leaves. This rapid produc-
tion of spores is called a fungal
bloom.

Recently, a fungal bloom oc-
curred in the Midwest that led to
the identification of a new fungus
in bluegrass. In July and August
of 1985, 1986, 1987 and 1988, we
received a number of telephone
calls and specimens of Kentucky
bluegrass from residents in II-
linois, Indiana and Wisconsin.
After mowing, the equipment
(Figure 3) and the operators
themselves were covered with a
sooty black fungus.

Questions were raised over the
cause of this condition, leading
toconcerns that the grass was be-
ing attacked by stripe and/or flag
smut. Leaf smut diseases, how-
ever, are prevalent during the cool
months of spring and autumn
when the grass is growing rapid-
ly and not during hot summer
weather.

The Kentucky bluegrass plants
examined in July and August

showed no symptoms of the leaf
smut disease on their leaf blades.
Staining the grass tissue follow-
ed by a microscopic examination
also showed no symptoms. The
root growth and leaf color of the
grass plants were not visibly af-
fected by the presence of the fun-
gus.

After examining blends of Ken-
tucky bluegrass of 50 sod farms,
what apparently was the same
black fungus was found on seven
farms. All seven Kentucky blue-
grass sods were less than 18
months old, had considerable
amounts of dead leaf tissue and
the clippings were routinely re-
turned to the sod.

Samples were collected from
the affected sod farms and the
same fungus was consistently
isolated fromall locations, grown
on culture medium in the lab-
oratory and later positively iden-
tified as Pithomyces chartarum.
This is the first report of this
fungus growing in bluegrass sod
in the United States.

The fungus was found only on
senescent or dead leaves and clip-
pings. We consider it to be a sapro-

The

Choice.

IMLER MEASURING WHEELS

Professionals’

FOLDING
WHEEL

ORIGINAL
WHEEL

MEASURE

INDUSTRIES

To order or
for information
call toll free

1-800-433-1764

In Ohio call
(614) 486-9068

or write
Imler Industries Inc.,
1117 Broadview Ave.,
Columbus, Ohio 43212

REDI-

K
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A New Computer System for the
Lawn and Tree Care Industry
which Combines Marketing,
Production, and Customer Service
into One Easy-to-Use Package

Developed by

=
B
PRACTICAL

SOLUTIONS INC.

500 W. WILSON BRIDGE RD.
WORTHINGTON, OH 43085

(513) 323-5982

Scheduling Solutions for
the Service Industry
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phyte and not a parasite, thus not
damaging to grass.

The brown to dark brown
spores (conidia) of the Pithomyces
fungus, recovered from the dead
or dying grass blades and clip-
pings in astronomical numbers,
are broadly ellipsoidal with both
transverse and longitudinal septa
(Figures 2 and 3).

Researchin ourlaboratory has
shown that the growth and de-
velopment of Pithomyces and the
production of its spores is favored
by high temperatures (85 degrees
to 95 degrees Fahrenheit, 29 de-
grees to 35 degrees Celcius), high
humidity (85 percent to 95 per-
cent) and abundant water as ir-
rigation or rainfall.

Apparently all Kentucky blue-
grasses can be affected as the
fungus was found in a variety of
blends on the sod farms growing
on the following cultivars: Adel-
phi, A-34 (Bensun), Baron, Bar-
genaF, Glade, Julia, Merit, Nas-
sau, Newport, Parade, Park,
Rugby, Ram I and Victa.

An examination of the scien-
tific literature turned up reports
of Pithomyces chartarum dead

plant material in Alaska, Mary-
land, Oregon and Texas, but no
reports of it growing on Kentucky
bluegrass. The fungus has only
been reported onorchardgrass in
Oregon and pasture grasses in
Texas and southern Africa. Pitho-
myces chartarum has, however,
been isolated from perennial
ryegrass in Europe, Australiaand
New Zealand. In the latter coun-
try, it has also been found on
prairie grass and several other less
common grasses. The sameistrue
of southern Africa.

The sexual stage or teleomorph
of Pithomyces chartarum has
recently been shown to be an
Ascomycete — a species of Lep-
tosphaerulina. The fungus pro-
duces ascospores which are
similar to the conidia of Pith-
omyces, butare smooth and near-
ly transparent (hyaline) to light
brown. To date, the sexual stage
has been found only in South
Africa, but may well be unde-
tected in the United States where
Pithomyces chartarum has been
found.

The Leptosphaerulina stage
may explain the ability of the fun-

gus to survive the cold winter
months and then to produce a
flush of Pithomyces conidia when
the weather changes from warm
to hot and becomes wet.

Since Pithomyces chartarumis
knownto produce sporidesmin (a

Conditions that
support rapid
growth of turf-
grasses, lush
canopies and
high relative
humidity will
promote
growth of this

fungus.

mycotoxin), and possibly other
toxic compounds, bluegrass clip-
pings covered with a sooty black
fungus should not be fed to poultry

or livestock, especially young
or breeding animals. Otherwise,
turfgrass managers have nothing
to worry about.

Conditions that support rapid
growth of turfgrasses, lush cano-
pies and high relative humidity
will promote growth of this fun-
gus. Reducing the amount of ni-
trogen fertilizer applied plus
maintaining a proper mowing
height and schedule will reduce
fungal growth.

Don’t be surprised if you see
Pithomyces growing on dead or
dying Kentucky bluegrass and
possibly other turfgrass leaves
during hot and muggy weather
following irrigation or rainfall.
Now you’ll know what it is you
have. — Henry Wilkinson and
Malcolm Shurtleff

Wilkinson is an assistant pro-

fessor of plant pathology and ag-
ronomy specializing in turfgrass
pathology and soilborne patho-
gens and Shurtleff is a professor
of plant pathology and turfgrass
extension specialist. Both authors
are withthe University of lllinois,
Urbana-Champaign.
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The Lawn
Solution

State-of-the-Art
Lawn & Tree Care
Management Software

Don’t buy any other system
until you have seen “The
Lawn Solution’. The
advantages will be obvious.

FOR MORE INFORMATION CALL

'313-352-3870

24175

Telegraph Rd.
Southfield
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compPanNy Michigan 48034
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LANDSCAPE
TECHNICAL
ASSISTANCE?

Winter Training Seminars
for Lawn, Tree & Shrub Care.

Will definitely improve the ex-
pertise and professionalism of
all your employees.

Expanding into a NEW
SERVICE?

We can help develop the right
program tailored to your
geographical area.

Call or write Bill Eubank,

GROWSCAPE
CONSULTANTS, INC.

9137 Spring Branch Dr.
Suite 303, Houston, TX 77080

Phone: 713-465-3222

Circle 53 on reader service card 51



Home of RegaiStar™
REGAL CHEMICAL COMPANY
P.O. Box 900 * Alpharetta, GA 30201
Phone: 404-475-4837
TOLL FREE: 1-800-621-5208
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DEVEN MCGHEE, PROJECT ENGIN-
eer for Encore Manufacturing Co., is
now in charge of developing new products
for the company’s PRO-Line of commer-
cial turf equipment.

McGhee brings product expertise with
him from previous positions at a John
Deere dealership and Exmark Manufac-
turing. McGhee is also certified by the
Society of Manufacturing Engineers for
geometric dimensioning and tolerancing.

Nissan Kizai Nice Inc. named Victor
Fontaine vice president and general man-
ager.

He is responsible for reorganizing and
administering Nissan Kizai Nice's North
American effort and expanding its dealer
network in the United States and Canada.

Prior to joining Nissan, Fontaine
founded and headed two marketing com-
panies of national construction and in-
dustrial products, primarily serving the
rental industry.

The Groundskeeper promoted Kent
Miller to vice president of marketing and
corporate customer development. Replac-
ing Miller as vice president of sales and
estimating is Robin Franklin.

Miller is responsible for advertising, pro-
motion strategy and corporate customer de-
velopment throughout the Southwest.

Franklin was formerly vice president of
data management. He will now supervise
the daily operations of the 10-person sales
and estimating department, which is re-
sponsible for sales of landscape construc-
tion, maintenance and improvements in
southern Arizona.

Rich Malkin has been appointed speci-
fications manager for the Turf Division of
Rain Bird Sales Inc.

Malkin is responsible for keeping spe-
cifiers, contractors, irrigation consultants,
developers and city and state officials in
the Southeastern U.S. abreast of current
irrigation products and applications. His
region includes Arkansas, Louisiana,
Tennessee, Mississippi, Alabama, Geor-
gia, South Carolina, North Carolina, Vir-
ginia, Maryland, Delaware, the District

of Columbia and the Florida panhandle.

Prior to joining Rain Bird, Malkin
served as division manager of landscape
maintenance and irrigation service for
Greenscape Inc., Memphis, Tenn.

Hines Nurseries named Lisa Gooding
customer service representative for its
Houston, Texas, facility.

Gooding’s responsibilities include sup-
porting the outside sales team in servicing
existing Hines customers, and providing
tours of the facility to potential custom-
ers. She will also handle sales calls, or-
der entry and processing, quality control
and distribution.

John Nichols was named director of
sales and marketing of Weyerhaeuser Co.’s
Specialty Plants business.

Nichols will be responsible for devel-
oping and supervising national sales and
marketing programs for Specialty Plants’
two lines of Inscape™ Interiorized™
plant materials for the commercial and
gift markets. His duties include selecting
and managing Specialty Plant’s national
network of product dealers and sales rep-
resentatives.

Ransomes Inc. recently appointed Tim
Martin service parts supervisor. In this
newly created position, Martin will coor-
dinate and supervise Ransomes’ service
parts orders.

Martin has been with Ransomes’ tech-
nical service department for the past five
years.

Jacobsen Division of Textron appointed
Daniel Coffin regional sales manager for
turf products in the company’s Midwestern
sales territory. He is responsible for work-
ing with Jacobsen distributors from Col-
orado to Canada’s western provinces.

Coffin brings more than 20 years of
golf-related experience to his new posi-
tion, including 15 years as a golf course
superintendent and manager of country
club facilities.

Dave Ban was promoted to regional
sales manager and general manager for
Husgvarna Distribution Co.

In his dual position as regional sales
manager, Ban will oversee sales functions
of distributors located in Minnesota, Mis-
souri and Michigan. His new duties in-
clude providing sales and marketing sup-
port for distributors and coordinating re-
gional advertising efforts.

As general manager for Husqvarna Dis-
tribution, he will be in charge of buying,
selling and shipping products in the
Michigan and Indiana regions. He will
also coordinate regional sales meetings. ®
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NTQVILLE

KENTUCKY

BLUEGRASS

High performance,
stress tolerance

(including shade and drought).

Huntsville Kentucky bluegrass b
is recognized as a new cool season, lmproved ¥
shade tolerant grass that proved so effective dur-
ing the midwest's extreme heat and drought
year. Testing clearly demonstrates Huntsville’s
outstanding qualities which include excellent
resistance to powdery mildew, high ratings in
shade tolerance, improved resistance to stem
rust and fusarium blight syndrome.

This excellent Kentucky bluegrass was discovered
by Dr. C. Reed Funk of Rutgers University. It
was found persisting in Huntsville, Alabama and
has clearly demonstrated why it survived so well.
It also scored high ratings in tests under high
heat and humidity in the transition zone.

Medium green in color, Huntsville blends
beautifully with Arid and the newer turf-type

tall fescues because of its similar color
and leaf texture.

Huntsville starts
with a vigorous seedling and

ultimately develops deep rhizomes giving the

grass staying power under drought conditions.
This strength was strongly evident during testing
in the Nebraska and Great Plains areas where
researchers sought cultivars less susceptible to
drought and low maintenance conditions.

Another fine quality product of

Order Huntsville @
from your J

wholesale seed ac ln
distributor.

Seed Company

West 5300 Riverbend Avenue
Post Falls, Idaho 83854-9499
Phone 208-773-7581

TWX 5107760582 Jacklin PFLS
FAX 208-773-4846
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BUNTON CO. HAS ADDED SEVE-
ral new features to its heavy-duty 36-,
48-, 52- and 6l-inch commercial mowers.

New Bunton models offer 20 percent
higher ground speed with larger output
shaft pulleys. Dual section V-belts en-
hance belt life and reduce maintenance by
eliminating belt slippage under wet con-
ditions.

In addition to its standard commercial
engines from four manufacturers, Bunton
now offers the new 12.5-h.p. Onan engine.
The OHV engine has full pressure oil
lubrication, fixed jet carburetor, dual bal-
ancers and an advanced wedge-type head
to maximize power output.

Other new features include quick-adjust
turf casters for fast, efficient height ad-
justments in the field and optional attach-
ments for thatching and mulching while
mowing.

Circle 126 on reader service card

EASY GARDENER HAS INTRODUC-
ed new Weedblock 6+ commercial land-
scape fabric. Accelerated weathering tests
show this heavier fabric will last six years
when fully exposed to sunlight. Weed-
block 6+ adgresses the landscape con-
tractor’s demand for a more durable,
longer-lasting fabric.

Weedblock 6+ is available in 250 foot
rolls and widths up to 12 feet.
Circle 127 on reader service card

THE MODEL 172 HEDGE TRIMMER
from John Deere is powered by a 21.2
cc, two-cycle engine with a diaphragm
carburetor for operation at any angle. It
has a fuel capacity of 10.1 ounces, a cut-
ter blade length of 19.7 inches and a
weight of 9.5 pounds.

The 172 hedge trimmer can be taken to
remote work sites and jobs far away from
electrical outlets. The double-sided cut-

PRODUCT SPOTLIGHT

PRODUCTS

Bunton improves commercial mower line.

ting bar allows the operator to trim in
both directions.

Other model features include: electro-
nic ignition, centrifugal clutch and a
chain saw-style grip.

Circle 128 on reader service card

FE 6 FROM RIVERDALE CHEMICAL
Co. is a complex (chelated) liquid iron
containing three essential nutrients for
fast green-up — nitrogen, sulfur and iron.

Fe 6 is amine compatible. Its excellent
solubility as well as stability of Fe 6 re-
sults in fast correction of iron chlorosis, a
condition that often occurs even when
adequate N-P-K fertilizers have been ap-
plied.

The product will be packaged in 2 by
2.5-, 30- and 55- gallon containers.
Circle 129 on reader service card

A NEW BROCHURE HIGH-
lighting Ransomes new Jaguar
4000 series tractor is now
available. Easy-to-read, usable
information is provided on all
four mowers in the line, along
with detailed specification
data.

The Jaguar 4000 is available
with mowing decks of either
61- or 74-inches. The 74-inch
deck has a deep-draft design
ensuring that all clippings are
discharged out of the chute,
minimizing unsightly clumps.

Single-pedal hydrostatic
control, standard on the Jag-
uar 4000, controls all of the
machine’s forward and reverse
movements. The patent pen-
ding automatic differential
lock is available on two mod-
els and reduces wheel slippage
and turf damage.

Four different engines pow-
er the Jaguar 4000: 17- or 23-h.p. liquid-
cooled Mitsubishi diesel engines, 24-h.p.
air-cooled Onan gasoline engine or a
27-h.p. liquid-cooled Mitsubishi gasoline
engine.

Circle 130 on reader service card

THE PRO-LINE BLOWER IS NOW
available from Encore Manufacturing.
Features of this heavy-duty new blower
include an 1l-h.p. engine I/C, a six-blad-
ed impeller for noise abatement, heavy-
duty front caster, heavy-duty pneumatic
rear wheels with regreasable roller bear-
ings and an adjustable chute for front or
side discharge. An anti-vibration handle
also eases operator fatigue.
Circle 131 on reader service card

LABB SYSTEMS/SOFTWARE RE-
leased version 2.2 of its Trims
Grounds Management Soft-
ware designed specifically for
grounds maintenance and golf

THE NEW TURBO SHRED-
DER™ mower deck is now
available from Excel Indus-
tries. The shredder deck chops
grass clippings into fine par-
ticles that return to the soil sur-
face easier and faster than stan-
dard mower designs.

The shredding action of the
mower deck improves decom-

54

position of the clippings and  catcher, lessairistrapped in the
returns valuable nutrientstothe  catcher so the grass is packed
soil. more densely.
Theeight-blade design of the The Turbo Shredder 51-inch
Turbo Shredder eliminates  deck will be standard on all
clogging and increases the air ~ Hustler 251K models. The 251K
flow forbetterdispersalof clip-  is an 18-h.p. dual hydrostatic
pings. When shredded grass mower that provides maneuver-
clippings are collected in the  ability and zero radius turning.
eight-bushel BAC-PAC™ grass 125 on reader service card

course superintendents.

The new Trims includes
programs for seed/chemical
cost estimates, sprayer cali-
brations, labor hour reporting,
personnel records, project cost
analysis, budget reporting,
spare parts/fuel inventory,
work orders, purchase orders,
maintenance scheduling and
irrigation management.
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Program screens are selected from a
menu, guiding the operator step-by-step
through each process. Pop-up “help”
screens and an easy-to-read, 450-page
manual are also included.
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THE PRO MASTER 30H IS AVAIL-
able from Gravely International. The
new unit, Gravely’s first diesel, boasts a
30-h.p. Yanmar diesel engine, Sunstrand
hydrostatic transmission and a Gravely
72-inch front-mount mower deck.

The Pro Master 30H turns easily, is
maneuverable and cuts up to nine mph.
Super-fast blade tip speeds ensure a high
quality cut. Durability features such as a
direct-drive PTO, with no belts to slip or
break, and solid all-steel construction are
also included.

The Pro Master 30H comes with power
steering, cruise control, individual wheel
brakes and deluxe suspension seat.
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LESCO INC. INTRODUCES A NEW,
complete line of automatic injection sys-
tems for the application of fertilizers,
micronutrients and surfactants through an
irrigation system.

The four LESCO Microfeeder Injection
System models are designed to microfeed

parks, cemeteries, nurseries, athletic
fields and other large, irrigated turfgrass
areas by providing frequent, low-rate pro-
duct application.

The systems all use diaphragm pumps
ranging from 3.4 gallons per hour at 142

LESCO automatic injector system.

psi to 41 gallons per hour at 142 psi.
Three of the systems have flow meters
and electronic microprocessors to accur-
ately vary the pump rate and provide con-
stant water-to-nutrient or water-to-

surfactant ratios.

LESCO Model 340 provides a constant
flow of material and is for use with flow
rates of 1,000 gallons per minute or less.
LESCO Model 345 is also used with flow
rates of 1,000 gallons per minute or less.
It is equipped with the same pump as the
Model 340, but also includes a micropro-
cessor and an analog flow meter which
displays the water flow rate, total irriga-
tion water used and permits calculation of
the amount of product used.

LESCO Model 645 uses a larger vol-
ume pump, but the same mircoprocessor
and flow meter as the Model 345 and is
for use with flow rates in excess of 1,000
gallons per minute. LESCO Model 4100
uses a 41 gallon per hour, motor-driven,
diaphragm pump and has a microproces-
sor and flow meter to keep the feeding
rate proportional to the irrigation rate.

The addition of optional slave pumps,
controlled by the main system, permits
the injection of multiple materials at a
rate of up to 164 gallons per hour. This
model is ideal for use with an irrigation
system on large turfgrass areas such as
athletic fields.
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NEW FROM EXMARK MANUFAC-
turing is the Turf Ranger™ 1800. The

» ’ "
' B tble

OLDHAM CHEMICALS
COMPANY, INC,,

OLDHAM’S LAWN UNIT

A. 2-200 poly tanks.

B. 2-300ft. x 1/2 in. PVC hose on a electrical reel-Gun
that pulls off passenger side of truck.

C. 2-5 HP Honda engines connected to 2- D 30 Hypro
diaphram pumps.

D. Mounted on a metal frame with many options.

Call for details
800-888-5502
901-794-0084
Or write: PO. Box 18358
Memphis, TN 38118

“EVERYTHING FOR THE PEST CONTROL INDUSTRY”
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RegalStar"

... Proven to
be the most
cost
effective
pre-emerge
herbicide

REGALSTAR

EGAL

CHEMICAL COMPANY
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riding mower includes a number of im-
provements developed through extensive
research, engineering and field testing by
Exmark’s engineers.

The Turf Ranger’s 60-inch floating cut-
ting deck provides a smooth, even cut
under demanding mowing conditions.
This high performance rider feat-

Exmark’s Turf Ranger.

ures a unified console for fingertip access
to controls and is powered by an 18-h.p.
Kohler Magnum, twin-cylinder engine
with hydrostatic speed control.

Designed for superb maneuverability,
the Turf Ranger's outfront deck and zero
turning radius reduce costly trim time
and increase productivity by letting a
contractor mow under low-hanging trees,
around shrubs and close to buildings in a
single pass with unobstructed visibility.
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A NEW N — THE FIFTH GENERA-
tion of the controlled release liquid nitro-
gens — is available from CoRoN Corp.

CoRoN is a concentrated, clear liquid
which is easy to handle and apply. Ap-
plied as a foliar application, it does not
streak and produces green-up in two to
five days with no flush of growth.

CoRoN is immediately available to feed
plants. Unlike ureas which require a wait-
ing period before the N is available, uni-
versity trials indicate that CoRoN enters
the plant in its original form and begins
to break down immediately into ammonia
and nitrate ions.

As little as 1.5 gallons per 1,000 square
feet, with nozzle heads which produce fine

droplets, perform well in foliar applications.

The product stores well when mixed,
and will maintain stability as long as the
products with which it is mixed.
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A 160-PAGE BOOKLET FROM TURF-
grass Technology Center measuring 6 by
3% inches contains technical information
at your fingertips. Key employees can
carry this field guide for quick, easy-to-
read information.

Written by Jeff Lefton, turfgrass agro-
nomist, consultant and trainer, the book
contains sections on pest identification,
product usage guidelines, laboratory
sampling techniques, calibration guides,
fertilization, liming and soil testing
interpretation.
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Aeration
(continued from page 20)

A: By pulling plugs from the soil, the
water will remain in the hole and filter
down from there. As a result, it doesn’t
run off as much.

If you have a 95 degree weather day
out here, everybody's watering their lawn
every day. With aeration, you can water
every other day. Or if it's 85 degrees and
everybody's watering every other day, you
can water every third or fourth day.

It adds up to about a 10 percent to 25
percent savings. Some water is still going
to run off, but not as much if the proper-
ty wasn't aerated. And just because you
aerate in the spring doesn't mean it will
last all year. The holes get filled up with
root systems and return to their normal
state within a couple of months. That’s
why we're encouraging our customers {o
acrate at least twice a year.

Q.' What advice would you give some-
one just entering the aeration business?
What should they do first?

Al 1tsa tough one. I've had a lot of
people ask me to help them get started. 1
always tell them to plan on four or five
years of hard work or don't do it.

If they decide to, they should know
their market. Know where everybody
else’s prices are. Go out and get good
equipment. Go out and buy a brand new
truck.

In this business, it’s easy for a company
to make good money for about four to
eight weeks. They just go knocking on
doors and if they can pick up eight lawns
a week at $20 a piece, they've made
more than they could working for some-
one else all week. But that doesn’t last.
You have to have a lot of cash, about
$50.000 to start up and you have to use
telemarketing. — Cindy Code -

The author is Editor of Lawn & Land-
scape Maintenance magazine.

| COMING

|
| NEXT MONTH |
| Next month we'll bring you pre- !
| convention coverage of the following |
conference and trade shows: Profes- |
sional Lawn Care Association of '
| America, Las Vegas, Nev.; Green
| Team, St. Louis, Mo.; and Irrigation ‘
| Association, Anaheim, Calif.
We'll also take a look at tree and
shrub fertilization, winter weed con- |
trol in warm season turf and focus
on the industry’s use of power ‘
rakes.
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SEPT. 18-19
Alabama Turfgrass Conference, Auburn,
Ala. Contact: Alabama Turfgrass Asso-

ciation, PO. Box 70, Auburn, Ala. 36831-

0070.

SEPT. 20-22

The Third Annual Nursery, Landscape
Equipment Expo, Atlantic City Conven-
tion Center, N.J. Contact: S. Howard Da-
vis, New Jersey Nursery & Landscape
Association, Building A, Suite 3, 65 S.
Main St., Pennington, N.J. 08534; 609/
737-0890.

SEPT. 22-24

Bonsai & Orchid Expo, Hyatt Orlando

Hotel, Kissimmee, Fla. Contact: Bonsai
& Orchid Expo, 26 Pine Street, Dover,

Del., 19901: 302/736-6781.

SEPT. 26

Northeast Sports Turf Institute, Holy
Cross College, Worcester, Mass. Contact:
Sports Turf Managers Association, 400
N. Mountain Ave., Suite 301, Upland,
Calif. 91786; 714/981-9199 or the Profes-
sional Grounds Management Society, 12
Galloway Ave., Suite IE, Cockeysville,
Md. 21030; 301/667-1833.

SEPT. 30 to OCT. 3

Green Industry golf challenge for the
benefit of The Paul Tilford National Ar-
borist Foundation, Sheraton Atlantic
Shores Hotel & Towers, Myrtle Beach,
S.C. Contact: NAA Golf, PO. Box 1094,
Amherst, N.H. 03031.

OCT. 4-6

International Pesticide Applicators Asso-
ciation Annual Convention and Trade
Show, Salishan Lodge, Glenden Beach,
Ore, Contact: John Landon, PO. Box
247, Clackamas, Ore. 97015; 503/222-
3161.

OCT. 8-11

Florida Turfgrass Association Annual
Conference and Show, Curtis Hixon Con-
vention Center, Tampa, Fla. Contact:
FTGA, 302 S. Graham Ave., Orlando,
Fla. 32803; 407/898-6721.

OCT. 10-13

The Associated Landscape Contractors of
America Interior Plantscape Division
Conference and Trade Show, Boston Park
Plaza, Boston, Mass. Contact: ALCA,

405 N. Washington St., Falls Church, Va.

22046; 703/241-4004.

CALENDAR

OCT. 13-4

New Mexico Association of Nursery In-
dustries Annual Trade Show, Albuquer-
que Convention Center, Albuquerque,

N.M. Contact: Linda McLain, NMANI,

PO. Box 667, Estancia, N.M. 87016;
505/384-2726.

OCT. 2]

Estimating and Management Principles,
sponsored by the Associated Landscape
Contractors of America, Milwaukee Area
Technical College, Milwaukee, Wis. Con-
tact: ALCA, 405 N. Washington St., Falls
Church, Va., 22046; 703/241-4004. =

Don't pay
for your
mower when
it can pay
for itself.

A

MPG. CO. NG

The mark of excellence
in professional
turf care equipment.

BOX 748
BEATRICE, NE 68310
402-223-4010

The company that promises “parts
overnight, or free*” now makes it easier for
you to mow like a pro—with an Exmark
commercial power mower. Exmark's
ADVANTA LEASE® program lets your
Exmark pay for itself with the income it
earns. Decrease your costs with:

* 90 days same as cash.

* Leasing options at 12, 24, 36 or 48 months.
* Low-cost purchase options at end of lease.
* Attractive, favorable rates.

* No documentation fee.

Exmark gives you the best, for less.
Compare our products. Compare our rates.
You won't find a better value. Exmark.
Better, over the long run!

For more information, contact the
Exmark dealer nearest you.

*Ask your Exmark dealer for
complete details on the
Exmark Parts Plus™ program.
Some restrictions apply.

Exmark’s
Explorer™ 1800

Circle 28 on reader service card
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RATES

All classified advertising is 55 cents per word.
For box numbers, add $1 plus six words. All
classified ads must be received by the pub-
lisher before the 10th of the month preceding
publication and be accompanied by cash or
money order covering full payment. Submit
ads to: Lawn and Landscape Maintenance
magazine, 4012 Bridge Ave., Cleveland, Ohio,
44113. Fax: 216/961-0364.

ACQUISITIONS
WANTED TO ACQUIRE

Lawn care companies of all sizes in U.S. and
Canada being sought by national corporation.
Complete buy out or stay and grow with us. If
interested please call me directly: Don Karnes,
Senior Vice President, Tru Green Corp., 404/
442-8700. Strict confidentiality maintained.

WANTED T0 BUY

Lawn care companies of all sizes anywhere in
U.S. wanted to purchase by national corpora-
tion. If interested please respond to: Lawn &
Landscape Maintenance, Box 329, 4012 Bridge
Ave., Cleveland, Ohio 44113. Strict confiden-
tiality maintained.

FOR SALE

LAWN CARE EQUIPMENT

Hannay reels new in-the-box, E1526s, E1530s,
$349; lawn spray hose, 275 psi and 20 psi, all
sizes; original Imler measuring wheels, $48;
glycerin-filled gauges, 0-6 psi to 0-1,000 psi,
$19.95; polypropylene ball valves, 1/2-inch to
2-inch; ChemLawn guns, $75.95; lawn spray

CLASSIFIEDS

boots, $16.95; lawn spray gloves, $1.75-pair.
Call Hersch’s Chemical Inc.
800/843-LAWN — outside of Michigan
313/543-2200

LANDSCAPE TRAINING VIDEOS

Intermediate mower maintenance field and shop
repair; efficient/profitable mowing techniques;
professional shrub trimming; plant installation;
basic landscape plan drawing; etc. ENGLISH
AND SPANISH. Write for free brochure: C.D.
Anderson Landscape Videos, 515 Ogden Ave.,
Downers Grove, Ill. 60515. 800/937-0399.

-

EQUIPMENT AND CONSULTATION

Canann Industries announces the Chemtec line
of sprayers designed for professional lawn care
use. Custom design sprayers; Professional spray
consultation, Flo-jet 12-volt pump; Backpack
sprayers; Hannay reels; JD9CT guns; Glycerin
gauges; Spray System parts; Hypro and Udor
pumps and replacement parts; High Pressure
Cleaners. Call today for Chemtec catalog,
800/842-7515 (AL); 800/633-7560 (U.S.)

88 FORD 5610 NUNES MOWER

Designed to mow large areas or turfgrass, 17-foot
cutting width, cutting speeds upto6 mph. Large
flotation tires. Excellent condition. Call Artistic
Maintenance, 714/458-2605.

BRUSH CHIPPER

1988 Promark Model 210 with 18-h.p. Kohler
engine. Excellent condition, used maybe 25
hours. Six-inch capacity. Will chip into back

of pickup or larger dump truck. Paid $5,300,
must sell. Asking $4,000. Call 419/867-0377,
Toledo, Ohio.

BUSINESS FOR SALE

Commercial landscape maintenance firm in
fast-growing Sacramento, Calif. Specializes in
maintaining premium office buildings in office
park environments. 1988 revenues $545,000, ex-
pected 1989 revenues $600,000. Steady track
record of increased growth and profits. Sales
price $210,000. Terms available to qualified
buyers. Call Corporate Investment, 916/485-

6600 for additional information.
.0

HELP WANTED

FOREMAN POSITION

Top firm needs foreman. Quality conscious
Texas-based landscape management firm has im-
mediate opening for detail-oriented landscape
maintenance foreman. If you have outstanding
professional and horticultural skills and are not
afraid of hard and healthy teamwork, then you
could qualify for a top position with the finest
landscape firm in the Southwest. Outstanding
compensation and opportunity. Reply today to:
Lawn & Landscape Maintenance, Box 325, 4012
Bridge Ave., Cleveland, Ohio, 44113.

LANDSCAPE MAINTENANCE SUPERVISOR

Commercial and residential work. Needs field
experience organizing, managing and supervis-
ing multi-crew operation; knowledge in turf fer-
tilization, pest and disease control, repair and
maintenance of machinery and equipment. Ex-
cellent salary and benefits. Please contact Ste-
phen Hillenmeyer, Hillenmeyer Nurseries, 2370
Sandersville Rd., Lexington, Ky. 40511; 606/
255-1091.
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The art of application
for maximum germination.
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The Ryan® Mataway® Two-inch spacing between The Ryan Mataway Overseeder
Overseeder is simply better. rows gives you a dense pattern for gives you the flexibility to power
one-pass application. Gandy® pre- rake, overseed, or to do both at the

Better results begin with the cision metering and an easily re- same time. Call today or contact

basics, like seed calibration. An moved disc-type seed delivery your nearest Ryan dealer for more

easy-to-read chart on the Mataway system places the seed directly information and a free test drive

Overseeder tells you the exact set- into the slits for uniform seed/soil demonstration.

ting for pounds of seed needed per  contact allowing maximum

1,000 sq. ft. Just look it up, load it  germination. Call toll free 1-800-228-4444

up, select setting, and you're ready The result is a lusher, thicker for all the details.

to go. lawn.

RYAN'
e BUILLTO LAST

6533 Cushman, OMC-Lincoln, PO. Box 82409, Lincoln, NE 68501

© Outboard Marine Corporation, 1987. All rights reserved
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For tall fescue ntrol,
put TFC on the spot.

For selective spot control of tall fescue,
there is just one product to choose.
LESCO TFC Herbicide.

It’s the only herbicide that selectively
eliminates tall fescue from established
Kentucky bluegrass, fine fescue, bent-
grass, bahiagrass and bermudagrass turf.

Spring or fall application gradually
eliminates tall fescue while the desirable
grass fills in. Active at a rate of just a few
ounces per acre, the convenient water
dispersible granule is easily applied with
a handheld or backpack sprayer. Con-
venient blister-type packaging makes
mixing easy.

Getting rid of tall fescue used to require
either physical removal by digging or
chemical removal with a non-selective
herbicide that left brown patches for
weeks. LESCO TFC changes all that.
Put it to work foryou.

Order by contacting your LESCO
sales representative, visiting the nearest
LESCO Service Center or calling toll free.

(800) 321-5325
,ﬁ Nationwide
S (800)686-7413
In Ohio
LESCO, Inc., 20005 Lake Road,
Rocky River, OH 44116, (216) 333-9250

Always read and follow label instructions before applying any chemical product.

Circle 50 on reader service card




