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eeps on mowing. ..
even in wet or
hilly conditions

Circle 7 on reader service card

The exclusive automatic four-wheel-
drive system on Ford front-mount com-
mercial mowers kicks in automatically
when it’s needed . . . disengages when
it’snot . . . so you can get more work
done in a day. (Or, you can elect to lock
in four-wheel drive full time.)

You can start earlier in heavy dew or
quit later, Mow difficult banks or hills
quicker with less turf damage. Mow on
days when you can’t work effectively
with a two-wheel-drive mower.

Cuts unproductive time

Cleaning, sharpening or changing
blades is a snap with the flip-up mower
deck. The mower deck flips up verti-
cally (without tools) to give you instant,
easy access.

The high-lift deck reduces time
between jobs, too. You can climb over
curbs most other front mowers can’t han-
dle. Or drive right on to tilt-bed trucks
or trailers.

In short, you spend more time on the
job, and less time in between.

There’s plenty more, too: an auto-
matic diesel fuel bleed system that allows
you to simply refill if you run out; a two-
speed hydrostatic transmission so you
can match ground speed to load; and
rear-wheel hydrostatic steering to help
you maneuver through “obstacle course”
conditions.

Ford commercial mowers . . . the
mowers that help you get more work
done. See your dealer.

Morwer deck flips up vertically for easy access.
(Do not attempt maintenance while mower is
engaged.)
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EDITOR’S FOCUS

IF YOU SPEND ANY TIME READING
articles from various newspapers, you can
discover some interesting as well as enrag-
ing stories about the lawn and landscape
maintenance industry. Following are seve-
ral clippings from across the country.

A new fertilizer is on the market in the
small town of Gold Hill, Ore. Apparently
the mayor of this southwest Oregon town,
Jay DeYoe, is selling packages of guano to
help fund the city’s police force.

This guano, or bat manure to those not
familiar, is collected, cleaned and sold as
fertilizer. DeYoe first screens the brown,
gritty product for bones, then zaps it in a
microwave before bagging it.

DeYoe printed labels with a bat sil-
houette and the warning, “For external
use only.” He sells eight ounces of guano
for $5 and one ounce for $1. The pro-
ceeds will help outfit the town’s six vol-
unteer reserve police officers. Gold Hill,
a town of 956 residents, can only afford
to pay one police officer.

If you're interested in purchasing some
guano or helping the boys in blue, send
your order to P.O. Box 308, Gold Hill,
Ore. 97525.

On a more serious note, the Poconos
and Indiana Township, Pa., are experienc-
ing epidemic proportions of the gypsy
moth.

“It’s like the invasion of the killer
tomatoes,” said Robert Uguccioni, ex-
ecutive director of the Pocono Mountains
Vacation Bureau. “You can actually hear
them at night, crunching. The trees look
like a forest fire went through.”

Apparently the gypsy moth, on a popu-
lation boom, have made themselves at
home on the thousands of acres of oaks
in this resort area. Not only do the pests
defoliate trees, but the unwanted critters,
in the 2- to 3-inch caterpiller stage, are
just plain ugly.

The gypsy moths are said to give
even the most outdoorsy person “‘ento-
phobia.”

Near Pittsburgh, the moths are said to
hang like fuzzy black tinsel from trees.

“They’re everywhere, from toilets to
patio furniture, turning areas all around
Pittsburgh into an Indiana Jones night-
mare,” said an area resident. “It’s really
like a grade B horror movie.”

To fight back, towns in the Pittsburgh
area have appointed gypsy moth coor-
dinators, gypsy moth hotlines and gyspy

4

moth newsletters. There’s even a gypsy
moth tune titled, “Inch Along Song,” pub-
lished by the American Forestry Associa-
tion.

While the bugs are a nuisance, they’re
generally not dangergous although some
people might experience a rash if they
come in contact with the caterpillars’
hairs.

Cities here have spent millions of dol-
lars trying to eliminate the pest, but the
moths are still expected to strip more
than 1 million acres of trees this year.

And from the “We don’t get any
respect department,” a column in the
Sacramento, Calif., News & Review titled
“Lawns R Us” bemoaned the billions of
dollars spent annually on lawn care.

“Lawn grass, in general, is a weak, ut-
terly useless variety of plant developed in
sterile laboratories for color and cutabili-
ty,” wrote Todd Walton, an area novelist.
“It is an organism entirely dependent
on copious amounts of fertilizer, herbi-
cides and constant watering. Left unat-
tended for a few weeks, stronger plants
will invade a lawn and overwhelm it. Or
it will simply die.”

Walton said he isn’t advocating the end
of lawns, but offered a few suggestions
for those spending time on their yards:
“Don’t worry so much about what your
neighbors think of your long lawn hair.
Be true to your self and not to them.”
and “Meditate on the time, energy and
money you and your friends spend on our
lawns and consider where it all might be
better spent.”

Walton apparently doesn’t know a good
thing when he sees it. — Cindy Code
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CHEMLAWN PAYS $100,000
TO SETTLE ADVERTISING SUIT

AFTER MORE THAN THREE YEARS
of dispute, ChemLawn Services Corp.
has agreed to pay $100,000 settling a New
York state lawsuit accusing it of false ad-
vertising.

ChemLawn, based in Columbus, Ohio,
admitted no wrongdoing, but accepted the
settlement and agreed to present a copy

RINGER FERTILIZERS RETURN TO CANADIAN MARKET

of the decree to any New York customer
who asks for it.

“We made an agreement to disagree,”
said Deb Strohmaier, public relations
manager. ‘“We want to put it behind us
and focus on the future.”

The 1988 lawsuit, preceded by a year
of debate, stems from New York Attorney
General Robert Abrams’ claim that Chem-
Lawn provided false and misleading in-
formation concerning pesticide safety to

its customers.

Specifically disputed in ChemLawn ad-
vertising were phrases such as pesticides
“are safe and free from risk of harm,”
“are safe or safer than use of common
household products such as baby aspirin
or coffee,” and “do not cause harmful ef-
fects to adults or children.”

The brochures in question were cir-
culated between 1985 and 1987, but have
not been used in New York since 1988.

Strohmaier said ChemLawn
stands behind the information
presented in its brochures
which were provided to cus-
tomers in response to their

RINGER NATURAL OR-
ganic commercial turfand hor-
ticultural fertilizers are once
again available in Canada.

To meet Canadian packaging
and label requirements, the pro-
ducts were taken off the market

for more than a year, according turf applications. nealiti i i !
to Scott Boutilier, Ringer com- The firm worked closely with G, SRPCY S Sy I—
mercial division director. The ~ Ag Canada on product claims tal C‘:}‘;‘?}‘L‘;‘SI‘I g i
roduct itself remains un- appearing on packaging. Bouti- -
cphanged. ler said the gan?dgil:ngmarket 20-000 in the New York area,
Ringer’scommercial linein-  represents a significant custo- ut the settlement is e
cludes Turf 10-2-6 for general ~ mer base for Ringer. pected to have an adverse af-

fect on business.

Don't sulky, ride a "vel-kee"!

PATENT PENDING

LAWN MAINTENANCE SOFTWARE

GRASS CATCHER TEST:

I8N0

1. DO YOU SPEND MORE TO FIX YOUR
CATCHER IN 3 MONTHS THAN IT COST?
2. DO YOU EMPTY A CLOGGED CATCHER
WHEN IT'S ONLY HALF FULL?

3. DO YOU KEEP YOUR CATCHERS FOR
MONTHS INSTEAD OF YEARS?

4. DO YOU DO WEIGHT LIFTING DURING
WORKING HOURS?

If you answered yes to any of these questions you need
to move up to GRASS GOBBLER.

GRASS GOBBLER is a durable, aerodynamic but light
weight catcher with a one-year limited warranty. When
useful life , repair costs and downtime are considered the
GRASS GOBBLER is your least expensive option.

TUBING FRAME
NO SPOT WELDS

PERFORATED STEEL

SAVAILABLE IN REGULAR AND JUMBO SIZES
*MODELS TO FIT ALL MAJOR BRANDS OF
COMMERCIAL WALK-BEHINDS

wmmmmmnmLAWN-WRIGHT, INC. i
18761A North Frederick Avenue, Gaithersburg, Maryland 20879
FOR INFORMATION AND SALES CALL: (301) 330-0066

Circle 15 on reader service card

#HIGHLY MANEUVERABLE

Enables sharp turns (lock one wheel) without binding
Goes up, down and across steep hills with ease
Allows backing up by stepping off momentarily

Lets you keep both hands on hand controls . _
Ride wherever you could have walked "

bt ; 50

®MAKE MORE PROFIT
Mow 15-20% more lawn each
day and KEEP the extra money

%

i

Gl

A?'X

®ONE YEAR LIMITED

WARRANTY #MORE PRODUCTION &

LESS FATIGUE
Easily mow large areas at high
speed and get the most out of

i -
e % today’s faster mowers

#FOLDS UP TO
TRANSPORT
NO EXTRA ROOM NEEDED
ON TRUCK...1-2-3!

=
i”
oFITS ALL BRANDS

Intermediate commercial walk-behinds

FROM THE MAKERS OF GRASS GOBBLER ~
mmmmLAWN-WRIGHT INC. i

18761A North Frederick Avenue, Gaithersburg, Maryland 20879
FOR INFORMATION AND SALES CALL: (301) 330-0066

Circle 16 on reader service card
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¢AUTOMATIC SCHEDULING

¢INVOICES and/or DETAILED STATEMENTS
®AUTOMATIC POSTING TO CUSTOMERS' JOURNAL
¢GEOGRAPHICALLY EFFICIENT ROUTE SHEETS
®ACCOUNTS RECEIVABLE SYSTEM INTEGRATED

General Ledger, Payroll, Payables
and other modules also available.
CUIP is now in use at hundreds of companies across the U.S.A.and

abroad. References are available. Find out how these companies
have cut their office work to a small fraction of what it was.

CALL NOW FOR FREE
CLIP DEMO DISK!

We'll send you sample printouts and a com-

plete description of CLIP's powerful features.
Just put the disk in any IBM® or compatible computer to see CLIP in

action. (If you don'thave a computer any ¢ ip would
be glad to let you try it on a showroom computer.)
CALL 1-800-635-8485 s BOS
Please be ready with disk size: Qaver !

For more information call:
1-800-635-8485
L-W Software, division of Lawn-Wright, Inc.
18761 N. Frederick Ave., Suite A
Gaithersburg, MD 20879

Circle 17 on reader service card



ChemLawn is now poised to set an in-
dustry standard for advertising. It has
submitted ad guidelines to the U.S. En-
vironmental Protection Agency and the
Federal Trade Commission. It also plans
to introduce the guidelines to the Profes-
sional Lawn Care Association of America
with the intent to encourage member
companies to adopt them.

CLASSEN SELLS AERATORS TO
JACOBSEN; NOW LOOKS TO FUTURE

Classen Manufacturing, Norfolk, Neb.,
recently sold its line of aerators to Jacob-
sen, Division of Textron.

Jacobsen will market the six aerator
models along with its existing aerator
line, according to Jim Byrnes, advertising
manager. Classen’s smaller aerators are
designed to serve the commercial land-
scape market, while Jacobsen’s are gener-
ally used on larger turf areas.

The newly purchased aerators were
temporarily taken off the market pending
engineering revisions, Byrnes said. Both
lines of aerators will be manufactured in
Norfolk, Neb., and at Jacobsen manufac-
turing sites.

Tom Classen said Classen will come
back with a new product line for turf.

INCREASED COMMERCIAL SALES

EXPECTED TO BOLSTER CHEMLAWN

A recent investor study on Ecolab Inc.
reports that its stock has lagged in the
market since acquiring ChemLawn in
1987.

ChemLawn, a wholly owned subsidiary
of Ecolab, has struggled to maintain its
customer base in recent years. But strong
growth is expected in its commercial divi-
according to The First Boston Corp.,
author of the report.

Peak profitability came from ChemLawn

in 1984 when sales reached $292 million
with an operating profit of $27 million.
Sales increased in 1989 by 5 percent, but
it came through price increases and ex-
pansion of commercial services.

Sales to the commercial market repre-
sented 10 percent of ChemLawn’s 1989
$395 million total sales.

Although the report questions Ecolab’s
ability to turn ChemLawn around, Ecolab
has no plans to give up on the lawn care
firm, according to Bruce Bentcover,
Ecolab vice president/treasurer.

“We're in a refocusing and rebuilding
program. There are costs involved, but
we're working hard to implement our
strategies,” Bentcover said.

Bentcover would not reveal Ecolab’s

timetable for turning ChemLawn around,
but said the firm would continue to ex-
plore the commercial lawn care market.

NEW SEATBELT PROPOSAL WOULD
STRAP IN WORKERS ON THE JOB

The U.S. Labor Department recently an-
nounced a proposal requiring the use of
safety belts in vehicles used on the job.

If instituted, the plan would force em-
ployers to require all workers to buckle
safety belts in cars and trucks equipped
with belts. The rules would be enforced
by the Occupational Safety and Health
Administration.

Labor Secretary Elizabeth Dole is ex-
pected to use the plan as a way to pro-
mote transportation-related safety. It was
Dole, as transportation secretary, who in-
troduced rules that led to widespread
state laws requiring the use of safety
belts.

OSHA officials and Dole said motor
vehicle accidents are the largest single
cause of workplace fatalities, accounting
for 36.5 percent of occupational deaths,
with about 2,100 fatalities and 91,000 in-
juries a year. The rule will save more
lives than all other OSHA safety rules
issued over the past decade, they said. m

L AN T |
Model 48HL
“High Lift”
Turf Sweeper

Sweep wet or dry leaves and debris
then deposit directly into a con-
tainer or truck with the 5/ ft. self-
dumping hydraulically activated
dump. Features 1% cu. yd. hopper.
Call Your Nearby Olathe/Toro Dist. For Demo!

100 Industrial Parkway
Industrial Airport, KS 66031

913-782-4396

FAX: 913-764-1473

6 Circle 13 on reader service card

Model 31
Leaf & Debris
Loader

20 or 24 HP Loader picks up and
loads leaves, grass, and other
debris. Trailer mounted with 12”
intake with 9’ extension, reaches

hard to sweep areas.
Call Your Nearby Olathe/Toro Dist. For Demol!

100 Industrial Parkway
Industrial Airport, KS 66031

913-782-4396
FAX: 913-764-1473

SN 1
Model 37/38
Thatcher

Slit Seeder

Aerate, Slit Seed and broadcast
simultaneously. 30” swath slit
seed on 3” centers and broadcast
between slits.

Call Your Nearby Olathe/Toro Dist. For Demo!

100 Industrial Parkway
Industrial Airport, KS 66031

913-782-4396
FAX: 913-764-1473
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“I was hesitant to try it at first. |
thought, surely, there would be some
injury to my flowers. But Surflan
convinced me otherwise. It didn't harm
them at all when we sprayed directly over
the top.

“Surflan wasn't so gentle to the
weeds. We used to have a real problem
with crabgrass. We'd have to go in and
pull them all by hand. It was so time-
consuming. | figured | was paying close
to $50 for each thousand square feet
just for labor.

“But with Surflan, the job took only

minutes. And cost me less than $3.00 for

what used to cost me almost $50.
“Surflan also took care of our oxalis

and chickweed. And many other prob-

lem weeds, too. For almost eight months.”

Surflan for yourself. See your
Elanco distributor and ask for a free
Surflan brochure. Or call toll-free;
1-800-352-6776.

Elanco Products Company
A Division of Eli Lilly and Company

46285 US A

Circle 38 on reader service card

“Are you kidding? Spray herbicide

over the top of my flowers?

Surflan proved |

Cynthia Harper

Color Burst, Atlanta, Ga.

- "
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i
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Ritz-Carlton, Buckhead
Atlanta, Georgia
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ASSOCIATION NEWS

THE PROFESSIONAL LAWN CARE The campaign includes the development gies to promote participation and support.
Association of America is sponsoring a of a community action program designed The community action program is be-
national public awareness campaign to en- specifically for municipal governments, ing adapted from the “Don’t Bag It” plan
courage the recycling of grass clippings. cooperative extension agents, lawn main- developed in 1989 by Bill Knoop, turf-
The campaign — “GrassCycling: Today’s tenance professionals and other groups grass specialist, Texas A&M University.
Turf, Tomorrow’s Earth” — was designed dealing with landfill problems. Knoop’s pilot program, conducted by Fort
to help eliminate tons of grass clippings The program includes guidelines for mow- Worth Clean Air Inc., won the 1989 na-
that are now taking up valuable space in ing, watering and fertiliz- tional Keep America Beautiful award in
the country’s landfills. ing, along with strat- e - the local government category.

. Lawn and landscape main-
{ - ators int sted 1
FOR MORE INFORMATION... : the bomalis of resyeling clip-"

pings can obtain a copy of the

STMA NAA ASCA community action plan from

PO. Box 98056 Route lOl/PO Box 1094 700 Canterbury Road the PLCAA.

Las Vegas, Nev. 89193 Amherst. N.H. 03031-1094 Clearwater, Fla. 34624

702/739-8052 604/673-3311 813/446-3356 The Sports Turf Managers

Association named Dale Kel-

PLCAA IA ihng ler Jr. its new executive di-
1000 Johnson Ferry Road NE 1911 N. Fort Myer Drive et
Sum? C-135 Sun'c 1009 Keller’s responsibilities in-
Marietta, Ga. 30068-2112 Arhngton, Va. 22209-1630 clude determining the specific
404/977-5222 703/524-1200

objectives and goals for the
association including fund




raising, membership development, foun-
dations, education, research, scholarship,
promotion and awards programs.

A new management firm, R/K Com-
munications Inc., was also appointed for
the association.

The group was conceived in 1981 by
key members of the sports turf industry.
Its membership is comprised of people
from all segments of the sports turf in-
dustry including professional sports turf
facility managers, head groundskeepers
from four-year colleges and universities
and groundskeepers of parks, schools, ex-
tension agents and municipal facilities.

Members work together combining the
science of growing grass and the art of
maintaining sports turf to produce aes-
thetically pleasing and safe playing areas.

An invaluable learning tool for conserv-
ing water is now available from the Ir-
rigation Association.

A 12 1/2-minute video titled “The Key
to Effective Irrigation” enhances the asso-
ciation’s role as the primary source of ex-
pertise regarding the use of water conser-
ving irrigation.

The videotape demonstrates the five
essential steps to saving water through ir-
rigation in both urban and rural land-
scapes: design, equipment, installation,

maintenance and water management.

Programs and projects now being
undertaken by the association to conserve
water are also outlined in the video.
These include certification programs for
irrigation designers, contractors and water
managers; and development of national
and international standards for all aspects
of irrigation including product safety and
equipment performance.

The National Arborist Association is
seeking funding from the Environmental
Protection Agency for its Integrated Pest
Management Project — a research and
education project that could significantly
reduce commercial arborists’ reliance on
conventional pesticides.

The association submitted a formal
grant request for $50,000 and has lobbied
for congressional support of the proposal.

Studies indicate that pesticide use can
be reduced by as much as 75 percent with
sound IPM practices. However, the asso-
ciation believes that consumers as well as
operators are reluctant to accept IPM be-
cause they either don’t understand the
processes involved or lack confidence in
their effectiveness.

The NAA and International Society of
Aboriculture awarded an $83,000 contract
to the Illinois Natural History Survey to

study public and industry perceptions of
IPM, and develop marketing and .opera-
tional strategies. To date, members of the
two organizations have contributed almost
$35,000 to fund the project.

The American Society of Consulting
Arborists has a new brochure on protec-
ting trees during construction. Using a
question and answer format, the brochure
answers questions builders and property
owners most frequently ask about the
potential damages, prevention methods
and who should bear any added costs
resulting from damage.

Property owners are becoming more
aware of construction related tree injury
and death. As a result, they are seeking
ways to prevent it or to gain restitution
from careless builders.

Bob Ray, ASCA immediate past presi-
dent, provided much of the information
for the brochure. His practice concen-
trates on helping builders prevent con-
struction damage. He notes that many
operators, researchers and scholars agree
that more trees are killed each year by
careless construction methods than by all
insects and diseases combined.

For a free copy, call the ASCA office
and ask for the brochure ““Protecting
Trees During Construction.” 2

One way to keep your sprinklers from watering
in the rain is to stay out there with them.

The far better way is fo use the Mini-Clik Il,
the best-selling rain sensor in the world.

It shuts off your sprinklers during rainfall.

And keeps them off until grass and shrubs are
thirsty again. Without disturbing your system’s
automatic controller. So instead of sprinkling
your money away, you save it on a rainy day.

Only Mini-Clik measures rainfall through
moisture-absorbing disks. They absorb water
§ and dry out the same way turf does.

Other rain sensors rely on collection cups.
But cups collect leaves and debris. The cost of
servicing them will more than pay for Mini-Clik.

What's more, the patented design is so
reliable, Mini-Clik is guaranteed to work.

.= = Because it's simple, from the way it’s installed

" fo the way you click in the precise settings.

] For more information and the name of the
"% distributor nearest you, just call Glen-Hilton

'8 Products at 1-800-476-0260. To find a better
= rain sensor, youd have to take the job yourself.

MINI-GLIK:

SavesYouMoneyOnA Rainy Day.

Circle 55 on reader service card



EASY TO USE IRRIGATION SYSTEM PROVIDES PLANT-SAVING SOLUTION

THERE ARE PLENTY OF IRRIGA-
tion problems in Santa Barbara, Calif.,
these days and Dennis Axelrod, owner,

A & D Greenworks, was presented with a
serious one.

One of his clients had spent a great deal
of money on a luxury home and grounds
high on the city’s cliffs overlooking the
Pacific Ocean. The problems started when
four years of drought forced severe restric-
tions on water use in the area, resulting
in the real possibility that his client would
lose most of his lush landscaping.

“We could use city water to irrigate by
one of two methods,” Axelrod said, “By
a hand-carried bucket or drip irrigation.
The choice was obvious and my client
was willing to spend what was necessary
to install drip irrigation on the ground
cover and in the shrub beds.”

They decided, however, that drip was

FOCUS ON:
IRRIGATION

A combination of drip and low volume irrigation saved this property from ruin.

not a practical way to irrigate the large
lawn area.

“The property was on a well-designed,
state of the art sprinkler system which we
could no longer use,” he said. “But I had

recently tried a new product which made
conversion from sprinklers to drip easy
and economical.”

Axelrod’s firm employs five full-time
landscapers who maintain many proper-

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

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 10004.

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 — protects
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

Circle 18 on reader service card

VALUE.

I Increase productivity-not price-with an Encore PRO!
PRO-Line mowers, 32" to 60", are built tough,

with simple yet reliable features that increase

productivity, not price — including five
forward speeds, a quick trimming deck
design, and high-lift blades.

I Once you've tried the PRO-Line, you'll be
back for another Encore.

it may be a PRO-Line mower, Power-
Thatch, Slicer, or PRO Blower. But
you'll be back. Encore quality is
something you'll ask for
again and again. That's
the value of a PRO!

2

ENCORE

MANUFACTURING CO.. INC

LEASING PLANS ARE AVAILABLE!

P.O. Box 888 - Beatrice, NE 68310 » Ph. 402-228-4255 - FAX 402-223-4103

Quality you'll ask for again and again!
Circle 19 on reader service card
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ties with elaborate landscaping in the
Santa Barbara area.

It was the Olson EH-12 Drip Irrigation
System that Axelrod decided to use.

“This product allowed us to utilize the
existing underground PVC,” he said. “All
that was necessary for installation of the
drip system was to remove the existing
sprinkler heads, cap off those which were
no longer necessary, screw on the EH-12
heads, extend the distribution tubing to
the desired plant locations and stake the
outlets in place.”

These emitter heads have 12 individual-
ly pressure-regulated outlets. The system
operates at pressures from 5 to 60 psi,
and handles elevation changes up to 22
feet without changing the output from
outlet to outlet. This further simplified
the conversion, since no pressure regula-
tors were necessary.

The ground cover was planted with ivy
geraniums and jasmine, and Axelrod
placed the outlets between 14 and 24 in-
ches apart which gives adequate coverage
on the adobe-type soil.

In the shrub beds, he placed outlets at
the base of each plant (output is one gal-
lon per hour per outlet). On large speci-
mens, he used two to three outlets.

“We installed the system in February
and have been pleased with its perfor-

mance,” Axelrod said. “The plants are
doing well, the system is easy to maintain
and, most importantly, we're conserving
water.”

The EH-12 Vibra-Clean Drip Irrigation
System was developed by Olson Irrigation
Systems of Santee, Calif., a pioneer in
the development, design and manufacture
of low volume irrigation systems. The
company’s roots date back to the first
drip irrigation systems commercially in-
stalled in the United States.

“When we decided to develop a prod-
uct for the professional landscape market,
we evaluated the existing landscape drip
irrigation equipment available, and we
talked with many landscapers and de-
signers,” said Donald Olson, company
president.

“It became apparent that most systems
on the market are complicated or are at
least confusing to the first time installer.

“These systems include a wide variety
of ‘bits and pieces’ which snap, glue or
twist together to form systems which nor-
mally lie on the ground where they can
be damaged by vandals, thirsty animals
and accidents.”

Instead of a maze of tubing, filters and
fittings, Olson developed an emitter head
that contains all the key drip system parts
— 12 individually pressure-regulated

emitters, a 150-mesh filter/fertilizer ap-
plicator, on/off plugs and built in outlet
fittings.

“It had to be quick and easy to install,
it had to be reliable and it had to be sim-
ple enough for the end-user to understand
and maintain,” Olson said.

“When I asked contractors what they
wanted in a drip system, they often re-
plied, ‘Make it simple for our customers
to understand and operate. Callbacks are
costly.””

The EH-12 appeals to all landscape
professionals. The designer finds that it
takes about half the design time out of
drip irrigated projects.

The installer is able to use the same
piping as conventional sprinkler systems
and there is no need for odd sized tubing
or special fittings.

He finds it simple to quote jobs by
counting the plants and estimating the
number of heads needed.

The lawn and landscape maintenance
professional finds less damage and van-
dalism to the irrigation system because
it can be installed underground with
only the outlets exposed at the sur-
face.

It appeals to the end-user because it is
trouble-free and simple to operate.

Circle 155 on reader service card L3

FINALLY,

install the stakes and bug caps.
*Turn on the water!

fertilizer pellets.

stall. Your customers will
find it simple to operate
~ and easy to understand.

DRIP IRRIGATION
MADE EASY!

With the VIBRA-CLEAN EH-12 System:

¢All the necessary drip components are in the head.
*Simply screw the EH-12 onto any 1/2 inch riser*.

e Lay out the distribution tubing to the area to be watered.

* Back flow prevention required in compliance with local code

The OLSON EH-12 contains 12 individually
flow-regulated outlets with micro-tubing
fittings, a micro filter, a method of

opening or closing each outlet, and
fertilizer application capability.
Accessory items include bug
caps, distribution tubing and

It's quick and easy to in-

N S:ntcc, CA 92071

®
LSON
R eaucisicariy
O

e " FAX (619) 562-2724

10910 Wheatlands Ave.

(619) 562-3100
(800) 776-5766

WAIT!! Maybe it's your Software!

The
Service
Solution

There is a Solution . .

The Complete Computer System for
the Lawn and Tree Care Industry

For more information, contact:

Practical Solutions, Inc.

7100 North High Street
Worthington, Ohio 43085
1-800-326-7032

Scheduling Solutions for the Service Industry
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COVER STORY

Four Seasons’ Branch
Expansion Initiates Growth

14

Hesdguarters: San Jose, Calif.

I T'SPEOPLE THATMAKE
Four Seasons different from
the others. Sure many companies
can make that claim, but the peo-
ple here really make you believe.

From top level management to
the $6 an hour gardener, employ-
ees know no limits at Four Sea-
sons Landscape & Maintenance
Inc., San Jose, Calif.

The company may be owned by
four majority stockholders, but
it's clearly the strength of 300
employees spread over four
branch offices which makes Four
Seasons a $7 million and grow-
ing commercial maintenance
firm. It's grown more than 50 per-
cent in the last two years.

“There’s no one driving force
for us, butacore of people,” said
Hal Cranston, general manager.
“We wouldn’t have Four Seasons
without them. The standards are
there and we all know the game
plan and our goals.”

Enthusiasm and commitment
is reflected by awards adorning
the desks and walls of employees.
They read “Customer
service representative
of the month,” or
“Foreman of the year"
and so on; a category
for every employee.
Butthey're not handed

out without merit; each award is
earned.

Employees here are used to
hard work. Many of the branch
managers, sales managers and
customer service representatives
were previous business owners
before coming to Four Seasons,
but decided they wanted the sup-
port of abig firm to back up their
individual talents.

“We try to get people enthu-
siastic no matter what job they
have,” Cranston said. “We try to
get them involved. As a result,
they continually make sugges-
tions to improve service.”

About 100 of the firm’s 300
hourly employees have stayed for
two Or more years.

If you take a look at Four
Seasons’ management team, it's
tough to find any two with iden-
tical backgrounds:

Cranston, with the company
since 1987, previously worked for
the consumer products division
of Crown Zellerbach Corp. ; Con-
troller Rob Bilotti, also with the
firm three years, was an accoun-
tant and controller in the elec-
tronics industry; San Jose Branch
Manager James Cumbra Jr., go-
ing on eight years with Four
Seasons, was a project manager
for a national home builder; Ken

FOUR SEASONS
LANDSCAPE & MAINTENANCE

Founded: By Jim Marcus in 1974. Incorporated in 1975.
Owners: Jim Marcus, Hal Cranston, Jim Cumbra and Ken Sinclair.

H i . s i :an . " .l . I incl l' IO oon'- “ I-
and maintenance,
Employees: 300 year-round, 325 to 350 seasonal.

Sinclair, Sacramento branch
manager, with the firm since
1984, was co-founder of Sinclair
Landscaping which merged with
Four Seasons; Roger Vesey, Mar-
tinez branch manager, came tothe
firm in 1984 after owning and
operating Clean Cut Landscape;
and Scott Haile, Hayward branch
manager, with the company since
1987, previously worked as dis-
trict sales manager for Crown
Zellerbach.

President Jim Marcus, Cran-
ston, Cumbra and Sinclair all
share in ownership of Four Sea-
sons.

Four Seasons was founded 15
years ago by Marcus. While most
of the industry was doing crew
work, he initially promoted an on-
site gardening program.

“We were taking properties that
commanded a gardener on site
anywhere from three to five days
aweek. Our concept was unique,”
Marcus said. “We've become less
on-site oriented now. We chang-
ed our mode of operation as we
matured and developed rather than
Jjust maintaining one concept.”

The company’s headquarters
remain in San Jose, also home of
the first branch office. A second
branch was opened in Sacramen-
to after a merger with Sinclair
Landscaping. The third and fourth
branches were opened north of
San Jose in Martinez and Hay-
ward,

“We were growing so fast, we
didn’t know if we were in con-
trol,” Marcus said. “We weren't
totally out of control, but we
weren'tincontrol either. You have
to know what's going on year-
round, not three months after it
happens.”

The third and fourth branches
stemmed from logistics more than
anything else. Customers were
becoming hard to reach in the Bay
area and it wasn’t uncommon for
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a truck to spend long hours in
traffic,

When Four Seasons made a
commitmenttoopening abranch
in Hayward, they backed it up by
transferring about $30,000 worth
of monthly revenues and some
personnel from the San Jose
branch; presenting a challenge to
the rest of the San Jose group.

“Everyone likes it because they
like to see the company growing
and people moving up,” Cumbra
said. “They look around and pick
out a spot for them.”

The San Jose branch has about
seven full-service crews and four
mowing crews, teams which on-
ly mow properties maintained by
on-site personnel. Inaddition, the
original branch keeps a landscape
architect on board to handle any
design work. Full-time mecha-
nics are on staff at each of the
branches.

San Jose and Sacramento each
represent $2.5 million annual
sales and Martinez and Hayward
bring in about $1 million each
annually.

Depending on the season, each
branch typically handles two to
three installation crews and each

branch has one personon call over
the weekend to handle irrigation
problems and other emergencies.

Wanting to maintain their
growth objective, yet balance out
the control, the company con-
verted from a limited number of
managers to their idea of branch
management.

For two and a half years now,
each branch has operated as a
separate profit center. Managers
participate in the firm's annual
plan, yet are free to give more at-
tention to the customer.

“It’s the only way we can run
a large maintenance company,”
Cranston said. “Each manager
has a budget so he's not making
decisions in a vacuum.”

Although 90 percent of the
business stems from referrals,
Four Seasons often stages an all
out blitz to generate new sales
leads.

Continuing its on-site garden-
ing teams, the company now com-
bines full service crews for the
traditional full service accounts.
Larger properties function with
gardeners reporting directly to the
site, but are supported by mow-
ing crews. On-site gardeners are
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managed by route supervisors.

It enables gardeners to con-
tinually focus on the grounds.
There’s no logistics of dropping
off mowers. It's a better utiliza-
tion of ourequipment,” Cranston
said.

Four Seasons manages about
500 commercial accounts rang-
ing from multifamily homes,
homeowner associations, shop-
ping malls, industrial parks, of-
fice parks and fast food chains,
but has shyed away from the
residential market.

“We don’t try to be all things
to all people. We can do the best
job for the commercial mainte-
nance customer,” Marcus said.
“Of course we offer extras which
are customer driven. It'd be a
disservice if we didn’t offer it to
them.”

Full-service maintenance con-

tracts account for 80 percent of

the firm’s business. The remain-
ing 20 percent is derived from ex-
tras such as irrigation, some new
installation and rehabilitation —
taking an older property, ripping
it out and starting over with all
new materials.

All full service accounts re-

Operations Manager Sam Baez,
General Manager Hal Cranston
and President Jim Marcus
discuss logistics at the com-
pany’'s San Jose branch office.
(above). Cranston and Marcus
(on page 14).



ceive mowing, fertilization, ir-
rigation, pruning; anything and
everything that’s needed.

Four Seasons strives to be as
self-sufficient as possible keep-
ing an on-site inventory of
chemicals, fertilizers, gas, mulch,
irrigation parts and nursery stock.
This efficiency flows over into
other aspects of business as the
firm is essentially self-insured for
collision coverage on its trucks.

To keep ontop of things, depart-
ment heads meet weekly, and
branch teams meet monthly to
discuss new sales, labor, hires and
service requests. This contact
communicates how the branch is
doing, recognizes employee con-
tributions and serves as a staff get
together.

Italsoservesasaforumtolook
atthe coming month and get peo-
ple focused on the same set of
goals.

Annual companywide meet-
ings reaffirm that each branch is
supported by the resources of
a large company.

Though it may sound like Four
Seasons spends a lot of time in
meetings, these short get togeth-
ers reinforce the importance of
communication. “Ourjobisinthe
field not in the office,” Cranston
said. “But we see the value in
spending a lot of time commu-
nicating among ourselves.”

Accountability is also tracked
through a “dot board” displayed
in each branch office. The board
lists all current accounts follow-
ed by two grades — one from the
customer standpoint and one from
the company’s viewpoint. Grades
are marked by a blue (good), yel-
low (acceptable) or ared (not ac-
ceptable) dot.

Red grades are accompanied by
an action plan to get the prop-
erty back on track. It’s then re-
viewed weekly until it’s brought
up to par. While red carries a
negative connotation, itcould also
represent a new property which
hasn’tyet received necessary im-
provements.

In the following interview,
Marcus and Cranston share their
views on the lawn and landscape
maintenance industry.

What future expansion
eplans do you have?

Marcus Californiais grow-

eing everywhere, particu-

larly in major metropolitan areas

like San Diego, Los Angeles

and Fresno. The Bay area has
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Four Seasons concentrates on commercial maintenance accounts.

room fortwo more branches; we'll
probably open two to five total in
the next five years — more if we're
successful. I picture our growth
reaching anywhere from 10to 20
branches in California.

Those projections follow along
the lines of population growth.
Expansionissorapidinourarea.
Inlandscape maintenance, for in-
stance, it’s practically an untap-
ped market.

We've experienced tremendous
growthand we expect thatto con-
tinue. We don’t have a tremendous
debt; we've grown pretty much
internally, but it’s not haphazard
growth. It's a push/pull situation,
but people understand we expect
a lot from them. They’re very
much involved in the decision to
grow.

The market is pretty easily
penetrated without a lot of upfront
costs. Butthe sophisticationinthe
landscape business, and the way
people market and sell themselves
is behind most service and
manufacturing markets.

However, going in with a good
sales program, a good presenta-
tion, good technical background
and good references like we have,
it'’s easy to get established and
we've been successful in three
areas going in relatively unknown.
Sacramento was really our first
branch experience, and in four
years we've got 100 employees and
a couple million in gross sales.
We're profitable.

Cranston We did a detailed anal-
ysis before opening up our Hay-
ward branch and found a good sol-
id hub with good growth potential.

It’s somewhat segmented.
Sacramento is probably cheaper
than the Bay area. There’s more
mowing down there and the ac-
reage is mid-sized, probably one
to 15 acre properties.

Do continued concerns
eover droughts and water
shortages have a negative effect
on business expansion?
Cranston No people are
@going tobecome more wa-
terwise, and water management
is going to become amuch higher
priority. It’s going to benefit those
companies who know how to
manage water. It really represents
an opportunity for companies like
Four Seasons.

Santa Barbara is in a unique
situation. Southern California, as
a whole, hasn’t really begun to
seriously go through water con-
servation measures and right now,
Los Angeles is debating whether
to cut water usage by 10 percent
and San Francisco and the Bay
area are looking at a 25 percent
cut.

Marcus We haven’t even started
toconserve water. Ithasn’t really
hurt business. We've focus-
ed our energies into water man-
agement — more aeration, irriga-
tion, time clocks and flow restric-
tions on sprinkler heads.

Cranston What has helped us
is that our customers are sophis-
ticated. If they’re going to invest
their money in the landscape, they
want someone to be proactive and
tell them what to do and how to
conserve water. The majority
know they’re init for the long run.

If we were in installation, it
would affect our business drama-
tically, because some areas have
banned new installation, period,
during the summer. The key is
designing landscapes whichdon’t
gobble up your water.

Well, won't it affect you

ein the long run?
Cranston Temporarily.
@ There’s so much business
outthere. We're just going through
some abnormally dry years, un-

less you subscribe to the green-
house effect.

In new construction, the land-
scape budget is the first to be cut
and cheap irrigation systems are
inserted instead of good ones. Ir-
rigation systems, however, can
pay incredible dividends down the
road by reducing your ongoing
maintenance costs.

You view yourselves as be-

e@ing customer driven. How

do your customers view Four
Seasons?

Marcus 1 think they know

@ the company as an organ-

ized, well run business organiza-

tion that provides a lot of ser-

vice for the dollar. People are real-

ly impressed with our company,

the type of people we put before

them and our communications.

I think people are impressed
with our type of business because
the majority of the guys in busi-
ness are owner/operaters who do
everything themselves. I'vebeen
in that situation and I think we've
gone beyond that where our com-
pany performs a whole service.

The larger customers really like
that. We have lots of insurance,
communications, justification for
new projects and have experience
working with budgets. In a lot of
ways, we're further ahead than our
competitors. But I'm not saying
that there aren’t some good peo-
ple out there.

What goals do you have

efor Four Seasons?
Marcus Our basic goal is
eto develop a company
where we can hire people and can
grow with them. So we're not just
hiring good people and saying
“Here’s a job and you're going
to love this for the next 10 years.”

Instead, we’re hiring people
and presenting them with oppor-
tunities in sales and branch
management. We don’t want to
be a dead-end organization. We
have the ability to grow and we
can take our people and move
them along with us. Not only do
they have the opportunity to grow
financially, they have the chance
to become more of theirown boss.
Our branch managers are basical-
ly running their own business
with a lot of support.

Cranston We want to build on
our core group of managers who
are really dedicated to the long-
term, giving us a good pool to
draw from for branch growth.
Employee ownership is a possi-
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bility. Anytime they own a piece
of equity, they do better.
How mature is the West
eCoast maintenance in-
dustry? Is it a cut-throat market?
Marcus The California
emaintenance business is
behind the East Coast. Peopleare
more prone on the East Coast than
in California to want extra ser-
vices. Inthe past, the industry was
more prone to doing maintenance
work ontheir own, but now things
are changing. Mowing and chem-
ical service applications are be-
coming major industries out here.

In retrospect, we have a lot
more landscape per city, more
density and it’s a year-round situa-
tion rather than seasonal. The
sophistication is coming on
strong. We feel like we're catching
upto the East, in that sense fairly
rapidly, but feel we’re behind in
maturity as far as companies go
and the type of service that we
offer.

Cranston There’s some natural
attrition. It’s an up and down in-
dustry and alot of guys don’t make
it. It’s easy to get into but we see
a lot of turnover.

Larger commercial property
owners don’t want to mess around
with changing maintenance crews
all the time. It’s a real hassle for
them so they're going to pick so-
meone more substantial. Basical-
ly, they become willing to pay.

You have to work smart, be
oriented toward making a profit.
You have to know you can't be in
business for 10 months straight
and lose money. So you also have
to know how to make money in
this business and there are various
ways of doing that.

What was the most diffi-
ecult aspect of growing so
fast?
Cranston Getting people;
epeople who were team
players and fit into our organiza-
tion. We have a rigorous interview
process. We're always in a re-
cruiting mode. When you find so-
meone good, we hire them even
if we don’t need them.

The key is to have the right
balance and the right mix. You
don’t want all horticulturists when
you need some people to do the
customer service.

In addition, all of our crew
leaders are bilingual because 75
percent of our workers come from
a Hispanic background.

Describe your typical cus-
etomer.

Marcus They come from

e acouple different angles.

If they’re in a business park or

apartment complex, we need to

provide an aesthetically pleasing

environment for the tenants. If we

providethe service ina way that’s

consistent and high quality, they

don’thave to be involved with the
landscaping.

In addition, our job is to pro-
tectand hopefully add to their in-
vestment giving it a better value.
So whether they’re in the sales
mode and they want top dollar for
it, or whether they are trying to
lease it for the maximum dollar,
they’re going to need service.

We're not only problem-solv-
ing, but anticipating future ob-
stacles.

Cranston Our customers want
amore sophisticated service with
depth in personnel; someone
who'’s here all the time and can
respond to their needs. We don’t
believe in good people sitting
behind the desk all the time. We
like to be on the leading edge not
the following edge.

If you're meeting all of
eyour customers’ needs
now, what can you offer them in
the future?
Cranston Being more pro-
eactiveinirrigation, for ex-
ample, and making sure our ser-
vices are cost effective.

We use a remote control device
inirrigation which saves us time.
Instead of running back and forth
tothe controller to test the system,
you can walk around the proper-
ty with a remote control device,
fire up each line and test it for
leaks, breaks or clogs.

Our account managers are
always working with the custo-
mers on their budgets and increas-
ingly becoming more sophisti-
cated to the point we can let our
customers know what we think
their needs are going to be in the
coming year.

It’s not just an exercise, budgets
are adhered to. It’s also our job
to let the customer know about
upgrades in plant materials.
° What are your main con-

ecerns for the future?
Marcus Water, labor pool
eand a widening range of
competition who don’tknow their
costs.

It’s areal battle; you can’t push
too hard. But I think in the next
five years you'll see a fallout
because of liability problems and
consistency. We’ve seen that with

LAWN & LANDSCAPE MAINTENANCE * AUGUST 1990

anumber of our customers where
we've passed along some pretty
large price increases. They’ve
gone outand gotten someone else,
only to come back to us.

I think on the average we pass-
ed along a 6 percent increase this
year, or a range of 3 percent to
10 percent.

It’s tough, but you have to con-
sider labor costs, insurance, gas
and the price of fertilizer. Or
sometimes you'll take over a new
property with young plants and
you hold on to that property for
three or four years and all of the
sudden the landscape becomes
more mature and you need more
hours on that property. It’s not on-
ly the cost of supplying the mat-
erials, but you just need more
manpower on that property.

How do you price your ser-
evices in comparison to
your competition?
Cranston We're not trying
eto getrich in one year. We
charge what we think is the fair
rate of every property we bid on.
We look at ourselves as being right
in the middle — we’re never the
lowest and we’re not the highest.
I don’t think we lose a lot of bus-
iness because of pricing.

There aren’t that many other
companies out there who offer the
same package. Our goal isto con-
tinually improve our service; nar-
row down the number of firms
customers can go to.

How much will Four Sea-
esons grow this year?
Marcus About 15 percent
eto 20 percent. We're not
trying to grow just for growth’s
sake, we’re more concerned with
making sure that we're doing it
in a way where we have the peo-
ple behind us.

Cranston To keep good people
you have to grow. Our whole pro-
gramis based on the fact that peo-
ple want to grow with us. It’s ex-
citing. We’ve seen it happen.
Q What was Four Seasons

elike in the early days?
Marcus It was a lot easier
®to acquire business, but
there was also a lot of transition.
The Bay area is so large we did
alot of moving and covered a lot
of ground. We offer the same ser-
vices, but have become much
more focused.

We had every intention of put-
ting a gardener on-site and it turn-
ed out that having a gardener
there, whether it was two days a
week, three or four, it worked well

with the property owners because
they wanted to see somebody
there. They hated to see the crew
coming in one day a week. It was
really something so that concept
worked well.

As we grew, however, it was
more efficient to have crews on
certain properties, because you
have supervisors and more equip-
ment.

How has your branch man-
eagement concept chang-
ed your business?
Marcus It’s changed a lot.
@Before that we had our op-
erations manager, sales man-
ager and other managers work-
ing out of San Jose and there was
nobody at the branch who was
responsible. We had asingle man
running all three branches at the
time. He became the branch man-
ager and was more or less re-
sponsible for the change in con-
cept.

We didn’t have any of the infor-
mation systems that we have now,
and being in control meant doing
an incredible amount of work get-
ting people together to talk about
what’s going on.

Cranston What'’s really increas-
ed thelevel of performance in the
company is that we pulled our-
selves up interms of performance
aswellassales. That’shardtodo,
sometimes if you push sales, you
pushquality down. Butour quali-
ty’s actually improved as we've
pushed our sales because of our
people.

I think one reason for our suc-
cess isthey wantto seta new stan-
dard interms of how to do things.
They’re team players; they’re no
prima donnas.

Whatadvice can you offer
esomeone new to the in-
dustry?.
Cranston Focus on consis-
etent quality of service. You
have to have quality service and
you have to be consistent at it. If
you have both of those, sales will
follow.

Listento your customers; there
is noone right way of doing things.
You need to be tuned in to what
the customers need.

Inaddition, obtainand retaina
quality work force. Make sure
your employees are involved and
recognize their achievements. —
Cindy Code R

The author is Editor of Lawn and
Landscape Maintenance maga-
zine.
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INDUSTRY MARKET REPORT

Increased Services
Yields Vibrant Midwest Economy

Companies are diversifying their
services giving customers an
opportunity to create their own
environments.

NO LONGER IS THE

Midwest referred to as the “rust
belt.”” After scraping the bottom
of the economic barrel in the ear-
ly 1980s, the Midwest has steadi-
ly pulled itself up by its bootstraps.

Though some one-industry
towns may never recover and cer-
tain regions lack vibrant econom-
ic activity, by and large the Mid-
west has diversified and is boom-
ing back toeconomic health. Lex-
ington, St. Louis, Chicago,
Cleveland, Indianapolis and
Milwaukee are just a few of the
cities on the upswing.

Established lawn and landscape
maintenance operators general-
ly reflect the trend toward increas-
ed consumer services and report
good growth, although this
growth has been accompanied by
a price pressure on margins
through increased competition.

Weather considerations are im-
portant in the Midwest as else-
where, but abundant rainfall,
especially around the Great Lakes
area, has spared the region the
drought and water regulation pro-
blems which plague much of the
country.

The Midwest is one of the most
vocal regions in its desire to con-
trol the use of pesticides and other
factors perceived by the general
public to be damaging to the en-
vironment, and Midwest opera-
tors are generally among the most
eager to make the green industry

a part of the solution.

STRONG PROSPECTS. The
Milwaukee market is active and
the economy is strong reported
Ron Kujawa, president, K.E.I.,
Cudahy, Wis., which has beenex-
periencing an average annual
growth of 10 percent to 20 per-
cent, with annual revenues be-
tween $1 million and $3 million.

But success in a healthy econ-
omy brings its own problems.
“The competitive environment is
very strong as well, making it dif-
ficult to maintain margins,” Ku-
jawa said.

Kujawa added that labor con-
tinues to be a problem because
of the many employment oppor-
tunities in other service areas.

Milwaukee was hit by a late
snowstorm in mid-May which
caused some short-term plant pro-
blems. Since most of them were
indigenous, however, they surviv-
ed and the long-term outlook is
good. “It’s been very wet, with
lots of profuse growth, so every-
thing looks lush,” Kujawa said.

Kujawa contrasted his present
situation to the lengthy shrinkage
which took place during the reces-
sion years of 1980-82. “Prospects
continue to be very strong.”

INCREASED LICENSING. Dav-
id Todd, president, Indiana
Association of Nurserymen, In-
dianapolis, reported that his state
is also experiencing good times.

“Forthe pastthree or four years
there has been a constant upward
trend,” he said. “The city of Indi-
anapolis has not reached the point
of being overbuilt. It’s still grow-
ing and is very horticulturally
aware.”

Todd credits the prospering
lawn care market to the good
economy, loosening up of money
and consumers’ desire to enhance
the real estate values of their
homes with attractive lawns and
gardens.

*As the baby boomers, the peo-
ple who originally got involved
inthe green movement, getolder
and can afford more things, they
want to live in natural surround-
ings without violating ecological
principles,” he said.

The main change in the busi-
ness over the past few years has
beenthe marked increase of pesti-
cide regulations and applicator
licensing. ““The lawn care indus-
try has been actually supporting
these moves, almost to the point
of leading that movement,” Todd
said. *“There are problems, how-
ever, for very few biological con-
trols are effective at this time.”

Don Vandewalle, operations
manager, Foegley Landscape
Contracting Inc., South Bend,
Ind., reported he has attempted
biological controls, but with on-
ly limited success.

“Working with predatory
beetles on interior plants worked
to some degree, but keeping the
right population balance was a
problem,” he said. “We're explor-
ing the use of soaps or safer chem-
icals for lawns and are testing for
effectiveness. Butourbiggestcon-
cern is callbacks.”

Foegley Landscape, original-
ly acontract design company, has
grown about 8 percent annually
over the past IS years through
heavy expansion into mainten-
ance services, Annual volume
now stands at $1.3 million.

Competitive pressures have in-
creased but not, in this case, be-
cause of a surrounding healthy
economy. “Inour particulararea
alotof factoriesare closingdown,
with those people being laid off
getting into maintenance,” Vande-
walle said. “And that’s forcing us
to be very price competitive.”

TECHNICIAN TRAINING. In-
dustry pricing is a tough issue in
Michigan. “There are over 400
licensed companies in the metro-
politan Detroit area alone,” said
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. Market maturation.
Escalating landfill costs.
. Soft real estate market.
Low margins,

Specialty services.

Low pricing.

Increased regulation.

Tim Doppel, president, Atwood
Lawn Care, Sterling Heights.
*“That does an awful lot to keep
prices lower than they should be.”
As is the case throughout the
country, it'sdifficult to determine
the exact size of Michigan’s lawn
and landscape maintenance mar-
ket. The trend toward diversifica-
tion and the frequency of those
entering and exiting the profes-
sion are leading contributors.
However, a recent study from
the Lansing-based Michigan
Turfgrass Foundation indicated
there are about 2.500 lawn care
and landscaping companies in
Michigan. About half of those
responding to the survey reported
gross sales of less than $200,000,
while a fourth of the respondents
reported annual sales between
$500,000 and $5 million. The rest
fell somewhere in between.
“This seems to show that the
companies are generally either
fairly small or pretty good sized,”
said Doppel, who reported that
his company has been growing
about 5 percent to 10 percent a
year to its current $500,000. *This
year has beena particularly good
year for growth, though profits

stayed level.”

The biggest issue in Michigan
is the registered technician pro-
gram being implemented in the
spring of 1991. “‘Every applicator
has to be trained and tested, which
means it will beachallenge to get
the industry up to speed,” Dop-
pel said. “Thisis partofanoverall
trend. A number of states already
have legislation like this to some
degree, but the Michigan law is
fairly strict compared to the ones
I'm familiar with.”

Doppel said the regulatory en-
vironment is getting so tight it’s
significantly changing how busi-
ness is being done. He explained
that in the short run, there will
be problems for employees hav-
ing to gainexperience before they
can get a license, that hiring and
training will be difficult and the
added demands on the employees
may force higher wages.

But the effort will enhance
professionalism.

SPECIALTY SERVICES. Betty
Ackerlund, president, Rockford
Landscape Engineering Inc.,
Loves Park, Ill., said that her
company, inbusiness for 17 years,
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has recently been growing at the
rate of more than 50 percent.

A key reason for this growth
has been increasing her services.

“Rather than going in and do-
ing the same sort of lawns, we're
responding to the demands for
more specialty maintenance,”
Ackerlund said. “People are in-
terested in creating their own en-
vironments.”

The big environmental issue in
Illinois is that, effective July 1,
no landscape wastes can be taken
to landfills. They must either be
composted or burned. *“This will
increase prices,” Ackerlund said.

Patricia Cassady, executive
director, Illinois Landscape Con-
tractors Association, Lombard,
I1., said her association has spent
the past two years educating its
members onthe new law, and en-
couraging them to find ways to
adjust to it.

“Since 16 percentto 18 percent
of landfill waste comes from land-
scape materials, it is a major prob-
lem,” she said. “*While the law
may be inconvenient, we are not
fighting it in any way, for we do
care about the environment.”

Cassady said that the new law

. Static market.

Shrinking profits.




affecting the posting of pesticides is not so
clear cut. “The pesticide law is being unevenly
applied,” she explained. “Different commun-
ities are embellishing the state posting regula-
tions, and trying to comply with many varia-
tions on the theme can be both costly and time
consuming.”

ESCALATING LANDFILL COSTS. Lack of
landfill space is also creating problems for
operators in Minnesota. *“We are being inflict-
ed with outrageous costs,” said Paul Barton,
president of Bloomington Landshapes Inc. He
said that adump truck load of landscape wastes

has gone up from $75 to $300, while grass
clippings, previously dumped for free, now
cost $1.50 to $2 a bag.

Despite the increased competition in his
area, Barton said, he has grown from 20 per-
cent to 25 percent over the past five years to
his current annual revenues of more than $1
million.

Diversification of services is also the key
to his success. “Over the past three years peo-
ple have taken a greater interest in perennials
and small garden plots,” he said. “We've in-
volved ourselves into providing more custom-
ized maintenance and have had to educate
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ourselves in ground covers and wild flowers.
This has been an asset, though, for as people
take more interest in their property this helps
our design/build operations.”

Although many Midwest cities are boom-
ing, this is not the case everywhere. Rick
Steinau, president, Greenlon Lawn Care Ser-
vices, Cincinnati, Ohio, said, “Ten years ago
this was a go-go market, but for the past five
yearsithasbeen relatively static. We are find-
ing that certain areas are resistant to growth.”

Steinau reported that he has been experien-
cing about a 15 percent annual growth, but
this has come about not so much through fin-
ding new customers as “‘going back and knock-
ing on old doors to offer new and diversified
services.”

As president of the Professional Lawn Care
Association of America, Steinau sees pesti-
cides as not only a regional, but a nationwide
issue. “If an operator is not concerned with
notifying his customers and giving them the
proper information of what he is applying,
he is not a good operator and probably has
alimited amount of time left in the business.”

Kansas also represents aslowing economy.
“The market is maturing and won’t expand
as rapidly as before,” said Reg Robertson,
president, Custom Lawn & Landscape Inc.,
Olathe. “The real estate situation is such that
a lot of property is marginal, not profitable,
somanagers feel eliminating landscape main-
tenance is a good way to cut costs.”

Robertson added that more people enter-
ing the business is making pricing more com-
petitive. Still, he said, business is up about
10 percent over last year to his current overall
volume of $750,000.

SHRINKING PROFITS. Pesticides are also
a problem issue in Kentucky. “Companies
are reluctant to bring out new products and
new ones are being taken off the shelf. We're
having a hard time combating some of the
pests,” said George Day, president/owner,
Day’s Garden Center, Henderson, Ky. “We’re
getting into biological controls, but it will be
several years before they actually are really
effective.”

Day reported a volume of more than
$750,000 last year, but added that increased
competition, especially from part-time land-
scapers, increased taxes and insurance, and
the higher minimum wage means ‘‘smaller
and smaller profit margins.”

Droughthashardly beenaprobleminKen-
wcky. “We've had rain, rain, rainand are still
getting it,” Day said, “‘so much so that many
farmers have had to give up on planting their
corn and soybean crops.”

Carol Salomon, president/owner, Creative
Greenery, St. Louis, Mo., said her company
has been growing about 15 percent to 20 per-
centannually to more than $1 millionin sales.

But she also said that this is a soft time in
real estate. — Michael Major B

The author is a free-lance writer based in Port
Townsend, Wash.
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CARING FOR PARKS

Maintenance Operators
Breaking into the Parks Market

MAGINE HAVING TO

convince literally thousands
of people for the need of an add-
onservice or the viability of anew
piece of equipment. Or having to
maintain areas that receive so
much traffic that seedlings have
a small chance of surviving be-
cause they're stepped on, mash-
ed or knocked over before they
have a chance to establish and
develop.

And finally, imagine doing all
this on what often can only be
referred toas ashoe-string budget.

Are you thinking someone
would have to be pretty foolish
totake onanaccount such as that?
Believe itor not, some people deal
with these types of problems
every day. They're municipal park
maintenance staffs and often,
when they have too much to do,
they turn to private contractors by
subbing out some of their work.

mayors and finance directors,” he
said. *“The salesman in you sells
them on the need for certain things
and then the accountant part has
to verify and justify the expense,
convincing them it is feasible.”

A recent change in the Pro-
vidence parks department has
been the assimilation of compu-
ters. They make justifying ex-
penses less tedious because a
maintenance manual is devised
for each new development or in-
stallation before the project is ever
started. The manual strives to pro-
ject future maintenance needs and
costs so the finance director and
city council will know budget
needs.

“Now we can present to them
inblack and white and dollar signs
pretty precise costs. It’s finally
giving people onthe outside, who
aren't familiar with how fragile
a landscape is, a real sense of

The amount of work being sub-

contracted out by park districts

is on the rise in many areas.

But before they get to that point
most park superintendents prefer
todothe work by themselves, with
their own people.

GETTING THE FUNDS. A gen-
eral consensus among parks and
recreation directors is that their
biggest headache is dealing with
their prospective budgets and
their attempts to increase those
allocations.

Being in charge of acity’s parks
requires many more skills than
just being able to supervise crews,
said John Campanini, chief parks
planner, Providence, R.I.

“You pretty much have to be-
come both a salesman and an ac-
countant when dealing with
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what’s involved,” Campanini
said.

Because so many parks and
recreation departments are over-
worked, they do sometimes sub
out some of their needs. The ser-
vices that are subbed out can also
vary drastically between depart-
ments. Some will subcontract for
specialty services, such as tree
care, because they donot have the
resources or manpower to devote
tothoseareas. Others withalarge
number of acres to maintain and
limited budgets, may sub out the
mowing needs of several parks or
baseball fields.

A private lawn and landscape
maintenance operator can defi-
nitely benefit from realizing how

they can fit into the scheme of
parks and recreationdepartments,
said Jim Johnston, TruGreen
branch manager, Warwick, R.1.

His branch has successfully bid
on work that is subbed out by
several park districts. The ser-
vices most often wanted are seed-
ing, aeration, chemical fertiliza-
tion and tree care.

Johnston said his impression is
the amount of work being subbed
outby parkdistrictsisontherise,
and that it's a good way forastrict-
ly residential operator to start dab-
bling in commercial accounts.

“*Starting with park districts is
good because they know exactly
what they need and you go inand
do that,” he said. “Tt gives you
achance to see the different con-
cerns and learn about a different
market without actually selling it.
It's a good learning experience.”

SUMMER OVERUSE. A major
problem Campanini and many of
his counterparts around the coun-
try have to deal with is excessive
use during the summer months.

“Ourballfields see anawful lot
of traffic to the point that every
single one is overplayed and we
cannot keep up,” he said.

That overuse can hamper the
development of freshly seeded
grasses depending on when base-
ball and softball seasons begin.
To help offset some of the damage
resulting from overuse, Cam-
panini wants to educate residents
on the frailty of turf and land-
scapes in general.

“The city has a rather large
amount of people relocating on
a regular basis,”" he said. “Our
goal is to educate the new resi-
dents and make them aware of the
limitations of turf areas. While
it seems basic to us, many people
don’t realize or ever give athought
to the fact that grass is not in-
destructable.”

Reaching that goal is important
for the consistent upkeep of the
more than 1,000 acres the Pro-
vidence parks department is res-
ponsible for maintaining.

“The budget’s not being cut, like
in many areas,” Campanini said,
“but it’s not going up all that much
either. To keep things as they are,
there can’t be too many surprises
that demand extra resources.”

Like many municipal park dis-
tricts, Campanini and his crews
care for one main “showcase”
park and other smaller facilities.
The Roger Williams Park covers
465 acres and has a high main-
tenance, manicured look.

“We putalotoftime and energy
in there, but that is really our
showpiece; it's what we want our
department to be associated
with,” Campanini said.

A pleasant change in the last
several years has been the increas-
ed use of ryegrasses and fescues,
he said. Bluegrasses are still pre-
ferred in garden areas and major
ball fields, but the department has
beenmore selective inother areas,
choosing varieties based on shade
and sun tolerance.

CREATIVE ALTERNATIVES. In
Pontiac, Mich., the parks depart-
mentisinalittle worse shape, ac-
cording to Tony Dombrowski,
grounds superintendent.

The past several years have
been a test of stamina and creative
budget alternatives, according to
Dombrowski. The city has receiv-
ed funds from Federal Block
Grants and Land and Water Con-
servation Grants for several pro-
jects. Inaddition, some employee
salaries were transferred to spec-
ial funds that derive fromthe state.

“It'sbeentough,” he said. “The
budget and available money is
constantly shrinking while the
costs are rising. It becomes a real
challenge.”
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Add to that the general economy
which is suffering from the glut
U.S. automobile manufacturers
find themselves entangled in.

“The area used to be totally
dependent on the auto industry
and is finally realizing it can’t be
anymore,” he said. **So right now
as new industry is beginning to
develop, there are still quite a few
people unemployed which means
our revenues are down.”

Anissue thatis taken seriously
inthecity is weed control and tree
care on the city's tree lawns.

“That’s important because it's
something that every resident can
see,” he said. “They canlook out
the window and see that the tree
isalive and healthy and that there’s
no patch of weeds surrounding it.”

The department’s 17 full-time
and 13 seasonal employees spend
the rest of their time maintaining
28 parks. Much of that has been

reduced to basic, bare
bones maintenance.

The only work the
district subs out is cer-
tain irrigation work on several
baseball fields. Hydroseeding,
when needed, is also done on an
outside contract basis. But those
occasions have diminished be-
cause it's more cost effective to
use the department’s slit seeders
for most seeding needs.

“The basic reason for subbing
out work is to get a specialty ser-
vice done while not tying up the
staff’s time,” he said. *“We could
probably buy a hydroseeder and
have our guysdoit, butthereisn’t
enough demand to warrant the pur-
chase. So when we absolutely need
it, we go to an outside source.”

Not surprisingly, Campanini
has a different view of subbing
out work. His main reason for not
doing it more is the feeling of not
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KNOW YOUR PARKS

Although parks aren’t generally considered to
have the potential for high profits, it is an area
.. of the green industry where maintenance oper-
ators can expand their business in anticipation of
larger gains.

Raﬂncrthantakeonallﬂwmponsnbﬂny
themselves, parks departments are choosing to
sub out services to area contractors. Services
such as tree pruning, irrigation installation and
maintenance and turf and ornamental spray pro-
grams are often considered too costly to do in-
house.

In Michigan alone, $24 million was spent on
turf maintenance in parks in 1988. Most of the
parks’ turf area required high maintenance,
more than 11 mowings a year, or medium main-
tenance, five to 10

'Ihkealook ltmaybethemarketforyou

having total control over the op-
eration.

The Providence parks do sub
outchemical applications and tree
trimming and pruning. That's
mainly done for convenience,
With this plan, the city doesn't
have to worry about employees
being registered to apply chemi-
cals. They just don't do it.

RESIDENTS DISREGARD FU-
TURE. Bill Katzenberger knows
only too well the problems and
frustrations of heading an opera-
tion that people take for granted.
He's director of parks and com-
munity activities for Leaven-
worth, Kan.

The state of Kansas recently
went through a reappraisal for

property tax.
Assessed values

onmost proper-
ties went up a-

long with the residents’ tax bills
and their indignation.

Some of those newly collected
tax dollars are being earmarked
for the creation of additional park
facilities for the Leavenworth
area. That has created some dis-
cord among residents.

“If you look at the situation in
the short-term, you're probably
going to conclude that new parks
are not needed,” he said. “But
looking at the long-term and the
fact that the county is experienc-
ing rapid growth, planning addi-
tional parks makes sense.”

The town is also home to Fort
Leavenworth, a U.S. Military
Training Center. It's one of the
few military centers that is actual-
ly adding personnel after the re-
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$13.50

cent cuts in the federal defense
budget, Katzenberger said.

PROFESSIONALISM OBTAIN-
ED. Leavenworth hascomealong
way in a relatively short time. It
was just recently that the city had
a parks superintendent who held
ahorticulture degree. It made the
budgeting process easier, though
there’s still plenty of additional
needs, he said.

The 1990 parks budget stands
at $312,000 for the maintenance
of 360 acres. The nine-person
staff concentrates on basic main-
tenance. “Nothing really flashy,
no high profile flower beds yet,
but I do think that’s in store for
the future,” Katzenberger said.

“The superintendent brought
the department an immense
amount of credibility that could
not be earned any other way,” he
said. “‘As a department, we also
learned a lot from him.”

That new found level of profes-
sionalism translated into the de-
partment receiving more attention
from those holding the purse
strings.

“It used to be that parks and
recreation was low man on the

totem pole — first to be cut and
last to be reinstated,” Katzenber-
gersaid. “Whenthe city manager
and finance director talk about
wanting to see more trees and
flowers around, they also talk
about finding the money for it.
They don’t expect us to pull this
stuff out of our hats anymore.”

This year’s biggest headache
has been attempting to beat ex-
cessive rains.

“We had 5 inches of rain in
June,” he said.”All the grass ev-
erywhere was growing, but it was
murder getting the mowing done.”

FINDING AND KEEPING EM-
PLOYEES. Employee retention
poses a problem that Katzenber-
ger has yet to find a solution.
Municipalities, for the most part,
pay lower than private companies
and cannot offer bonuses and
incentives.

“It’stough finding and recruit-
ing someone with professional
training,” he said. “Right now
we're looking for a new parks
superintendent. We're getting
good applicants, but when they
find out we're offering what is
sometimes $10,000 less than what

they’re now making, they under-
standably lose interest.”

Calvin Ginnavan, maintenance
foreman, Ocean City, Md., is
quite familiar with the problems
surrounding a lack of experienc-
ed workers. Once last year, the
wrong chemical was sprayed on
the trees along a 10-mile stretch
of the city’s median strips.

“We had atotal kill of the trees,”
he said. “So that meant we had
to take $35,000 out of this year’s
budget to use for replacing the
trees, and that meant cutting back
inother areas. It’s a constant jug-
gling game.”

A significant part of that jug-
gling routine is dealing with the
eight seasonal workers the depart-
ment is allotted.

“The city money people don’t
see past the immediate dollars
spent,” Ginnavansaid. “I'd much
rather hire a couple people as
full-time, and take the time to train
them right and know they’ll be
around longer than several
months. I think we'd get better
productivity, but they see it as
seasonals being cheaper, period.”

The city’s parks and public
grounds needs are combined in-

toone budget totaling $1.5 million
for the care of 160 acres.

With 12 of 18 workers mowing
five days a week, the major con-
centration is basic maintenance.
The main 58-acre park does have
a heavier emphasis on ornamen-
tals with several large perennial
and annual gardens.

Being a heavy summer tourist
area, crews have to be finished
and off the mowing sites by mid-
afternoon on Fridays.

“We have at least 100,000 peo-
ple coming into the area on sum-
mer weekends, and most of them
on one highway. We try our best
to be finished before that hits every
week,” he said.

Another facet of the employ-
ment dilemma is firing someone
who is not performing up to par.

“It’s much more difficult in the
public sector because there are
so many procedures to be follow-
ed,” he said. “It’s a lengthy pro-
cess that can have bad side effects
on other workers.” — David
Westrick =

The author is Assistant Editor of
Lawn and Landscape Mainte-
nance magazine.
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Your Business
Partner

...Helping grow your business

As a busy lawn care professional, you can’t be
personally involved with the many critical details that
go into making your business successful, details
ranging from developing staff safety training
programs to keeping abreast of the latest regulatory
issues. That’s why it is vital that you have the timely
information that allows you to be proactive rather
than reactive. That’s why you need your Business
Partner — The Professional Lawn Care Association of
America. Let your Business Partner go to work for
you on such assignments as:

¢ Issues Management

¢ Training programs for
pesticide management

* OSHA Hazard Compliance

¢ An effective telemarketing
program

* Preparing a marketing plan

¢ Update on small business law

¢ Group Health/Life/Major Medical

¢ A Credit Collection Service

¢ A Liability Insurance Program

* A newsletter on lawn care issues

¢ A public relations program

* Gather major suppliers of lawn care
products and services

As the only international trade association of lawn
care professionals, PLCAA has a strong history of
providing the right information at the right time for
the lawn care industry. Our staff and Board of
Directors are dedicated to providing you with the
professional business assistance you need to stay
strong and informed.

To learn more about how to put your Business
Partner to work — for less than a dollar per account

PROFESSIONAL LAWN CARE
ASSOCIATION OF AMERICA
1000 Johnson Ferry Road N.E., Suite C-135

CLIP AND MAIL TO [
f % 1 Professional Lawn Care Association of America, Suite C135
Marietta, Georgia 30068-2112 | - 5 : SABE AT
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COST CUTTING

Reducing Water, Energy
Costs With Landscape Plantings

IT DOESN'T TAKE A
Rhodes scholar to figure out that
urban downtown areas — con-
crete jungles — are much hotter
than a house surrounded by turf
and shaded by trees.

It’s not an unusual sight to see
people flocking into a park thick
with turf and trees for relief on
hot summer days.

While common sense tells
everyone that it’s generally cooler
to be in the shade than in direct
sunlight and on a lush lawn rather
than reflective cement, the actual
cooling effect of landscapes can
translate into energy savings for
both the heating and cooling of
a building.

COOLING EFFECTS OF TURE
In a three-year study, James
Beard, professor of turfgrass phy-
siology and ecology, Texas
A & M University, College Sta-
tion, Texas, demonstrated that ac-
tively growing turfgrass can re-
duce soil surface temperatures by
30to40 degrees compared to bare
soil. When compared to synthetic
turf surfaces, the temperature dif-
ference in turf can be as high as
70 degrees.

In addition, another benefit of
turfgrass, according to Beard, is
that its growth process removes
carbon dioxide from the atmos-
phere. That substance has been
identified as one of the potential
factors that may cause global
warming.

By absorbing carbon dioxide
and releasing clean oxygen, the
grass plant is helping cool the
earth as well as our homes and
offices.

Other researchers have calcu-
lated that the front yard of eight
average houses has the cooling ef-
fect of about 70 tons of air condi-
tioning. The average home air
conditioner has about a three- to
four-ton cooling capacity. But
remember, air conditioners
generate their cooling through

electricity which requires the bur-
ning of fossil fuels or nuclear
power that may contribute to our
air pollution problem.

Grass on the other hand, achi-
eves its cooling effect by using its
own self-powered evapotranspira-
tion system.

DESERT CONSIDERATIONS.
Another study, conducted at the
University of Arizona by land-
scape architect Greg McPherson
and micrometeorologist Jim Simp-
son, considered the water use
and energy needs of three vary-
ing landscapes: rock mulch, a
foundation planting of tall shrubs
and a full lawn.

The shrub-planted landscape
saved 18 percent on watering and
energy costs compared to the rock
mulch. While the cooling effect
of plants has been accepted for
some time, there’s been some con-
cern that for survival they need
water — a pretty scarce commodi-
ty in some parts of the Desert
Southwest these days.

The researchers found primari-
ly that the energy savings from
a vegetative landscape did com-
pensate for the cost of the increas-
ed water usage. But a major key
to controlling that was using
irrigation.

They designed three models at
one-fourth scale that resembled
recently built homes in the Tuscon
area. The models were insulated,
had overhangs ontwo sides, win-
dows on three sides and identical
air conditioners.

All landscape treatments with
vegetation saved money com-
pared to the unirrigated rock
mulch when both cooling and ir-
rigation costs were considered.

USEFUL IDEAS. While most
homeowners often want shade
trees in their yards to provide a
placetoretreat toduring summer
heat, most don’t carry that
through to the next logical step:

saving on fuel costs, said Nancy
Benninghouse, a landscape archi-
tect with Buettner & Associates,
Milwaukee, Wis.

“Typically, people want trees
and shrubs around a house so it
doesn’t look barren,” she said.
“It’s not all that often someone
says ‘I want trees and grass and
shrubs because they’ll lower my
heating and fuel costs.”

One of the first moves Benning-
house makes on a newly con-
structed home is to decide where
several trees are needed.

“There’s a definite trend in
home building lately to have a
room with very large, just im-
mense windows,” she said. “That
should be a clear sign to anyone
involved — the builder, a land-
scapearchitect, landscapers or the
homeowners themselves — that
something has to be done there
to cut down the glare and the re-
flective nature of the glass.”

Her most often suggested ap-
proach: a good sized, somewhat
mature tree planted not far from
the windows or doors.

““You want to plant something
that is going to provide immediate
shading, so it needs to be more
than a sapling,” she said. “Butat
the same time, that house is go-
ing to be there 30, 40, 50 years
or more. It probably won’t be the
first owners, but some owner
down the line will have problems
and maybe have to getrid of atree
that’s planted too close.”

Another of her suggestions is
to always use deciduous trees. In
the summertime, they block the
sun and keep the house cooler
while inthe winter they allow the
sun in to provide additional free
warming for the house.

A different idea on use of trees
involves using evergreens and not
deciduoustrees. Jack DiClemen-
ti, director of landscape architec-
ture, Rolf C. Campbell &
Associates, Highland Hills, I11.,
ususally tries to create anoise and

AUGUST 1990 * LAWN & LANDSCAPE MAINTENANCE



wind barrier around a house by
planting several evergreens in a
TOW.
“You’re doing several things
when you include evergreens in
a landscaped setting,” he said.
“First is the noise barrier; more
people ask about finding ways to
block out the street noise around
their homes than anything else.
Second, you're insulating the
house from the winter wind and
third, you're blocking out the
summer sun, keeping the house
cooler.”

Another idea that more builders
are turning to is reducing the
amount of cement around build-
ings. Sidewalks constructed of
bricks or other materials darker
in color absorb more of the sun’s
rays rather than reflecting them
back up into the air and on to the
house.

COMMERCIAL IDEAS. Com-
mercial properties that take the
most advantage of their surround-
ing landscapes are those in cam-
pus-styleoffice parks, DiClemen-
ti said.

“Commercial applications are
slightly different because there
aren’t too many businesses keen
on having the front of their build-
ing hidden behind a row of ever-
greens,” he said. “The ones that
have a good amount of turfed areas
between buildings are really tak-
ing advantage of that landscap-
ing. That space doesn’t go to
waste. It’s often used by em-
ployees asalunch areaor the com-
pany puts a fitness trail in to pro-
mote good health practices within
the company.”

Considering that soil tempera-
ture is usually pretty constant bet-
ween 55 and 60, Benninghouse
said, she sometimes suggests a
berm or small hill in front of a
building planted with shrubs.

“They’re not as popular as they
could be mainly because people
envision the wrong thing when

you say berm,” she said. “We're
not talking a major hill, just a
small incline. They really do a
good job of insulating the foun-
dation.”

In commercial applications,
there’s a constant battle with the
client who doesn’t want to give
up anything for the benefits of a
good landscape, said Mary
Hughes, landscape architect with
E.G. & G. Inc., Fairlawn, Ohio.

“The biggest battle is always
with parking spaces,” she said.
“We want to put intrees and some
green areas to reduce the heat
generated by the massive paved
area, but for most clients parking
spaces are far more valuable to
them than the cooling effect trees
have on pavement.”

LOSTSOME STEAM. The great-
est interest in energy conscious
landscaping came in the mid-
1970s at the height of the OPEC
oil shortage, said Robert Rei-
mann, Reimann Buechner Part-
nership, Syracuse, N.Y.

In the 1970s, Reimann was
commissioned by the Environ-
mental Protection Agency, along
with two other landscape architec-
ture firms, to study the develop-
ment of anew community and the
residents’ responses toward its
energy efficient scheme.

“The most optimistic talk of
energy savings is 46 percent, but
most people who have studied it
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usually cite a possible 25 per-
centsavings,” hesaid. “A problem
we found in a developing com-
munity like that was a reluctance
on the builder’s part.

“The benefits and savings are
long-term. Our clients were the
developers, but the people sav-
ing the money were going to be
the eventual homeowners. The
developers didn’t want to spend
the money needed because they
didn’tthink they could recoup the
additional money they were put-
ting into the homes.”

To create a truly energy con-
scious community, Reimann said,
many other considerations have
to be made besides landscaping.
How a community is zoned has
energy implications. How far is
it to schools, shopping and chur-
ches? Can those places be placed
close enough so people will be
encouraged to walk?

The aim should be on a col-
lective basis,” he said. “Sure it’s
good thatan individual homeown-
er is saving on his fuel bills, but
imagine the effects on the environ-
ment and our resources when
hundreds or thousands in a com-
munity cando that. Unfortunate-
ly, I don’t think we, as a society,
are far-sighted enough to look at
it that way.” — David Westrick

The author is Assistant Editor of
Lawn and Landscape Mainte-
nance magazine.

Deciduous trees can keep the
house cooler in the summer by
blocking the sun, but allowing the
sun in in the winter to provide ad-
ditional warming for the home.



ATHLETIC FIELDS

Improving Sports Turf
Tolerance From the Ground Up

While the surface of athletic

turf is all many people see,
proper athletic field construction
starts well below the actual
playing field.

’I:E HEALTHCONSCIOUS
society that we live in has increas-
ed the usage and demand for all
types of recreational facilities.

Education and awareness of
sports-related injuries due to
techniques, equipment and play-
ing surfaces at these facilities has
resulted in the need for enhanced
conditions and preventive actions.
A return to natural turf from ar-
tificial and synthetic surfaces is
good, preventive actionto reduc-
ing field-related injuries.

This trend has created a need
for healthy natural turf playing
surfaces, and turfgrass managers
to maintain them. Ithas also gen-
erated a greater need for improv-
ing wear tolerance on sports turf
surfaces.

WHERE TO BEGIN. There are
three basic benefits to improving
wear tolerance. The most obvious
and noticeable is the aesthetics
oreyeappeal. We asasociety have
become “experts” in evaluating
a field’s playing condition from
our favorite easy chair. Whether
it be at home or in the stands, a
nice green playing field is perceiv-
ed to be a healthy and sound play-
ing surface.

Second, is the increased stabili-
ty for footing and a higher level

of athletic performance. A thick,
dense turf with a strong anchor-
ing root system can support and
withstand the lateral force exerted
by the charging and turning
athlete.

The ability to withstand this use
also enables a groundskeeper to
predict its response. The response
of a surface then becomes a habit
or instinct which can greatly en-
hance performance.

The playing surface and
grounds manager are two silent
members of the winning team, but
are star players and big contri-
butors of the losing team.

Third, and probably the great-
est motivator, is the possible re-
duction of liability exposure. A
poorly maintained field with worn
turfcanresultinthe twist of aknee
or ankle and the end of a career.

Unfortunately, we tend to stress
this only in professional sports
where there are multimillion dol-
lar players, when it should be im-
portant from the professional field
to the public grounds to the local
sandlot.

To sum up the major benefits:
Improved wear tolerance provides
an eye-appealing field which has
increased stability for enhanced
athletic performance at a reduc-
ed liability to its users.

Consequently, the responsibil-
ities of the grounds manager are
of greater importance than in the
past. One’s support of research,
continued education and special-
ized duties are essential for the
advancement of the sports turfin-
dustry.

Unfortunately, most grounds
managers today hold such wide
ranges of responsibilities that
playing field maintenance in-
volves only a small portion of their
time.

The needed time and specializ-
ed commitment demands money
and financial support for proper

athletic field construction, main-
tenance and capital needs. Alltoo
often, turf maintenance is the first
itemto be reduced in a budget re-
view. In reality, proper mainten-
ance and improving wear toler-
ance on our sports turf areas
should be viewed as an investment
and an obligation.

TAKE ACTION. Wear tolerance
is often associated with only the
leafblades of the grass plants, but
in practicality, wear tolerance is
soil deep and needs to be associ-
ated with all factors influencing
surface playability.

Improving wear tolerance
usually becomes a concern and
priority on existing fields while
it should have been top priority
during design and construction.

Managing sports turf for im-
proved wear tolerance involves
determining quality standards by
which to compare. The best ap-
proach is tounderstand the design
and needs of a new athletic field
construction project. Once this
is understood, existing sports turf
areas can be evaluated for defi-
ciencies, and management prac-
tices arranged to compensate and
correct them.

The following guidelines are
based upon the United States Golf
Association’s perched water table
profile for putting green construc-
tion. These guidelines have been
used since the early 1960s and
have proven predictable and suc-
cessful when properly executed.

As each step of the profile is
presented, an explanation of its
agronomic importance and rela-
tionship to existing playing sur-
faces will be included.

GUIDELINES. Proper athletic
field construction starts well be-
low the actual playing surface. A
sound and compacted subsurface
grade is the first area of concern
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and should occur 16 to 18 inches

below the desired subsurface
level.

The grade of the subsurface
should be relatively represen-
tative of the top surface grade.
This provides the base for con-
structing a top quality athletic
field as does a strong foundation
in building a house.

Next, a drainage line network
needs to be laid out and installed.
Because of the outlet source, var-
ious design styles can be used.
Some of these are herringbone,
grid iron and straight laterals. No
matter what style is used the
laterals on the playing surface
should be placed on 20 foot cen-
ters to accommodate the quick
removal of excessive moisture.

A laser or transit-type instru-
ment must be used in establishing
proper pitch or grade for positive
drainage flow. The desired pipe
sizes for laterals is four inches in
diameter and six inches for the
mains.

A solid, smooth-walled per-
forated drainage pipe is preferred
because it has greater wall
strength. It also shows less resist-
ance todrainage flow and increas-
ed self-cleaning action.

A few inches of 3/8-inch pea
gravel should be installed below

the drainage pipe. This can be rak-
ed and moved to establish the de-
sired grade for the pipe. Once
properly graded, the drainage
pipe can be installed and the
drainage ditches backfilled with
pea gravel.

After the drainage lines are
completed and backfilled, the en-
tire playing field surface should
receive a four-inch layer of 3/8
inch pea gravel. This provides a
means of freely moving the ex-
cessive moisture to the drainage
lines for rapid removal.

Subsurface drainage is ex-
tremely important. It allows for
the removal of excessive moisture
and promotes desired levels of soil
oxygen. Does it have much im-
portance? Well, an old-timer said
it best, “'It only takes two things
{0 grow grass — common sense
and drainage. If you don't have
common sense, double up on the
drainage.”

A properly installed drainage
system manages the uncon-
trollable moisture received from
Mother Nature.

Next, a two-inch layer of a |-
to 2-mm size gravel needs to be
put on top of the pea gravel
blanket. This is referred to as a
choker layer and plays an impor-
tant role in assuring the integrity
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of the perched water table profile.

The choker layer acts as a buf-
fer between the pea gravel and
rootzone mixture. It prevents the
smaller particle sized rootzone
mixture from migrating down
through and clogging the larger
particle-sized pea gravel.

Unfortunately, this is alabor in-
tensive and time consuming oper-
ation which is often left out to save
time and money. Kurtz Bros, Inc.
has developed a patented system
for applying this choker layer at
about half the normal cost in time
and labor. This system involves
the use of a vehicle which has been
specifically balanced and equip-
ped with flotation tires and a
spreading device to accomplish
the needed task.

The next step is the selection,
blending and installation of root
zone mixture. An approved
USGA soil testing lab such as
Agri-Systems, K.W. Brown and
Associates or Tifton Labora-
tories, should be given samples
of representative materials avail-
able for blending.

They will perform a series of
tests to determine: particle size
analysis, water permeability, cap-
illary and non-capillary pore
space, bulk density, water reten-
tion and pH. Having tested and

Improved wear lolerance pro-
vides an eye-appealing field
which has increased stability
for enhanced athletic per-
formance.



evaluated this information, they
can recommend the desired
materials and their ratios for blen-
ding the optimum rootzone mix-
ture.

This testing basically revolves
around proper particle size selec-
tion and interaction of the root-
zone mixture. Ideally, the parti-
cle sand should be in the 0.75 to
0.25 mm range, with no particle
greater than 2 mm, less than 10
percent fine particles, less than
5 percent silt and less than 3 per-
cent clay.

This would be considered a
uniform soil and lend itself to
maintaining desired air and water
pore space, in addition to being
somewhat compaction resistant.

A visual way of understanding
this is to take a room of any size,
fill the top with baseballs and soft-
balls, Next, imagine shaking the
entire room. the different-sized
softballs and baseballs would
bridge against each other, main-
taining desired air and water pore
space while resisting compaction.

Now take that same room, fill
it with beach balls, basketballs,

footballs, baseballs, softballs, ten-
nis balls, Ping-Pong balls, golf
balls, marbles and BBs. Shake it
in the same manner and the
larger sized balls will bridge
against each other and the smaller
sized balls will fall in between.

This action results in reduced
air and water pore space and
ultimately compaction. A soil of
this particle size distribution
would be considered well-graded
and an excellent choice for road
base.

Once a lab has tested, approv-
ed and recommended the proper
materials to use, a qualified soil
blender needs to be contracted to
execute the desired mixture. Soil
blending equipment assures con-
formity and homogenity from top
to bottom in a root zone mixture.
Bucketblending with a front-end
loader or rototillering makes
management of the field difficult.

Varying soil in the same pro-
file will cause water infiltration
and nutrient response to differ.
Ask yourself, “Which area of turf
do I want to puddle water or ex-
perience nutrient deficiencies be-

fore electing not to use aqualified
soil blender?”

SURFACE DRAINAGE. The final
step of the rootzone mixture is its
installation, 12 to 14 inches over
the choker layer. This should
then be graded to final grade pro-
moting positive surface drainage.
Dips, puddles and wavy surface
grades are not acceptable.

The surface drainage enables
the quick movement of rainfall off
the playing area and lessens the
amount which must pass through
the subsurface drainage. You
might say that surface drainage
acts like a precleaner foranengine
air filter. It removes the large
portion while the actual air filter
handles and refines the smaller
portion.

The drainage and soil structures
are the two most important fac-
tors involved in planning a suc-
cessful management scheme.
They dictate the moisture require-
ments, soil nutrient interactions,
stability, root growth, resiliency,
pesticide response and overall
field integrity. As a result, what

you seed or sod on top of them,
and how you will need to manage
it are solely dependent upon
drainage and soil structure.

Because of the variability in
desired grasses across the nation
and required maintenance needs
with fertilizers and pesticides, on-
ly general guidelines have been
included here.

Consult your local and state
organizations for recommenda-
tions of seed or sod which per-
form well in your area. They will
also be able to assist you in ob-
taining training and seminar in-
formation on turfgrass mainten-
ance and care.

Inadditiontothe local and state
organizations, fertilizer and
pesticide suppliers can assist you
with developing a plan of attack.
A soil test is one of the first steps
to determine the pH and nutrient
deficiencies of the soil.

Overlooking a soil test is like
taking a long trip without a road
map to your destination.

It’s important to keep turf ac-
tively growing while the sports
turf is in use no matter what fer-
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tility needs and pesticide pro-
grams are called for. This enables
it to recover quickly from any
damage.

A grass plant may have its leaf
blade scuffed or ground off, but
if the crown of the plant is intact
and actively growing, the field can
quickly recover for future play.

IRRIGATION. Watering needs are
universal. Itdoesn’t matter if you
are in Nome, Alaska, or Miami,
Fla., let the grass plant and soil
tell you when to water. Watering
is not a calendar event, it should
be solely based upon a plant’s
requirements.

There are many ways to deter-
mine when to water. The easiest
is when footprints and mower
wheel tracks don’t bounce back
and the grass blades stay flat on
the ground. Another way is the
telltale grayish-blue spots of ac-
tual wilt. My personal favorite is
actually pulling out soil withasoil
sampler and inspecting the actual
soil moisture.

It’s beneficial to maintain ade-
quate moisture levels, but satura-

tionis notdesired because the ex-
tra water will replace the soil
oxygen.
Mowing canbe one of the single
most beneficial cultural practices
performed. It has the ability to
promote new root growth and
shoot growth in addition to cul-
turally controlling some weeds.
It’s important to maintain the
highest possible cutting height
recommended to promote a
deeper and stronger root mass.
No matter what the height re-
quirement, it’s essential that no
more than ' of the leaf blade is
removed atany one time. This will
prevent shocking the turf.
Topdressing, when used in con-
junction with aeration, can im-
prove turf in three ways. First, it
can fill in any voids caused by
wear and help re-establish the
desired grade. Second, it can help
control thatch buildup and third,
itcan provide adesired soil struc-
ture for incorporation into the pre-
sent soil profile.
Anathletic field isonly as good
asthe root zone mixture in which
itgrows. Asaresult, take the time

to find out what topdressing is
needed to properly amend your
soils, making sure it's blended
under strict quality assurances.
Your turf, and maybe even your
job is depending upon it.

PLAYING TIME. A field of this
superior quality design should not
receive more than 12 to 15 hours
of actual use during a week. Any
fields of lower standards should
receive less hours. A clayey-based
soil should have no more than four
to six hours of use per week.

Deciding upon the use of a field
after inclement weather should be
the decision of the grounds man-
ager. It’s his or her responsibility
to provide a safe and playable sur-
face while protecting the manage-
ment’s property.

The grounds manager should
work hand-in-hand with the team
coach. Together they should de-
vise a game plan to alternate the
practiceareasona field. Thedrill
doesn’thave to occur onthe same
spot. Moving these around can
triple the quality of turf.

Bands are a turfgrass manager’s

nightmare. Step, step, step all in
arow on designed formation de-
stroys the turf and soil structure.
The painting of a football field on
aparking lot can enable the band
to practice on a measured area.

Control also means controlling
the sports to be played on a field.
All too often the varsity football
field becomes the junior varsity
football field, then the soccer
team and so on.

The growth of sports programs
is inevitable. Thus the growth of
needed facilities is essential for
maintaining the quality and safe-
ty that we as a society demand.

Developing and improving
wear tolerance is something
which starts with proper construc-
tion standards. But unfortunate-
ly most fields were not con-
structed to these standards. It’s
simple if you fall back to the basics
and build your turf care program
from the ground up. — Sam
Stimmel El

The author is support turf divi-
sion manager of Kurtz Bros. Inc.,
Independence, Ohio.
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THAT KEEPS COMING BACK?

brilliant computer software package
A called “The Invoicer with Accounts

Receivable” has been developed to
provide a powerful and professional solution for
monthly recurring billing. This proven product
is an economical and easy-to-use system to
completely automate the billing process. Your
clients will get their statements faster and you
will get paid sooner.

The individual customer's monthly
amount is automatically posted to each
account along with any other necessary
charges (approximately 2 minutes total L

posting time for 500 accounts).
Depending on printer speed, you can then print as
many as 500 accounts in three hours or less.

Thousands of business owners all over America
are satisfied that “The Invoicer” helps speed-up
cash flow and gives them a more professional
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Getting "The Invoicer" up and running on your
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most people are producing bills in 30 minutes
or less. Whether your business sells goods or
services, whether you bill monthly, weekly or
even daily, "The Invoicer" can save you money
and substantially improve your cash flow.
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day money back guarantee* and free 60 day
telephone support to provide you with valuable
assistance for your unique needs. In addition, we
can custom modify the program to precisely fit your
exact needs. (Try getting that from Peachtree or
DAC! All at an unbelievable price. Just call us.

You can speak to the people who
developed the software and hear
how other companies like yours have
found “The Invoicer” important in
the billing automation process. If
you are not sure if this is the right
product for you, a quick, painless phone call can
help you determine if you should order.

“The Invoicer" sells for only $149. Compare that to
$1000 or more for other software systems doing
essentially the same thing. Call today and have
automatic billing in a matter of minutes for less than
50 cents per day. For complete information Call or
Write Now:
MiccaSoft, Inc.
406 Windsor Lane
New Braunfels, Texas 78132
1-800-950-7943
or 1-512-629-4341

Other modules available include Sales Tracking/
Inventory and Accounts Payable. General Ledger
to be released late 1990.

*All guarantees subject to our written warranty policy. $20 restocking fee on all returned packages
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FUNGICIDE MARKET REPORT

New Broad-Spectrum
Fungicides Sought for Turf

NEARLY $120 MIL-
lion of fungicides
are sold each year by the
Ciba-Geigy Corp. of Greens-
boro, N.C. Butaccording to
product manager Owen
Towne, lawn and landscape
maintenance operators ac-
count for less than $10 mil-
lion of these annual sales.

“Right now, lawn and
landscape is only a small
part of the fungicide mar-
ket,” admitted Towne, **but
I believe maintenance oper-
ators represent perhaps the
best growth market we have.”

Those sentiments are
shared by Dan Meek, mar-
keting manager for turf and
ornamental pesticides at
Mobay Corp., Kansas City,
Mo. “Fungicide use by
maintenance operators has
been traditionally low,” he
said. ““The vast majority of
our sales go to highly man-
aged turfs — such as golf
courses — that see fungi-
cides as necessities rather
than extra services.”

But that may be changing, ac-
cording to Meek, becausetoday’s
commercial and residential cus-
tomers have higherexpectations.
For that reason, maintenance
operators must identify new ser-
vices that give them both a com-
petitive market edge and an add-
ed source of revenue,

“Disease control programs can
certainly be a marketable, pre-
mium-type service,” he said.

Maintenance operators, how-
ever, face unique difficulties in
educating customers about turf
diseases, said Thomas Vrabel,
product development program
coordinator for Chipco Special-
ty Products, adivision of Rhone-
Poulenc Ag Co., Research Tri-
angle Park, N.C.

“Homeowners know about
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weeds and insects because those
problems pretty much occur
every year,” Vrabel explained,
“but turf disease may not happen
for several years, until the climatic
conditions are right. And even
then, homeowners oftenattribute
diseases like brown patch to dry
weather rather than fungus.”

Paul Grosh, division sales
manager for Lebanon Turf Pro-
ducts, Lebanon, Pa., said logis-
tical considerations contribute to
the infrequent use of fungicides
by maintenance operators.

*Usually they don’t carry
around with them the required
tools, and they don’t have fun-
gicides intheir truck spray tanks,”
he said,

Furthermore, operator’s busi-
nesses are not always structured

Diseases don't occur annually unless the conditions are right. Photo: DowElanco.

to effectively deal with turf dis-
eases. “Potential or actual out-
breaks must be addressed im-
mediately,” Grosh said. “Butbe-
cause LCOs have so many ac-
counts, it's hard getting to every-
one in time.”

Logisticsare, of course, one of
many considerations in choosing
the types and forms of fungicides
you need, Grosh added. For ex-
ample, he suggested that granular
products can help solve the prob-
lem of keeping fungicides avail-
able when needed.

Instead of keeping fungicide
sprays in the tanks, operators can
carry a couple of bags on the
truck, he said.

As for timing problems when
servicing multiple customers,
Meek said, that’s why mainte-

nance operators need to
select fungicides that offer
broad-spectrum control and
long residual action.
“LCO’smustlengthen, as
much as possible, the win-
dow of time available to ser-
vice their client’s disease
problems,” he said.

EDUCATE THYSELE Be-
fore educating their custo-
mers, operators need to edu-
cate themselves about turf
diseases and the fungicides
available to control them, ac-
cording to Vrabel.

Turf pathologists general-
ly divide diseases into two
major classifications: leaf
spot and pythium diseases.

Leaf spot diseases are
more advanced because
fungi are better adapted for
survival in some drier con-
ditions, Vrabel said. There
are 10 to 12 diseases in this
category suchasdollar spot,
rhizoctonia blight, pink
snow mold and gray snow
mold. Most fungicides are
generally used incontrolling these
diseases.

Pythiumdiseases, such as water
molds, are less adaptable to dry-
ness, and generally require free
watertothrive. Asaresult, main-
tenance operators should consider
watering turf in the early morn-
ing rather than evening, so leaf
surfaces won't be wet all night,
he said.

“In addition, maintenance
operators might want to avoid
deep waterings that leave the soil
drenched for several days,” Vrabel
said.

It’s important for maintenance
operators to scout when diseases
may be starting to occur. “‘Far-
mers don’t worry so much about
fungus because it has to reach a
{continued on page 34)
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“Something Worth Shouting Aboul...”

Yazoo mowers have earned and operator comfort. leave your lawn with a smooth,
a reputation for quality and Whatever your application, professional finish.
endurance among customers Yazoo has a mower to maximize You'll also like our prices.
throughout the most demand- your time on the job. Choose We're able to give you the fea-
ing lawn care regions in the a cutting width from 20" to tures you want — the rugged
country. For 45 years, commer-  76"; with high performance construction you need — at a
cial lawn maintenance firms engines strong enough to meet  cost that may surprise you. If
and consumers have come to your needs. All Yazoo mowers you are looking for superior
depend on our heavy-duty are designed for tough performance and matchless

components, practical
design, easy mancuverability

turf, but their responsive  value, you can stop looking;
handling will and start shouting . . . “Yazoo!”

For nearly half a century, Yazoo has
proven that they cut with the best. Join
our thousands of loyal customers, through-
out the country, as we introduce our 1990
product line from coast to coast.

1o find out more about the complete
line of Yazoo products, circle the appro-
priate number on your reader response

-ard. Or better yet, give us a call, we have
something worth shouting about.

Yazoo Manufacturing Company/P.O. Box 449/3650 Bay Street/Jackson, Mississippi 39296/ Phone 601-366-6421
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Fungicide Market Report
(continued from page 32)

certain level, say 20 percent, be-
fore crop yields are affected,” he
said. “In caring for turfgrass,
however, the goal is a pristine ap-
pearance.”

But perhaps more important is
recognizing when climatic and
environmental conditions are
right for various diseases to oc-
cur so preventive action can be
taken.

“Many diseases can lie dor-
mant in thatch or dead matter, and
hang on until temperature and
humidity conditions are favorable
for an outbreak,” Vrabel said.
“Other fungi produce billions of
spores that can travel and lie dor-
mant, waiting to grow.”

Vrabel encourages mainte-
nance operators to get informa-
tion from state agencies and coun-
ty extension services, or from
trade magazines and journals.
Then become familiar with the
various diseases common to your
region, and the qualities of fun-
gicides available to control them.

Strategies for fungicide ap-
plications depend upon the type
of disease, the environmental fac-
tors and your geographiclocation,
according to Towne. “They’re not
somuch like herbicides or insec-
ticides, where you can generalize
somewhat about seasonal applica-
tion times.”

Fungicide products can be plac-
ed in two basic groups: contact
and systemic fungicides.

“Contact products work onthe
exterior of plants, and are used
primarily when disease outbreaks
have already occurred,” he said.
“They cost less than systemics but
don’t last as long, perhaps seven
to 10 days. That coverage can be
even further reduced, if the turf
is mowed or rained upon.”

By contrast, systemic fungi-
cides work in the plant’s interior.

“These products cost more than
contact fungicides, but have a
residual of 10 to 21 days — and
sometimes even more than 28 or
more days,” he said. “Systemic
fungicides cost lesstouse foreach
day of control, and give operators
more flexibility in servicing mul-
tiple customers.”

Hal Dickey, advertising direc-
tor of the Kansas City, Mo.-based
PBI Gordon Corp., said systemic
fungicides are best for preventive
applications because, for exam-
ple, raindoesn’t wash them away.
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DOLLAR SPOT

But Dickey, whose company
supplies two contact products,
said he believes when infection
hits, contact fungicides are faster
acting than systemics. Also, sys-
temics can sometimes stunt tur-
fgrass growth rates.

As a rule, best results for sys-
temic products are obtained when
applied to fully established,
vigorously growing turf as part
of abalanced program of fertiliza-
tion, irrigation and soil manage-
ment practices, according to Tim
Birthisel, technical manager of
The Andersons, Maumee, Ohio.

asked whether turf disease was
more or less of a lawn mainte-
nance problem than weeds and in-
sects, all agreed with Towne who
said, “‘Fungus is the lesser of the
three problems, because its oc-
currence on home lawns is more
scattered.”

But Meek warned, “Even so,
turf disease is more of a problem
than is commonly perceived.”

Furthermore, Dickey pointed
out that fungus can attack even
the best managed lawns because
turfthat is highly watered can have
increased vulnerability to fungus

Today’s commercial and residen-

tial customers have higher ex-

pectations and operators must

identify new services in order to

gain a competitive edge and an

added source of revenue.

Birthisel also suggested that
systemic fungicides be applied
when turf is dry and after mow-
ing. Rainfall or irrigation soon
after assures rapid uptake of the
active ingredients into the grass
plants.

Contact fungicides also work
best as part of a comprehensive
turf management program. “‘But
because the action of the products
is foliar (by leaf contact), the lawn
should be moist when making the
application,” he said.

MARKETING CHANCES. When

growth. And though its occur-
rence is spotty, once fungus hits
it can be devastating.

Since fungus is a problem of
comparatively lesser magnitude,
Grosh said, maintenance oper-
ators would be dreaming to think
they could sell fungicide pro-
grams on their own. As an add-
onoption for the premium buyer,
however, disease control could
complement the maintenance
operator’s existing service mix.

According to Vrabel, a special
opportunity exists to market
disease control as an extended ser-

vice for woody ornamentals, such
as azaleas.

“When these ornamentals die,
it’s usually because of disease,”
hesaid. “And inabout 95 percent
of the regions where woody or-
namentals grow, the conditions
for fungus growth can occur.”

Office parks and homeowners
may spend tremendous amounts
of money for ornamental land-
scaping, headded. “Sotell them,
‘For just a few dollars more a
month we can control diseases,
help your ornamentals thrive and
protect your investment.” That
could be a very effective sales
pitch.”

Once maintenance operators
can sell customers on disease
control for ornamentals, they’ve
got a foot in the door, and fun-
gicide programs for lawns could
be next.

He said maintenance operators
should educate clients by obtain-
ing and then showing them
photographs of diseased turf.

Hand-held diagnostic kits have
also been developed by Agri-
Diagnostics Associates, a New
Jersey firm, according to Towne.

“You can grind up some grass
and, inaslittle as 10 minutes, have
apositive or negative disease read-
ing. Obviously, that’'s a great
way to sell any disease control ser-
vices that may be needed,” he
said.

Towne’s own company, Ciba-
Geigy, distributes the kits as bo-
nuses to maintenance profes-
sionals who purchase a minimum
amount of Ciba-Geigy products.
Kits are available for detecting
pythium blight, brown patch or
dollar spot. Agri-Diagnostics has
also developed a portable reflec-
tometer able to measure the
amount of disease present, plus
a hand-held turf microscope.

THE BIG SIX? Manufacturers
and suppliers are understandably
interested in promoting increas-
ed fungicide use among main-
tenance operators.

“There are more fungicide pro-
ducts on the market than ever be-
fore,” Grosh said. “And that’s
good, because we don’t see turf
diseases building up resistance
against fungicides. But in the fun-
gicide market, there is real com-
petition among a limited number
of key players.”

There aren’t many classes of
fungicides, but many products
within each class, Meek said.
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While the automotive industry has
its Big Three, he said, in fungi-
cides there's probably a Big Five
or Big Six.

“Competition is not due so
much to the number of manufac-
turers in the market, but because
the competitors are all very strong
corporations,” he said.

Manufacturers must be finan-
cially and organizationally strong
because it takes seven to 10 years
and $20 million to $30 million,
to put a fungicide product on the
market, Meek said. “There are
just so many government regula-
tions. At Mobay, research takes
about 15 percent of our gross in-
come.”

Towne said Ciba-Geigy also
estimates the same amount of
time and money for new product
development. “But today,” he
said, “it costs almost as much
money to re-register existing fun-
gicides.”

Thetime and dollar figures are
considered tobe industry standard
by manufacturers.

Vrabel described the develop-
ment process as beginning with
lab cultures, then moving to

greenhouse experiments and then
to the company’s research farm.

At that time, safety and toxici-
ty tests begin, and if the fungicide
continues to show promise, the
manufacturer contracts for uni-
versity research. Next, the com-

existing product for another 15
years.”

If lawns and landscaping ac-
count for asmall fraction of sales,
and manufacturers must work
quickly to cover their large up-
front investments, are mainte-

Logistics are one of many con-

siderations when choosing a fun-

gicide. Granulars can help solve

the problem of keeping fungi-

cides available when needed.

pany may apply for an experimen-
tal use permit, all the while con-
tinuing safety and environmen-
tal tests required to satisfy govern-
ment requirements.

Because of costs, manufac-
turers cannot afford to register a
new product all at once for its
possible uses. “The company reg-
isters the fungicide for its best use
first,” Vrabel said, “and soit’s not
unusual for a manufacturer to
keep registering new uses for an

nance operators being ignored?

“No, we’re very conscious
about getting LCOs needs and in
puts,” Meek said, though Ciba-
Geigy sells less than one-tenth of
its fungicides to operators.

Recently the company has
developed abroad-spectrum fun-
gicide that should appeal to
maintenance operators, Meek
said.

“Each year we survey more
than 800 maintenance operators,

and also set up focus groups,” he
said. “We interview our distri-
butors to see what LCOs are say-
ing. And the company maintains
a dedicated turf and ornamental
group.”

Meek reported that Mobay also
conducts surveys and focus
groups with maintenance opera-
tors. “Our firm sees them as atrue
growth market,” he said, “So
Mobay — as are our competitors
— is trying to come up with
fungicides that offer improved
broad-spectrum control, longer
residual action, lower cost, more
flexibility and other features im-
portant to LCOs.”

Golf courses, nurseries, sod
farms and other highly managed
turfs are a more mature mar-
ket for fungicides, Towne said.
*““So when we look at the percen-
tage of fungicides used tothe area
LCOs cover, manufacturers and
distributors see maintenance
operators as a market with tre-
mendous opportunities.” — Mark
Ward B

The author is a free-lance writer
based in Schroon Lake, N.Y.

OUR STANDARDS:

TUFF

DISTRIBUTORS
WANTED

NurseRY, ORNAMENTAL, TURF, LAWN,
Lanoscare and Home GARDEN

Fertilizer Suppliers to distribute
HAIFA CHEMICALS LTD.

il
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CONTROLLED RELEASE FERTILIZER

NPK FERTILIZER LINE
(based on K-POWER potassium nitrate).
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Trans-Resources, Inc.
250 West 57th Street
New York, NY 10107
Specify company details, main activities qualifying it for this
business, plus proposed coverage by area and crop.
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TUFLEX!

Some spray tanks are tuff. Others are tuffer. Tuflex-built
tanks are the toughest because of our uncompromising
standards in design, materials and craftsmanship.

Tuflex is the only manufacturer that specializes in
hand-crafted seamless fiberglass tanks and spray systems
for the pest control and lawn care industry. Our 10 to 1200
gallon tanks won't leak, rust or pit,
so they can handle your tough-
estjobs with little or no future =
maintenance. And o
we stand behind our
tanks with a full five-
year warranty.

After 20 years of -8
servicing the world’s
leading lawn care com-
panies, we've proven that
nothing compares to Tuflex
because nothing is tougher
than our standards.
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®

MANUFACTURING CO.

Call toll-free 1-800-327-9005 for prices on our complete line of tanks.
In Florida, call collect (305) 785-6402.
1406 S.W. 8th St.,, Pompano Beach, FL 33060
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WARM-SEASON DISEASES

Widespread Injury
Leads to Reduced Turf Quality

WARM‘SEASON TURF-
grasses, like their cool-
season cousins, have their fair
share of diseases, one or more of
which occurs widely on ber-
mudagrass, zoysiagrass, centipe-
degrass and St. Augustinegrass.
Tall fescue, widely used in the
mid and upper South, is also the
target of several diseases.
Fungi are the most common
and damaging disease agents,
however, some nematodes may
also cause widespread injury to
warm-season turfgrasses. Injury
associated with turf diseases and
nematode pests is unsightly, and

Gray leaf spot damage on St.
Augustinegrass.
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serious reductions in turf quality
and stand density often occur.

Selecting the right maintenance
practices or chemical treatment
forany disease and nematode pest
starts with accurate problem di-
agnosis. However, symptoms of
several common diseases are so
similar at first glance that it's dif-
ficult to distinguish between
them.

Further confusion comes from
trying to distinguish between
symptoms of patch-type diseases,
nematode injury and those asso-
ciated with poor site adaptation,
low soil fertility, soil compaction,
winter injury and other causes of
turf decline.

Turf managers should always
review available maintenance and
weather records and examine af-
fected turf and its surroundings
to eliminate as many potential
causal agents before arriving at
a diagnosis.

A small reference library and
file of articles from trade publi-
cations are invaluable sources of

Zoysiagrass and other warm-season grasses are susceptible to a number of diseases.

information on the diagnosis and
control of common turf diseases
and other disorders. Diagnostic
assistance is offered by the plant
laboratory located at the land-
grant university in your state.
Numerous disease and nema-
tode pests have beendescribed on
commonly grown warm-season
turfgrasses; however, only a few
are of real importance. Diseases
and nematodes which have a det-
rimental effect on the beauty and
health of lawns and recreational
turfs across the South and their
controls are discussed below.

BROWN PATCH is a common
and often damaging disease of
well-managed zoysiagrass, St.
Augustinegrass, tall fescue and
centipedegrass lawns. Occur-
rence of brown patch on ber-
mudagrass is sporadic compared
with levels seen on other warm-
season turfgrasses and tall fescue.

Several days of overcast, wet
weather are usually needed for
disease development. Although

brown patch outbreaks may oc-
cur whenever the weather is
favorable, this disease is usually
seen on warm-season turfgrasses
in mid to late spring and again in

. late fall.

Inthe lower South, brown patch
is often reported in the winter
months during wet, mild weather
on St. Augustinegrass and cen-
tipedegrass lawns. Duringthe hot,
humid summer months, tall fes-
cue is the main target of brown
patch, but disease outbreaks on
St. Augustinegrass and zoysia-
grass are not uncommon. Ex-
cessive nitrogen and a buildup of
thatch are usually associated with
brown patch.

Symptoms first appear as tan
to brown circular patches a foot
or so in diameter. With good
moisture, the patches candouble
or triple in a single area almost
overnight. Blighted shoots and
leaves are first a water-soaked
gray-green color, then turn tan to
light brown as they dry.

Distinct straw-colored spots
may be seen on the leaves of
broad-bladed, warm-season turf-
grasses and tall fescue. On severe-
ly damaged lawns the brown,
blighted patches of turf coalesce
to form large irregular areas. Pat-
ches appear sunken on turfs main-
tained at high cutting heights.

Although brown patch-dam-
aged turfs are often badly thin-
ned, some scattered green shoots
almost always survive within the
blighted areas. On some lawns,
alight thinning of the turf canopy
across a wide area may be the on-
ly visible symptom.

Recovery of the damaged areas,
particularly those onzoysiagrass
lawns, may be slow. Fall and win-
ter brown patch damage, which
often persists well into the spring,
may easily be confused with
spring dead spot or winter injury.
With favorable weather condi-
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DISEASE CALENDAR FOR WARM-SEASON TURFGRASSES

Disease JAN.

FEB.

MAR. | APR. | MAY

JUNE |JULY | AUG.

SEPT.

NOV. | DEC.

Dollar Spot
Brown Patch

Leaf Spot
and Crown Rot

Zoysiagrass Rust
Gray Leaf Spot
SDS

Nematodes

Tall Fescue

Symptoms Seen e

Common Treatment Period ——

tions, this disease tends to reap-
pear in the same area of a lawn
year after year.

Lush, succulent top growth of
heavily fertilized turfis extreme-
ly susceptible to attack by the
brown patch fungus. The risk of
disease may be reduced by mak-
ing frequent, light applications of
nitrogen or using a slow release
nitrogen fertilizer.

Avoid early spring and late fall
nitrogen applications. Maintain
soil pH, phosphorus and potash
levels according to soil test recom-
mendations. Water turf at mid-
day or overnight to minimize the
time the foliage remains wet.
Yearly dethatching and topdress-
ing of intensively managed turf
isalso suggested. Collect and dis-
card the clippings from brown
patch damaged turf.

Brown patch occurs too spor-
adically on most lawns to justify
preventive fungicides. On inten-
sively managed turfs, however,
apply fungicides to those areas
previously damaged by the dis-
ease only when weather condi-
tions favor disease.

Mow the turf before applying
any fungicide and let the treated
foliage dry before watering. Re-
cording the location of disease-
prone areas is a valuable guide
for targeting future fungicide
treatments.

DOLLAR SPOT is an annual prob-
lem on numerous bermudagrass,
bahiagrass, centipedegrass and
zoysiagrass lawns. Low nitrogen
fertility and drought stress great-
ly increase turf susceptibility to
thisdisease. Although symptoms
may appear in April, the heaviest
damage is usually seen from July
through September.

Onlow cut, fine-leafed zoysia-
grass and bermudagrass lawns,
the bleached to tan colored spots
are about one to two inches in
diameter. Spots on the coarse-
bladed bahiagrass and centipede-
grass are much larger, usually six
inches or more in diameter. Left
unchecked, the spots merge to-
gether, forming large areas of un-
sightly, blighted turf.

After aheavy dew, the cottony,
white growth of the dollar spot
fungus may be seen suspended
betweendiseased leaves. Lighttan
lesions with adark brown margin
develop along the leaf margins
and expand across the leaf blade
inabroad band, often girdling the
leaf.

Several light applications of a
nitrogen fertilizer over the grow-
ing season will suppress this
disease without increasing the
risk of brown patch.

Maintenance practices which
reduce turf stress, such as
thorough butinfrequent watering
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and higher cutting heights dur-
ing hot, dry weather, will alsohelp
fight this disease.

Limit fungicide use to high
visibility turfs where any dollar
spot damage is not tolerated.

HELMINTHOSPORIUM LEAF
AND CROWN ROT are common-
ly found on bermudagrass, and
less frequently zoysiagrass. A
similar disease called net blotch
may also be seen on tall fescue.
Like dollar spot, leaf spot and
crown rot are most damaging to
low maintenance bermudagrass
and sometimes zoysiagrass turfs.

The worst disease outbreaks
typically are seen in late summer
to early fall on bermudagrass
roadsides and pastures. A potash
deficiency has often been asso-
ciated with severe leaf spot and
crown rot injury on bermuda-
grass. Common bermudagrass is
much more susceptible to leaf
spot and crown rot than hybrid
bermudagrass varieties.

Small purple to brown leaf
spots, sometimes with tan centers,
develop on the older leaves and
leaf sheaths. Heavily spotted
leaves turn yellow, wither and die.
Stands of common bermudagrass
often are badly thinned by leaf
spot and crown rot.

Establishment of an improved
bermudagrass cultivar such as

“Tifway” bermudagrass is the
best control for leaf spot and
crown rot. A balanced soil fer-
tility program along with thatch
control and timely watering
should generally keep leaf spot
and crown rot in check. Removal
of grass clippings when symptoms
are seen is recommended.
Fungicides will give good con-
trol of leaf spot and crown rot.
Begin preventive fungicide ap-
plications in those areas previous-
ly damaged by the disease short-
ly before symptoms reappear.

RUST commonly occurs on
zoysiagrass but is seen less often
on bermudagrass and St. Augus-
tinegrass. Among commonly
grown zoysiagrass cultivars,
“Emerald” and “Meyer” zoysia-
grasses are most susceptible to
rust. Mild, humid weather in the
spring and early summer favors
development on zoysiagrass.
Rust often peaks on zoysiagrass
in May and again in July.
Small yellow flecks on the
leaves are the first symptoms of
rust. Later, bright orange-yellow
raised pustules appear. The pow-
dery, orange spore mass will stick
to fingers when rubbed. Leaves
covered with numerous pustules
oftenturn yellow, wither and die.
Rust-damaged turf often has a
yellow toorange cast. Stand thin-

37



ning may be particularly severe
on shaded zoysiagrass turf.

Maintain soil fertility and pH
levels needed for steady turf
growth. Mow rust-damaged turf
every four to seven days and dis-
card the clippings until symptoms
disappear. Water infrequently but
thoroughly. Disease may also be
reduced by pruning overhanging
limbs on trees and shrubs to in-
crease sunlight penetrationtothe
turf.

“Matrella” zoysiagrass may be
a better choice for shaded sites
than “Meyer” or “Emerald” zoy-
siagrasses. Fungicides may be us-
ed when maintenance practices
fail to give effective disease
control.

SPRING DEAD SPOT occurs
widely on bermudagrass and to
a lesser extent zoysiagrass turfs
in the mid and upper South. A
related disease called bermuda-
grass decline is found in Florida
and possibly other surrounding
southern states. Generally, SDS
is found on three- to six-year-old,
heavily fertilized turf, particular-
ly in areas where bermudagrass
adaptation is marginal. The worst
damage is usually seen after cold
winters, but some turf loss will
often occur following a mild win-
ter. Hybrid bermudagrass culti-
vars are far more likely to be
damaged by SDS than common
bermudagrass.

Bleached-colored oval to cir-
cular patches, several feet in dia-
meter, appear as the turf breaks
dormancy in the early spring.
Usually a few, scattered shoots
will survive in the patches of dead
turf. A “frog eye” pattern con-
sisting of atuft of healthy turf sur-
rounded by a ring of dead turf may
also be seen.

Regrowth of the turf over the
damaged areas is slow, particular-
ly in the upper South. Damage
often appears in the same area of
a lawn year after year.

SDS may be prevented by not
pushing newly established lawns
with too much nitrogen. Apply
enough nitrogen to maintain good
turf growth through the growing
season. Supplemental fall potash
applications and yearly dethat-
ching will also help reduce the
risk of SDS in intensively manag-
ed turfs. Avoid fall applications
of nitrogen fertilizers on SDS-
damaged bermudagrass.

GRAY LEAF SPOT occurs pri-
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Spring deadspot is often found on

marily on St. Augustinegrass.
This disease is favored by fre-
quent showers, hightemperatures
and the overuse of nitrogen. Gray
leaf spot is most troublesome on
St. Augustinegrass in June to
August.

Small gray-brown water-
soaked spots on the leaves and leaf
sheaths spread to large tan to gray
centers withadark brown margin.
A yellow halo may sometimes be
seen around some leaf spots.
Heavily spotted leaves wither and
die. The turf canopy may be bad-
ly thinned by gray leaf spot.
Damaged turf often has a scorch-
ed appearance due to numerous
yellow, dying leaves.

Light, frequent fertilizer ap-
plications along with watering at
midday will help control gray leaf
spot. “Common” and “Flora-
tam” St. Augustinegrass have
good gray leaf spot resistance
while “Raleigh” is intermediate
inreaction to gray leaf spot. “Bit-
terblue” cultivars are highly
susceptible to gray leaf spot, but
fungicides will provide effective
protection from gray leaf spot.
Limit fungicide applications to
turfs highly susceptible to injury
when weather conditions favor the
disease.

rmudagrass.

STING AND LANCE NEMA-
TODES are major pests on all
warm-season turfgrasses. Ring
nematode has been reported in
several states to cause a decline
of centipedegrass. Although ne-
matode injury is seen most often
on golf courses, some problems
with these pests are also seen in
home and commercial land-
scapes.

Damaging populations of these
nematodes occur primarily on
light, sandy soils. Nematodes
may be introduced into new turf
plantings in sod or plugs. Once
established, nematodes are im-
possible to eradicate.

Yellowing of the turf, thinning
of the turf canopy, poor vigor,
rapid wilting and stand loss are
typical symptoms of nematode in-
jury. Damaged areas vary con-
siderably in shape and size.
Symptoms of nematode injury are
most apparent during periods of
drought and heat stress.

Weeds often invade turf thinn-
ed and weakened by nematodes.
Nematode-damaged turf general-
ly doesn’t respond to additional
management or pest control in-
puts. Similarities in nematode in-
jury with symptoms of low fer-
tility, root-feeding insects, com-

paction and other stress factors
makes diagnosis on the basis of
symptoms difficult.

An analysis of soil samples for
both nematodes and soil fertility
is often needed for accurate
diagnosis.

Nematode-damaged turf-
grasses must be carefully manag-
ed to maintain turf coverage.
Cultural practices that encourage
root development and elongation
including deep watering, aeration
and balanced fertility, will often
help offset nematode injury.

Overfertilization with nitrogen,
which favors top growth over root
growth, may result in turf loss.
Most available nematicides are
restricted use pesticides and may
only be applied by certified ap-
plicators. The number of nema-
ticides cleared for use on home
lawns is limited.

On heavily nematode infested
turf, a spring and midsummer ap-
plication of a nematicide may be
needed to maintain turf quality.
Clandosan 618, a recently intro-
duced bionematicide, apparently
is ineffective against nematodes
on established turfgrasses, and
may be highly phytotoxic when
improperly applied.

Disease and nematode control
onturfinvolves more than just ap-
plying pesticides. Anarray of cul-
tural and maintenance practices
including nitrogen and potash fer-
tility, irrigation, aeration, adjust-
ing mowing heights and thatch
removal, will often provide dis-
ease control acceptable to all but
the most discriminating client.

Clientele, who are overly sen-
sitive to pesticide use, may ap-
preciate efforts to manage dis-
eases and nematode pests rather
than resorting to chemical con-
trols. Some situations will, how-
ever, arise where fungicides or
nematicides will be needed to
maintain turf health.

Specific information on the
selection and use of fungicides
and nematicides in your area are
available from your local county
extension office or extension plant
pathologist.

Distributing information to
your clients on proper lawn
maintenance may prove helpful
in controlling some diseases as
well as being a good public rela-
tions tool. — Austin Hagan W

The author is an extension plant
pathologist at Auburn Universi-
ty, Ala.
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WEED CONTROL

Non-Phenoxies Meeting
Success in Postemergent Control

eseccscccseccee
The 2,4-D controver-
sy led to a flurry of
activity to find non-

phenoxy substitutes

should they be

needed.

F OR SEVERAL DEC-
ades, turf managers have
had a variety of effective post-
emergence selective herbicides
for the control of dicotyledonous
weed species in lawns. Perennial
weeds like dandelion and plan-
tain, nearly impossible to control
before the discovery of these
materials, have been minor con-
cerns since their dev-
elopment.

The primary pro-
ducts used for broad-
leaf weed control in
lawns fall into the
phenoxy group (Ta-
ble 1). These herbi-
cides are ideally
suited for this type of
use. They are effec-
tive on a wide varie-
ty of broadleaf weeds,
and most of the common turf
species are quite tolerant of them.

2,4-D is the most widely used
phenoxy herbicide on turf in the

United States. It’s relatively in-
expensive, it can be easily formu-
lated for both granular and liquid
application and it’s effective on
many of the common broadleaf
weeds found in lawns.

Its primary disadvantage is that
it’s not completely effective on
some of the more difficultto con-
trol broadleaves such as clover,
violets, ground ivy and buckhorn
plantain.

Another phenoxy herbicide
that has proven effective for
broadleaf weed control in lawns
is MCPP (Mecoprop). This her-
bicide is similar to 2,4-D in both
structure and activity, but it con-
trols some weed species on which
2,4-D is less effective.

Clover, for instance, shows
some tolerance to 2,4-D, but is
controlled by MCPP. The cost of
MCPP is generally higher than
2,4-D and it’s often used in com-
bination with other herbicides.
MCPP has been particularly pop-

HERBICIDES USED FOR THE SELECTIVE,
POSTEMERGENCE CONTROL OF BROADLEAF
WEEDS IN COOL-SEASON TURFGRASSES

PHENOXY
24-D
MCPP
MCPA
2,4-DP

BENZOIC ACID
DICAMBA

MORPHACTIN
CHLOROFLURENOL

PYRIDINE
TRICLOPYR
CLOPYRALID

Table 1.
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2,4-dichlorophenoxyacetic acid
2-(4-chloro-2-methylphenoxy) proprionic acid
(4-chloro-2-methylphenoxy) acetic acide
2-(2,4-dichlorophenoxy) proprionic acid
2-Methoxy-3-6-dichlorobenzoic acid

Methyl-2-chloro-9-hydroxyfluorene-9-carboxylate

3,5,6-trichloro-2-pyridinyloxyacetic acid
3,6-dichloro-2-pyridine carboxylic acid

ular in the golf course industry,
where it has been found to be safer
than 2,4-D for use on creeping
bentgrass.

MCPA and 2,4-DP (Dichlor-
prop) are two other phenoxy
herbicides thathave growninuse
over the last few years. As with
MCPP, these phenoxies increase
the spectrum of weeds controll-
ed when they are combined with
2,4-D.

Silvex, once popular as a phe-
noxy herbicide, is not included
in Table 1 because it was removed
from the market in the late 1970s.
Silvex was an excellent herbicide
for use on turf. Its weed spectrum
was broader than any of the other
phenoxy herbicides and it was
widely used during the early days
of the professional lawn main-
tenance industry in the late 1960s
and 1970s.

Silvex was withdrawn from the
market because of concern over
possible contamination with diox-
in, a highly toxic byproduct of
some chemical reactions.

Following the loss of Silvex, a
number of combination products
were released in the turf market
to fill the void that it left. One of
the most popular and effective of
these materials is a three-way
combination of 2,4-D, MCPP and
Dicamba.

Dicamba is a member of an-
other chemical group known as
the benzoic acids. This herbicide
has adifferent chemical structure
than the phenoxy herbicides, but
its activity on broadleaf weeds is
similar.

It’s an excellent control for
many of the hard-to-kill weeds,
particularly thistles. Dicambaal-
so has some disadvantages: It can
be quite volatile, and special care
must be taken to prevent damage
to non-target plants in the land-
scape.

It’s also considered to carry a
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greater risk of soil movement to
the root system of trees and shrubs
than the phenoxy herbicides.
Dicamba is usually mixed in
much smaller quantities than
2,4-Dand MCPP in the combina-
tion products.

The proper combination of
these three herbicides is believed
to form a synergistic relationship,
meaning that the combined mat-
erials have a greater capability for
controlling weeds than do each
of the materials applied alone at
the same rates.

These three-way combination
products have proven to provide
excellent broadleaf control for a
broad spectrum of turf weeds.
They are generally used as stan-
dards in turf weed control re-
search against which new pro-
ducts are compared.

PHENOXYSUBSTITUTES. Inthe
mid-1980s, public concernabout
potential human health effects
of pesticides began to gain con-
siderable attention. The turfher-
bicide that raised the most con-
cern was 2,4-D because of some
preliminary studies that linked it
to various human health prob-
lems.

The validity of the studies link-
ing 2,4-D, and by association
other phenoxy herbicides, to hu-
man health concerns will be the
subject of debate for years to
come. However, the controversy
did lead to a flurry of activity in
the herbicide industry to find
non-phenoxy substitutes to take
the place of this group of materials
should they be removed from the
market.

The first of these possible phe-
noxy substitutes to reach the turf
market was chlorflurenol, which
ismarketed under the trade name
BreakThru by The Anderson’s,
Maumee, Ohio.

Chlorflurenol is a member of

the Morphactin group of chemi-
cals, which were originally dev-
eloped as plant growth regulators.
It’s marketed for use as an inhi-
bitor of tree growth and for cer-
tain growth regulating purposes
in vegetable production. Chlor-
flurenol can also provide some
selective control of broadleaf
weeds in turf.

Its effects are quite slow to de-
velop ontarget weeds, and its spec-
trum of weed control is not as
great as that of the phenoxy her-
bicides. Asaresult, chlorflurenol
is usually combined with dicam-
ba to enhance weed control.

It has been available for several
seasons as a non-phenoxy substi-
tute for use by the lawn mainte-
nance industry. It was widely us-
ed during the peak years of con-
cernover the use of phenoxy her-
bicides in the late 1980s.

Some of the early concerns
over the health effects from phe-
noxy herbicides have subsided,
although the controversy is by no
means over. The phenoxy her-
bicides haven’t been banned from
use on lawns, and they are still
popular with most of the public
and with the professional lawn
maintenance industry.

More complete studies of the
health effects of these herbicides
will be conducted and their fu-
ture will not be certain for several
years.

FURTHER ANALYSIS. Research
to find satisfactory substitutes for
phenoxy herbicides has not end-
ed. Several materials are under
consideration for use as broadleaf
weed controls for lawns. Among
the most effective of these exper-
imental materials are members of
a class of compounds known as
the pyridines, and two of these
materials have recently been re-
leased for sale in the turf market.

The pyridines have a similar
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Dandelions and other broadleaf weed's quickly become established in lawns
that have not been treated with a broadleal weed control. (above) Weed-infested
lawns offen contain trees and shrubs that are also susceptible to the
postemergence herbicides, and care must be taken to see that these non-
target plants are not damaged. (below) Photos by Mike Agnew, lowa State

University.

mode of action as the phenoxy
herbicides. They are quite dead-
ly to most dicotyledonous species
and are generally safe for use on
cool-season grasses.

The first of the pyridines to
reach the turf market was tri-
clopyr. Before its release, initial
research trials with
triclopyr showed it
to be an excellent

controlofcloverand Phenoxies haven’t

some other weeds

that 2,4-D doesn’t

control well.
Triclopyr was first

been banned from

use on lawns and are

released by Dow- Still popular with

Elanco in an ester
formulation as a two-

most of the public

way combination gnd professionals alike.

product with 2,4-D.

The combined herbicides were
marketed beginning in 1985 under
the trade name Turflon-D. An
amine formulation with lower
volatility of this product called
Turflon II Amine was released in
1987.

The amine formulation con-
tains 34.2 percent 2,4-D and 15.2
percent triclopyr. This material
has been popular with the profes-
sional lawn maintenance industry
in the cool-season grass region
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Tee Time

because of its effectiveness on
many of the more difficult to con-
trol lawn weeds like violets, clover
and Oxalis.

Clopyralid is another of the
pyridine materials that has just
recently reached the turf market.
DowElanco began marketing it
in 1990 under the trade name Con-
front as a non-phenoxy substitute
for broadleaf weed control in
lawns in a two-way combination
product with triclopyr.

I’s marketed as an amine salt

Another pyridine herbicide
known as fluroxypur is currently
under evaluation. Initial results
with this material are positive.
Following toxicology tests and
other evaluation by the Environ-
mental Protection Agency over
the next few years, it too should
find its way to the turf market.

A LOOK TO THE FUTURE.
What the future will hold for the
lawn maintenance industry is dif-
ficult to determine at this point

sesccssscensens
No one has more to lose from the
use of an unsafe material than

the applicator who comes in con-

tact with it on a regular basis.

containing 33 percent triclopyr  in time. Consumer demand for

sidered inmany parts of the coun-
try, often based on little factual
information. We as an industry
must be sensitive to the issue of
pesticide safety and we should ful-
ly support every effort to ade-
quately study the health effect of
the materials that we use.

No one has more to lose from
the use of an unsafe material than
the applicator who comes incon-
tact with it on a regular basis.
However, we must also be careful
that emotionalism and half-truth
are not used as the basis for pes
ticide regulation.

Inthe future, becoming actively
involved in the decision making
process concerning pesticide reg-
ulation will be important for all
professionals involved in the turf
industry.

It’s also critical that we use
pesticides as responsibly as possi-
ble. One damaged tree, or one
garden with curled tomato plants
can do a lot of damage to the
credibility of the industry and can
easily be used as ammunition for
groups that would totally ban the
use of pesticides.

Spraying in windy conditions
which spreads the odor, if not the

active component, of pesticides
to neighboring properties is an-
other serious problem for those
who apply pesticides in urban
areas.

The temptation is always there
to spray when the wind speed is
a little higher than it should be,
particularly after several days of
downtime because of weather or
equipment problems.

But given the current scrutiny
that the industry has come un-
der, this should be avoided at all
COStS.

The flexibility to make granular
applications, when necessary, to
avoid chemical drift may be one
way to deal with the prob-
lem.

The future is sure to bring more
regulation and greater scrutiny of
the lawn maintenance industry.
It will be up to everyone involved
in this profession to see that the
public is made aware of the in-
dustry’s efforts to use these mat-
erials responsibly. — Nick Chris-
tians "

The author is a professor of hor-
ticulture at lowa State Universi-
ty, Ames, lowa.

Combine quality-formulated Tee Time fertilizers with
the proven performance of DIAZINON turf insec-
ticide. The result is a superb combination product
that provides active double duty in a single

application.

The Andersons Tee Time 28-3-9 and 18-3-5 with
DIAZINON, and Tee Time 5% DIAZINON, are now
available at your nearby Tee Time distributor.

Or you can have it your way with a custom blend
fertilizer/DIAZINON combination product made
to your specifications in our state-of-the-art plant.

The Andersons lineup of performance-proven lawn
care products is available in your area from one of

our quality distributors.

For the name of your local Tee Time
distributor or for more information. call
toll free: 1-800-225-ANDY (2639)

and 12.1 percent clopyralid. Con-
front has been shown to be an ef-
fective broadleaf herbicide in sev-
eral university research trials and
should prove to be a useful tool
for those companies that desire
anon-phenoxy substitute for their
lawn weed control program

42

awell maintained lawn should re-
main high, regardless of the ef-
forts by some groups to convince
homeowners that *“‘weeds are real-
ly beautiful.”

A greater threat to the industry
is the potential for the ban of
pesticide use that has been con

the professional’s
partner”
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“ALCA is the best
landscape business
resource in the
counitry.”

“When I started my business seven years ago
I needed expert advice,” says Joe Skelton,
president of Lifescapes, Inc., Canton, Georgia.
“That’s when I joined ALCA.

“By attending marketing and technical
seminars, using the Operating Cost Study to
estimate projects, enrolling in ALCA’s business
insurance program and simply working hard, I
have been able to build my business to over four
million dollars.

“ALCA is a great resource. Through their
meetings, videos and publications, you can find
out how to increase sales and profits, reduce
costs, and learn about the latest products and
technology developments.”

Join ALCA today and meet people like Joe
Skelton.

If you are an exterior, interior or management
landscape contractor or simply want to see the
landscape industry grow, call (703) 241-4004 for
more information or write to: ALCA, 405 N.
Washington St., #104, Falls Church, VA 22046.
Fax (703) 532-0463.

ALAA

ASSOCIATED LANDSCAPE CONTRACTORS OF AMERICA




FOCUS ON:
SEEDING

SEED SUPPLIERS OPEN THEIR DOORS FOR ANNUAL INDUSTRY TOURS

IT'S BECOME AN ANNUAL EVENT
for turfgrass suppliers in the West to open
their companies’ research plots and turf-
grass trials to industry observers.

And this year was no different, as cus-
tomers, dealers and distributors traipsed
through fields and research plots in Ida-
ho, Washington and Oregon.

atall ship to

island.

Come with us on a Caribbean
‘Barefoot’ adventure

6 or 13 days from $675.
. To remote islands
<@board schooners

ance belonging to

Qnassis, Vanderbilt,
The Duke of

W'és\t’minister.

DS
| Send me the

i ‘Great Adventure’ Brochure.

l Name

l Address

| City, State, Zip

| ONindjemmer

l 1-800-327-2600 or 1-800-432-3364 (Inside Florida)
Box 120, Dept. 3372, Miami Beach, Fl. 33119-0120

LLM

L----
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Visitors received tours of national turf-
grass trials including wildflower and
shade tree trials, production facilities and
greenhouse tours.

While the weather was ideal for the
tours, that wasn’t the case for most of the
spring in the Northwest. Jacklin Seed Co.
of Post Falls, Idaho, reported a tremen-
dous amount of spring rain; so much so
that they turned their irrigation system off
for more than a month.

Excessive wetness can result in thin
fields, leading to retarded or stunted con-
ditions. Nevertheless, a good harvest is
predicted this year.

Jacklin has 65,000 acres under contract
in Oregon, Washington, Idaho, Nevada
and Arizona.

Jacklin’s Idaho Ranch is the home of
both cool- and warm-season nurseries as
well as trials used in evaluating the ef-
fects of burning, herbicide and insecticide
applications.

e

A tall fescue test variety from Jacklin Seed.

Kentucky bluegrass seed yield trials
and breeder seed fields are also located at
the Idaho Ranch.

One of the nurseries is used for evaluat-
ing the cold tolerance of warm-season
bermudagrass and zoysiagrass. Most of
the varieties are in Arizona, but the ones
here are tested for their relative winter
hardiness.

Other studies done at Jacklin’s include
sod webworm control, preemergence her-
bicide trials, growth and yield enhancing
studies and crossing blocks for new varie-
ty development.

Turf-Seed and Pure Seed Testing held
its eighth annual field day on 110 research
acres in Hubbard, Ore.

Pure Seed Testing has been conducting
grass breeding and evaluations here for 16
years. Because of dry weather in the fall
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33 days in 1989.

Total hours of smoke impact and the
number of smoke intrusions were signi-
ficantly lower than in previous years on
both an absolute and a per acre basis. In
1989, 30 hours of smoke impacted valley
communities vs. 42 hours in 1988.

Complaints totaling 2,118 in 1989 were
down from 3,783 recorded in 1988, but
still higher than the 855 average from
1980-87.

Look for more information on the 1990
harvest and yields of your favorite variety

: 4 in the September issue of Lawn and Land-
Turf Merchants opened their test plots to the industry. scape Maintenance magazine, -]

and a mild winter, most of the nurseries
and new turf trials are more fully devel-
oped than normal. Rust diseases are more
severe than in past years.

Garrick Latch, director of the DSIR

Grasslands Research Division in Palmers-
ton North, New Zealand, has been study-
ing endophytes in grasses since 1981, As

Turf-Seed’s guest speaker, Latch discuss-

ed the origins of endophyte and the ef- Research...Production...Quality...Personal Service...
fects they have on grasses. WE DELIVER!

Strains of ryegrass and tall fescue en-
dophytes have been selected and are cur-
rently used by New Zealand grass breed-
ers. Because of the enhanced performance
in turf-type grasses with the endophyte,
cross-breeding programs are continuing to
develop varieties containing endophyte.

Steve Tubbs of Turf Merchants, Tan-
gent, Ore., predicts that after a few years
of fine-tuning, this will be a good year
for dwarf fescues.

Questions still remain over what's con-
sidered a true dwarf type mature plant,
since some grow as high as a knee cap
while others can reach the belt buckle.

While many end-users are still wonder-
ing what to do with their grass clippings,
Fred Ledeboer from Turf Merchants, said
he thinks the turf is much better off if its
left on the turf because that is where the n%wm
most nutrients are. The nutrients are more

important than worrying about the un- M'm
sightliness. SGL

Mm - s
Nearly all seed suppliers are planting Penninglon Subsidiaries FEREMNAL RTEGRASS
ﬁglds o cval_ua}c the effects of bum,ng on W Aonngen Sut o o W evigen S, i o Gri W
different varieties. Oregon State Universi- T Tl e Puoringion Seeé, e of Cotombla Pervngion Seec. . of Lovisans
. . « Columbia, SC (803) T 4222 Hammond, LA (504) 388-7611
ty is looking at mechanical methods to , Purvingion Seed, c of Culman ~ ervngion Seed, . o Wrgria
reduce residue but to date, all methods TRI AD ey agresesR: w2 St PeRENNIR, MYCORRSS
are considered COSl]y. TURF TYPE TALL FESCUE BLEND Oriando. FL (407) 295-8271 N Litie Rock, AR (507) $45-1474 9
Studies suggest lhal suppliers might be PERFEC'I‘A CACTUS SEED COMPRNE INC ” P:lmm SEED. INC. of Oregon X PEBBVLE BEf\CH
able to get away with mechanical methods T S 2 )
for some of the fields, but it s not known 1 . Insure Your Stand, A
yet how long a field can remain good :
without burning. National WATTS

What's being proposed is to cut the /‘Z}[ﬁ] 1-800-543-1814

number of acres burned to 150,000 in Por odiitlosal iefimeiion'salie
1991 and 1992; to 125,000 in 1993 and c ot | SN W, W W Bt
1994; and 50,000 in 1995 and thereafier. — ' '

The proposal affects both field and pro-

pane burning.

About 314,788 acres were burned over Circle 45 on reader service card
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FINANCIAL CORNER

GENERATING VENTURE CAPITAL — THE SMART WAY

IF SOMEONE WERE TO OFFER THE
average maintenance operator a gift of
$10,000 with the choice of having it now
or next year, most would elect now with-
out realizing why they were making the
right decision.

To phrase the question differently, if
the same operator knows that he will
need $10,000 next year, how much should
he invest today? The answer depends on
the return on investment rate that the
maintenance professional can command.
If he can get 10 percent, then investing
$9,090 now will yield $10,000 next year.

In a nutshell, that’s discounting cash.
Having $9,090, the operator can invest it
at 10 percent for a year which is the same
as having $10,000 a year from now.

Conversely, borrowing that same
$10,000 now means paying back $11,000
next year. Naturally, if that $10,000 is
needed to make the payroll or to keep the
operation afloat, no cost is too much. But
under normal circumstances, can your
lawn and landscape maintenance business
afford to pay back $11,000 next year? Or,
will the $10,000 invested in your business
produce a profit of 10 percent or more?

If you're showing a return of 5 percent
of income, you’ll have to increase that in-
come by $20,000 — just to pay the 10
percent interest on a $10,000 loan. Will
investing that borrowed $10,000 increase
your landscaping operation’s income
enough to repay that debt?

If the borrowed money is needed for
survival or if the return will justify bor-
rowing it, the obvious question is where
to borrow those needed funds.

The first step is usually the bank. But,
remember, arranging the wrong type of
loan for your business can make life a
hassle. While short-term loans fit a bank-
er’s normal way of thinking, they are not
always in the borrower’s best interest, not
taking into consideration intermediate or
long-term repayment plans — even alter-
native types of financing.

Frequently, business increases faster
than profits and/or retained earnings. If
the sales spurt is temporary — such as
with seasonal demands — then a short-
term loan is needed. If the rapid growth
is expected to continue for a long time,
an expanding line of credit is needed.

Normally a move into a new market
does not yield short-term repayments.

When it comes to new equipment, if it
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Business Administration, $12.

Directory of Federal and State Business Assis-

YOU
LOCATE M PROGRAMS:

The States and Small Business: A Directory of
Programs and Activities, 1989. A 411-page direc-
mdwﬁmmhblcfmmdnsm

but trouble. It’s important to
know whom you are dealing
with and what their motives
are before any deal is made.
There are some types of in-
vestors that are too expensive
no matter how badly the
money is needed.

Finding a private investor
can be easy. Many profes-
sionals advertise in newspaper
classified ads or the financial

tance, 1988-89: A Guide For New And Grow- section. Some are listed in the
i:tmm Order N%’?&W‘_ phone book. Others will be

tional Technical Information Service, $29 plus

$3 handling.

will reduce the current overhead of the
business, then repayment can be tied to
current profits plus the projected reduc-
tions of overhead. Ordinarily, the banker
will limit the term of the loan to just less
than the expected life of the equipment.
The answer is to match the repayment to
the anticipated change in cash flow.

Even though most professionals can ar-
range a long-term loan — over seven
years — based on the long-term value of
real estate and buildings, it’s not a good
reason for borrowing long-term. If the
operation is growing fast, it may not be
wise to tie up money in a building that
may soon be outgrown.

Long-term loans should be for stable,
mature companies with steady earnings
that are not likely to expand again in the
near future. Otherwise, a business may
be better off leasing space with an option
to expand or move, keeping cash for
growing inventory and accounts receiv-
able and the like.

As a general rule, bankers do not like
to loan new money to any company in
trouble. However, if the business already
owes them money, they may be receptive
to providing more, so long as the
operator knows what the problem is and
is doing something to correct it.

Next to banks, private investors of one
sort or another are the major source of
long-term financing for small businesses.
Often a private investor sets its priorities
differently from a bank. A deal that has
no attraction at all for a bank can look
good for a private investor.

Some private investors can be good
partners and some of them are nothing

known within the business
community. An operator can
expect to pay at least prime
rate to a private lender and
sometimes a good bit more.

If all else fails, the U.S. government of-
fers money for investment purposes from
the state government up to many federal
agencies, the best-known of which is the
Small Business Administration.

According to the Washington, D.C.-
based Corporation for Enterprise Devel-
opment, all but four states now provide
some type of small-company financing;
28 offer publicly funded venture or seed
capital; 25 states fund new business in-
cubators designed to help start-ups
through the difficult early stages; 46
states have Small Business Development
Centers to provide management assistance
and 30 award grants for state of the art
research and development.

In addition, more than half of the states
now have small business offices, toll-free
hotlines or small business advocates. If
your state doesn’t, call its Department of
Commerce or Economic Development.

But, one word of warning: many land-
scapers feel buried under a mountain of
debt. Few of them, however, can actually
say whether they are making or losing
money on the funds they borrow.

In addition to worrying about getting
that money, an astute professional is aware
just how much that borrowed money will
cost him, how much income must be in-
creased to pay for those borrowed funds
and how much those borrowed funds will
earn. Failure to know anything less can
mean a money losing business awash in debt
that can’t be repaid. — Mark Battersby ®

The author is a tax and financial consul-
tant from Ardmore, Pa.
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Pound Tegeler

HENRY INDYK, INTERNATIONALLY
Noted turfgrass specialist, has recently
joined Turfcon, a newly created division
of GSI Consultants Inc.

As chief agronomist, the 30-year Rut-
gers University veteran will continue to
support his international reputation as an
authority in the construction, renovation
and maintenance of athletic fields.

New to the ranks of Champion Irriga-
tion Products is Thomas Kent Pound in
the new position of regional direct sales
representative. Pound will represent the

company to customers in Utah, Colorado,
Montana, Wyoming, Iowa, west Kansas,
west Nebraska, South Dakota, North Da-
kota and Arizona.

Pound joined Champion from Garden
America Corp. Before that he was a sales
representative for several landscape manu-
facturers and distributors.

Performing the duties of regional sales
manager for the Eastern United States at
Promark Products Inc. is Ron Pettifer.
His duties include new dealer develop-
ment and assisting Promark dealers with
their sales efforts.

Pettifer has previous experience with
John Deere and Jacobsen among others.

Ciba-Geigy announced that Bernd
Druebbisch is its new product manager
for the Turf and Ornamental Products
group.

He'll concentrate on Pennant,® the
company’s herbicide. Previously he had
been a product manager for the company’s
Ridomil® agricultural herbicide.

Kubota Tractor Corp. has a new North-
ern district manager in Art Shepherd who
was promoted from within the company.

He served as regional sales manager in
Colorado and New Mexico for the past
three years.

At BlueBird International, Wayne Tege-
ler is director of sales and marketing.

With a strong sales and marketing back-
ground, he is involved in strategic cor-
porate planning, concentrating on expan-
ding sales of existing products, helping
develop new products and markets and
conducting market research.

Before joining BlueBird, Tegeler was
vice president of sales and marketing for
Evans BioControl Inc.

The new development engineer at Lyn-
tone Engineering Inc., engineering con-
sultants to Rain Bird Sprinkler Corp., is
Mark Koontz.

His duties involve research, develop-
ment and design support for turf products
with an emphasis on special projects. =

RIDE A WALKER
Discover Gail, Compelilive, Profitable 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 operatingona
budget. Write or call for a free brochure. Ask for a demonstration.

Walker Manufacturing Company, 1839 East Harmony Road, Ft. Collins, C0 80525
1-800-777-0356

Circle 10 on reader service card
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The easiest
way to acquire
equipment for your
business is to lease it. We
specialize in tailoring leases to
lawn care professionals. Con-
tact us to see how easy it is to
expand your business.
FOR DETAILS CONTACT:
Mike Bush

BUSH & COOK LEASING, INC.

185 Park Dr.
Wilmington, OH 45177

(513) 382-5502 or
(800) 766-BUSH

Circle 11 on reader service card
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GRACE-SIERRA HORTICULTURAL
Products has introduced Vorlan® Flo
and Fungo Flo® systemic turf fungi-
cides in a convenient liquid form. These
liquids provide excellent control of key
ornamental and turf diseases and also
eliminates the risk of dust inhalation
associated with powder pesticides.

Vorlan is safe on all turfgrasses. Its
chemical makeup allows it to be both a
preventive and curative. It provides long
lasting control of dollar spot, leaf spot,
red thread and pink snow mold. It’s
available in 4- by l-gallon jugs per case.

Fungo provides protection against most
major turf diseases, including brown
patch and fusarium blight. Its systemic
action provides effective disease control
for up to 14 days. It’s available in 2- by 2
1/2-gallon and 4- by 1-gallon jugs per case.
Circle 127 on reader service card

TO MEET THE DEMAND OF PRO-

PRODUCTS

PRODUCT SPOTLIGHT

THE FIRST ALL-HYDRAULIC MODULARMATIC TRENCHER/PLOW HAS
been introduced by Ditch Witch. The 50-h.p. class Model 5020 represents a new
generation of machines to have hydraulic digging chain/vibratory plow drive.

The 5020 is available with a full complement of Modularmatic work modules
including utility backhoe, vibratory plow and combination attachments.

The 5020’s digging attachments use power-efficient hydraulic components that
maximize torque for greater productivity. The 5020 has easy-to-use operator con-
trols and a work station that allows the operator to swivel his seat to easily view
the work being done.

The digging module drive uses a Ditch Witch-designed double reduction gear-
box. It’s available in three speed options for hard, standard or easy digging
conditions.

The vibratory plow module requires no daily maintenance because of its dry
rotating eccentric weights. The plow is designed to “float” in most soil condi-
tions, with down force being applied for occasional hard soil spots.

A hydraulic plow swing gives added control when working on slopes. The plow
is secured in its stowed position with a mechanical lock actuated from the opera-
tor station.

Circle 126 on reader service card

(continued on page 52)

BRON BULLET

A new lightweight-high performance walk-
|]B|IIII(| vibratory plow. | ror umumes avo wsicarion.

Alr cooled low The new BRON BULLET. A high

o < performance, multi-featured vibratory
— maintenance \
" HONDA engine

plow, is the perfect one-man machine
for the installation of sub-surface cable
and irrigation pipe.

Accessible
operator
controls

Powered by an air-cooled
HONDA engine, the
BULLET will provide fast,
economical installations with
minimal turf damage.

Call today for more information.

& BRON]

RWF Industries
1 John Street, Embro, Ontario, Canada
Tel: (519) 475-4101

Quick detach—
blade assemblies

Contact RWF BRON
for distributor,
dealer and end user
inquiries.

tires

High floatation

o Fax: (519) 475-4066
g

Hydrostatic drive
with variable speed

50

Circle 43 on reader service card
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COUNTDOWN TO GREEN INDUSTRY EXPO/90

THREE...TWO...ONE!

THREE GREAT ASSOCIATIONS...

You asked for it, and now its here = Nov. 12-15,1990! Symbol of Good Praciice
One Show for the lawn/landscape industry starring the

"big three" of the industry -- the Professional Lawn Care
Association of America, the Associated Landscape

Contractors of America, and the Professional Grounds
Management Society, have combined their separate annual
exhibitions into one grand showcase of products. Green Industry
Expo/90 does away with the old "Which Show offers the most
for my business?' decision. Now there is one Show, bigger and
better than ever, and your best opportunity to see all that's new.

TWO GREAT CONFERENCES...

Green Industry Expo/90 offers TWO separate conferences and educational programs to
choose from. Register and attend the program that targets the specific needs of your business:

Professional Lawn Care Landscape and Grounds
Association of America Management Conference
The 11th Annual PLCAA Education Conference will have This year’s ALCA/PGMS Landscape and Grounds Manage-

a wide variety of topics including: Business Problems-Solving, ment Conference features the latest information on a multitude
Customer Satisfaction, Employee Retention, Health & Technol- of topics including: Training for the ‘90s, Customer Service,
ogy, Ground Water Issues, Management Techniques, Effective Plant Material That Warrants Attention, Maintenance and Cost

Pest Control Programs, Landscape Services, and Business to of Utilizing Wild Flowers, Sports Turf and Strategies to
Business Roundtables. Increase Your Bottom Line. The Keynote speaker, Allan

Keynote Speaker Michael LeBoeuf talks on 'Winning Cimberg, will give a presentation, ‘How to Sell in Tough Times
Customers and Keeping Them for Life.' Mail the coupon to Difficult People.” Mail the coupon below for more details
below today for details and registration information. and registration information.

ONE GREA’ SHOW' {_ Tell me more about Green Industry Expo/90!
® | O3 'MINTERESTED IN ATTENDING THE SHOW [TJ "M INTERESTED IN EXHIBTING
| SEND MORE DETAILS ON

LG"QGS' Lawn/ Landscape Show Ever (7] PLCAA EDUCATIONAL CONFERENCE
- Over 200 EXhibifOfS.’ e Giant Oufdoorl (7] ALCA/PGMS LANDSCAPE AND GROUNDS MANAGEMENT CONFERENCE
Equipment Demonstration ® Early Bird | """ COMPANY

ADDRESS

Reception ® Spouse Program b v .
* New Product Showcase |

PHONE
I Clip ond mail to: GREEN INDUSTRY EXPO/90
1000 JOHNSON FERRY RD., NE, SUITE C135, MARIETTA, GA 30068-2112
NOVEMBER 12-15, 1990, Phone: 404-977-5222 for information
NASHVILLE, TENNESSEE

GREEN INDUSTRY EXP0 /90

IN CONJUNCTION WITH PLCAA EDUCATIONAL CONFERENCE AND ALCA/PGMS LANDSCAPE & GROUNDS MANAGEMENT CONFERENCE



Products
(continued from page 50)

fessionals for a powerful and lightweight
hedge clipper, Echo has introduced its
HC-2100.

Weighing only 12.7 pounds, it’s power-
ed by an air-cooled 2-cycle engine that
features diaphragm carburetor for opti-
mum fuel-air mixture at any operating
angle. The new model also features a
16.9-ounce fuel tank for extended running
time.

To increase ease and comfort of opera-
tion, the model has a newly designed
throttle control handle with a slide stop
switch. A high quality rubber grip on the
front handle improves operator comfort.
Circle 128 on reader service card

THE GREEN MACHINE’S LAND-
scaper Model 2800 Expand-It® System is
designed for landscape and grounds
maintenance professionals. It features a
57 1/2-inch heavy duty straight shaft for
greater reach and comfort and a 24 Icc,
1.4-h.p. 2-cycle engine.

It comes with a 4-inch Tap-For-Cord™
trimmer head with brush blade capa-
bility and can be interchanged with a

variety of attachment tools safely and
simply with the twist of a single knob
on the shaft coupling.

Available tools include a weeder/cul-
tivator, edger, power blower, snow
thrower and an optional 8-point blade
and 9-inch saw blade fixed line head
for heavy duty cutting.

Circle 129 on reader service card

THE W5021-PCC WALK-BEHIND
mower from Kubota is designed to
bring better power and durability to
commercial mowing operations.

The 5-h.p., 8.91-cubic-inch overhead
valve engine delivers high torque at low
speeds so it easily handles a variety of
terrains.

The large capacity fuel tank mini-
mizes the need for refueling. The high-
suction turbo fan produces Turbo-Suc-
tion, inhaling grass, leaves and twigs
while sweeping up debris and leaving
behind a well maintained lawn.

Circle 130 on reader service card

BLACKBURN MANUFACTURING
offers a new large-format 5-inch by
6-inch marking flag for use by lawn
care companies and other marking
needs.

The larger flag was designed to meet
pesticide posting regulations in many
states. The flag comes on a 27-inch
PVC staff and is available in nine col-
ors: red, blue, yellow, orange, white,
green, fluorescent lime, fluorescent
pink and fluorescent red.

The flag is available in both regular
and banner style. With the banner
style, the staff is bent at a 90 degree
angle so the flag hangs vertically for
easier reading.

Circle 131 on reader servicecard m

Model 85
Walk-Behind

All purpose thatcher that can
seed simultaneously. 5 HP unit
with 21” swath. Seeder is ground
powered with 2" centers.

Adjustable depth handle and

depth sight gauge.

Call Your Nearby Olathe /Toro Dist. For Demo!
100 Industrial Parkway
Industrial Airport, KS 66031

800-255-6438
913-782-4396

52

Seed 'n Thatch

3 HP, self-propelled aerator
covers 19,000 sq. ft. per hour.
30 coring tines enter the soil
every 3" across a 21” swath.

Call Your Nearby Olathe/Toro Dist. For Demo!

100 Industrial Parkway

Industrial Airport, KS 66031

800-255-6438
913-782-4396

Circle 42 on reader service card

“Over 2,000 units in the field providing

precision slit seeding with 18 HP engine,
Olathe “Shatter Blades” for less power
requirements & longer wear, remote

seed shutoff & Olathe dependability!
Call Your Nearby Olathe/Toro Dist. For Demo!

100 Industrial Parkway
Industrial Airport, KS 66031

800-255-6438

913-782-4396
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CALENDAR

AUG. 24-26

Farwest Show and Ornamentals North-
west Seminars, Portland Memorial Col-
iseum, Portland, Ore. Contact: Farwest
Show, c/o OAN, 2780 S.E. Harrison,
Suite 102, Milwaukie, Ore. 97222; 503/
653-8733.

SEPT. 18-19

Virginia Tech Turfgrass Research Field
Days, Virginia Tech Turfgrass Research
Center, Blacksburg, Va. Contact: J.R.
Hall III, Department of Crop and Soil
Environmental Sciences, 424 Smyth Hall,
Blacksburg, Va. 24061-0403; 703/231-
9736.

SEPT. 30-OCT. 3

Florida Turfgrass Association Annual
Conference and Show, Orange County
Convention Center, Orlando, Fla. Con-
tact: FTA, 302 S. Graham Ave., Orlando,
Fla., 32803-6332; 407/898-6721.

OCT. 21-24

Interior Plantscape Division of the Asso-
ciated Landscape Contractors of America
Annual Conference and Trade Show, Rad-
isson Hotel, Denver, Colo. Contact:
ALCA, 405 N. Washington St., Falls
Church, Va. 22046; 703/241-4004.

OCT. 28-NoV. 1

Irrigation Association Annual Conference
and Show, Convention Center, Phoenix,
Ariz. Contact: R.C. Sears, 1911 N. Fort
Myer Dr., Suite 1009, Arlington, Va.
22209-1630; 703/525-1200.

OCT. 29-31

Tree Care Industry Exposition, Richmond
Convention Centre, Richmond, Va., spon-
sored by the National Arborist Associa-
tion and the International Society of Ar-
boriculture. Contact: NAA, The Meeting
Place Mall Route 101, PO. Box 1094,
Amherst, N.H. 03031-9967; 603/673-3311.m
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*Denotes regional advertisement.

The

Choice.

IMLER MEASURING WHEELS

Professionals’

v

FOLDING
WHEEL

ORIGINAL
WHEEL

y

REDI-
MEASURE

1-800-433-1764

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

INDUSTRIES

To order or
for information
call toll free

In Ohio call
(614) 486-9068

or write

INC.

Circle 8 on reader service card
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OLDHAM
CHEMICALS
COMPANY, INC.

A. 200-gal. poly tank in a metal frame.
B. 5-HP Honda engine coupled to a Hypro D-30 Pump.
C. Electric hose reel with 300 ft. of 1/2” hose mounted

curb side or to back of truck.
D. Unit is Pre-tested & ready to use.

Call for details
1-800-888-5502
901-794-0084
Or write: PO. Box 18358
Memphis, TN 38118
“EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY”

Circle 9 on reader service card 53




RATES

All classified advertising is 75 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 Avenue, Cleveland,
Ohio 44113. Fax: 216/961-0364.

BUSINESS FOR SALE
LANDSCAPE NURSERY

Commercial landscape and wholesale nursery:
established 1978. Excellent California growth
area, gross $750,000, net $100,000 a year. $85,000
nursery inventory, $65,000 equipment, $650,000
contracts signed. Price $235,000. 30 percent
down, owner/finance. 916/663-1913 or 652-0481.
Ask for Bob.

TREE/SHRUB FIRM

Long Island, N.Y.-based tree and shrub care firm
for sale. Comprehensive spray/fertilization pro-
gram. Serving both residential and commercial
clients. Fully trained staff. Large, well main-
tained late model fleet. Fully computerized.
Highly profitable. Annual sales exceed $600,000.
Respondto: Lawn and Landscape Maintenance,
Box 340, 4012 Bridge Ave., Cleveland, Ohio
44113.

CLASSIFIEDS

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 installa-
tion, basic landscape plan drawing, etc. ENG-
LISH AND SPANISH. Write for free bro-
chure: C.D. Anderson Landscape Videos, 515
Ogden Ave., Downers Grove, Ill. 60515; 800/
937-0399.

COMPUTER SYSTEM

The
Service
Solution

A Computer System for Lawn and
Tree Care that Can Increase your
Customer Base and, Most Importantly,
Help You Keep It!

Call Today: 1-800-326-7032

Practical Solutions, Inc.

7100 North High Street
Worthington, Ohio 43085

Scheduling Solutions for the Service Industry

FOR SALE

FREE PARTS CATALOG

COMPLETE
TRANSMISSION
Call for Quote

Description Cost
JT-130pt Bobcat Spindle Assembly 51.99
JT-04pt 48" Bobcat Main Belt (38030) 1075
TL-0803pt Trimmer Line 3 Ibs 080 dia. 18.50
JT-129pt Bobcat Trans Kit 99.95

J. Thomas Distributors
1-800/828-7980
1-800/634-5463

LAWN CARE EQUIPMENT

Hannay reels new in-the-box, E1526s, E1530s,
$359; lawn spray hose, 275 psi and 600 psi, all
sizes; original Imler measuring wheels, $49.95;
glycerin-ﬁlled gauges, 0-60 psi to 0-1,000 psi,

19.95; ChemLawn guns, $78.95; lawn spray
boots, $16.95; lawn spray gloves, $1.75/pair.
Call Hersch’s Chemical Inc.

54

FINANCING

Let the government finance your small business.
Grants/loans to $500,000. Free recorded mes-
sage: 707/448-0270. (NKS8)

MANAGEMENT GUIDES

YOUR BEST TOOL IS KNOWLEDGE. Man-
agement guides written by Green Industry Con-
sultant: ““How to Survive a Recession,” $9.50;
“Collect Your Receivables,” $12.50; “Grounds
Maintenance Contracting Manual,” $29.50;
“How to Sell Your Business,” $39.50; and *“Pack-
aging a Loan Request,” $19.50. Moneyback
guarantee, FREE CATALOG of the most useful
information in the industry. Nilsson Associates,
374 Hart St., Southington, Conn. 06489; 203/
621-6199.

PIPE LOCATOR

INEXPENSIVE. Locates, traces underground
drain, water pipelines of clay, PVC, ABS, steel
and cement. Bloch, Box 18058, Cleveland, Ohio
44118. 216/371-0979.

BUSINESS OPPORTUNITIES

ADD PROFITS TO YOUR CUSTOMER BASE.
Realistically make $500 to $700 a day withalawn
aerator and a truck. Robin Pedrotti, a recent SDSU
graduate, explains step-by-step how he turned his
weekend summer job into a full business, us-
ing the latest technology in aeration equip-
ment, effective advertising and promotions and
added soil conditioner sales. My illustrated
manual will show you how to make $40 to $90
an hour plus with your truck and a $6,500 in-
vestment. Regular manual price $89.99. Spec-
ial offer to industry professionals at $39.99
plus $3 P&H. Make checks payable to Robin
Pedrotti, 3403 Dorchester Drive, San Diego,
Calif. 92123. Visa/MC. 619/571-2884. Offer ends
September 7.

LAWN CARE EQUIPMENT

Ryan Mataway Overseeder Model -544873. Mint
condition. Used four times. $2,500. Larry Keith
304/525-4994.

HELP WANTED
TECHNICAL/TRAINING PERSON

gﬂ

Environmental Care Inc
CAREER OPPORTUNITY

Technical / Training person wanted to do
field research and training with large
maintenance contracting firm. Knowledge
of landscape maintenance practices in
western states desirable. Ability to work
with others and problem solve is essential.

Please send confidential resume to:
Manager of Technical Services
Environmental Care, Inc.

825 Mabury Road

San Jose, CA 95133.

MAINTENANCE FOREMAN

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 and Landscape Maintenance, Box 325,
4012 Bridge Ave., Cleveland, Ohio 44113. m
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nghl\ rated since 1984
in the US.D.A. Na-
tional Turfgrass Evaluation
Program, Arid’'s a leader in
wurf qualu\ shade tolerance
dn(l insect and disease

ance, including brown
patch. Its deep roots with-
stand Sahara-like summers
and even humid transition
zones. And with less thatch
because of slower vertical
growth, you save main-
tenance costs.

Mean Turfgrass Quality Ratings of
Tall Fescue Cultivars At Four Shade
Locations in the United States
Quality Ratings 1-9 9= Ideal Turf
Name Mean Name Mean

Arid . Jaguar
Finelawn | Bonanza
Trident L Olympic
Pacer Maverick
Mustang Willamette
Apache A Rebel
Tempo Clemfine
KY-31 Brookston
Falcon Johnstone
Houndog Kenhy
Adventure

—
Circle 3 on reader service card

D N

So, even in the toughest
locations, you can have a
turf of monumental quality.
Be sure to order Arid from
your seed or sod
distributor.

Brown Patch Ratings of
Tall Fescue Cultivars
Brown Patch Ratings 1-9 9 = No Disease
Name Mean Name Mean

Chesapeake
Finelawn 5GL
KY-31

Must;
Bona?\';g
Trident
Johnstone
Finelawn |
Kenhy
Willamette
Brookston

& I OV Ch OO QRLCA SN KN C
Loownmunomnhoo

Another fine qunmy-comrollod product of
5300 Riverbend A

Ja klln Poal Falls, )0838549499
208/773-7581
3-4846

Seed Compan wa 5107760582

Jacklin PFLS

Medalist Turf Division
Co-producer

aloe




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-
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leaves into the dungeon and throws away  Elanco Products Company
the key all season long. A Division of Eli Lilly and Company

nier

Your customers won't be haunted by Dept ¢ Inctanapokss, IN
spurge. Or oxalis. Or white clover. Or 41 Gallery™—(iscxaben, Elanco)
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




