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As a lawn maintenance pro,

you can’t afford to see it

from the smallest trimmer to

the largest chain saw, is built

Most people see grass.
You see taxes, the rent,
and next week’s payroll.

any other way. Sure, you
appreciate a pretty
yard. But it’s a good bet
you appreciate a healthy
business even more. So let us
suggest a way to win on both
fronts: Shindaiwa. We offer a
complete line of hand-held

power equipment. Every model,

for commercial use. Our
equipment is light.
Powerful. Refreshingly
easy to use. And designed,
bolt to bolt, to shrug off the
harshest treatment. If you ever
do need service, you're
backed by a national

network of independent dealers.
USE READER SERVICE 20

© 199) Shinduiwe I

What's it all mean to you? Crews
that are more productive. Equip-
ment that costs less to own. And
a business that’s better able to
deal with little things like taxes
and payroll. So when you're ready
to take a break from looking at
grass, go see the fastest-growing

line of professional equipment

%

in the industry. Visit your local

Shindaiwa dealer.

o
shindaiwa

WE SIMPLY MAKE THEM BETTER
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ditor's Focus

EDITORIAL

IF YOU'VE been reading any newspapers
lately or watching the evening news, you've
surely noticed a recent surge in stories about
landscaping. I'm not talking about the bene-
fits of a beautiful property. Rather, an abun-
dance of stories about the dangers of pesti-
cides and, more recently, excessive emis-
sions caused by outdoor power equipment.

These stories are bound to anger you, as
they do me. They also make me contemplate
the role of each and every professional in the
lawn and landscape industry. Isn’t it incum-
bent upon each individual to be held account-
able for the actions taken on any given
property?

Unfortunately, there’s generally a lot of
finger-pointing when it comes down to
claiming responsibility. When in reality, it’s
critical that each and every lawn and
landscape professional honestly and ac-
curately represent the products being sold
and used on each customer’s property.

Sure, the industry has associations which
do a fine job of representing the industry on
a national level, but they cannot be expected
to carry the entire load.

You may recall hearing about some of these
stories in the consumer press, but let me re-
cap a few for you. The cumulative effect is
astounding.

The Responsible Industry for a Sound En-
vironment, manufacturers of specialty pesti-
cides and the Golf Course Superintendents
Association of America took quick action to
mollify the effects of a preliminary university
pesticide study which reported a possible
connection between golf course superinten-
dents exposed to certain pesticides and ele-
vated levels of non-Hodgkin’s lymphoma.

But the damage was done. Word spread
like wildfire.

First, Paul Harvey reported that a link had
finally been established between pesticides
and golf course superintendents. Pesticides
do cause cancer, he reported.
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and applicators of the products.

They should be commended instead of lam-

basted for their efforts to provide accurate infor-

mation to their members. The situation brings

to mind the steps ChemLawn (before becom-
ing TruGreen/ChemLawn) took seven years
ago when they entered into a study with the
National Cancer Institute to determine long-
term health effects of 2,4-D on ChemLawn
employees. Further, ChemLawn agreed to stop
using 2,4-D, at least until the study is complete.
Then came two unrelated reports in USA
Today. On the editorial page, a point/coun-
terpoint column ran with the first view being
“Monitor pesticides better” followed by an
industry view which suggested “Using pesti-
cides is safe.” More recently, a story on the
top of page one of USA Today reported,
“Washing still leaves pesticides on produce.”

The story told readers that even if you scrub
and/or peel fruits and vegetables you can’t get

out all the pesticides in produce.
While all of these stories have a damaging

effect on the industry in general, none contain as
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Secondly, The Wall Street Journal headline much damage as this last story I'm going to - Whmj
last month: “Golf Courses Are Denounced share with you. It's about a homeowner who EDITORIAL OFFICES
as Health Hazards.” Caretakers of the environ- decided to turn his lawn over to a profes- C‘}SJ; glzdghﬁ)ngﬁ"ﬂ
ment — whether it be golf courses, landscapes sional after years of maintaining it himself. Phone: 216/961-4130
or sod farms — were viewed as “dumpers” When he asked the contractor about pesti- Fax: 216/961-0364
of pesticides and fertilizers onto the land. cides, and the safety of his children and pets Subscriptions and Classifieds:
According to the article: “At least some on his lawn, the contractor said, “Worst thing 216/961-4130

golf courses in the United States pound the
planet with so many chemicals that they
make more widely vilified offenders such as
farmers and crabgrass-killing homeowners
look harmless.”

Yes, the study was commissioned by the
GCSAA and yes they chose to present the
preliminary results, but the study was con-
ducted in an effort to obtain an overall view
of occupational health and safety issues that
affect its members. The report was only
phase one of an in-depth look at pesticides

that happens is the wind shifts suddenly and
you all black out for a couple hours, that’s
all.” After seeing the puzzled look on the face
of his new customer, he quickly added, “Hey,
that’s a joke.”

It’s no joking matter.

It all comes down to taking responsibility
for each and every action you take. It’s your
job to accurately represent the products you
use on your customer’s properties and to
answer each and every question presented to
you honestly and fairly. — Cindy Code u

LLM is a member of:

The Professional Lawn Care Association of America
The Associated Landscape Contractors of America
The Professional Grounds Management Society
The Irrigation Association
Responsible Industry fora Sound Environment
Turf & Omamental Communicators Association
The Ohio Turfgrass Foundation
American Associationof Nurserymen
National Landscape Association
The Composting Council

Cindy Code is on the board of trustees of the
Ohio Turfgrass Foundation
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Business Watch

A CONTINUED INCREASE in sales of pre-
viously owned homes could stir additional
renovation business for lawn and landscape
professionals this summer. Sales of existing
homes rebounded 5.7 percent in March, due
to improved weather, a boost in employment
and rising interest rates which have helped
propel the “fence sitting” potential buyers
Into action, say economists,

Single-family, existing home sales rose to
4.06 million on a seasonally adjusted, annual-
ized basis from a revised pace of 3.84 million
in February, according to the National Asso-
ciation of Realtors.

Regionally, sales volumes remained strong
in the South and Midwest, where economic
conditions did not deteriorate as drastically as
in other parts of the country. The coasts also
began seeing recovery, with sales up 28 per-
cent in the West and 14 percent in the North-
east from a year earlier.

The Federal Reserve’s 30-year, fixed rate
mortgage jumped a percentage point to about
8.5 percent. Some economists worry that the
higher rates will price many prospective
home buyers out of the market. Others
predict that rates might actually come down a
half percentage point or more by year’s end.

SALES OF EXISTING HOMES
DEC. | JAN. | FEB. | MAR.
+67 | 53 | -96 | 457

CONSUMER PRICE INDEX*
JAN. | FEB. | MAR. | APR.
+0.3 | +03 | +03 | +0.1

*Percent change from preceding month
(seasonally adjusted).

WEATHER WATCH
SIZING CLOUDS, RAIN DROPS

A typical cloud droplet and a rain drop magnified around 300
times looks like this under a magnifying glass. A million such cloud
drops are needed to make one rain drop.
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The National Weather
Service's 60-day out-look

calls for at least a 55 60-DAY OUTLOOK
percent probability of | FOR JUNE AND JULY
below-normal tem-

peratures from north-
central Montana to
western Kansas and
northeastward to upper |
Michigan. Probabilities A
exceed 60 percent in much || :::":: IR
of the Dakotas and RS
northwestern Minnesota.
At least a 55 percent
chance of above-normal
temperatures exists for the
!'ar West and Southwest, [T TR
including western || M Bolowoveroge | <
Washington, Oregon and ———— ;
Nevada, California, most of Arizona and southwestern New Mexico.
A 55 percent chance of above average precipitation is predicted for
the central Plains including all of lowa, major portions of Kansas,
Nebraska, Missouri and Tllinois. L]
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NEW FROM TURF-SEED!

Brand Tall Fescue Blend

Mow-LESS
= Lower vertical growth

means less clipping
removal!

= Darker blue-green color
requires less nitrogen.

= Dense growth habit

reduces competitive weeds.

= Natural insect and disease
resistance reduces
chemical tools.

= Heat, drought and shade
tolerance mean wider
range of adaptability.

Dark blue-green MowLess blend stands out against a Southern
California background. Drought and heat tolerant Mow-Less
offers year-around color in areas not before considered possible.

SAVES YOU MORE

Mow-Less Brand Tall Fescue blend was devel-
oped to save conscientious turf managers
time, money and clippings.

Mow-Less is a blend of the latest genera-
tion of dwarf tall fescues. Today, Mow-Less is
composed of Silverado, Tomahawk (5DX),
Monarch and EIDorado. As newer varieties are
developed, like 5PM and 59D, they will be
included in Mow-Less.

The components of
Mow-Less all contribute
dark blue-green color,
heat, drought, shade
and insect tolerance ...

naturally. Mow-Less has TURFSEEb

made inroads into areas

that tall fescue has not  1-800-247-6910
traditionally been PO Box 250
adapted. Is this the start Hubbard. OR 97032
of something big? We ’

think it's the start of 903-6561-2130

_ something small ... with  FAX 503-651-2351
a big savings in mowing.

USE READER SERVICE #19




Environmental Forum

CHANGING PUBLIC OPINION? Re-
sponsible reporting is something the
news media seldom are accused of when
it comes to the pesticide issue. Yet
ABC News might have reached a mile-
stone in its April 21 television special
“Are We Scaring Ourselves to Death?”

Reporter John Stossel examined the
way both broadcast and print media
view the abundant risks that face
Americans every day — crime, radia-
tion, asbestos, smoking, driving, fly-
ing — and asked whether the public is
getting a true picture of the relative
dangers of these risks.

And when the subject turned to pesti-
cides, ABC offered a spin that was re-
freshing in its objectivity.

“Scientists say many of our fears about
chemicals are ridiculous, that just be-
cause scientists now can find micro-
scopic quantities of poisons doesn’t
mean that those tiny doses hurt people,”
Stossel reported.

Added Dr. John Graham of the Harvard
School of Public Health: “The evidence on
pesticide residues on food as a health prob-
lem is virtually non-existent. It's speculation.”

Lawn chemicals, specifically, may have
taken a bad rap by the media in the past,
Stossel said in the broadcast. There is risk, he
conceded, “but have we kept things in
perspective? I don’t think so.”

Even such a small dose of open-minded
reporting can have a long-lasting impact on
the landscaping industry, according to Debra
Atkins, executive director of the Associated
Landscape Contractors of America.

“It’s got to be a help to the industry,”
Atkins said. “Any time you have an angle
like that, that is shown to the entire country,
it helps. The public has seen only one side of
the pesticide issue, and that’s the ‘bad’ side.”

The press, said Stossel, agonizes over risks
like flying, toxic waste and, specifically, pes-
ticides. “Yet these risks don’t shorten the
average life nearly as much as mundane
things like driving or smoking or just being
poor. So if safety regulations require billions
to be spent on small risks like those, do we

inadvertently kill people by making this worse?”

If pesticide use is restricted, he pointed out,
food costs more and people have less to
spend on other things. The impact on the
poor, too, is more pronounced, Stossel said.

Moreover, said William Reilly, former di-
rector of the Environmental Protection Agen-
cy, “Some problems were much less serious
than we thought they were. It shouldn’t sur-
prise us that we have set policy according to
what the public’s been most alarmed about.”

Stossel, in closing the program, put the
issue into a bigger context: “What's length-

4

ened lifespans by 30 years just this century is
the very technology we now fear so much.”

INFLUENCING CURRICULUM. Lawn care
professionals, landscape contractors and 18
other related groups, companies and institu-
tions in Wisconsin have formed a consor-
tium to make sure that environmental bene-
fits of pesticides are an important part of
youngsters’ science curriculums in school.

Wisconsin Interests for a Sound Environ-
ment started small earlier this year, with the
ambitious goal of telling the industry’s side
of the pesticide story to school children
across the state.

In addition to lawn care and landscaping,
nurseries, sod growers, pest-control opera-
tors and the University of Wisconsin are
among members of WISE, according to Terry
Kurth of Madison, the owner of five Bare-
foot Grass franchises and a WISE organizer.

“A lot of science teachers know just
enough to be dangerous,” Kurth said. “High
school students as well as grade-school stud-
ents can be swayed. We need to get them to
understand all the benefits of turf that make
it worth the risk of using pesticides.”

WISE works with a standardized class out-
line — and a videotape of a class Kurth
taught in December — so that any speaker is
able to present the same information to any
school class and that any talk addresses the
organization’s five goals:

¢ Educational outreach with principal focus
on schools;

® Creation of dialogue and interchange
among pesticide user groups;

® Fostering of communication with the
media;

® Promotion of integrated pest man-
agement as part of plant health care; and

® Promotion of environmentally and
economically viable pesticide use.
“We hope that WISE can show and
influence teachers about pesticides,”
Kurth explained. “We talk about myths
and mistruths that have been spread,
and hope the kids will influence their
parents. We also hope we influence
students to go into the green industry
as future employees or to become our
future customers.”

TREE TALK. The green industry has
long touted the environmental value of
well planned landscaping. Turf helps
clean the air, filter runoff water and
control erosion. Likewise, trees are a
major contributor to clean air, and can
help reduce energy consumption
substantially.

But until now, there’s been little
thorough scientific research to back up
much of the argument. That, however, has
changed, with the release of a study by the
U.S. Forest Service.

Though the three-year study focused on
the environmental benefits of trees, the find-
ings will help bolster the arguments in favor
of all areas of landscaping.

The study, which centered on two Chicago-
area counties — Cook and DuPage — esti-
mated that planting 95,000 trees would re-
sult in a net benefit of $38 million over 30
years, according to The New York Times.

According to the three research foresters
who conducted the study, planting and
maintaining the trees over 30 years would
cost $21 million; benefits received from the
trees would reach $59 million. Net benefit
per tree would be $402, they reported.

Like any investment in landscaping, tree
plantings must now demonstrate their cost-
effectiveness, according to the report, rather
than merely their aesthetic value. Home
owners, according to the report, are
beginning to question whether fallen leaves,
invasive roots, turf-killing shade and broken
branches are worth the trouble. Moreover,
public officials are looking more closely at
the cost-benefit equation when it comes to
expenditures such as urban reforestation.

However, according to The Times, the
study found that in 1991 alone, the value of
removing pollutants like carbon monoxide,
sulfur dioxide, ozone and particulate matter
from the air by trees was about $9.2 million
just in the two-county Chicago study area.

Energy savings could exceed costs by 35
percent for trees planted near a typical two-
story building, according to the study, and
could top costs by 90 percent for trees
planted near energy-efficient, wood-frame
structures. u
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- With REWARD" herbicide,
there’s no waiting for it to
go to work.

Because REWARD is absorbed by
broadleal and grass weeds just
minutes after application. On
golf courses, around greenhouses
and nurseries, in right-of-ways —
wherever you have a weed prob-

lem. And because it works much

faster than Roundup and other
herbicides, REWARD can be used
in a lot more situations. Plus it’s

rainfast in only 30 minutes.

‘3‘50 with REWARD, there’s no

worry about the surroundings.

It\stays where you spray it, con-
.,‘lm\%ling weeds without affecting

e \ .

=" nondtarget vegetation.

REWARD herbicide.
spectrum weed control without the

For broad-

wait — and without the worry.

R

For more information, contact
your distributor or call Zeneca
at 1-800-759-2500.

Always read and follow label directions
REWARD" is a trademark of a Zeneca Group Company
Roundup is a trademark of Monsanto Company

A business unit of Zeneca Ine

01994, Zeneca Inc Professional Products
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News in Brief

NEWS DIGEST
e ———

Hako Minuteman

Changes Firm Name

Hako Minuteman changed its name to Minute-
man International, and adopted MMAN as its
new trading symbol. Company officials hope
the name change will dispel any confusion in
the European market between its products and
Europe-based Hako Werke's.

Hickson Kerley
Acquires Triazone
Hickson Kerley acquired the Triazone Spec-
ialty Fertilizer Division of Arcadian, a move
which provides the company with the patented
controlled-release nitrogen technology, urea-
triazone. The technology is marketed under
the trade names N-SURE and TRISERT, as
well as several micronutrient fertilizers:
NZN, NMG and NFE.

Hickson Kerley has 11 locations throughout
the United States and Mexico.

GIE Adopts
94 Slogan
The National Expo for Lawn & Landscape
Professionals is the slogan for the 1994 Green
Industry Expo slated Nov. 14-17 in St. Louis.
The GIE board approved the slogan unani-
mously. “We needed a tag line that was sim-
ple yet powerful,” said Eleanor Ellison, trade
show manager. “GIE is unique because it
draws from three national associations and
taps into the lawn, landscape and grounds
management industries.”

.
Ewing Plans )
Eastward Expansion
Ewing Irrigation Products completed its cor-
porate relocation from San Leandro, Calif., to
its new facility in Phoenix, Ariz. The move
was prompled by the firm’s desire to expand
operations eastward.

Ewing branch offices are located in Calif-
ornia, Arizona, Nevada, Utah and now Texas
with the recent opening of its 35th branch
office in San Antonio. The Texas opening
follows the establishment of a new branch
near Provo, Utah.

Census Bureau Predicts
Growth for South, West

Huge increases in the number of Americans
living in the southern and western states are
projected by the Census Bureau. Numbers
living in the midwestern and northeastern
states will dwindle.

Texas has already replaced New York as
the nation’s second most populous state. By
2020, New York will drop another notch
when Florida becomes number three.

Expo Enters Its Second Decade;
Increased Exhibit Space Benefits Attendees

AN ADDITIONAL 231,000 net square feet of exhibit and meeting space will benefit attendees
as well as companies seeking to exhibit at the 11th annual International Lawn, Garden & Power
Equipment Expo, slated July 24-26 in Louisville, Ky.

More than 40 potential exhibitors were kept on a waiting list for last year's sold-out show.,

Show coordinators anticipate leasing more than 260,000 net square feet of indoor exhibit space at
EXPO 94, but don’t expect a sell out. *The available space has increased so much, we expect o
have room for everybody,” said Polly Moter, communications director for Seller Expositions,
the EXPO management firm.

Recently completed renovations at the Kentucky Exposition Center. where the show is held
annually, include a modemn conference center for meetings and receptions.

The additional floor space has enabled some long-time exhibitors to expand their booth space.
The Toro Co., for example, added nearly 2,000 square feet to its "94 indoor exhibit.

“The visitor survey done after EXPO 93 showed that commercial equipment is becoming
more important at the show, which is a help to several exhibitors that have increased their booth
sizes for the '94 show,” said Dennis Wamer, manager of customer development for Toro. “So
we added space to display more commercial equipment as well as to expand our consumer
equipment.”

More than 550 exhibitors are expected
at the show, including at least 348 (the
number that had committed at press time)
companies displaying commercial
products. As of mid-May, 516 exhibitors
had contracted for indoor booths, and
more than 100 companies had signed up
to exhibit outdoors.

Also at press time, 103 companies had
committed to exhibit that did not display
at last year's show.

All of the larger manufacturers that
exhibited last year appear to be returning
this year. “We have a tremendous rate of
return at this show. As far as I know, we
do not have any major companies
dropping out from last year,” Moter said.

Show organizers anticipate a slight
increase in attendance over last year,
based on the number of early commit-
ments received, according to Moter.
More than 25,000 dealers, retailers, com-
mercial end-users, rental equipment dealers, distributors, mass merchants, manufacturers’ repre-
sentatives — including exhibitors — are expected to attend from 60 countries worldwide.

In 1993, 2,754 landscapers/commercial mower companies attended EXPO. About the same
number are expected this year. At press time, the number of commercial operators registered to
attend was up 8 percent from the same time last year, Moter said.

According to an Outdoor Power Equipment Institute survey of 1993 attendees, about 15 per-
cent go to EXPO to find new sources of supplies: 24 percent attend to leam what’s going on in
the industry: 38 percent go to see new products; and 34 percent go to see specific manufacturers
or products. New products at the show will be highlighted with blue banners.

For the first time this year, seminars are divided into two series: the Retail Educational Advan-
tage Program, a business management program for outdoor power equipment dealers, and a
second program for commercial end-users. The two end-user seminars are “It's More than
Mowing,” slated for Sunday, July 24, 3 to 4:30 p.m.. and “Bidding to Build a Successful Busi-
ness,” Monday, 3 to 4:30 p.m.

Other seminar highlights include “Global 2000 — Doing Business Internationally,” July 24, 4
to 5:15 p.m., and “Re-Engineering the OPE Industry, July 24, 8 to 9:30 a.m. In addition, the
National Service Dealers Association plans to hold its Outdoor Power Equipment Technicians
Certification Update Panel Discussion on July 25, 8 to 9 am.

Indoor show hours are 9 a.m. to 5 p.m. Sunday and Monday, and 9 a.m. to 3 p.m. on Tues-
day. The outdoor demo area is open 8 a.m. to 5 p.m. on Sunday and Monday, and 8 a.m. to
noon on Tuesday.

Changes at EXPO include revamping the
outdoor demo area to bring the 500,000 net
square feet closer to indoor exhibits.

10
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EPA Considers
OPE Standards

The U.S. Environmental Protection Agency
proposed the first phase of a national emission
standard calling for 70 percent emission re-
ductions for two- and four-cycle products in-
cluding walk-behind mowers and other out-
door equipment powered by small, spark-
ignited utility engines.

The EPA said total air emissions from lawn
and garden products accounted for about 5
percent of total emissions in the United States.

The proposed federal regulations would
reduce average emissions of hydrocarbons
plus nitrogen oxides, which are considered
smog contributors. The new standard would
be 30 percent of average emissions produced
by equipment manufactured in 1990.

Utility engines used in other outdoor power
equipment would also have to achieve sub-
stantial reductions. Donald Purcell, president
of the Portable Power Equipment Manufactur-
ers Association said new air quality regula-
tions present the “most difficult and complex
technical challenge ever faced by our indus-
try.” PPEMA will act as a partner in helping
the nation achieve cleaner air.

EPA also called upon the Outdoor Power
Equipment Institute, Engine Manufacturers

Asso-ciation and other groups to debate
long-term regulations for overall emissions
of utility engines. Evaporation and spillage
from gaso-line containers are also subject to
regulation.

DowElanco Dedicates
Global Headquarters

DowElanco recently completed construction
of its new 24-acre world headquarters. The
600,000 square-foot complex is the site for
the company’s research and development
center, the world’s largest pest management
and plant breeding research complex.

headquarters in Indianapolis.

DowElanco officially dedicated its 24-acre world

DowElanco — a joint venture started in
1989 — stems from a combination of the
specialty chemical and agricultural businesses
of The Dow Chemical Co. and Eli Lilly and
Co. DowElanco reported worldwide sales of
$1.6 billion in 1993.

The new site is said to demonstrate the im-
portance of the turf and ornamental industry
to DowElanco in shaping new technologies.

“Our customers can look forward to excit-
ing changes affecting their industries,” said
Dave Morris, group marketing manager for
DowElanco’s turf and ornamental and tech-
nical products business unit. “Within the next
decade, they’ll see even more effective, versa-
tile and environmentally sound products.”

The research and development center
enlists more than 450 of the 1,600
employees at the DowElanco head-
quarters. About 100 laboratories and
30 greenhouses are located at the re-
search center supporting, among other
things, research, new compound dis-
covery and registration.

“This complex is our springboard
into the future,” said John Hagaman,
president and chief executive officer.
“The need for the products this facility
is designed to provide grows greater
with every passing day.”
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THIS POLECAT CAN
RAISE PROFITS
PRETTY EASILY T0O.

The Polecat does more than just make it easy to do grounds
maintenance. This bucket lift can also raise your bottom line by

controlled by the operator in the
bucket, so you can move
in any direction with
unprecedented ease.
Available with a variety of features,
the Polecat can be configured to
suit any application.
For the full story, call 1-800-8
POLECAT, In Florida: 305-226-0621
or write Polecat of Miami: 12000
SW 45th St., Miami,
\ Florida 33175

\. POLECAT

EVERYTHING FOR THE
PEST CONTROL INDUSTRY

with baffle.

38"Wx51"Lx30"H.

lowering operating and insurance costs while g completewith3inter-
dramatically raising productivity. L changeabletips.
You see, it's fully self-propelled and hydraulically X

il

LAWN & LANDSCAPE MAINTENANCE ¢

y T

USE READER SERVICE #69

JUNE 1994

A. Oldham 100 gal. poly tank
B. Aluminum frame, measurements
C. Spraying Systems #36 valve

D. Glycerin filled gauge, in-line
strainer, brass relief valve,
6500C-R Hypro roller pump mounted toa 5SHP B&S
industrial-commercial engine.

E. Manual rewind reel with 150ft. 1/2" hose.

F. Air gap system (optional).

OLDHAM CHEMICALS
COMPANY, INCORPORATED

COMPLETE SUPPLIER OF PCO CHEMICALS

1-800-888-5502

Or write: P.O. Box 18358, MEMPHIS, TN 38118

I Aerosols
I Bird Control

B Fungicides

100 gal. Oldham tank unit

B [nsecticides
B Rodenticides
I Termiticides
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Five sets of greeenhouses, with 30
individual bays, cover more than 50,000 square
feet. The greenhouses are completely
computer operated. Worldwide growing
conditions can be simulated allowing
scientists to accurately control variables such
as temperature, humidity and light intensity in
any of the 30 climatic zones by programming a
central computer.

The greenhouses support biotechnology,
formulations, weed management, insect man-
agement and crop disease management.

Nursery Industry
Is $3.67 Billion Business

Michigan’s nursery and landscape industries
produce $3.67 billion in annual sales, accord-
ing to a state survey.

The economic study, conducted by Mary
Zehner of the Department of Agricultural
Economics at Michigan State University, sur-
veyed 4,900 certified nursery stock dealers
and producers. Results show the state pro-
duces wholesale nursery crops worth $711.3
million on 11,000 acres, and pays out $954
million annual compensation to 134,000
Michigan workers directly employed in the
industry. The figures do not include Christ-
mas trees or turf.

Of those surveyed, 42 percent reported
they were growers/producers; 25 percent,
landscape contractors; 12 percent owned
retail garden centers; 7 percent ran landscape
management firms; 4 percent were re-whole-
salers; 1 percent, mass merchandisers; and 9
percent marked “other.”

Based on gross sales, most indicated they
were small operators. Twenty-nine percent
reported 1990 gross sales of less than $10,000.
Overall, the companies reported an average
of 22 employees in their nursery businesses,
and an average business lifespan of 16 years.

Twenty-six percent reported adding a nurs-
ery, landscape services and/or garden center
business less than five years ago, while one-
third said five to 15 years ago.

Landscape-related companies appeared
most optimistic about growth potential; 86
percent reported room for expansion.

Have Graffiti?
Landscape

Have a client whose urban property is pla-
gued with graffiti? Landscape it to hide ex-
posed walls and other graffiti-prone areas,
advised one urban horticulturist.

Non-landscaped block walls seem to invite
graffiti, while landscaped areas appear graf-

fiti-free, said Ted Stamen, urban horticultur-
ist formerly with the University Cooperative
Extension Service in Riverside, Calif.

Stamen and two volunteers conducted a
two-day study examining 31 sites throughout
Riverside, a city of 230,000 located about 60
miles east of Los Angeles.

According to the study, about 90 percent of
the landscaped areas showed no graffiti, while
90 percent of non-landscaped areas bore scrawl.

In particular, vertical trees and heavy ground
cover appeared effective graffiti deterrents,
while weedy areas were targets.

National Course Offers
Credits in 10 States

Ten states have recognized the joint Univer-
sity of Georgia and Professional Lawn Care
Association of America turf certification pro-
gram as meeting the requirements for pesti-
cide recertification credits, according to
PLCAA.

Florida, New Jersey, Pennsylvania, Dela-
ware, Wyoming, Nebraska, Maine, Rhode
Island, West Virginia and Georgia now grant
varying degrees of pesticide recertification
credits when a course is successfully com-
pleted. Six other states — Colorado, North

(continued on page 16)

a single home.

You can maoke more money
staying indoors on July 23rd
than you would working outside.

If you're a lawn care specialist, landscaper, or arborist, you'll
want to attend a remarkable seminar July 23rd in suburban
Long Island, NY. The day will begin with experts with decades
of experience teaching you how to make your business more
profitable and successful in the expanding field of organics.
Then a team of marketing and sales professionals will show you
how to attract new customers. And finally, you'll learn how to
get more business out of the customers you already have.

We're so sure you'll profit from the seminar, we're offering
a money back guarantee to prove it. So call today to sign up,
attendance is limited. And make more money without visiting

GREEN"RO
Cail 1-800-645-6464

EMERALD

L awn care [T

*Extensive Initial Training Program

*Complete Sales and Marketing
Support

*Exclusive—Protected Territory
*Professionally Designed Promotional
Materials

*Newsletters and Business Forms
*Computerized Customer Service

With an Emerald Green franchise,
you can count on being backed by
our superior lawn care system—a
system that will build your business
through time.

A modest equipment cost and a
small franchise fee is all it takes to
begin to share in the proven Emerald
Green success formula.

In Ohio, (614) 369-1941
(800) 783-0981
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So you finally bought a Computer.

NOW WHAT?

You can have your checkbook "Clipped" by some software vendors, and then struggle with complex
setup and an old style character interface. Or you can QuickStart your business with the latest in Landscape

Management Software from SoftQuest.

Designed for the first time user, QuickStart guides you through setting up your accounts via a single
screen. With push-button controls, picture-based menus, and default entries QuickStart is a snap to use.

Ql ICKSTART PROTECTS YOUR COMPUTER

INVESTMENT WITH A CLEAR UPGRADE PATH
QuickStart is the entry level module of the com-
plete SuperScape Family of software which will let
you grow into:

* Scheduling and Work orders

* Maintenance Bidding

* Accounts Payable

* Time card and Employee tracking

* Construction Bidding

* Multiuser License

| CoLLECT YOUR MONEY QUICKER WITH

A ; AUTOMATED BILLING

* Spend Only Minutes per Day

* Monthly, and per Trip/Hour/Item Billing
* Complete A/R with Aging/Collection

* Income by Firm, Account, and Team

PrOVIDE SUPERIOR CUSTOMER SERVICE VIA
ﬂ THE QUICKSTART DATABASE
Everything you need to successfully keep track of
your Customers and their Locations, Contracts, and
Jobs including:
* Notes, Directions, and Contacts by Site
* Renewal Dates with Billing Rates

QuickStart Your Business
Today

¥)I SoftQuest, Inc.

TO ORDER CALL

800-299-9991

*Plus $25 Shipping, Handling, Setup. Special offer Good until July 15, 1994. MasterCard/Visa Accepted. Your satisfaction Guaranteed or your money back.
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News in Brief

(continued from page 14)

Carolina, Connecticut, South Dakota, Oregon
and Indiana — are considering adopting the
course.

The Principles of Turfgrass Management
Course, introduced at the end of 1993, is a
home-study correspondence course covering
mowing, irrigation, pesticides and customer
relations, among other topics, for all regions
of the United States.

Disaster Assistance
May Be Extended

Congressman Fred Grandy, R-IA, introduced
bipartisan legislation to extend disaster assis-
tance to nursery owners affected by natural
disasters. The bill was drafted as a result of
last year’s Midwestern floods.

Under the bill, growers of ornamentals and
nursery trees would qualify for assistance, as
would perennial plant growers, regardless of
when the last crops were harvested from a
crop-producing perennial. Assistance would
also be offered to growers of trees planted
prior to 1992.

Additionally, the bill would change the

(continued on page 86)

PERSPECTIVE

Quotes from the lawn and landscape maintenance industry...

...0n composting:

“Two questions to ask when starting a compost site are what is the tipping fee and can I get
sufficient raw material at cost? We look at whether it generates enough revenue to make it
worth the investment of time and capital. It’s like baking a cake — if you know how to do it,
it’ll turn out, if you don’t, it won’t. Once the public is offended by composting in an area, you
can kiss that compost facility goodbye.” — Bob Gillespie, president, DK Recycling, Lake
Bluff, IIl.

...on landscape construction:

“Bid as much as possible. It's a numbers game: If you bid more, you get more, just by being
there. Look for quality projects. Don’t overbid. Pay your overhead and keep your staff.
There’s enough work out there for people who do good work.” — Richard Sperber, chief
operating officer, Valley Crest Landscaping, Calabasas, Calif.

...on exterior companies doing interior work:

“It’s not the same market it was even four years ago. It's become a question of who goes first,
the plants or the people. We probably wouldn’t be in business today if we hadn’t gone into
exterior.” — David Muessel, owner of Inner Gardens Landscape, Houston.

...on holiday decorating:

“Holiday decorating is a great source of revenue. We keep our landscape crews busy until
January. There’s a real need and nobody fills that niche. Orkin has a national decoration
coordinator...We sell that service year-round.” — Brent Totman, general manager, Orkin
Plantscaping, Knoxville, Tenn.

RIDE A WALKER

Proline

MODEL 22040

z.[ 4“[ e t.t. ,p ﬁ.t “ M .

SALE PRICE

$680.00

21" COMMERCIAL
SELF-PROPELLED

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, 5925 East Harmony Road, Ft. Collins, CO 80525
1-800-279-8537

RECYCLERIL MOWER
REAR BAG INCLUDED

LONGHORN

e

IRRIGATION
LANDSCAPE
WHOLESALE

DALLAS, TX

214-406-0222

TOLL FREE
1-800-284-0205
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WHY DID THE 1993
(GIE EXPO SEIL-OUT?

Because 12 exclusive trade show hours of ONE-STOP SELLING to
lawn, landscape & grounds management pros is good business!

Facts about our attendees:

* 92% make buying decisions * 67% own/manage/supervise their company
 almost 50% exceed $500R business volume

For More Information CALL:1-404-973-2019.

A National Trade Show with l-'l'e” Me MOre AbOUt GlEl

Educational Conferences:

-
-
%
—_
E
=
=
-

I
|
|
LOCATION: St Louis. Missouri 1 O Send me more information on exhibiting. O I want conference information only.
: ; | ail or Fax coupon ohnson Ferry Roo
DATES TRADE SHOW: November 14 - 17. 1994 I gdunelC §5 Monzhoo (E.;org?(? E%OFBDUSFTOEY %5957}30287] : Phorfe%i/?%rq?EOW
' e ‘ I NAME
SPONSORED BY: : COMPANY:
+ Associated Landscape Contractors of America ¢ ™
\ . | ADDRESS:
+ Professional Grounds Management Society v o WE____m
o Professonal Lawn Care Association of America | P %
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ssociation News

RIEVA LESONSKY, editor in chief of
Entrepreneur and New Business Opportuni-
ties magazines, and Mark Shields, nationally
syndicated columnist and television person-
ality, will keynote the 1994 American
Association of Nurserymen Convention
and Mid-Atlantic Nurserymen’s Trade Show
slated July 12-16 in Baltimore, Md.

Lesonsky’s and Shields’ presentations will
open the AAN Convention general session
on July 12. Lesonsky, who has appeared on
numerous national television programs
including “Good Morning America,” “The
Oprah Winfrey Show™ and “Financial News
Network,” will offer insight on how small
businesses in other industries achieve success
in challenging times.

Shield will share an insider’s view of the
fast-changing national political scene, which
he has gleaned as a talk host on the award-
winning “MacNeil/Lehrer Newshour” tele-
vision program, CNN’s “Capital Gang” and
ABC radio’s “Look at Today.”

David Bohardt resigned as executive vice

president of the American Society of Land-
scape Architects. Karen Niles, ASLA’s deputy
executive vice president, is serving in that po-

o ’ ®

For more information... =

AAN PLCAA

1250 I Street, NW 1000 Johnson Ferry Road, NE

Suite 500 Suite C-135

Washington, DC 20005 Marietta, GA 30068 ALCA

202/789-2900 800/458-3466 12200 Sunrise Valley
Drive

ASLA PGMS Suite 150

4401 Connecticut Ave. NW 120 Cockeysville Road Reston, VA 22091

Fifth Floor Suite 104 703/620-6363

Washington, DC 20008 Hunt Valley, MD 21031

202/686-ASLA 410/584-9754

sition in the interim. The association hopes to
name a new executive vice president by Sept. 1.
ASLA is restructuring under a new strate-
gic plan which calls for stronger public pol-
icy, as well as leadership in cultivating diver-
sity of services within the industry.
Candidates for the position of executive
vice president must demonstrate the ability to
implement the new strategic plan while main-
taining membership support and building
current programs and services, according to
Jan Rothschild, spokeswoman for ASLA.

“We surveyed our membership and adopt-
ed a strategic plan to meet their needs and
expectations. The new executive vice
president would have to be able to focus
both externally and internally within the
association to meet those needs,” she said.

The Professional Lawn Care Association
of America released the “Department of Trans-
portation Guide for the Lawn Care Industry”
manual which provides a comprehensive over-

(continued on page 20)

THE UP'S & DOWN'S
Of Irrigation Maintenance

Just Got Easier

Lowered Head

inches

OLSON
IRRIGATION
@ SYSTEMS

Raised Head

Adjust Sprinkler Height Without Excavating

Olson Irrigation System’s new TSR-1 provides a simple method
of adjusting sprinkler heights. it is no longer necessary to dig up
the entire head and swing-joint assembly to gain or lose a few

The Olson TSR-1 Threaded Sprinkler Riser fits between the
swing elbow and the sprinkler head. When the sprinler is rotated,
the head will be elevated or lowered by up to 3 inches

L 4 10910 Wheatlands Ave.
Santee, CA 92071

619 562-3100, 800 770LSON
FAX: 619 562-2724

trim

straighter cuts

West Coast
HLS Industries Precision Hedge Corp.

USE READER SERVICE #75

*Sweeps clippings
off theshrub as you

* Allows you to see
where you've trim-

med for neater,

*Mounts easily on
any model hedge trimmer

800-HLS-2510

Dealer Inquiries Welcome

JUNE 1994 o

*Sharpens hedge
trimmer blades in
minutes

*Easy to use, on the
job or in your shop
*No need to disas-
semble trimmer pri-
or to sharpening

East Coast

800-756-HEDG
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1994
PENNSYLVANIAS
PLANT SHOWS
Sponsored by Pennsylvania Nurserymen’s Association

ooting for your success

* Access Quality Products
* Network With Suppliers
* Maximize Buying Power
* Boost Productivity
« Decision-Making Environment

PANTS PLANTS

?r 26-28, 1994 August 17-18, 1994
alley Forge Convention Center Pittsburgh Expo Mart
ng of Prussia, PA Monroeville, PA

FOR MORE INFORMATION

Call (717) 238-1673

: Pkt ke



Association News

(continued from page 18)

view of regulations affecting the industry.

The 34-page report outlines hazardous mater-
ial issues such as classifications, placarding
and marking requirements and loading and
unloading rules, as well as federal motor carrier
safety regulations such as reporting incidents
involving accidents and hazardous spills.

The DOT Guide costs $25 for PLCAA
members and $40 for non-members.

In other news, PLCAA hired Cris Shue as
membership coordinator. Shue, a graduate of
the University of North Carolina at Wilming-
ton with background in sales and administra-
tion, replaces Karen Weber who became
director of communications.

Deadline for the 22nd annual Professional
Grounds Maintenance Awards applications is
Aug. 5. The awards recognize excellence in
12 categories of landscape design and
construction, according to the Professional
Grounds Management Society.

Landscapes entered in the competition must
be at least four years old and under the
applicant’s continuous maintenance for at
least two years. Categories for the competition
are: industrial or office park; condominium,

apartment complex or planned community;
hotel, motel or resort; amusement or theme
park; park, recreation area or athletic field;
school or university grounds; government
building or complex; shopping area; hospital
or institution; small site (budget under
$80,000); residential landscape; and ceme-
tery or memorial park.

Entries must be submitted to the Professional
Grounds Maintenance Awards, in care of
PGMS. Awards will presented during the
association’s annual meeting in November.

The Associated Landscape Contractors

of America has pegged Aug. 19 as deadline
for receiving Exterior Landscape Award ap-
plications, and July 1 for Interior Landscape
Awards. Entries should be submitted to ALCA.

In other news, ALCA released a revised
“ALCA Publications Catalog” featuring
more than 50 publications for the green
industry. They include manuals on topics
ranging from improving financial performance
to creatively training employees.

ALCA also released its “1994 Who’s Who
in Landscape Contracting” membership direc-
tory, which lists addresses and phone num-
bers of interior and exterior landscaping
firms, and cross-references members by spe-
cialty and geographical area.

IN BRIEF...The Georgia Turfgrass
Association plans to offer a Pesticide
Management in Compliance with the Law
workshop July 14 at the Gwinnett Technical
Institute, Lawrenceville, Ga. The workshop
covers worker protection and safety training.
It costs $50 for GTA members, $75 for
preregistered non-members and $80 on-
site..The Oregon Association of Nursery-
men named Miles McCoy garden project
coordinator to direct development of a
world-class botanical/display garden in the
Willamette Valley. McCoy will work with
the Oregon Nurserymen’s Garden
Foundation to raise an estimated $15
million needed for the project...The
Pennsylvania Nurserymen’s Associa-
tion released “Recycling and Resource
Conservation: A Reference Guide for
Nursery and Landscape Industries,” which
contains comprehensive articles on
composting landscape debris and using
fertilizers and pesticides... The National
Arborist Association released a tree care
training video, “Ropes, Knots and Tree
Climbing,” covering new techniques for
using carabiners and other equipment, as
well as some basic instruction. More
information can be obtained by contacting
NAA, 800/733-2622. .

The WIIZZR:
ERATOR

Tested by Lawn Care Professionals!

High Productivity!
» Aerate up to 28,000 square feet per hour
» Aerate up to 10 average yards per day

THE TURFCO AERATOR is designed to specifically meet
the needs of today's commercial lawn care and rental users. A
rugged, one-piece frame, external drive components, and an
industrial grade engine make THE AERATOR a machine that
stays on the job.

Low Maintenance!

» Heavy duty side & front bumpers

» Choice of B&S or Honda engine

» Drive chain is protected from
cores and soil

Features:

» Drum style front wheel for easy turns

» 20" aeration width for higher productivity

» 3/4" tines for removing cores

» 3.5 HP B&S Ind. Plus or 4 HP Honda engine

» Operating speed up to 260 feet/minute

» Heat treated, sealed, and fully-enclosed
drive chain

» Most service parts available locally

Low Maintenance and High Productivity with The Turfco Aerator

Call for more information

TURFCO MFG, INC.
Phone (612)785-1000 « Fax (612)785-0556
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Mother Nature severely tested
NuStar before its discovery.

Jacklin Seed Company found the mother plant of its NuStar Kentucky bluegrass in the unlikeliest
place — a roadside in eastern Washington 40 miles from civilization. An environment so arid
that less than ten inches of precipitation fell each year. NuStar was green — all other plants
around it were brown from drought.

After years of official testing at Rutgers University, NuStar passed with flying colors.
In fact, this moderately dense, dark green bluegrass ranked in the top ten out of
228 varieties in overall turf quality during the Rutgers trials. NuStar
received top marks against powdery mildew and summer patch, plus NU 2 AR
excellent resistance to leafspot, melting out and leaf rust. NuStar also JACKUN GREEN SEAL QUALITY

. . let KENTUCKY BLUEGRASS
scored high against wilting due to drought.

For impressive turf performance under your toughest conditions, insist on NuStar from Jacklin's.

JAGKLIN

Seed Company
5300 West Riverbend Avenue * Post Falls, Idaho 83854-9499 ¢ Phone 208-773-7581, 800-688-7333, Fax 208-773-4846
© 1994 Jacklin Seed Company
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THINGS THAT DON’T WORK

WELL TOGETHER.

THINGS THAT DON’T WORK
WELL TOGETHER.

Some things just aren’t meant
to go together. For example, base-
balls and windows, Bush and broc-
coli, postal delivery persons and
dogs. No matter how hard you try,
they just don't fit together.

On the other hand, some things
are meant to go together: beer and
pretzels, football and Thanksgiving,
peanut butter and jelly, kids and
puppies.

When it comes to disease con-
trol on turf —especially brown
patch, leaf spot, dollar spot, and
summer patch— there are two
products that go together pretty
well, too.

Diseases Controlled By A
Tank Mix Of
Banner And Daconil 2787.

Anthracnose
Brown Patch
Copper Spot
Dollar Spot
Gray Snow Mold
Leaf Spot
Pink Snow Mold
Powdery Mildew
Red Thread
Rust
Spring Dead Spot
Stripe Smut
Summer Patch

So well, that it’s as if they were
almost created to be used in a tank-
mix combination: Banner® and
Daconil 2787°

Because when used together,
these two remarkable products pro-
vide even more remarkable results.

Such as:
* Broader control

» Longer control
* Lower rates

Banner and Daconil 2787, when
used at their lowest labeled rates,
provide excellent control of all
major diseases (except Pythium)
on a 14- to 21-day program.

Better control, in fact, than
you can get with the highest rates
of either when used alone.




These low rates minimize the
amount of active ingredient applied
to the turf, yet provide both longer
disease control and a spectrum of
control that would not have been
possible otherwise.

Because this tank mix offers
two different modes of action,
there is less chance of disease
recurrance. It also minimizes the
development of insensitivity.

And the results are based on
extensive research conducted all
across the country.

Tank mixing Banner and
Daconil 2787 can let you stay ahead
of diseases —while you use the low-
est labeled rates for cost efficiency.

If disease becomes established,
you often have to throw a lot of
money at the problem to make it
go away. Many times, using a lot
of different individual products to
control the various diseases.

Using a preventive instead of a
strictly curative approach to disease
control has several advantages,
including healthier, better-looking
turf that has not been weakened
by disease.

This alone is reason enough to
try a Banner plus Daconil 2787
tank mix to prevent disease from
ever getting a foothold on your turf,
And it’s available for both golf
courses and professional lawn care.

This tank mix is so economical
and effective, it makes taking a
preventive approach to controlling
turf diseases totally practical. Even
on a tight budget.

In fact, so practical, we’re sure
you'll believe as we do that Banner
and Daconil 2787 applied in com-
bination are the greatest thing since
sliced bread (and butter! ).

wp

CIBA IS THE PROUD SPONSOR
OF THE GCSAA
LEGACY SCHOLARSHIP AWARD.

THINGS THAT DON’T WORK
WELL TOGETHER.

Who would have thought this combination would revolutionize
the fight against brown patch and dollar spot? Yet a tank mix of
Banner® and Daconil 2787 at their lowest rates, will give you super-
jor control. More than either fungicide can alone at their highest
rates. And with longer residual. Which means brown patch and dollar
spot won't just go away. They will stay away.

©1994 Ciba-Geigy Corporation, Turf and Ornamental Products, Box 18300, Greensboro,

NC 27419. Banner is a registered trademark of Ciba-Geigy Corporation. Daconil 2787 is a
registered trademark of ISK Biotech. Always read and follow label directions.
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COVER STORY

Driven

To Succeed

David Snodgrass evolved Dennis’ 7 Dee’s Landscaping Inc., spun off a brother’s garden
center; into a dynamic enterprise based on the belief that clients deserve to be surprised
by service beyond their expectations.

By Cathy Hoehn

\
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EVEN FAMILIES NEED to go their separate ways once
in awhile.

When David Snodgrass spun a landscaping firm of fhis
olderbrother Dennis’ garden centerbusiness, it wasanact
of independence and subtle ambition that trademarks the
40-year-old president of Dennis’ 7 Dee’s Landscaping
Inc., Portland, Ore.

“1 wanted to start my own business. I thought I could
take the landscaping division somewhere,” he said.

And that he did. Beginning in 1977, he slowly bought
out the residential design/build division—which contrib-
uted $70.000 to total annual revenues — of his brother's
garden center, Dennis’™ 7 Dees Nursery Inc., and grew it
into analmost $5 millionenterprise that includes residen-
tial and commercial lawn and landscape maintenance,
irrigation and color rotation.

David became partners in Dennis’ 7 Dees Nursery in
1977, in charge of landscaping. He soon realized that

running a landscape business requires a different type of

setup, focus and organization than a garden center. After
alitle prodding, Dennis agreed to let him divide itinto a
separate company.

“I got my enthusiasm and optimism from my dad.
They're what have helped me grow the com-
pany,” David explained. *Dad started a nursery
business with all the kids in mind. He dreamed of
all of them owning nurseries.”

ALL IN THE FAMILY. David’s grandfather, Ber-
nard Esch, started a one-man lawn care company
in 1927. His grandmother opened a rhododen-
dron nursery shortly thereafter.

“When Bernard went out to mow lawns and
take care of clients” yards, he would sneak some
heads of rhododendrons and give themto his wife,
and that’s how they started propagating rhodo-
dendrons,” David said.

David’s father, Robert, bought the nursery from
his parents in 1946 and raised his family on the
property, located inthe heart of Portland. “He built
our home on that property. It was about a 4-acre
nursery. That was our growing-up environment.”

Robert opened a garden center in 1947, at
which time he named the company 7 Dees, after
his seven children whose names all began with the
letter D.

Well, except for one.

“They named Daryle and Dennis, then John
Drake. I'm not sure how far they got down the
chain before they decided to name the company
after the kids, but they had to go back and change
John’s name to Drake.”

Theother Snodgrass family members are named
Dan, Dean and Drew.

In 1974, Robert sold his two 7 Dees garden
centers (he had opened a second location across
town a few years later) to the two oldest sons,
Dennis and J. Drake. Both companies — Dennis’
7 Dees Nursery Inc. and Drake's 7 Dees Inc.,

David Snodgrass' 12-acre nursery provides
Dennis’ 7 Dees Landscaping with ready plant
stock. Photo: Steve Cridland, Portland.
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DENNIS’ 7 DEES
LANDSCAPING INC.

HEADQUARTERS: Portland, Ore.
FOUNDED: 1977 by David Snodgrass
The company diverged from Dennis’ 7 Dees Nursery Inc.
OWNER: David Snodgrass, president, owns 40 percent;
Dean Snodgrass, vice president in charge of operations,
owns 30 percent; Drew Snodgrass, vice president in
design/build sales, owns 30 percent.

PRIMARY SERVICES: Residential and commercial
design/build and full-service lawn and landscape maintenance,
including pruning, bed care, color rotation, low-voltage lighting and
irrigation installation and maintenance.
EMPLOYEES: 100 full-time, 160 in peak season
1993 SALES: Just under $5 million

THE CONCEPT: Lead by example. Strive to achieve a level
of service that continually goes beyond client expectation.
PROJECTIONS: Continued growth at 20 percent to 25 percent,
reaching revenues of more than $6 million in 1994.
FUTURE CHALLENGES: Heightening public awareness about
the professionalism of the industry. Convincing municipalities,
home owners and commercial property managers that the lowest
bid is not automatically the best choice for landscape services.

DAVID SNODGRASS
AGE: 40
FAMILY: Wife, Pam
EDUCATION: Studied marketing at Oregon State University.
JOB HISTORY: Became a salaried employee at age nine,
working as a water boy for his father's wholesale nursery. Begin-
ning wages were 5 cents an hour. Has worked
at one family green industry business or another ever since.
AVERAGE WORK WEEK: 50 to 60 hours
EQUITY HELD: Owns 40 percent of this company.
Co-owns with his wife a 12-acre, wholesale nursery.

which also offers design/build, irrigation and lawn care,
still operate in Portland.

David bartered an agreement to buy out Dennis’ por-
tion of the landscape division over time, while involving
two younger brothers, Dean and Drew, as partners. The
agreement included rights to the landscape division’s
equipment and staff. David ran his landscaping business
from Dennis’ nursery facility until it outgrew the prop-
erty. In 1984, he bought the facility where Dennis’ 7 Dees
Landscaping is now located.

Oddly enough, running a landscape business in the
same town as Drake creates little conflict of interest,
claimed David.

“Drake’s business is located on the other side of town.
So, our companies don’t often compete for the same
jobs,” David said. “The only thing we have incommon is
our childhood and ethics. Once we're in the business
world, we're very individualized. I' ve shared my philoso-
phies with Drake sometimes. But he is a competitor.



We're friends and have friendly
competition.”

Dennis’ 7 Dees garden center is
located within a five-minute drive
of David's landscape operation. The
companies continue to exchange
job leads, but the business cross-
over ends there.

“If one of the garden center cli-
ents need service, they come to us.
And if someone comes to us who
just needs to purchase some plants
or sod or whatever, then we turn
them over to the garden center, It
works back and forth,” David said.
“Butwe havetotally different busi-
ness philosophies. He's conserva-
tive; I'm optimistic. So we run to-
tally separate businesses.”

But Davidreinstated family busi-
ness ties when Dean, 37, and Drew,
39, joined the company in 1983.
Dean owns 30 percent of the com-
pany and serves as vice presidentof
operations; Drew, who also owns
30 percent, is vice president in de-
sign/build sales.

David maintains that working
with family can be both challeng-
ing and rewarding; in this case, it’s
usually the latter.

“Ithink our relationships are real
strong. We have good work ethics
andrespect foreach other. Ithink as
siblings during childhood, there is
a certain amount of competition
that exists. That could be a bad
thing to carry into the work envi-
ronment. In our situation, we work
well together. Even when we get to-
gether socially with the rest of the

family, it’s not like we're tired of

seeing each other.”

BUILDING THE BUSINESS. At the
time David took over the landscape
business, that division represented
only a small portion of Dennis” 7
Dees overall services.

“The landscaping portion was
strictly residential design/build
work generated from garden center
customers. “Ttwasdefinitely aland-
scape business, inthatithad trucks,
managers, etc. But it was not a go-
out-and-build business based on
landscaping,” David said.

The new landscaping company
slowly evolved into a full-service
firm as client demand dictated.
“Shortly after our start-up, we be-
ganofferingirrigation in-house, and
then started pursuing commercial
work in about 1980. It was still a
while before we did maintenance.”

Those commercial jobs essen-
tially fell into their laps, David said.
“Westarted pursuing them because
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people would come to us with
projects to bid on. We Kind of got
pulled into it.”

The commercial work, now 25
percentofbusiness, helped balance
thecompany’s workload in the off-
season, since residential jobs tend
tobe more cyclical. “Inresidential,
spring and fall are very busy, and
then summer and winter are slow.
[t's super tough on a company,”
Davidsaid. “The biggest challenge
has been trying to even out the
season. Commercial work has
helped us do that.”

‘In the early
years, it was like
leap frogging. It
wasn’t unusual to
double or even
triple sales.’

Tothebenefitof Dennis’ 7 Dees,
as wellasits competitors, most dis-
tricts in and around Portland require
all new commercial construction

jobs be landscaped and irrigated.

“They've helped our industry a
lot. Whatthey'resayingiswedon't
only want you to landscape your
business, we want you to maintain
itas well. We want it to look good
in the long run. I think what was

happening is that people would
landscape and then not water, so
that after a few years, it wouldn’t
look very good.™

Residential design/build remains
the pillar of the company, about 56
percent of its revenue source. The
maintenance division for residen-
tial and commercial accounts, which
now represents about 19 percent of
business, evolved around 1985,
David said.

The only real difficulty Dennis’
7 Dees Landscaping encountered
inits first five years was keeping up
with demand.

“In the early years, it was like
leap frogging. It wasn’t unusual to
doubleoreventriplesales. Wealso
added employeesat that rate for the
first few years. We went from
$70,000 to $200.,000 the first year.
Then doubled every year for about
three years until we were justunder
$1 million.

“When you get that big it's not
reasonable todouble anymore, Now
we project about 20 to 25 percent
controlled growth.”

David attributes the company’'s
rapid growth to strong, assertive
management and sales teams.

“Our management style is not dic-
tatorial; it'sateameffort. There’sa
lot of potential in this market. We
have to remain organized to continu-
ally increase our sales. Companies
often, when they get to a certain
level, start to see their percentage of
growth dwindle and they settle for
that. They think *We're sitting on
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Dennis’ 7 Dees Landscaping
prides itself on striving to
continually surprise clients with
added service.

top. We’re as good as we can get so
we'll settle for 10 percent growth,’
I don’t think you have to do that.”

Company growth slowed con-
siderably in 1992 when a nation-
wide recessionandaserious drought
burned the area’s landscape indus-
try. “During those two years our
sales were flat. The nation’s
economy was down as a whole,
andOregon had its firstreal drought.
They restricted water use here for
landscaping. Forthe firsttimein 17
years, we lost money. Last year,
sales and profits were flat also.”

This year, business is bouncing
back. "I think there’s pent-up de-
mand because of the restrictions
that kept business away from our
industry. It will probably help us
have a real good growth this year,
Sales are up about 30 percent over
lastyear."”

POTENTIAL GROWTH. David said
continued growth in the next few
years will come only through hard
work and careful planning.

“Even though the economy
seems real strong, there are a lot of
strong competitors in our market,
and we see more coming in. We
can’t raise our prices at all. Our
margins have been about the same
the last two years.”

(continued on page 28)
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THE
SYMETRY"®
ORGANIZATION
OF
MANUFACTURERS

UNILOCK, INC,

Buffalo, NY (716) 822-6074
Brewster, NY (914) 278-6700
Chicago, IL (708) 892-9191
’ 800-UNILOCK

TRENDSET CUSTOM PAVERS, INC.
Redmond, WA (206) 869-1632

PERMA CONCRETE
Los Angeles, CA (909) 653-1187
PAVER SYSTEMS, INC.

West Palm Beach, FL.  (407) 844-5202
Orlando, FL (407) 859-9117
Atlanta, GA (404) 482-6466

METROMONT MATERIALS CORP.
Spartanburg, SC (803) 585-4241

KIRCHNER INDUSTRIES, INC.
Bridgeton, MD (314) 298-9818

INTERPAVE CORP.
Cincinnati, OH (513) 474-3783
INTERLOCK PAVING SYSTEMS

Hampton, VA (804) 723-0774

IDEAL CONCRETE BLOCK CO.
Waltham, MA (617) 894-3200
(800) 444-7287

EP. HENRY CORP.
Woodbury, NJ (609) 845-6200
PA/DE 800 44-HENRY

FENDT BUILDER'’S SUPPLY, INC,
Farmington Hills, MI (313) 474-3211

Ann Arbor, Ml (313) 663-4277
CONCRETE PAVING STONES
Portland, OR (503) 669-7612
CAL STONE

San Francisco, CA (408) 984-8800

BORGERT PRODUCTS, INC.
St. Joseph, MN (612) 363-4671

BARBOUR PAVERS, INC.
Independence, MO (816) 796-3344

BALCON, INC.
Baltimore, MD (410) 721-1900
Washington, D.C. (202) 261-0200

ANCHOR CONCRETE PRODUCTS, INC.
Brick Town, NJ (908) 458-9440

ALAMO CONCRETE PAVERS
San Antonio, TX (210) 534-8821

N

INTERLOCKING
PAVING STONE

U.S. Patent No. 4544305

USE READER SERVICE #50

The Uncommon Courtyard, The Spectacular Streetscape,
The Prestigious Pool Deck, The Distinctive Driveway ...
SYMETRY" offers design potential not previously
available in the paving stone industry.
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Part of David’s growth strategy
entails earning a larger share of the
existing market. “There’s new de-
velopment, but we can’t rely on
thatinthe longrun. Thereis always
potential as we get betterat what we
do to pull business away from our
competitors. Thisis an opportunity
thatcontinually challenges ourcom-
pany to improve.”

He targeted color plantings and
irrigation as the greatest areas of
growth. “Wedoalotofcolor plant-
ing. Ourgoal istobe the recognized
leaders offering better color than
anybody. The secret is to start with
bed preparation, really spend
money to prepare itright,and touse
high quality plants. And then fol-
low up with a really good mainte-
nance program.”

Dennis’ 7 Dees holds an advan-
tage in that David owns a 12-acre
wholesale nursery, run by his wife,
which enables the company to ex-
periment with various plants. “You
have to be good with color, know
what plants are the easiest, which
plantsare the best performers. We've
spent years testing combinations of
various plants.”

Recentstridesinirrigationequip-
ment technology may soon enable
landscapers to afford the installa-
tion of a central irrigation control
center and offer improved irriga-
tion service at a price smaller ac-
counts can afford.

“There was a study that showed
prices on equipment are lowering
so that the water savings will cover
costs in about three to five years.
Who knows? It’s something that is
really coming. It would allow us to
control 1,000 systems throughout
the city of Portland from one cen-

Initially a residential design/build
firm, Dennis’ 7 Dees Landscaping
soon evolved into full service.

tral location. It’s something our
company is looking at.”

The company is also consider-
ing offering interiorscaping. “T've
always thought I was too busy with
exterior work. Butitwould be atie-
in service. It wouldn’t be that dif-
ferent. I don’t know if there’s all
that much competition.”

STRATEGIC PLAN. David’s easy-
going management style offsets an
aggressive marketing strategy in
which each employee plays an in-
tegralrole.

“It’s certainly not a dictatorial
styleof leadershiphere. It’sa group
effort. I truly delegate and rely on
all the employees to participate in
running the company.”

The company’s six managers, in
charge of residential design/build,
commercial estimating, mainte-
nance, production, shop and ac-
counting, are given full reign over
their areas of expertise.

“Ifthey haveanideathey wantto
implement, there’s really no ques-
tion. They are given the authority to
go ahead and make that change.
The company has not relied on one
person to make individual deci-
sionstomovedepartments forward.
Really, we have empowered our
management staff. They are loyal
and work very well together.”

Because communication and
teamwork are vital toproviding top
service, Dennis’ 7 Dees focuses on
hiring employees based largely on
personality traits. Technical train-
ing is important but often second-
ary, David said.

“I think you need to hire people
who are like you. For example, I
look back to when I was foreman
and think, what was I like? Then I
look for those characteristics in the
other person. Strong work ethic,
friendly and honest, personable,
things like that. These are qualities

that you can’t teach employees.”
Dennis’ 7 Dees Landscaping has
been staffed specifically forservic-
ing residential design/build clien-
tele, which David contends takes a
special knack.
“We’ve organized and staffed

‘I truly delegate
and rely on all the
employees to
participate in
running the
company.’

ourselves to properly service this
type of client. If we were commer-
cially based, we wouldn’t need that
much support. But when you're
dealing withdesign/build, you need
to be staffed so you can take projects
througheach phaseandstill beable
to back up your guaranteed turn-
around time. We have a staff of 31
people in office support. In a typi-
cal company that would be super
top heavy. Butit’s required for our
type of work.”

CENTRALIZED SERVICES. The
company’s claim to fame is guar-
anteed quick estimating and design
time, according to David. The key
is a specialized system for selling
and estimating residential jobs in-
volving design/build.

“Our goal is to have a seven-day
turn-around. That’s from the time
theclientcallsintothe final presen-
tation. That’s really fast, especially
in the heat of the season. The way
we candothisisthe system we have
setup— centralized designing and
centralized estimating.”

In this process, the salesperson,
whoisalandscape designerorland-
scape architect, contacts aresiden-
tial client, gathers information and
gives a rough estimate. “Then that
person comes back, creates a con-
ceptual planand reviews the project
with another landscape architect
whosimply provides technical con-
sulting. Then it goes to a draft per-
son who does a preliminary draw-
ing for presentation purposes. (The
company is justbeginning toimple-
ment computer-aided design.)

“Thenthe salesperson steps back
in, completes an estimate, presents
it to the client and gets the client to

accept the budget.

“From there, the draft person
does afinal drawing, which goesto
estimating. That’s where we put
togetherafirm bid. We have a very
closed system forestimating so that
one person estimates every project.
Then the proposal goes to mainte-
nance, and maintenance puts to-
gether a firm bid. The salesperson
gives the final presentation, and if
successful, signs a contract.”

Because of the high degree of
teamwork involved, atight network
of communication is imperative,
David said. “It’s taken a few years
to get to that point. What we've
accomplishedis that the salespeople
and designers are doing what they
dobest. They’re out there talking to
the client, looking for new pros-
pects. Wedon’task oursales people
to be jacks of all trades.”

The overall benefit of this elabo-
rate system is quick turn-around
and consistency between all pro-
jects, he added.

The company limits its design
and build services toresidential cli-
ents. “Forcommercial prospects we
rely on independent landscape ar-
chitects,” he said.

BUSINESS PHILOSOPHY. David
strongly believes in leading by ex-
ample, instilling employees with a
sense of shared openness, effort
and accomplishment.

On a broader spectrum, he sees
opportunity within the industry for
heightening technical proficiency
and general professionalismonboth
a regional and national level. As
presidentof the Oregon Landscape
Contractors Association, he pro-
motes requiring state certification,
and applauds national association
effortsto provide aconsistent land-
scape technician certification train-
ing program.

Inthefollowinginterview, David
shared with LLM his personal busi-
ness philosophies, as well as his
vision for the industry.

Q. What is your business phi-
losophy?
A. | believe I should be an ex-
ample of whatIexpect from others.
My cornerstone philosophies are:
Love your work and focus on qual-
ity. I would hate to compete on any
level other thanaquality level. That
wouldn’t be any fun. Believe in
people — give them the right envi-
ronment, then have high expecta-
tions of them. Accept and commit
to goals.

(continued on page 86)
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improved Seed
For the

21st Gentury...

Turd TVI)B Perennial RVBQI‘ESSBS
Pennant Il, Excel, Wizard

« Shorter & Reduced Growth for Less Mowing

» High Endophyte content for Insect Resistance

» New Standards in Dark Green Turf Color

« Vigorous, Fast Germinating, & Disease Resistant

Turf Type Tall Fescues

Falcon Il, Southern Choice, Marksman,
Starlet, Thunderbird & MVP Blend

« Dwarf & Semi Dwarf Growth Habit Selection

=3 ,6,%:’,“’ g%y»;: « Enhanced Color, Vigor & Drought Tolerance
5 X AR A . « Improvements in Brown Patch Disease

R AN Resistance
‘ « Excellent Results in Turf Quality & Persistence

Elite Bluegrasses
Washington, Haga, Opal

« Elite, Sod Quality Kentucky Bluegrasses
« Premium Results in USDA turf trials nationwide

o 1)_3’;.._;af;_x::?&f«:r:;f?{ﬁ{\f; g Fine Fescues _
3 “*’Q«x‘?‘g}”%a;m-ﬁﬁa; AN, Vernon Hard Fescue, Eco Chewings
| Fescue, K2 Chewings Fescue

» Add Endophyte
- Tolerant of Shade, Acid & Low Fertility

PO. Box 217 « Forest Grove, OR 97116
(503) 357-2141 * FAX: 3599223 « 1-800-221-7333
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Seed Firms
Struggle to Carve

Specialty

Niches

Turf seed breeders hope pending federal
legislation and increased NTEP trial fees will
enable them to develop revolutionary varieties
despite cutthroat competition.

By Cathy Hoehn

30

LITERALLY DOZENS OF new turf varieties are
introduced annually in the United States, yet ask any
seed developer what's new in industry research and
the response will likely be “Not much.”

The fact is, most seed companies come out with
new varieties each year to maintain a competitive
edge while satisfying purchase-happy consumers.
But behind the curtains, research lab technicians are

SEED R&D

working diligently to cook up revolutionary seed
concoctions foraspecies, variety or variety character-
istic not yet released on the market.

Few, if any, are optimistic that any earthshattering
breakthroughs are just around the corner.

“Frankly, we're not going to see much change in
the next five years. We'll just end up with more var-
ieties,” said Dennis Combs, vice president of Fine
Lawn Research, Lake Oswego, Ore. “*Perennial rye-
grasses and tall fescues especially are dog-eat-dog.
You look at the (National Turf Evaluation Program)
trials, and seeds we're coming out with now com-
pared to last year are not significant improvements.
But in order to continually try to be number one in
NTEP, we keep changing varieties all the time.”

Some developers see the seed industry moving
fromacommon proprietary market intoacommodity
free-for-all in which varieties get lost in the mass.

“1 think we’re about ready to start changing our
tactics a bit. I think we’ll end up with a commodity
market where all varieties are created equal. Unless
you have something extremely unique, we’ll be into
brand labeling rather than variety labeling,” Combs
said. *“Ten years ago companies were making quan-
tum leaps inimproving varieties. Now it's very diffi-
cult to single yourself out from the pack.”

Seed developers partially blame the lack of diver-
sity in recent research on the extensive amount of
time, money and resources needed. But they also
pointto loopholes in the Plant Variety Protection Act
— alaw enacted to prohibitacompetitor from selling
another firm's variety or using the variety’s name on
itsown product— which failsto prevent the competi-
tor from using the original developer’s research and
technology to produce and market a slightly altered,
less expensive variety under its own name.

Other seed developers shrug off the legislative
loophole as a standard in the industry. Those frus-
trated by it, however, curse the Oregon Seed Trade
Association’s decision not to endorse a proposal
standing before Congress that would amend the PVP
Act to require competitors to pay royalties to seed
breeding firms for research used.

In other efforts to slow the proliferation of “me-
too” varieties, NTEP trial officials a few years ago
hiked the annual fee for submitting new varieties to
$2,000. They also attempted to prevent research
pilfering by eliminating the requirement that varieties
submittedinthe trials mustbe reviewed by otherseed
firms, in addition to being monitored by a university
or public agency.

“That’s been a big sticky wicket in the national
program. I come up with a phenomenal product and
my competitors getto see what I'm doing. We object
to the competition taking our variety and rating it. It's

Test turf plots allow breeders to experiment to
produce enhanced characteristics. Photo: Seed
Research of Oregon.
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hard for them to be objective,” said
Steve Tubbs, general manager of
Turf Merchants Inc., Tangent, Ore.

Another concern of seed devel-

opers is the increase in “varieties
not stated,” which are those acom-
pany, usually due toasurplus, wraps
in generic packaging and often
markets at alower price. The result
is that buyers find the “generic”
type works as well as the brand
name product they used to buy, so
they want it again the next year.

“Itmay appeartobe areal advan-
tage to end-users. But the long-
term effect is that it encourages
some good growers, particularly in
Oregon, to get out of seed produc-
tion because they can’t make any
money at it,” said Art Wick. vice
president of seed research and de-
velopment for LESCO, Rocky
River, Ohio.

Despite the intense competition,
seed developers keep pumping out
new varieties as fast as their bud-
gets will allow.

LAWN & LANDSCAPE MAINTENANCE
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*Quite a few entities have their
own research and development
groups working on the same kinds
of projects. That's actually good
becauseitgivestheresearchers mea-
suring stickstodetermine how good
their work has been and incentive
to go after somebody else to im-
prove the product better than they
have.” Wick said.

FOREIGN INTERESTS. Two no-
table trends—foreign competition
and both foreign and domestic ac-
quisition— though seen as a threat
by some, may infuse the U.S. seed
industry with much-needed re-
search dollars and resources.
Seeddevelopers disagree wheth-
er foreign interest stirs or deflates
market potential for U.S. firms.
Foreign-owned companies with
deeper pockets, broader research
bases and ready access to new se-
lections of species hold an undeni-
able advantage, according to Don
Herb, manager for Barenbrug
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U.S.A., Tangent, Ore., the com-
pany that bought Normark about
four years ago.

“It really helps to have some-
body overseas with all those divi-
sionsindifferentcountries. It gives
usdepthinbreeding,” he said. “We
pull parenting plants from all over
the world and bring them together
at one or two breeding stations. It
allows us to bring new, exciting
characteristics to plants thata lot of
breeders in the United States prob-
ably don’t have.”

Kenny Hignight, plant breeder
for Advanta Seed West, Albany,
Ore., a firm now owned by Hol-
land-based D J. Vander Have Corp.,
said Advanta’s overseas counter-
parts enable the company to access
germplasm that improves and ex-
pands its turf breeding base in the
United States. “We draw from 30to
45 different countries all over Eu-
rope and Asia. Not all the benefits
are recognized yet,” he said.

AnotherU.S. company, Interna-

tional Seed, was purchased by Van
Englan, a Netherlands-based firm,
and was then boughtout by Zebeco
Caden B.V.. Van Englan’s parent
company, about one year ago.

Meanwhile, private U.S. firms
struggle to carve specialty niches
that allow them to stay atop of the
national trials long enough to re-
coup breeding costs, Herb said. “A
new variety is only good for fouror
five years. A lot of private U.S.
breeding companies are having
budgeting problems. Some of them
are probably going to have to
downsize a little.”

Combs concedes that trying to
produce a new species or variety
stresses hiscompany's budget. Fine
Lawn Research’s latest research
endeavor, Super Nova poa supina,
a little-known species in the blue-
grass family introduced in the
United States about four years ago,
has kept the company on a finan-
cial tight rope.

(continued on page 34)
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FINALE. KILLS WEEDS
IN 1 TO 4 DAYS.

Seeing dead weeds proves its effective

control. Finale" gives results in as few as

1 to 4 days, versus the 7 to 14 days

required with Roundup.” So why wait
when you can use Finale?

{

Fast and Effective Weed Control
3 Days After Treatment

Bermudogros

. RoundUp . FINALE

Source: Hoechst Roussel Agri-Vet Company Field Study 1993
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FINALE. EFFECTIVE BROAD
SPECTRUM CONTROL.

A nonselective herbicide, Finale provides
effective control of broadleaves, grasses,
sedges, and woody species.

Bermudagrass
Control

4 Days After
Application
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FINALE. ECOLOGICAL FEATURES.
Finale degrades rapidly* in the soil into
naturally occurring compounds. It has
no soil residual activity and there is no
root uptake.

FINALE.

BECAUSE RESPONSIBLE
VEGETATION MANAGEMENT
INCLUDES THE ENVIRONMENT.

Hoechst
Roussel A

* Under natural conditions the half-life of Finale insoil and water (1IXT50) 15 between
7 and 20 days, depending on temperature, aerobic conditions and microflomn

Follow label directions carefully. Roundup is o registered trademark of Monsanto
Campany. Finale is a trademark and the name and logo HOECHST are registered
trademarks of Hoechst AG. The name and logo ROUSSEL are registered trademark
f Roussel Uclaf S A

Marketed by Hoechst-Roussel Agri-Vet Company
Somerville, NJ O8876-1258 1944



Seed R&D

(continued frompage 31)

“Poa supina will cost us more
than half a million dollars. Maybe
$750,000. It may cost $250,000 to
get the zoysias to market. I can’t
look at too many new ideas right
now. I can’t afford the ones I'm
doing,” he said.

Contrary to Herb’s prediction
about American companies down-
sizing, however, domestic acquisi-
tions have actually been increasing
in recent years, giving those firms
added advantage.

Turf Merchants, for example,
was acquired by Warrens Turf Inc.,
Suisun, Calif. “When Turf Mer-
chantsbecameapartof the Warren’s
group in 1992, we significantly im-
proved our position in the elite
Kentucky bluegrass market by in-
heriting some top performing new
varieties. We also improved our
ability to produce and process them
through our new sister company,
Davenport Seed,” Tubbs said.

In the same vein, Medalist
America, formerly NK Medalist
Turf, was purchased by members
of the Jacklin family (whoalso share
a vested interest in Jacklin Seed).

PRODUCT SPECIFICS. Each seed
developercombats competition by
trying tomaintainanedgeinits spe-
cific specialty areas. Every species
has at least one or two characteris-
tics that need improving, they say.

Overall, perennial ryegrasses,
Kentucky bluegrasses and tall fes-
cues are closest to peaking in vari-
etal improvements. Tall fescues,
particularly, have maxed out in
achieving darker color and finer
leaf texture, according to Ronnie
Stapp, senior vice president of seed
operations for Pennington Seed,
Madison, Ga.

“Ourcompany believes youcan’t
go much further in dark color than
wearerightnow. There’s alsoonly
so much progress we can make in
leaf texture on tall fescue without
losing the good characteristics that
we have, like drought tolerance and
wear tolerance,” he said.

Focus throughout the industry
remains on improving drought tol-
erance, insectand disease resistance,
reduced top growth and density
among most seed varieties.

“Improvements will have to be
made in the areas of disease toler-
ance oravoidance, and/or any other
things that can be genetically engi-
neered for improved root systems
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orfeatures of that type,” Wick said.
“At least we already have slower
vertical growth rate bred into some
varieties, so they don’t grow quite
asrapidly.”

Steve Johnson, president of In-
ternational Seed, Halsey, Ore., said
slower growthis sometimes adetri-
mental trait for a variety. “This can
be a problem for end users who,
because of the time constraints
and/or lack of access toequipment,
plant grass under less than ideal
conditions. To address this issue
we are working on creating variet-
ies that combine rapid, easy estab-
lishment and lower growth habit.”

BLUEGRASSES. A prominent area
of experimental work in Kentucky
blues is using endophytes to de-
velopinsectresistance comparable
totall fescues. Test plots at Rutgers
University have yielded disappoint-
ing results thus far, according to
Virgil Meier, seed research mana-
ger for O.M. Scott & Sons, Marys-
ville, Ohio.

“We believed that research
wouldbe areal breakthrough. Right
now, the plots show a little resis-
tance to billbugs. It would be a real
help if they resisted ginger bugs
and grubs,” he said.

Seeking improved disease resis-
tance seems a common theme
among bluegrass developers. “We

have about as dark green as anyone
would ever wantto have. It’sreally
down to a disease aspect of yield.
We’re also looking at heat toler-
ance in the southern transition
zone,” Wick said.

Advantahopestodevelopahigh
quality bluegrass with good seed-
ing capability. “It’shard to gethigh
quality with good seeding ability.
It’sthe same foreveryone. It will be
a breakthrough when someone
finds that,” Hignight said.

Pennington Seed plans to enter
the bluegrass market for the first
time this year with Blue Star, a
blend grass which begins produc-
tion this year and will be available
commercially next year. “We are
acquiring more business in the
northern part of the country. We
neededagoodbluegrass formixes,”
Stapp said.

Doug Brede, directorof research
for Jacklin Seed, Post Falls, Idaho,
continues working to develop a
Kentucky bluegrass variety that
combines winter green with elite
summer performance.

“These grasses have outstand-
ing summer performance, outdo-
ing all other bluegrasses in density
and quality during the midsummer
period. But because of their north-
ern genetics, these grasses gointoa
deep summer slumber. As winter
approaches, they turn completely

ENFORCING SEED

PROTECTION LAWS

OREGON APPEARS TO be cracking down on perpetrators who vio-

late seed protection regulations.

Emerald Commodities Inc., an East Coast grass seed grower and deal-
er, received a $15,000 civil penalty for misrepresenting Titan proprietary

tall fescue as Wrangler.

The Oregon Department of Agriculture determined that the dealership
misrepresented about 80,000 pounds of Titan on the East Coast. The
ODA, which turned the case over to the state Department of Justice, be-
lieves the dealership was attempting to avoid paying royalty payments
to Smith Seed, Albany, Ore., which owns rights to Titan.

The case is one of the first involving the grass seed industry ever
handled by the state Department of Justice, according to Bob Hawkes,
administrator of the ODA’s Commodity Inspection Division.

“We have put the word out to the seed industry that we are going to
be turning these types of things over to the Justice Department, because
they can get after it to a greater extend than we can,” Hawkes told Capi-

tal Press, alocal newspaper.

Seed developers welcome this type of news.

“Finally state agencies are getting a little tougher; not turning their
heads the other way on people that don’t follow the rules,” said Art Wick,
vice president of seed research and development for LESCO, Rocky
River, Ohio. “That’s a welcome change. It’s tough to compete against
people that are following a practice that is not acceptable and getting

away withit.”
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off-color and go essentially dor-
mant,” he said.

Jacklin plans toconduct second-
yeartestingonits line of year-round
bluegrasses in 1995.

Turf-Seed Inc., Hubbard, Ore.,
claims to be a “couple of years
away” from introducing a “new-
genetype Kentucky bluegrass,” said
Tom Stanley, marketing manager.

Cascade International Seed Co.
Aumsville, Ore., and Jonathan
Green & Sons, Farmingdale, N.J.,
plan to jointly release three Ken-
tucky bluegrass varieties in 1994,
including an elite variety suitable
for sod, a medium dark, broad-
bladed variety and amedium green
type withnarrow leaves. Lofts Seed,
Bound Brook, N.J., and E.F. Bur-
lingham & Sons, Forest Grove,
Ore., as well as other companies,
also plan Kentucky bluegrass re-
leases this year.

RYEGRASSES AND FESCUES. Pe-
rennial ryegrass joins tall fescues
and Kentucky bluegrass in topping
the list of turf types that have about
peaked in terms of improvements,
according to breeders.

“Ryegrass is approaching a pla-
teau in improvements. New im-
provements will be in small incre-
ments,” Wick said. New varieties
offersuchcharacteristics asincreased
resistance to dollar spot and red-
thread diseases, fine texture and
semi-dwarf growth habits.

E.F. Burlingham & Sons;
LESCO; Seed Research of Oregon;
Cascade International, inajoint ef-
fort with Jonathan Green & Sons;
and Pickseed West, Tangent, Ore.,
among other companies, continue
to brave the varietal tide in their
efforts to offer the lowest growing,
darkest, hardiest, lowestmaintenance
ryegrass varieties. Burlingham
claims the corneron hardiness, Seed
Research boasts seedling vigorand
Barenbrug insists it offers the most
persistent ryegrass types.

Tall fescues, despite the on-
slaught of varieties, still offer sig-
nificantbreeding challenges. Thus,
seed developers predict competi-
tioninthat market will remain strong
for at least a few years.

Mike McCarthy, director or re-
search for Burlingham, reported
there is no longer a surplus of tall
fescue, and that there could actually
be ashortage this year. “It’s hard to
tell thisearly inthe season,” he said.

Advanta Seed intends to reduce
top growth for lower mowing and
less watering of tall fescues, and
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cultivate deeper roots for drawing
fromunderground reservoirs. Com-
panies offering tall fescues aim for
lower-growing dwarf varieties,
which unfortunately appear to be
susceptible to brown patch.
“We're studying that. The com-

plication is that the pathogens vary
by region. We might see a break-
through in fourto five years. We're
also searching for resistance to
brown patch and pythium in tall
fescues,” Hignight said.
LESCOisscreening tall fescues

':‘-t“
4 el

for pythiumand brown patchin the
Southeast. “Lower native pHs exist
in Georgia and the Carolinas, We
hope to bring to the marketplace
tall fescues that withstand those
combined stresses and survive bet-
ter,” Wick said.

Seed researchers try to discern
what characteristics turf species
will uphold under varying
conditions. Photo: Jacklin Seed.

Cascade International and
Jonathan Green are offering niche
varieties, from including transi-
tional types for overseeding “to
more persistent varieties that per-
form comparable to tall fesuce in
summer,” said Steve Witten, plant
breeder.

Barenbrug planstolaunchafine-
textured, low-growing turf-typetall
fescue for northern turfs that re-
quires little maintenance. Future
plansinclude marketing aturf-type
tall fescue that repairs itself.

“Rightnow, none of them repair
themselves very well. We're look-
ing for one that will produce rhi-
zome. We have not obtained that
goal yet, but we have varieties in
the pipeline rightnow thatare look-
ing better. I'mnotsureif we haveto
go to genetic engineering right
now,” Herb said.

In other areas, Seed Research of
Oregon claims to offer one of the
few, if not the only, blue fescue.

Without
advertising,
a terrible
thing
happens...

To advertise in LLM
call 1-800-456-0707.
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Rugged?
Precisely!

Gandy spreaders, rollers and core
aerators are built to last. Stainless
steel metering systems in all spread-
ers assure precise application of
granular materials and seeds. For
rollers, grease fittings are located on
each, replaceable axle bearing.
Independent aerator wheels on 3-
point hitch aerator are spring loaded
to keep constant contact with turf
for full aerator depth.

Every unit produced by Gandy
proves that good, old-fashioned
quality still exists. Call us at 507-
451-5430 or 1-800-443-2476.
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IT'S GANDY
528 Gandrud Road, Owatonna, MN 55060
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“It’s very blue, much like sheeps
fescue. There are blues for orna-
mentals. We’ve pulled that charac-
teristic into the turf market. Our
blue fescue will be available in the
fall,” Lynch said.

Zajac Performance Seed, North
Haledon, N.J., offers a number of
new fine fescues billed to provide
brown patch resistance, adaptabil-
ity, dark green color, density, fine
texture and other qualities.

LESCO is emphasizing endo-
phyte contentand screening forim-
proved red thread and pink snow
mold resistance in sheeps and hard
fescues. “Oursheeps fescuerelease
this fall is a greenish-blue selec-
tion,” Wick said.

A number of companies offer
salt-resistant turf varieties. Turf-
Seed’s salt-tolerant slender creep-
ing fescue is geared for use on the
East and West coasts and in north-
ern regions where salt is used on
roads and parking lots to melt ice.
The company also plans to release
a chewings fescue for Northern
shady mixes. Seed will be available
in limited quantities this fall.

Quick establishment is the mar-

SEED SELECTION

WITH ALL THE varieties available on the market, how does a turf manager know which turf seeds to buy?
Look at the national and state trial results, and work with a trustworthy supplier, say seed developers.

“I would encourage them to use (National Turf Evaluation Program) trials, but only look at states reporting
data within their geographical area. Particularly on the first page or two of the trials on how the researchers
maintained their plots,” said Art Wick, vice president of research and development for LESCO, Rocky River,
Ohio. “Let’s say a guy mowed at 4 inches and didn’t water all year. Another guy mowed 1 1/2 inches and
watered to prevent wilt. They're not comparative trials.”

Wick also recommended seeking out state trial results. “Some states don’t bother reporting data. I would
look to them for their data on trials,” he said.

Dennis Combs, vice president of Fine Lawn Research, Lake Oswego, Ore., has only three words of advice
for turf managers: “Trust your supplier. Nothing else. Don’t be changing horses every time you think you can
get a better deal elsewhere. Your distributor is knowledgeable. He can syphon details you can’t get elsewhere.”

keting point for Advanta’s newest
hard fescue, claimed Hignight.
Other companies are releasing
new varieties of sheeps fescue, hard
fescue and chewings fescue.

ZOYSIAGRASSES. The jury is still
outon how many zoysiagrass vari-
eties the market can bear, Combs
said. “Webelieveit’s a fairamount
because zoysias are very popularin
the Midwest. And thatcanbe a very
big factor. But, then again, we’ve
said that before.”

Many companies are working to
improve seeded zoysias which cost
less, but don’t establish as quickly
as sprigs. LESCO is developing
four varieties of seeded zoysiagrass
that should “have good cold toler-
anceand improved turf characteris-
tics of color and texture over com-
mon types presently available.
We're still a couple years away
fromreleasesinzoysia,” Wick said.

Fine Lawn Research plans to
market two Southern improved
seeded zoysia varieties with limited

availability in the fall. ““We have
the harvest, but we don’t know
what the pounds per acre will be or
how we’ll handle sales commer-
cially,” Combs said.

Pennington Seed continues re-
searchonimproving seeded zoysias
and St. Augustine. “Our company
expects seeded zoysia varieties in
the next three years,” Stapp said. m

The authoris Senior Editor of Lawn
& Landscape Maintenance maga-
zine.

PHOTOREALISTIC
LANDSCAPE IMAGING!

ImageScapes isthe only Windows,
PC-based landscape design system on
the market that utilizes the Bissett Nursery
Horticultural Database of 1000 life-like,
photographic images. This proven, user-
friendly system has been hailed "easy-to-
use" and "affordable” by some of the
largest landscape firms and nurseries that
have made thousands of dollars using it!

Free Training
Free Support

L

From an unlandscapedimage .
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QUALITY,
DURABILITY,
AND SIMPLICITY

MADE IN US.A

Designed to put the power of a 2 man” in the hands of
one. Operator fatigue is minimized as torque kick-back
is all but eliminated by the unique right-angle drive design.
Three handle bar positions give the operator freedom to
dig up against walls, buildings, or fences, and make it
easier for transporting the unit from job to job. A choice
of three auger styles ranging from 2 inches in diamter to
12 inches, is available for the best results in certain soil

conditions.

__ for complete information please write, call or fax to. ..
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25010 E. 5th St., Unit B, San Bernardino, CA 92410

P.O. Box 917, Highland, CA 92346
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Show insects
Y
it’s not
(33
their turf.

Introducing NEW ASTRO" Insecticide. For information about new ASTRO Insecticide, contact your

Home owners and lawn maintenance people take great  'awn chemical supplier or you can call 1-800-528-8873.
pride in their houses, lawns and the overall look of their ~ Consult the label for complete use and application
landscape. instructions and precautions.

They spend their hard earned money to purchase and
keep their property beautiful and they don't want anything to
damage it. That is why new ASTRO Insecticide was
created... to show lawn and ornamental insects that it's not Another FMC Advantage!
their turf! ASTRO and the FMC fogo are trad 'cjxegrs.:a%:;o;pomm

New ASTRO offers many important advantages: —_——— e — — — — — —

« Excellent control of 48 different damaging turf and l

ornamental insects. SEND FOR A FREE INFORMATION PACKET!

« Virtually no odor problems or phytotoxicity to lawns | ;}:;;f,’i’,’ffz o ,‘;,"S’j.ﬁjjj’,, i .
or ornamentals. l [J YES 1'd like an information packet ;Mc
« An EPA “non-restricted use” label. |
» No need for applicators to placard their trucks under
new D.O.T. regulations. |
+ Very economical insect control. |
So protect your turf!
Compare these features and benefits against the lawn |  Please take just a moment to answer the following questions
I
I
I
I
|
]

[J Please have my FMC representative contact me

Just send us your personal or business name, full address and phone number to
FMC INFORMATION PACKET
P.O. Box 16170
St. Louis, MO 63105-9713

{ vou prefer may

1-800-528-8873

and ornamental insecticides you are using now, and you will WHAT INSECTS DO YOU TREAT MOST OF TEN?
see that new ASTRO offers you a great combination of plant
safety and insect control at a price that helps you truly show
insects: It's not their turf!

WHAT TYPE AND SIZE OPERATION DO YOU HAVE? (Check appropriate boxes
[ LANDSCAPE CONTRACTOR ] LAWN CARE OPERATIONS

) COMMERCIAL GROUNDS MAINTENANCE [ SOD FARMING

[J OTHER (Piease specify)

NUMBER OF EMPLOYEES A3
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Introducing Roundup® Dry Pak — a water-
soluble granular formulation in premeasured
packs (25 per box). These handy little packs
are convenient to store, ration out, carry and
use. Just pour in one pack for each finished
gallon of spray solution you want, then fill
with water.

Roundup Dry Pak measures faster, easier
and with more accuracy than liquid herbi-
cides — saving you time and reducing waste.
It also eliminates the mess of measuring
liquid herbicides. As a result, Dry Pak poses
less risk of exposure. If any of the granules
would spill, they’re simple to clean up.

So if you thought regular Roundup gave
you great peace of mind, just wait until you
try Roundup Dry Pak. It provides the beauti-
ful results and environmental profile that
made Roundup the most trusted herbicide in

\

i
:
)
.
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Same great weed control of Roundup;
now in premeasured packs.

the world. Plus, it’s packed with a lot of extra
benefits, just for good measure.
To find out how Roundup Dry Pak can
add convenience to your program, call
1-800-332-3111. P

Water Soluble Granule
. Heicdeby Monsanto

ALWAYS READ AND FOLLOW LABEL DIRECTIONS
FOR ROUNDUP DRY PAK.

e
o
SO
SO
DO
O
OC
e
OO

Roundup* is a registered trademark of Monsanto Company
© Monsanto Company 1994
IND-47084 1/94
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LAWNMAINTENANCE profes-
sionals have increasingly turned to
mowers that offer mulching op-
tions for at least two good reasons.

Oneisthatthey provide an alter-
nativeto landfilling grass clippings,
since an Environmental Protection
Agency directive will ban yard
waste from landfills nationwide by
1996. Many states already prohibit
it, The other is that it cuts labor and
equipment costs, as well as eli-
minates landfill fees.

Different schools of thought ex-
istontheeffectiveness of mulching
mowing systems. Maintenance op-
erators and manufacturers of these
systems did concur on one point,
however: Mulching grass clippings
— leaving themon the soil —isthe
direction in which the professional
industry is headed.

DEBATING THE BENEFITS. Ron
Burley, landscape maintenance su-
pervisor at Colorado Landscape
Enterprises, Westminster, Colo., said
amajority of the company’s mow-
ingismulching. “Wecatchtheclip-
pings on about 60 percent of the
grass we cut.”

Hesaid Colorado Landscape was
achieving a 40 percent increase in
productivity, and acomparable re-
duction in the volume of waste
material. Halfof thateconomic sav-
ings he attributed to his crews not
having tocatch the grass; the other,
totheirnothaving to haul clippings
to a master pile, which then has to
be hauled to a disposal facility.

He did not regard mulching mow-
ers, or mulching Kkits and attach-
ments, unduly expensive. “Gener-
ally they'll probably recover their
costin a month.”

Mulching unitsrange incost from
about $3,000 for top-of-the-line,
36- or 47-inch dedicated commer-
cial mowers to $25 for simple con-
version kilts.

Colorado Landscape crews em-
ploy high-lift blades, which Burley
compared to “Bobcat blades.” These
enable crewstoconvert theirmow-
ers to mulching capability.
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LCHING MOWERS

“A lip on the back side of the
blade floats the grass up into the
deck. Then the grass comes back
down and the blade hits it again. A
blade set up for, say, a 48-inch
mower costs about $20. They goto

something like $30 for a whole set
of blades.”
Butcomplaints from maintenance
companies persist: You can’t mulch
wet grass, mulching decks don’t
chop grass fine enough to drop
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Snapper’s double-cut mulching
system (illustrated above) cuts
grass into extremely fine pieces,
which fall back down into the
turf. The clippings then quickly
decompose into a natural slow-
release fertilizer, according to
the company. Snapper’s NINJA
mulching system (left) double
cuts clippings with each pass of
the blades. The bottom blade
determines height of cut and has
a special air-lift to throw
clippings into the path of the
second blade. lllustrations:

Snapper.

through the live stand into the soil,
dense high-end residential turfs re-
quire removal of clippings and
mulching mowers spew the grass
bits on concrete during slowdowns
or turnarounds,
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Burley cited amounting demand
from clients that clippings be re-
turned to the soil. although most
clients still only require that the
lawns stay healthy and green.

If he's able to keep properties
looking good with a mulching sys-
tem, he goes ahead and does that.
Butaesthetics arearuling consider-
ation. “If the grass is thick enough
towarrantustocatchit, wedothat, be-
cause the mulching would not look
good. We still have the option of
going to the landfills.”

According to Burley, “There are
two benefits of mulching. One, it
saves ustime. and therefore money;
and two, it’s good for the environ-
ment. In that order.”

Going full tilt across adry lawn,
mulching mowers (whether dedi-
cated or retrofitted) do a good job

LAWN & LANDSCAPE MAINTENANCE

By Bob Gitlin

whipping cut grass into fine pieces.
But once you stop — say at a side-
walk, apron or driveway — the
momentum is broken and the clip-
pings under the deck drop out.

“In smaller areas, we catch clip-
pings because of the mess it makes
on sidewalks and bay areas. On the
other hand, in wide open areas,
we ‘re more likely to mulch.”

Yet other factors discourage
mulching.

For instance, cool-season blue-
grass in spring grows at double-
time. Mulching mowers can’t
handle profuse turf — not at the
rhythmof what many maintenance
professionals regard as the stan-
dard mowing cycle inthe commer-
cial industry.

Colorado Landscape waits until
summer dryness sets in and root
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Mulching
Mowers
Clip Costs

For Contractors

Lawn maintenance professionals debate
the benefits of using mulching mowers, but
most agree the savings in labor and landfill
fees alone make it a viable option.

systems godormant, tostart mulch-

ing, a practice Burley favors.
“Mulching does replenish nutri-

entsinthesoil. It'sabig plus,” he said.

Howard Mees, vice president of

operations at Environmental Care
Inc., Calabasas, Calif., estimated
mulching had created a 20 percent
productivity boon to ECI.
“We've educated the general
public to believe that picking up clip-
pings is the best way to go,” Mees
said. “Five yearsago, mowerscame
on the market with some of the
mulching units. We had played with
it ourselves, just blocking off the
chutes, but now there are techno-
logical advances to the blades...
throwing the grass up in the cham-
ber and cutting the clippings re-
peatedly. We started experiment-
ing with them. Mulching mowers

started making inroads for us.”

Some regions favor mulching
more than others. ECI's Las Vegas
operationis phasing inanall-mulch-
ing mowing fleet.

Mulching has made managing
turf areas even more critical, he
added. His foremen have to be on
the lookout for mulching mowers
that leave clumps lying on the turf.

“Youstill haveto go back inand
rake or blow certain areas. But that
doesn’t equal the cost of going out
and dumping the clippings into an-
other medium to be hauled away,
orthe increased dump fees, plusthe
emphasis on landfills not even ac-
cepting the material anymore.”

Bruce Wiley, division manager
of landscape maintenance at Yard-
master Inc., Painesville, Ohio, said
hisseven-day mowing cycle makes
mulching impossible with current
technology.

“Every Monday we cut the job.
Mulching mowers only work if
grassis acertain height. If the grass
is very tall, you're cutting more
thanan inch and creating more cut-
tings than what that mulching mow-
er can handle, To use a mulching
mower insome cases youmay need
to cut on four- or five-day intervals.”

There's a reason that $700 or
$800 mulching mowers have taken
off in the residential market. They
work ideally in a residential situa-
tion. “Ifthe grass needstobe mowed
on a Tuesday instead of a Thurs-
day, Joe home owner goes out and
cutsit.” Commercial operatorsdon’t
have that luxury, he said.

“We have found that the under-
the-deck mulching-type mowersdo
not work properly throughout the
entire year,” said Bob Grover,
branch manager for Northwest
Landscape Industries, Tigard, Ore.
“Through most of the spring and a
fair amount of the fall, the condi-
tions aren’tright for proper mulch-
ing. We getalot of clumping and it
creates problems. We return a fair
amountofclippings, butnot through
newfangled ‘mulching’ mowers.”

His crews return clippings on
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more than half the turf they main-
tain, either side-chuting or using a
reel mower. They goback with back-
pack blowers to disperse clippings
evenly.

The Pacific Northwest is too
damp most of the time to support
mulching mowing. Between fre-
quent rain and morning dew, wet
blades resist the chopping action.

“There is tremendous pressure
to not pick up grass clippings be-
cause of the cost and problem with
disposal. Horticulturally, it’s better
to leave the clippings. In theory, if
we could make it work and not
have it cause a cosmetic problem,
we would be all for it.”

Grover likes the convenience of
the conversion kits, which allow
for seat-of-the-pants changeover
decisions in the field. “You can do
either. You can do mulching. And
then you can take the mulching
pieces off and you can bag or side-
chute. That is probably the direc-
tion we’ll end up heading.”

His operators generally bagged
or side-chuted in the spring. This
summer, whenit’sdrier, they’lluse
the mulching equipment as much as

MULCHERS ARE NOTHING NEW

MULCHING MOWERS actually were introduced in the 1970s by Bolens Corp., a company which deter-
mined that immediately returning grass clippings (which are 85 percent water) to the turf made sense and
would save maintenance professionals money.

“They called it the Dome System, and it was an effective mulching mower,” said Bob Tracinski of the John
Deere lawn and grounds care division, based in Raleigh, N.C., which sold the Bolens mower line. “Our dealers
said the mowers did a wonderful job.”

But nobody bought them. "

“Back in the 1960s and *70s, people had this idea that if you put the clippings back in the lawn you would
add to a thatch problem.” J

The moribund marketing idea of mulching has been resuscitated in recent years, due to pending and existing
landfill restrictions.

“Around 1989 it became apparent that this country was facing a crisis. States began passing laws forbidding
dumping lawn debris into landfills,” Tracinski said. “Twenty percent of everything that goes into a landfill is
lawn debris. Half of that, or about 10 percent of the total stream, is grass clippings.”

There are now about 5,500 landfills in the United States. “By 1996 half of those, by EPA estimate, will go
out of business because they can’t afford to meet the new regulations. And it’s getting tougher to license and
bring onstream new landfills, because nobody wants them in their backyards,” Tracinski said.

possible. Finally, when it cools off
and starts to rain again in the fall,
they’ll go back to bagging or side-
chuting.

Though one maintenance pro-
fessional said only a fraction of a
percent of clippings comprise soil-
returnable nitrogen, Grovercontends

that places where his crews have to
remove clippings require at least
oneadditional fertilization peryear.

CONVERSION OR DEDICATED?
The Toro Co. began offering its Pro-
Line Recyclerdeck in place of adedi-
cated mulching mower, due to cus-

tomers’ calls forincreased versatility.

“It’s all conversion decks for us

now,” said Jim Wallace, spokes-

man for the manufacturer. “The

convenience of using the Recycler
deck (on Toro’s ProLine), but also :

being able to do regular mowing
(continued on page 46) )
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SS8030

FEATURES:

¢ Full hydrostatic drive.
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e Zero tuming radius for maximum maneuverability.

o 12’ break away spray boom.
e 150 Ib. capacity; 3 speed electric spreader.
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PRESENTING A MULCHER DEVELOPED FROM

THE PRINCIPLES OF TIME AND SPACE.

By eliminating grass handling, Toro® Recycler® cutting decks can actually cut a third of your
mowing time. So in the same day, you get more work done and cover more space. And it
R isnt just the bagging you leave behind. ProLine’ patented deflectors cut and inject the fine
grass particles deep into the turf and contribute up to 25% of a lawn’s fertilizer needs.

Combine that with special features that assure minimal scalping, and a ProLine Recycler deck makes

you look good even when you're off to the next job. Theres a Toro
Recycler deck or kit for virtually every ProLine mower. For details, stop by your ProLine

ProLine dealer. Or call us at 1-800-348-2424. It might just broaden your horizons. When you want it done right .

>
© 1994 The Toro Compaty. Made in the US A Always cead and follow owner's manual instructions






6.5 Liter Turbo-Diesel
Economy From Chevrolet.

With an available improved

- 0.5 Liter Turbo-Diesel

\ 4. engine, Chevy'’s new C3500

HD Chassis-Cab with dump

body lets you do all your

commercial landscaping

work while keeping your

‘, fuel costs down. It also

has a 5-year/100,000-mile

-

diesel engine warranty.

Just another reason why
Chevy still makes the most
dependable, longest-lasting

trucks on the road.

3
o Chevy Trucks

LIKE A ROCK
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Mulching Mowers

(continued from page42)

was so evident that we've stopped
making a dedicated mulching
mower for the commercial market
that doesn’t offer the flexibility of
the mulching deck.”

Conversions offer undeniable
advantages, said John Crowson,
national sales and marketing man-
agerat Scag Power Equipment.“You
maintain that versatility. The guy
might not want to mulch. He can side
discharge orbag. Decks that can be
converted have a pretty significant
advantage over decks that can do
nothing but mulch.”

Therearealways going tobe cer-
tain conditions — grass too tall
from not being maintained fre-
quently enough, or exceptionally
wet—where the dedicated mulcher
poses a problem. Upscale residen-
tial turfs, to retain their finely mani-
cured finish, require bagging and
removal of clippings.

Bob Tracinski, a spokesman for
the John Deere lawn and grounds
care division, based in Raleigh,
N.C., said mulching decks offer

turf managers crucial flexibility.

Engineering mulching decks is
like aerodynamics.

“You have to have good suction
to make the grass stand up for a
nice, uniform, even cut. Then
you've got to hold the clippings in
thechamberlongenoughsothey’re
choppedseveral timestomake small
pieces, he said. Then you have to
have a strong downdraft to blow
those tiny clippings into the turf,
where they disappear, so they're
not lying on top, looking ugly and
turning brown.”

There are legitimate times when
the commercial operator would
want to use a rear bagger to collect
clippings. In fall, if you have a
dedicated mulching mower you're
stuck, Tracinski said. “You'll dis-
tribute bits of leaves all over your
lawn, which is not good for it.”

The conversion option enables
the operator to put arear baggeron,
collect the chopped-up leaves in
the fall, and either use them in a
compost operation or as a very in-
expensive mulching material around
trees and under shrubs.

Despite the strong sway toward

conversion decks, one manufac-
turer representative isn't necessar-
ily sure that’s the way the industry
is heading.

“Regularmowers thatconvertto
mulching are on their way out,”
said Chris Sharp, marketing man-
ager for YazooMfg.. Jackson, Miss.

Instead, Sharp said, mulching
mowers withadjustable blades “can
cut in regular mulching conditions
orbe adjusted for heavy, wet grass,
which is what a lot of contractors
look for. We've had alotof success
withit." Yazoo began marketing its
Vari-Mulch mower last year.

ECI's Mees sees the dedicated
units, whichalsoallow for versatil-
ity, todetach the mulching deck, as
the best break to the corporate wal-
let.*Yousave money onthe machine
itself, because they’ve now put it
into their manufacturing process;
you don’t have to buy the mount-
ing kit and the catcher for $250."

Regardless, any kind of mulch-
ing mower beats side-chuting,
Tracinski maintained. “County ex-
tension agents tell people even a
side-discharge mower from 20
years ago is a mulching mower if

you mow often enough and cut
only a third of the blade,” he said.

“But Texas A&M researchers
compared doing that tousing aspe-
cially designed mulching mower,
and after three years they found the
lawns mowed with the specially
designed mulching mower were
greener and healthier.”

The thin layer of composting,
achievable only with the special
cuttingactionofthemulching decks,
discourages development of fun-
gusorganisms, hesaid. “*Most lawn
diseases are believed to be caused
by some kind of fungus.”

Some lawn and landscape main-
tenance companies have gotteninto
the sideline of bagging and remov-
ing clippings, in effect making
money twice on handling green
waste. They are resisting the trend
toward mulching mowers.

Butthe mulching momentumcon-
tinues, fueled by continuing public
educationand therelentless squeeze
of political change. L

The author is Contributing Editor
to Lawn & Landscape Maintenance
magazine.

Outstanding profit potential

distributors

WITH THE

GATOR MULCHER"
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*  (ommercially tested for over 3 years

*  Unique design provides sufficient lift for bagging while the secondary
cutting teeth reduce grass discharge by up to 50%

Eliminates “scrogglies” other mulching blade designs leave behind

The 4-tooth design is o standout ot mulching leaves

Sized to fit most commercial applications

Adapted for use with the most popular residential mulching mowers foo!

Availoble exdusively through Silver Streak

performance

2 @

g 1
HHH 55557;5 HIT:

TRUCK & SKID SPRAYERS
O
0
e Sl |
ALUMINUM FRAME ALL 508 Hoppat
12V 45 0PN PUNP Preumatc Thes
POLY SPRAY GUN AVAILABLE 3149 u’

PRUNER

High Quasity
Climbing Ropes Replaceable Blade
Bull Ropes Ldotime Warranty
A $16.00

PROFESSIONAL TREE

00 PSI HOSE BACKPACK |

300" or 400 SPRAYER
¢ Gol - 70 PS)
— ¢

& TURF EQUIPMENT

6945 In

303-422-7608

iana Court, #400 - Golden, Colorado 80403

800-237-7785

3
& -
gE 8 = z »
“ > z j j =
§§§§§gsg§§g§§g5§§05g§35§5 F
3 3 Wz [ Wz 3 0
P o g, Cop ;.n5§w§sz€§“;5§§3 $883535458
USE READER SERVICE 29 USE READER SERVICE $90
JUNE 1994 o JAWN & LANDSCAPE MAINTENANCE

46




CRABGRASS [

CLOVER

Dependable, economical post-emergent control

Crabgrass, Nutsedge

Plus the truly hard-to-control broadleaves

Read how Trimec® Plus, with its
unparalleled broad spectrum
control, fast action, and gentleness
to desirable grass, is helping turf
professionals improve their
environmental
stewardship and
reduce their
chemical costs.
Everett Mealman
Chairman and

Chief Executive Officer
PBI/Gordon Corporation

he environmental age weed control
program being used by Roger Albrecht
is typical of progressive turf professionals.

Albrecht is president of Nitro-Green
Corporation, which has 38 lawn care
franchisees scattered over 15 different
states, and he manages two locations in
California for his own hands-on experience.

“Our goal is to eliminate all broadcast
spraying of herbicides on the ornamental
turf we manage, and replace it with spot
treatment as necessary,” says Albrecht.
“We want to be proactive on environmental
issues and be able to assure our customers
that we are using the absolute minimum
requirement of chemicals.”

Albrecht goes on to explain that such a
program takes time to implement because

the turf needs to be so healthy and thick
that weeds cannot easily germinate.

“The elimination of the broadcast
applications of pre-emergent herbicides is
the critical step.” says Albrecht, “because,
no matter what, some crabgrass is going to
appear, and since crabgrass is a major
cause of complaints, we must be able to
eliminate it fast with no discoloration.”

Trimec Plus provides the safety net that
enables Albrecht to eventually eliminate
broadcast applications of pre-emergent
herbicides. “We have absolute confidence in
Trimee Plus to handle any crabgrass or
nutsedge that shows up,” says Albrecht.

And, of course, the same spot sprayer
filled with Trimec Plus that Albrecht uses
to control crabgrass and nutsedge also
controls the other grassy and broadleaf
weeds that can germinate throughout the
year. “Having one herbicide for all of our
spot treatments is a major factor in our
program,” says Albrecht.

But if Trimec Plus is ideal for spot treat-
ments, it is also unsurpassed for broadcast
applications when the need exists. Listen
to George Toma, the executive turf
consultant for the Royals, Chiefs, and NFL:

“My son, Chip, the groundskeeper for the
Truman Sports Complex, used broadcast
applications of Trimec Plus on the out-
of-sight, unirrigated perimeters of the
complex which was loaded with every
conceivable weed, and Trimec Plus

© PBYGordon Corporation, 1993

USE READER SERVICE $68

absolutely took out everything except the
bluegrass.”

According to Toma, it would have taken
four different selective herbicides to do the
job that Trimec Plus was able to do . . . but
even more important, Toma says that
Trimec Plus did a better job on all of the
individual species than a narrow spectrum
selective could have done.

Now also approved for use
in zoysia and tall fescue

Trimec Plus is a unique formulation of
Trimec Broadleaf Herbicide and MSMA in
a stable, uniform suspension that is as easy
to work with as any other Trimec Complex.

And now it is labeled for use in turf-type
tall fescues and zoysiagrass, as well as
established bluegrass and bermudagrass.

So, by all means, give Trimec Plus a trial
this season ... especially on crabgrass,
nutsedge and clover. We assure you that
your experience with Trimec Plus will give
you the confidence you need to start work-
ing toward the elimination of broadcasting.

G PbI /cordon

corporation

1217 W. 12th Street « P.0. Box 4080
Kansas City, MO 64101 » 816-421-4070

TRIMEC PLUS

TrimecH® is a regstered trademark of PBI/Gordon Corporation
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PESTICIDE TRENDS

rice,

Performance

Still Top Pesticide Priorities

Most users agreed that
performance tops the list of priorities
for new pesticide products. But cost is always
a factor; as is environmental impact.

IN MARCH, Lawn & Landscape
Maintenance magazine asked
manufacturers and researchers to
report on industry developments
and trends. This month, we asked
pesticide users toexplainhow they
felt about industry trends and
whether new products were meet-
ing their needs.

Ingeneral, pesticide usersreported
little to be excited about in terms of
recent new product offerings, but
most said they are willing to test
new products after careful evalua-
tionon alimited numberof accounts.

Phil Fogarty of Crowley’s Lawn
Service, Cleveland, said he listens
toresearch findings from indepen-
dent sources at trade shows and
alsotriesto find a peerin the indus-
try who has used the product.

“I never make a major purchase
of a newer product until I've com-
piled information from indepen-
dent researchers, suppliers and
someone who's used it,” he said.

Fogarty also believes it’s his re-
sponsibility to participate in Exper-
imental Use Permit programs when-
ever possible. “When people com-
plain that the products coming out
don’t fit their needs and they don't
become part of the process and
don'texplain whatitisthey wantto
see, then they’re not helping the
situation. They’re just complain-
ing,” he said.

“If someone has an opportunity
to use an EUP then they owe it to
the industry to be involved.”
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By Julie A. Evans

John Buechner, director of tech-
nical services for Lawn Doctor,
Matawan, N.J., also participates in
EUP testing and studies field trials
and university testing results. But
that’s not enough. he said.

“My philosophy is that we can
look at university test plots under
controlled conditions, but I like to
see how the productdoes withhome
owners under different types of
cultural care.”

AtTruGreen/ChemLawn in Co-
lumbus, Ohio, new products un-
dergo rigorous testing at the
company’s S0-acre turfgrass plots.
“We're involved in product evalu-
ation long before EPA registration,”
explained Roger Yeary, vice presi-
dent of health, safety and environ-
ment for ServiceMaster Consumer
Services. (TruGreen/ChemLawnis
a ServiceMaster company.)

“We look at many new products
— any new molecule that comes
downthe pipeline. This may go on
for two or three years before we

apply a new product on a cus-
tomer’s lawn,” Yeary said.

Daryle Johnson, presidentof All
American Turf Beauty, Van Meter,
lowa, said his company will use
newly registered products onasmall
number of its accounts. “We may
use it on one route for a year so we
can see how it works under our
circumstances,” he explained.

Most users agreed that perfor-
mance tops the list of priorities for
new products. But cost is always a
factor, as is environmental impact.

“We'll use a product that is less
effective (than a competing prod-
uct) ifitoffers significantimprove-
ment in risk reduction,” said Dave
Murphy, presidentof Green Valley
Co. located in the Kansas City met-
ropolitan area.

Murphy also said his company is
waiting for more products that use
less active ingredient and products
that present less risk to theenviron-
ment and to any incidental users
such as people and pets.

JUNE 1994 o

CHANGING STRATEGIES. Bian-
ket applications of pesticide prod-
ucts have seen betterdays, thanksin
part to improved products that pro-
vide extended control at reduced
applications rates: as well as new
application techniques thatempha-
size spot treatments.

This year at TruGreen/Chem-
Lawn, the company is implement-
ing adual line system of application
inwhich the applicatorcan fertilize
the entire lawn and selectively tar-
getthose areas that receive the her-
bicide. According to Yeary, the
application system has two sepa-
rate tanks—one with fertilizeronly
and another with a herbicide.

The company plans to imple-
ment this method nationwide. The
company also downsized its ve-
hicles so they carry less liquid.

Ed Laflamme, president of La-
flamme Services Inc., Bridgeport,
Conn., said his company switched
from blanket applications to an en-
closed method which includes a
wand system thatspraysa very fine
mist of concentrated chemical, 12
inches in radius, directly onto the
targeted weed.

“It’s such a simple technology
but it’s allowed us to reduce our
chemical use by more than 50 per-
cent,” Laflamme said. “Ourchemi-
cal costs went down, but our labor
costs increased. It's costing the
same, but the environment is win-
ning,” he said.

Laflamme said he uses few

LAWN & LANDSCAPE MAINTENANCE



postemergent products. “We're pre-
ventive people. I don’t want to use
a postemergent unless [ have t0.”
Roger Albrecht, president of
Nitro-Green Corp. in Fairfield,
., said his company no longer
tank mixes pesticides. Instead, most
of the company’s franchises use an
injection system for weed control at
thetime of fertilization. Thechange
began about four years ago, but
“more of our guys are switching
over because we've perfected it.”
Injecting pesticides is the pre-
ferred way to go, he added, because
the applicator can be more selec-
tive, save time and money and be
more kind to the environment.
Murphy has discovered another
strategy for reducing pesticide use
— weltting agents.
“With wetting agents, we can

LAWN & LANDSCAPE MAINTENANCE

go with the lowest rate recom-
mended on the label and get better
control than if we were to use the
highest rate for broadleaf without
the wetting agent. It doubles the
effectiveness of the (herbicide)
product.”

2,4-D. Most companies appear to
be using 2.,4-D, despite the
product’s stormy relationship with
the consumer press and environ-
mental activists.

“The only time 2.4-D is a prob-
lem is when 60 Minutes, USA To-
day or someone in the consumer
press writesanegative article, mak-
ing claims that may or may not be
true. People are interested for a
couple of weeks, then the interest
fades,” said Albrecht.

His company’s overall reduc-

¢ JUNE 1994

tion of pesticide use has included
cutbacks on the amount of 2,4-D it
uses. He does believe that 2.4-D
alternativesareeffective.
TruGreen/ChemLawn does not
use 2,4-D but, Yeary said, he’s not
aware of any other major lawn care
company that has stopped usingthe
product. Thecompany (ChemLawn)
entered into a study with the Na-
tional Cancer Institute seven years
ago and agreed to stop using the
product, at least until the study is
complete. The purpose is to deter-
mine long-termhealtheffects of the
product on ChemLawn employees.
“It's frustrating for us because
the study has been under way a
long time. We had hoped to have
(study) results by now,” he said.
Still, Yeary said, his company
has achieved effective treatment

Improved products providing
extended control at reduced rates
has resulted in fewer blanket
applications. Photo: Monsanto

without using the product.

“What s different for those who
made the switch is that you don't
get the rapid curl of weeds that
takes place with2,4-D; thingsdon’t
happen as quickly so there’s that
sense that you're not getting as good
of control. But if you look at re-
search plots, none of the people who
express dissatisfaction (with non-
2,4-D products) can tell one from
the other after three or four days.”

PACKAGING IMPROVEMENTS.

“Packagingis incredibly important
tome,” Fogarty said. “I'll pay more
for effective packaging.”

Fogarty especially appreciates
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water soluble packaging because it has “no dust,
no muss, no fuss,” he said. “It’s a great way to
handle a dispersible granule.”

But water soluble packaging has one downfall
that Fogarty and others would like to see changed.
It comes in sizes too large for smaller jobs. “It
doesn’tallow you to mix to the amount you need.

The packages are premeasured for 100 gallons. If

you only want to measure for 75 gallons, what
are you supposed to do?”

Buechner said the larger size packets prevent
Lawn Doctor franchisees from using them be-
cause they apply pesticides with small, inter-
changeable tanks.

Yeary added that not only were packaging
sizes inappropriate for smaller jobs, but the cost
remains too high.

Murphy agreed, adding that his employees
are fully equipped with safety gear appropriate
for other application methods. “I don’t think
we’re going to be willing to forego the cost of
that specialty packaging. Right now it’s too
expensive, when I can protect my people at a
fraction of the costusing equipment they have to
wear anyway.”

In the area of plastic bottles, Fogarty said,
manufacturers should either help users recycle
them or make them returnable and reusable. He
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choice among today’s contractors.

alsowouldlike to see tip-and-fill containers with
measuring spouts available for all size bottles.

ALTERNATIVE PRODUCTS. Most contractors
have been willing to at least try alternative (i.e.,
non-chemical) pesticide products, including
nematodes, but few find the results encouraging.

“Biological products are notin our program,”
Buechner said. “We’ve taken a look at some of
them like nematodes and some of the fatty acid
weed controls, but we haven’t felt they’ ve given
us the results that we’d like.”

Yeary said his company has been looking at
biological products for at least 10 years, but
hasn’t found many that it would consider effec-
tive. “We’ve used Bt toxins (Bacillus thurin-
giensis), but it’s been for limited treatment for
insects of trees, not lawns. We’d like to find use
for biological products, but none have surfaced
that have reliable results,” he said.

Albrecht said Nitro-Green franchises don’t
use biologicals butthey douse alot of safer soaps
in place of insecticides with good results. “We
spray very little insecticide products,” he said.
“Weuse mostly horticultural oils and safer soaps
in our tree spray applications because they 're safer
forthe applicator as well as for people and pets.”

The trade-off, Albrecht said, is a shorter win-
dow of control. The company has moved away
from large tree spraying because of problems
with chemical drift.

Safer soaps have not proven effective for
Johnson and All American Turf Beauty. “Safer
soaps won'’t kill grubs and they won’t kill sod
webworms. People keep talking about biologi-
cals, but there aren’t any yet that deal with our
problems effectively.”

According to Fogarty, home owners still per-
ceive biological products such as nematodes to
be achemical of sorts, minimizing theirappeal as
an “environmentally safe” product. “The image
isn’t good, the costisn’t there and they have no-
where near the efficiency of the current status
quo,” he said.

Fogarty does use horticultural oils on plants
because they don’t adversely affect predator pests,
he said. “If you use too much chemical pesticides
onplantings you can hurt the good insects as well
as the bad. By using oils, I've seen good results
in control without the negative aspect. And
they’re not more expensive to implement.”

IPM.Integrated pest managementhas becomea
constantin the lawn and landscape maintenance
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vocabulary, but companies are somewhat di-
vided on the concept’s definition.

Fogarty would like to see a change in how
people define IPM. “People should stop think-
ing of IPM as integrated pest management and
start thinking of IPM as intelligent plant man-
agement,” Fogarty said. “There should be more
emphasis on plant health than on pests. If you
manage the plant hardiness, then you can stop
worrying about pests.”

Yeary also said he doesn’t like to use the term
“IPM.” Instead, his company prefers the phrase
targeted pest management, which means “you
only apply pesticides in areas where the pest is
either known to exist at the time, or based on
prior history, has a high probability to exist
during that same growing season.”

Not everyone is ready to toss out the “IPM”
moniker. “Thekickeris that some want tochange
IPM to plant health care,” Buechner said. A lot
of time was spent informing people about IPM,
and now they want to change the language. My
feeling is we haven’t done a good enough job
educating the public about IPM. Why start con-
fusing customers?”

Buechnercautioned that IPM is amuch over-
used buzzword. “People don’t reflect on what
they're saying. To me, [PM is the integration of
different levels of management, whether it be
cultural, chemical or biological. To a lot of
people, IPM means pesticide as a last resort. |
don’t think that’s true [PM.

“In the strict sense of the word, we don’t
follow IPM,” Johnson said. “We define it as
reducing the amount of chemical as much as
practical. We spot spray (for example) in some
cases rather than broadcast. But it’s difficult to
doatremendous numberof lawns and follow the
strict definition of IPM.”

WISH LISTS. Pest control users came up with a
variety of responses to the question: if you could
ask a manufacturer for improved product or
service, what would you ask for?

Murphy said he’d like any new product to
have ashorter half-life. He'd also want it to have
low toxicity to fish, beneficial pests, people and
pets. “And of course, I'd want it to be afford-
able,” he said.

In the case of insecticides, Murphy said, he
would expect a new product to control a wide
range of insects without damage to the plants.
Forherbicides, he'd like to see products provide
control on a wider range of plants.

*There are new products now that are very

effective but they can’t be used on this kind of

grass or that kind of grass,” Murphy said. “It’s
hard to use so many different products: there's
no room on the truck for the driver.”

Johnson had adifferent kind of request. He'd
like toreceive “meaningful” information sheets
to pass ontocustomers in place of MSDS sheets.
“Those are meaningless to the customer.”

Sam Farison, Farison Lawn Care, Louisville,
Ky.. would like to see newer products in grub
control, perhaps some that are safer to the envi-
ronment and the user, he said.

At Lawn Doctor, Buechner said he'd like to
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see the trend continue toward less active materi-
als in formulations. *“That’s a positive selling point
for environmental reasons, and it’s positive in
terms of employee exposure. As long as you're
getting the same results, that's acceptable.”

He cited some of the newer herbicides which
call for 0.5 t0 0.75 pounds per acre, a significant
drop from some other competitive products.

One thing on many pesticide users’ wish lists
is speedier registration. In California, Albrecht
has almost resigned himself to the fact that some
products will take 10 years longer toreach users
than in other states. But late registration is actually
harmful to the environment, he said.

“The frustrating part is that there are new
chemistries out there and new compounds which
are safer forthe environment and more effective,
yet we have to use the old stuff that’s not as safe
and effective. It's politics, but it makes you
wonder why,” he said.

Another problem is that some manufacturers
don'twant to spend the additional money to meet
California’s requirements, Albrecht said. “Many
times they don’t feel one state is worth the added
investment, when they're reaching 49 others.”s

The author is a Contributing Editor to Lawn &
Landscape Maintenance magazine.

JP300C
Commercial

SE301

JP300C

Gasoline Powered

BRUSHCUTTER/
TRIMMER

Gasoline Powered

HAND HELD
EDGER

SE301
Commercial

OUTDOOR POWER EQUIPMENT

Call Hoftco Toll Free 1-800-999-8161 or write for your nearest dealer
and our full line color brochure. Hoffco, Inc., Richmond, IN 47374-2297
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Today’s

Edgers, Trimmers
Offer Versatility, Flexibility

Lawn maintenance professionals today

call for lightweight, yet durable edgers and trimmers.
Manufacturers have responded with an array of
versatile tools geared for specific commercial uses.

AS WITH other outdoor power
equipment markets, manufacturers
of edgers and trimmers are continu-
ally fine-tuning their equipment
offerings to meet market demand.
Today’s lawn and landscape pro-
fessionals request tools that are not
only more versatile, flexible and
powerful, but which can provide
added benefits without causing a
huge increase in price.

The burgeoning competition in
the edger/trimmer arenais keeping
prices in check, but is also provid-
ing a broad range of machines ad-
dressing specific contractor needs
for edging turf and trimming trees,
shrubs and bushes.

Because of public concern about
the noise levels of some outdoor
power equipment, as well as the
emissions of their engines, manu-
facturers are concentrating on of-
fering tools with baffled mufflers
for quieter operation; more power-
fulengines; durable parts forlonger
life; and lighter weight casings, usu-
ally constructed of aluminum, for
reduced overall product weight.
Other popular features include
quick-start systems, cutting depth
adjustments, low-vibration capabil-
ity and comfortable grip.

Following are some of the latest
product offerings from a variety of
manufacturers:

AMES’ POLE TREE TRIMMER

A fiberglass/aluminum pole tree
trimmer from Ames Lawn & Gar-
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Atreetrimmer

den Tools is billed as lightweight,
yet strong enough to cut through
most limbs and large branches.
With a telescoping pole that can
extend up to 12 feet, the tree trim-
mer has a 15-inch saw blade witha
two-position-angle adjustment
ideal for cutting large branches. It
also features a heat-treated, high-
carbon steel lopper blade, easily
operated by spring and nylon pul-
leys, to prune limbs up to 1 inch in
diameter.
Circle 150 on reader service card

NON-SLIP ADJUSTMENT
FROM ECHO
The PE-2000hand-held edger from
Echo contains many of the same fea-
tures as the PE-2400, butis a pound
lighter for easier portability.

The PE-2000incorporatesaflex-

PRODUCT ROUNDUP

ible, 4-layer drive cable for extra
durability, an 8-inch blade, extra-
large wheel with solid rubber tread
and a 14.2-ounce, see-through fuel
tank. A pivoting mechanism al-
lows fast, easy, non-slip adjustment
to any cutting depth.

Echo PE-2000 edger

JUNE 1994 o

The PE-2000 is powered by a
21.2 ccengine with Pro-Fire®elec-
tronic ignition and a purge pump-
equipped, all-position diaphragm
carburetor for fast starts.

At 12.2 pounds, the tool is easy
to transport and operate.

Circle 151 on reader service card

VERSATILE GREEN
MACHINE LINE
Green Machine, adivision of Mark
Machine, offers the Expand-it Sys:
tem line of gasoline- and electric-
powered trimming tools ranging in
application from light, residential
work to heavy-duty commercial
projects.

The machines incorporate 2-
cycleengines from 24.1 cc to more

Green Machine trirn

than 40.6 cc. The machines are
heavy-duty, yeteasily transportable
and designed to meet a variety of
trimming needs.

Circle 152 on reader service card

HUSQVARNA

‘FAST START’ MODELS

The Model 120R and Model 120L
trimmers from Husqvarna are pow-
ered by 20 cc (1.2 cubic inch) en-
gines and feature the lowest weights
intheirclass: 11.2 pounds and 10.1
pounds, respectively. Each features
a muffler molded of an aluminum
alloy instead of the more commonly
used stamped steel, resulting in a
low noise level of 91 dba.

The trimmers feature a one-but-
toninjection starting system which
enables the operator to start the
machine by pressing a button and
pulling the starter cord. No choking
or half throttle is necessary; the
blade never rotates during starting.

The 120L offers handles de-
signed and placed with the oper-
ator’s comfort in mind. A loop

LAWN & LANDSCAPE MAINTENANCE
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handle design wraps around the
shaft foreasy pruning and side trim-
ming. The 120R offers the bicycle-
handle design for comfortable use
and maneuverability.

Circle 153 on reader service card

JONSERED MUFFLES
NEWER MODELS

Jonsered Power Products offers the
model HT21, lightweight, 21 cc
model hedge trimmer.

Availableonly east of the Rocky
Mountains, the trimmer features an
18-inch, double-sided blade, cen-
trifugal clutch, anti-vibration sys-
tem and large baffled muffler for
quiet operation.

The Jonsered JGT24L trimmer
features a 21.2 cc engine and a 57-
inchstraightshaft, whichis 5 inches
longer than last year’s model. The
long-reachshaftallowsabetterwork-
ing posture and easier access to ob-

Little onder hedge trimmer

debris guard with built-in cutting
blade and adjustable shoulder strap.
Circle 154 on reader service card

LITTLE WONDER
HEDGE TRIMMERS

Little Wonder’s double-sided
gasoline hedge trimmers are avail-
able with 16-, 24- and 30-inch

/

-

-

bladesand cutany growth
up to l-inch thick. The
handleshave shockmounts
as well as a clear front
guard toallow the opera-
tor to safely view whatis
being cut.

Bladecombs alsohave
been added to increase

Jonsered model HT21

structedareas.

Thenew JGT24L also featuresa
primer bulb carburetor for easier
starting and arubber-mounted anti-
vibration handle with a cushioned,
cell-foam grip for greater operating
comfort.

Additional highlights include a
standard tap-advance line head, a

LAWN & LANDSCAPE MAINTENANCE

user safety and cutting
performance.

The 21.2 cc engine has elec-
tronic ignition and a primer bulb
carburetor to ensure quick starts.
Circle 155 on reader service card

TRIMMERS FROM MAKITA
Makita offers three new gasengine
string trimmers: models RBC221,
RST250 and RBC251.

* JUNE 1994

Models RBC221 and RBC251

feature aluminum, straight-shaft
designs while the RST250 has a
curved shafttoprovide aclear view
of the work areas. The latter model
allows the operator to stay close to
the trimming work for better con-
trol and handling.

All three models are equipped
with adjustable front handles for
multi-positioning. They also fea-
turea 16-inchdiameter, dual-string
trimmer head with a pop-in string
spool cartridge for easy develop-
ment. An automatic string feed is
optional.

Circle 156 on reader service card

EIGHT MODELS
FROM SHINDAIWA

s
v

»
3

Shindaiwatrimmers

Shindaiwa offers eight models of
trimmers, the newest of which are
the T-230 and T-250. The units
weigh about 10 pounds and are
powered by eithera 1.1-or 1.2-h.p.
engine. Both are “pro-tuned” for
the low to middle operating range.
Standard features include anti-
vibration systems, centrifugal
clutches and spark-arrestor muf-
flers. Straight-shaft models incor-
porate solid-steel drive shafts;
curved shaft units feature tightly
woven piano wire.
Circle 156 on reader service card

STIHL HEDGER TRIMMERS
STIHL introduces three commer-
cial-duty hedge trimmers — mod-
els HS 72, HS 74 and HS 76. Each
model features a 1.45 cubic inch
(23.9 cc) engine; electronic igni-
tion; aquiet, protected muffler; per-
manentair filter; and an anti-vibra-
tion system.

The model HS 74 features a 24-
inch reciprocating blade and a
swivel rear handle for easier hori-
zontal or vertical cutting. The HS
70 series hedge trimmers are

Stihledger/trimmer

equipped with the same engines
used on the FS 72, 74 and 76 trim-
mers.

Circle 157 on reader service card

TANAKA GRASS TRIMMER
Tanaka’s TBC-2100 curved shaft
and TBC-2110straight-shaft grass
trimmers are billed as lightweight
and maneuverable.

The TBC-2100 converts into a
light brushcutter with an optional
blade conversion kit. The kit in-
cludes an 80-tooth blade, shoulder
harness and metal safety guard.

Bothunits featurea21 cc chrom-
ed cylinder engine, forged steel
crankshaft supported by two ball
bearings, electronic ignition,
Walbro® diaphragm carburetor with
a primer and a centrifugal clutch.
Circle 158 on reader service card
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Technic Tool attachments

TECHNIC TOOL
ATTACHMENTS
A hedge trimming attachment for
the telescoping Power Pruner from
Technic Tool Corp.isideal forhard-
to-reach hedging and pruning jobs.
The Hedger cutting blade is de-
signed for quick and efficient shap-
ing, pruning, trimming and thin-
ning of hedges, brush and limbs up
to 1 1/2 inches in diameter. The
blade is manufactured from hard-

ened spring steel to ensure longer
teethlife.

The portable Hedgerblade weighs
less than 2 pounds and has a steel
guard for operator safety.

The Hedger is available for both
the standard and insulated Model D
Power Pruners.

Circle 159 on reader service card

TURFCO EDGER
The Edge-R-Rite grass edger from

Turfco Manufacturing features an
oscillating blade that reverses di-
rection 1,000 times per minute, cut-
ting through unwanted turf with-
out throwing debris.

Theunitsare best suited forheavy
edging jobs difficult to ac-

2-cycle engine with hard-chrome
cylinders; 16-,24-and 30-inchcut-
ting lengths; single-ordouble-sided
dual reciprocating blades; safety
throttle controls; heavy-duty
clutches; and thick wall gear cases
with precision cams and gears.

cessusingrotary edgers. The
circular and V-type blades
stay incontact with the edge
of the pavement, enabling
the operator to hollow the
edge, even if it’s hidden by
overgrown turf.

The circular blade makes
a straight cut, while the V-
type blade leaves a narrow
trench between grass and
pavement along sidewalks
and driveways.

A right-angle blade is

available for establishing
new edges in sand traps,
flower beds and tree rings.
Circle 160 on reader service card

VANDERMOLEN TRIMMER
Vandermolen Corp. is now offer-
ing four models of the Windmill
hedge trimmers.

All models feature a Kawasaki

Turfcoedger

The alloy steel, chrome-plated
blades are thicker than the com-
pany’s standard blades. The light-
weight gear case on the engine is
made of magnesium and houses
heavier tool steel gears to drive the
thickerblades. i
Circle 161 on reader service card

T
} , Creatjve
;ﬂ : cur

%

A W

-

>

%= Beautiful
et Concrete Borders
% for Less than Half the Cost
# of Conventional Methods!
8%  $Addonto your services/profits
t $Low maintenance/Easy to use
2ai  $ Self-propelled, electric or gas powered
8 $Create various shapes and sizes
26041 Pala » Mission Viejo, CA 92691
70
1. -

Y,
T 2 L%
B s e O R o Gty N A

T A e A e 5 3 e L e T

Permanent Landscape Borders

(714) 587-8488 o (800) 292-3488  FAX: (714) 951-2656

marketing iz

o 4 <.".- .,;,- :

USE READER SERVICE #91

54

SO

{‘“ C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT

FOR PROFESSIONALS, BY PROFESSIONALS

C & S Protank® Sprayers
oELECTRIC AND GAS UNITS

® DESIGNED TO FIT IN
A WIDE RANGE OF VEHICLES

¢ FIBERGLASS AND
POLY TANKS AVAILABLE

e DIAPHRAGM, PISTON,
OR ROLLER PUMPS

Complete Sprayers...Ready to work

(216) 966-4511
6207 Dressler Rd., N. W., N. Canton, OH 44720

(800)872-7050

Custom Orders Welcome!

USE READER SERVICE 82

JUNE 1994

LAWN & LANDSCAPE MAINTENANCE




| Confidence
for Today’s
Environment

You want your customer to be
confident in you and the insec-
ticide you use on her lawn.
Confident that it does the job
quickly and without problems
for today’s environment.

SCIMITAR® turf and
ornamental insecticide gives
your customer this confidence.
Applied at a much lower rate
than other popular insecticides,
SCIMITAR controls major turf
insects in seconds. Pests like
chinch bugs, sod webworms,
mole crickets and ants. And
without the odor that often
raises a customer’s concern.

Plus, it’s a non-restricted use
insecticide that doesn’t harm
turf and ornamental plantings.

Give your lawn care cus-
tomer confidence for today’s
environment. With SCIMITAR
turf and ornamental insecticide.

For more information, con-
tact your Zeneca representative,
or call 1-800-759-2500.

ZENECA

Professional Products

USE READER SERVICE ;88



Retaining Walls Support

Creative
Designs

Used to retain planting beds,

slopes and foundations, among other
things, retaining walls serve both a
practical and aesthetic purpose in an

LANDSCAPE DESIGN

overall landscape design.

By Bob Gitlin

s p
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Landsca contractors often use retaining walls to create attractive planting beds as
well as support structures for slopes. Photo: Anchor Diamond.

A GROWING NUMBER of lawn
and landscape contractors are add-
ing the construction of retaining
wallstotheirrepertoire of services.
The walls, which are used to sup-
port planting beds, slopes and foun-
dations. range fromexpensive field-
stone requiring installation by ma-
sons and artisans all the way down
tosimple, old-fashioned creosoted
railroad ties.

“We do railroad timber walls,
cobblestone walls and flagstone
walls,” said Chris Coe, construc-
tion supervisor with Moore Land-
scape Inc., Glenview, IIl. “The
cheapest way to build a wall is
using timbers. Then you go up to
fancy flagstones or weathered-edge
drywall stones. When you add
mortar, it really gets costly.”

Natural stone was the predomi-
nant construction material used for
retaining walls in the 1940s and
"50s. The 1970s brought use of
timber railroad ties which “look
less imaginative,” said Mark
Nemec, general manager for the
American Railroad Tie and Stone
Co., Chesterland, Ohio.

About 60 percent of Nemec's
retaining wall custom-
ersstill ask forrailroad
ties. However, man-
made, interlocking re-
taining wall systems
are creating an up-
swing in interest be-
cause of their low la-
bor-costrequirements
and relatively easy in-
stallation. Natural
stone also appears 1o
be making a come-
back, Nemec said.

MATERIALS. Moore
Landscape hasbuiltre-
taining walls ranging
from 15 to 1,500 feet,
using a diverse as-
sortmentof matenals.
“Materials seem to
be changing all the
time. They keep com-
ingupwith prefabcon-
crete-block units. Now
they're looking at
more of the engineer-
ing aspects too,” Coe
said. Retaining walls
often incorporate the
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use of geosynthetics or filter-fabric
geogrids, a support system built
behind the wall.

Tim Warzecha. landscape archi-
tectatISS Landscape Management
Services, Orlando, Fla., recalled a
handsome retaining wall ISS built
at the Orlando Sea World manatee
habitat. Constructedof Floridafield-
stone, the wall was dry-stacked 3
feet deep, ranging from 18 inches
to 8 feet in height, and extending
about 1,000 lineal feet.

Material selection forthe project
was dictated more by price than
aesthetics, Warzechasaid.

Ken Cordes, construction super-
visor with Land Images Inc.,
Hastings, Minn., contends materi-
als are selected based on aesthetics
as well as price.

“A lot of it has to do with the
setting the customer lives in. (For
instance) in a symmetrical. urban
setting without many boulders or
timbers and the symmetry of the
house is a certain way — we would
go for one of the block systems,”
Cordes said.

A $400,000 house built of ex-
pensive Lannon stone might call
for a similar cut-stone look on a
retaining wall for shrubbery beds.
Alow-costtimber wall,onthe other
hand, might very well satisfy the
aesthetic demands of a woodsy en-
vironment.

INSTALLATION. Mark Sikkema, an
engineer with Versa-Lok Retain-
ing Wall Systems, St. Paul, Minn..
teaches seminarsonretaining wallin-
stallationtoaudiences largely made
up of landscape professionals.

“We teach them soil properties
and how geogrid reinforcing works.
We go into estimating quantities
and help them puttogether bid pack-
ages,” he said.

The seminars include a hands-
on installation demo. “We go
through the basics of base prepara-
tion, laying that first course down
—the mostimportant thing—then
bringing the wall up. Then we go
into more advanced installation
techniques. How to do angles, saw
cutting and splitting, corners and
curves,” he said.

The importance of getting that
foundation or leveling pad right

(continued on page 60)
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TUFLEX MANUFACTURING CO.
1406 S.W. 8th Street
Pompano Beach, Florida 33060

Toll-Free: 1-800-327-9005

305-785-6402
FAX: 305-785-6404

We certify that this is an actual photograph and that the tanks were not altered in
any way to produce this picture.
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No matter how good an
insecticide is, it simply won't
work unless it reaches its
intended target.

Which is exactly what can
happen with fire ant poisons.

Nurse and worker ants,
whose sole job it is to feed
the queen, often die before
even reaching her.

Award; on the
other hand, is an
insect growth regulator that
sterilizes the queen. Unlike
poisons, it has no effect on
worker or nurse ants, so it's
sure to reach the queen.

And with her ability to pro-
duce new ants eliminated, it's
only a matter of time before
the mound collapses.

So next time, try Award.
And get 300,000 otherwise
loyal subjects to unknowingly

betray their queen.
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(continued from page 56)

cannot be overemphasized. according to Sikkema.
“It’s like the princess and the pea. If one little
block is out of sync. ittends to exaggerate as you
build up the block wall,” he said.

The best approach is to use a combination of

string lines and carpenter levels at this crucial
step, which might take up half of the time spent
on the entire project.

Drainage presents the greatestchallenge when
installing retaining walls.

*You get water running along the edge of the

wall, andit’lleatoutthat leveling pad you just put
in. You have to make sure you’ve got a good
drainage backfill. We recommend 12 inches
behind the wall. And preferably a perforated or
polyvinyl coating drain tile down at the base,
inside. Getup and check out the area. Make sure
you don’thave farm-field drainage running into
your project.”

A good insurance policy, said Sikkema, is to
take aloaderorbackhoe and cutadiversionditch
30 feet behind the wall.

MATERIAL ADVANTAGES. Depending on the

desired results of the installation, interlocking

The new Steiner MX460
Mulching Deck does much more
than the average mower. Six
blades cut grass so finely, it decom-
poses quickly to nourish your
turf. Smooth-rolling front caster
wheels and a full-length rear
roller precisely follow the lay of

Mig. in Dalton, OH

Mulch more,
faster

A turf tractor with a different twist

STEINER TURF EQUIPMENT, INC.
289 N. Kurzen Rd. « PO.Box504 « Dalton, OH 44618 « Phone: 216/828-0200

the land. Steiner’s single-lever
system makes it easy to adjust
cutting height,

Why settle for less? For informa-
tion about the most mulcher you
can own, the only thing you
need is a Steiner tractor and this
telephone number: 216-828-0200.
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walls hold distinct advantages over poured-in-
place walls — which require digging down for
“frost footing” — and over timber products
which tend to rot out after a few years, said Jeff
Nelson, marketing coordinator at Versa-Lok.

“(Interlocking) segmental walls are placed on
agranularbase pad,” he said. “They are designed
to flex with frost and resist problems caused by
freezing and thawing.”

The main advantage to interlocking systems
is that “the blocks are all the same size. There's no
variation in thickness and length. After you get
that base course right, it's just stacking,” Coe said.

Interlocking systems are considered “low
slump,” as opposed to precast or wet cast units,
explained Marcia Gibson, manager of sales and
technical services at Anchor Wall Systems,
Brooklyn Park, Minn.

“*We don’t compare our product to natural
stone, because that varies all over the United
States. In some areas, you can get fieldstone in

e RIS
‘It's like the princess and
the pea. If one little block
is out of syng, it tends to
exaggerate as you build
up the block wall.’
TR |

fields for free: others. they have to be trucked in
from out of state, and theyre not as pretty. Seg-
mental retaining walls are closer to timber walls
in total cost, including labor. In most markets,
timber prices (traditionally about one-third the
cost of natural stone) have gone up tremen-
dously. We compete most against poured-in-
place, concrete wall systems.” Gibson said.

Drawbacks to the interlocking systems and
precastconcreteis they provide fewer options in
color, texture and, to some extent, the degree of
curve, Nemec said.

“With natural stone, no matter what look you
want, there's always something available,
whetherit'srustic, formal, etc,” he said. 1" ve put
in both types of walls — natural stone and
interlocking. When you see natural stone walls,
they look like they were put up by a craftsman.
You just don’t get that with interlocking.”

According to Nemec, the interlocking sys-
tems look bulky, particularly for low-lying walls
less than 2 feet high.

Railroad ties are still the leastexpensive mate-
rials used for retaining walls. Interlocking walls
generally cost slightly less than landscape stone
(depending on if and how the stone is pur-
chased), but save contractors up to 30 percentin
labor costs because they can be installed more
quickly, Gibson said.

“Instead of having to pay somebody $14 an
hour, you can pay them $5. It's largely just a
matter of stacking and backfilling.” B

The author is a Contributing Editor toLawn &
Landscape Maintenance magazine.
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TESTED TOUGH It’s the Echo HC-2400, the hedge clipper with the stamina and
reliability you need to boost your job productivity.
FOR TWO YEARS We've increased power using an Echo 23.6 cc dual piston
y ring engine with Pro-Fire" Electronic Ignition, plus purge pump
THIS Is THE equipped carburetor for fast starts. The heavy-duty gear box
handles the heaviest clipping, while the new commercial duty air
HEDGE CLIPPER filtration system extends engine life. And the vibration reduction
system on the rear and side handles enhances user comfort.
THAT JUST To prove this clipper’s durability, we field tested it for two
years, longer than we’ve tested any other product.
WON,T QUIT' It’s so reliable, we've extended the commercial warranty
] to one full year. With a two,

five and life consumer
] warranty.
(X

Model HC-2400 has a 30"
cutter bar, Model HC-2410

a 40" cutter bar. With the four other
models shown below, Echo has exactly what
you need in a high performance hedge clipper.
For the Echo dealer near you, call toll-free
1-800-432-ECHO (3246). Or write: Echo Incorporated,

Model HC-2400

30" Blade.
Model HC-2410 400 Oakwood Road, Lake Zurich, IL 60047. /¥
40" Blade I/
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New Electric =
ECH-2000 HE-1500 HC-1600 (- HeE-2000
26" Blades. 20" Blades. 24" Blades. 30" Blades
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Introducing Our Latest
Pesticide Development...
Crusader.

Actually, Crusader isn't even a pesticide at all! ing fungi, such as: increased vigor, reduced weed
Crusader is a mixture of three “endophyte invasion, rapid recovery from injury, improved per-
enhanced” turfgrass varieties— SR 3000 hard fescue, sistence, greater density, and increased heat am.r
SR 4200 perennial ryegrass, and SR 5000 Chewings drought tolerance during periods of stress.
fescue. In addition to rapid establishment and out- Crusader is the leading, environmentally safe turf
standing turf quality, these varieties offer natural product that takes the time, cost, and worry out of
resistance to insects and diseases. This means that controlling turf insects and diseases. And best of all, its
now you can significantly reduce your use of available now.
chemicals and still maintain top quality turf. v To find out how you can start using Crusader, and

When you plant Crusader, reduce your chemical use,
you'll appreciate many other SEED V RESEARCH contact your local Seed Research
benefits provided by the pres- distributor or call us at
ence of the endophyte enhanc- OF OREGON, INC. 1-800-253-5766.

PO Box 1416 » Corvallis, OR 97339
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PESTICIDES
IN THE UREBAN

ENVIRONMENT
PART 7

Staying
On Target

Growing public concern
over the over use of pesticides has helped evolve the
concept of plant health care — including cultural and pesti-
cide practices — for trees and shrubs.

By John Ball and Murdick McLeod

Ed. Note: This is the seventh in an ongoing series on effectively using and promoting
specialty pesticides in the urban environment.

TREE AND SHRUB pest management has gone through many changes over the
last several decades. While DDT and an array of other synthetic organic pesticides
were common in the 1940s and 1950s, the early 1980s introduced products with
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PESTICIDES
IN THE UREBAN

plants in a community and their potential pests —
usually about 10, although some landscape mainte-
nance firms target 20 to 25.

ENNVIRONMENT

shorter halflives and the concept of integrated pest
management.

IPM is a decision-making process used to main-
tain pests at tolerable levels through strategies that
are economically and ecologically efficient and so-
cially acceptable.

An important part of IPM is the use of target or
spot sprays. These sprays are not applied indis-
criminately, but when and if needed to maintain
the health and appearance of the plant. Target
sprays are applied to a specific plant, or a portion of
a plant, to control a particular pest.

While target sprays are appropriate for most in-
sect and mite pests, many diseases — particularly
foliage diseases — can generally only be effectively
treated by blanket sprays.

TARGET PRACTICE. There are four important
prerequisites to effective target spraying: Knowing
what to treat, when to treat, where an application is
appropriate and whether treatment is actually nec-
essary.

What to treat is dependent on the key plants
and key pests in a particular service area. Key
plants are those that dominate and contribute aes-
thetic and functional value to the landscape. Key
pests are serious, persistent insects that routinely
require management.

These two groups can vary greatly throughout
the country. For example, in a Maryland survey of
residential landscapes, rhododendrons and hollies
were the most abundant plants, while dogwoods
and cherries incited the most pest problems. In a
similar study in Minnesota, arborvitae and junipers
dominated the landscape while Tatarian honey-
suckle, European white birch and American elms
displayed the most pest activity.

These key plants may have many pest infesta-
tions, but only a few will fit the definition of key
pests. In the case of the Minnesota study, the three
plants most heavily infested were actually afflicted
by only a few types of insects — honeysuckle leaf-
folding aphids (Tatarian honeysuckle), bronze
birch borer and birch leafminer (European white
birch) and elm leaf beetle (American elm).

The number of tolerable key pests in any given
area is relatively small compared to the number of

When to treat trees and shrubs is a critical
question in target spraying. Target sprays gener-
ally involve using insecticides that do not have
long residual lives; thus, the window of effective
treatment is measured by number of days rather
than weeks or months.

Applications must be made during the insect’s
most vulnerable life stage. In some cases, this is
not necessarily the damaging life stage. Target
spraying for phloem-feeding borers requires that
application be made during the adult stage. The
larvae spend most, if not all of their entire life, feed-
ing within the tree safe from sprays. Timing the
spray application is critical for control of these and
many other insects.

Timing can be determined through a variety of
methods, the most common of which are degree-
day forecasting, phenology forecasting and trapping.

Temperature plays a key role in determining
the development rates of insects. As temperatures
decrease, development proceeds at a slower rate.
Conversely, as temperatures increase, develop-
ment increases.

Insects have an upper and lower threshold tem-
peratures above or below which development does
not occur. Any temperature below the lower thres-
hold, or base temperature, is too low for insects to
develop.

For example, birch leafminer development oc-
curs in the spring whenever the temperature is
above 50 degrees F. One degree day is accumu-
lated for each degree F the average daily tempera-
ture is above the base of 50 degrees F.

If the day’s average temperature is 60 degrees
F, then 10 degree days (60-50=10) have accumu-
lated that day. If the day’s average temperature is
40 degrees F then that day produced 0 degree
days since the average temperature never rose
above the base.

Cumulative degree days are used to predict
when a particular insect development event has
occurred (i.e., egg hatch, first adult, first dam-
age). Using the birch leafminer example, it takes
310 degree days (base 50 degrees F) for the
mines to become apparent.

Degree-day charts have been published for a
wide variety of ornamental pests. The charts are
regional or national, however, often leaving too
wide of a degree-day range for some insects. For
example, one shows that Bronze birch borers
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emerge after 440 to 880 degree days. The birch
leafminer range is 190 to 310 degree days.

Because of the wide variances and because
many insects do not have degree-days calculated
vet, landscape maintenance professionals may
need to develop their own charts. Weather data to
develop a degree-day forecast can be collected
from the local weather service or newspaper. They
need to keep track of the number of accumulated
degree days above a base of 50 degrees F and then
note the total accumulation for the critical event in
the life stages of key pests.

Degree-day forecasting is extremely precise,
and requires accurate local temperature data.
Many landscape operations may cover a wide ser-
vice area or areas near large bodies of water that
can create a wide variety of microclimates. The
company may find it less time-consuming to predict
pest emergence based on plant phenology.

Plant development stages such as bud break
and flowering can also be predicted from degree
days. Applicators can use this process to time their
target sprays for particular insects. This method is
not as precise as tracking degree-day accumula-
tion — plants and insect development phases are
not always well synchronized — but it is easier to

perform. Birch leafminer adult emergence occurs
about when common lilac begins to bloom; bronze
birch borer adults emerge when black locust shows
its blossoms.

As with collecting degree-day data, companies
should keep track of plant development at the time
of critical insect events. Within a few years, they
will have a fairly accurate chart by which they can
time their target sprays.

TRAPPING. A variety of contraptions are used to
trap insects, including pheromone traps, sticky
traps and pit-fall traps. These traps are used to
monitor activity of the pest to appropriately time a
pesticide application.

There are few, if any, examples of traps being
used to control insect populations. Similarly, the
number of insects captured in a trap does not nec-
essarily correspond with the potential severity of
the infestation. The greatest value of traps is to dis-
cover the occurrence of an insect’s vulnerable life
stage and time a pesticide application against it.

A pheromone is a chemical emitted by an insect
(pheromones are released by other organisms as
well) that triggers a response in another insect of
the same species. Insects generally use phero-

Sticky card
traps capture
insects by

chance or al-
lure them by
color. The traps
are used to
monitor several
different species
of insects.
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mones to attract each other to a particular tree, or
to scatter from a tree.

Pheromones are also an important means for fe-
males to attract males. These sex pheromones
have been synthesized and are now used to moni-
tor a variety of insects including pine tip moth and
many clear-winged moths,

The traps are sticky boards impregnated with
the pheromone and placed in key areas before
adult insects are expected to emerge. Since the
traps are used to determine when the insect is
present, applicators need only prepare a few traps
unless their service areas are quite large and en-
compass many different microclimates.

The traps should be placed in convenient loca-
tions since they need to be checked daily to get an
accurate insect count. In some cases, target sprays
begin 10 days after the first capture (ash/lilac
borer) and with others, 10 days after the peak

catch (pine tip moth).

Sticky traps are simply cards or boards covered
with a sticky adhesive. Unlike pheromone traps,
where placement is based upon convenience for
monitoring, sticky traps should be placed in the
pest’s habitat.

Sticky traps — used to monitor several different
species of aphids, apple maggot and scale crawers
— either capture insects by chance, or more com-
monly, draw them because the insects are at-
tracted to their color, which is usually yellow.

Trap counts tell an applicator when the insect is
present, and if monitored over a long time, can also
indicate whether the insect population is increasing
or decreasing.

Pit-fall traps are placed so that insects walking
across the soil fall into them. These traps can be
constructed using two plastic cups. Both cups
should have roughly the same diameter at the top,
but one should be shorter and have a narrower base,

The bottom of the smaller cup is cut off and the
cup is placed inside the larger one, acting as a fun-
nel. The cups are buried so that the tops are flush

{eontinwed on page 68)
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if the paper boy can hit it, so can we.

from a top insecticide. And TEMPO does it all with 809 less
active ingredient than the insecticide you may be using now
trees, shrubs, bushes, flowers. Even lawns. And get this. TEMPO has a low odor. That alone should help
The reason is simple. TEMPO uses an advanced technology you start breathing easier about your next job
to give you the flexibility to effectively control both ornamental If you'd like to give TEMPO a shot, contact Miles Inc.,

insect pests and surface insects infesting lawns — Specialty Products, Box 4913, Kansas City, MO
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Pheremone
traps, placed for
convenience,
help determine
when insects are
present.

(continued from page 66)
with the soil surface. Insects crawling on the
ground simply blunder into the “pitfall.”

Pit-fall traps are effective for monitoring the ac-
tivity of ground-dwelling insects, especially the
black vine weevil. This insect is active three weeks
before egg laying occurs and the pit-fall traps are
used to detect first activity of adults and subse-

quent timing of insecticide applications before the
egg laying stage begins.

WHERE AND IF. Where to spray is another key
aspect to effective pest management.

The term “target” implies taking aim, and tar-
get spraying means just that. Rather than spray
the entire plant with the insecticide, target a par-
ticular portion for treatment. Insects do not feed
randomly throughout a tree or shrub, but on or in
a particular plant part and on or in a specific location.

Spruce needle miner, for example, attacks the
new needles just after the foliage matures, so tar-
get sprays are made to the exterior of the spruce
tree. Zimmermann pine moth, on the other hand,
lays its eggs on the trunk and the newly hatched
larvae burrow near the juncture of the trunk and a
branch. To control this insect, the insecticide must
be applied to the interior of the tree so that the
trunk is thoroughly treated.

Whether or not to spray is the last question that
needs to be answered. The mere presence of an
insect, even a key pest, does not necessarily mean

(continued on page 83)
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THE TORO CO. elected Janet Cooper, vice
president and treasurer of the Quaker Oats
Co., to its board of directors. Cooper re-
places Bud Grossman who retired.

Dilloware promoted Brenda Garrett to
national director of support services. Garrett
has worked in virtually every department in
the company and has extensive experience
with personal computers.

Biosystems appointed Bill Stoneman,
currently sales and marketing specialist, to
manage and direct the company’s Enviro-
mate product line of compost and fertilizer
inoculants.

Jacobsen appointed Michael Mann quality
assurance manager, responsible for coordi-
nating a total quality management system.
The company also named Rodney Baltzley
director of quality assurance. Baltzley
formerly served as vice president of quality
assurance for Noma Outdoor Products.

Gary Eckhardt was appointed director of
human resources for Woods Equipment Co.,
responsible for training and career develop-
ment, safety programs and other employee-
related functions.

Sisis Inc. named Keith Morris territory
manager in Florida. Morris formerly served

Mann Kelty

as area representative in England.

Ronald Dodson joined Aquatrols as mar-
keting manager to develop new marketing
strategies and coordinate marketing efforts
with field reps.

Medalist America named Scott Debolt and
Bob Lake as turf specialists. Debolt serves
distributors in Alabama, Mississippi, Arkan-
sas, Tennessee and Florida. Lake works in
the New England market.

Akzo Industrial Systems Co. hired Joseph
Luna as director of sales and marketing.
Luna has extensive experience working with
geotextiles.

ISK Biosciences named Peter Burgoyne
technical sales representative, responsible for
commercial development and sales support in
in Western Canada. Burgoyne previously

served as assistant of technical sales.

Kenneth Roberts was named president of
the Foley-PLP Co. He formerly served as
vice president and general manager of the
aftermarket division of Valeo Engine Cool-
ing Inc.

Griffin Corp. promoted Jay Adcock to
technical sales representative for the nursery
and ornamental products division. Adcock’s
duties include training distributor sales rep-
resentatives, supervising nursery trials of
Spin Out™ root growth regulator and
promoting Spin Out at national and regional
nursery trade shows.

Robert Shirey was appointed vice presi-
dent of engineering for Buckner Inc. He di-
rects the company’s development of brass
valves, sprinklers, impact rotors and central
control systems for golf, commercial, muni-
cipal and residential use.

O.M. Scott & Sons promoted Dr. Michael
Kelty to senior vice president, technology
and operations. Kelty was formerly vice
president of the same division. He now
handles manufacturing of fertilizers, seed,
organics and soils, as well as some activities
for Republic Tool and Manufacturing Co., a
Scotts subsidiary. «

Has Your Paperwork Grown

Free \)cum \)\\\\
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Mow it down fast. With CLIP, the
Computerized Lawn Industry software
Pu)mdm that cuts down your paper-
work to just minutes a day.

At li]w push of a button or the
click of a mouse, CLIP handles your
most time-consuming chores.
Billing. Financial reports. Scheduling.
You can even use CLIP to monitor
crew activities throughout the day.
And now we've upgraded CLIP for
even easier use.

What's all this mean? You'll spend
less time with paper and more time
with people. You'll make fewer errors.
You'll service your customers better.
And you'll increase your business.

Never used a computer? No
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Routing.

Out Of Control? -

Simply key in information and CLIP tracks your
scheduling and routing.

problem. CLIP’s easy-to-use menu
guides you every step of the way.
Just supply the customers and jobs,
and CLIP does the rest.

You also get complete user
support through our CLIPnotes

Suite F, Gaithersburg, MD 20879, (301) 330-0604
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newsletter, direct helpline, and
annual users conference.

What's more, CL [P grows as your
needs grow. When you're ready, you
can add other modules such as
general ledger, payables, and payroll.

So cut yourself a break. Call for
the latest CLIP
free demo
disk right now.

For a free demo disk and sample
print-outs, call

1-800-635-8485
(511 «.Cuts Paperwork Down To Minutes A Day.

18761 N. Frederick Ave.,

Specify
IBM disk size
when ordering
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The Andersons
High Quality fertilizers
now with the benefits
of TURCAM Insecticide

Now you can control 22 Tough surface and
subsurface pests including white Frubs while you
fertilize .., This combihation will provide you:

:

Uniform Will not tie up
particle size in thatch
Fast acting
grub control

Easy application
Good residual

The Andersons. Uniformly the best in the business.

the professional's
) partner

1-800-225-ANDY
USE READER SERVICE 34
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Product Profile

RESPONDING TO CUSTOMER DEMANDS

FOR MANY YEARS, profes-
sional turf managers have relied
on traditional products for post-
emergence control of broadleaf
weeds. In recent years, however,
the availability of newer chem-
istries is persuading some turf
managers to review their old
programs.

In addition, some newer
chemistries are beginning to be
more accepted by the public, in
contrast to older products that
may foster misperceptions about
environmental or safety issues. !
Lawn and landscape
herbicides to be accepted by the public.

BROADLEAF WEED CONTROL.
One such company making a
switch to newer chemistries is
NaturalLawn® of America. The philosophy of
the company — which boasts 28 franchises —
is to use herbicides more acceptable to
residential customers, explained Ed Smith,
co-owner of the NaturalLawn franchise in the
Baltimore, Md., area.

Smith’s NaturalLawn franchise has ap-

proximately 3,000 customers, mostly in the
residential sector. This is the third year his ap-
plicators will spot-spray for broadleaf weeds
with a spring application of Confront® post-
emergence herbicide on customer lawns.
Confront, from DowElanco, is a non-
phenoxy, non-2,4-D, newer chemistry

professinals are finig newer chemistry broadleaf

herbicide that has been particu-
larly effective for his customers
on problem species such as wild
violet, spurge and clover, among
other types, for which the
herbicide is labeled.

According to Smith, as a
group, the franchise owners
decided several years ago they
wanted to start moving toward
newer chemistries. Although
none of them had experienced
any particular problems, they
were concerned that “old
chemistry” products were linked
to some unwarranted concerns.

As Smith discovered, manu-
facturers in recent years have
developed new postemergents

that provide similar or better control than
traditional methods. “We’ve discovered
better control, especially on difficult weeds
such as wild violet,” Smith said.

Extensive university studies and private
trials show that Confront is close to 100 per-
cent effective on numerous, tough to control

DESIGN IMAGING GROUP
Computer Imaging for the Landscape Industry

" Now I complete designs in less then one
hour and customers can see exactly what
they are going to get when the landscape
matures. In just two days of demonstrating
our new imaging service at a local home
show | scheduled 35 new client visits. Now |
have to keep up with the demand...not a bad
problem to have.”  Will Lang

ARW ;

Drawing a landscape
design takes many hours and
customers still have problems
visualizing what their house
will look like from the plan.

Conceptual Creations
North Carolina

Gain the advantage on your competition!

* Redefine the way landscape designs are proposed
* Increase your bottom line by offering this key service

Produce full color renderings like this on your computer

"Genesis," the new affordable ¢ Shiown hore tn Mack & white)

computer imaging software from
DIG, will help you grow your
business and attract and excite
new customers. As you know, most
people (80%) cannot visualize a
final design from a blueprint ...
now you can easily show them
your photo-realistic rendering of
their finished project!

Only $ 899.00 1ist price

It's easy to pay back your
investment with a few jobs won
with our new low priced
"Genesis,"... the rest is all profit!

CALL US NOW at (818) 706-8786 or FAX us at (818) 706-8465 to receive information or video on

how you can increase your overall sales with an imaging system from Design Imaging Group
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DS‘LSC Accesson®

Echo
Snapper
Exmark
Homelite
Briggs & Stratton

And Much, Much More!!!

Call For Your
Jobber Prices!!!

The Zerangue Co.
Lafayette, La.

1-800-842-0463

Master Card, Visa, Discover
Accepted
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species such as dandelion, clover and
broadleaf and narrow leaf plantain.

While Smith chose Confront because it
controlled broadleaves effectively and an-
swered NaturalLawn’s need to move to new-
er chemistries, he soon realized other bene-
fits of the product.

“Odor can be a big issue when applying
turf herbicides,” Smith said. “But Confront is
practically odorless. This is particularly im-
portant for us if we pick up a new lawn that
we need to do a fair amount of spraying on.
It’s been essential to us to have a product that
won’t be upsetting to the home owner.”

ECONOMICS. Newer chemistry products may
initially appear more expensive than older,
traditional products, Smith said. “But after
you consider overall effectiveness, and the
costs saved from fewer customer concerns
about the ingredients in the products, any
cost difference is insignificant.

“More and more, customers are asking,
‘What’s in the product you're using? Are
there products you can use that are just as
effective, but require less overall material or
fewer applications?” Customers are a lot
more aware of the use of pesticides than they
were 10 years ago,” he added.

Smith said it’s also important when com-

paring products to “compare apples to
apples” in order to accurately calculate a
product’s cost. For instance, the Confront
labeled rate is half the rate of standard three-
way herbicides. On a gallon for gallon basis,
it will go twice as far.

Using less product addresses environmen-
tal concerns regarding the use of pesticides,
while at the same time responds to econom-
ics through more efficient use.

Newer chemistries can often be used in
numerous turf areas such as lawns, parks,
golf courses, schools, residential and other
public areas. This makes them good alterna-

tions regarding their usage or application.

are alternative newer chemistries like Con-
front which provide effective postemergent
broadleaf weed control. In addition, these
new products address misperceptions from
the general public about the environmental
and safety aspects of traditional herbicides.
By experimenting with and using products
that will best meet their needs, lawn and
landscape maintenance contractors can
provide effective broadleaf weed control,
while still responding to environmental

Circle 162 on reader service card

tives to other products that have label restric-

Fortunately, as Smith has discovered, there

concerns or government regulations. e

COMING
NEXT
MONTH

In the July issue of Lawn & Land-
scape Maintenance magazine, we’ll
take a look at the proposed Environ-
mental Protection Agency regula-
tions on power equipment. Cover-
age will include a specific look at
the mandates, what they will affect,
when they will go into effect and
how much it will cost you.

Our power equipment focus will
also include the latest developments
in power vacuums, blowers and
sweepers.

In addition, the July issue of LLM
will bring coverage of mowing in
weather extremes, customer
retention tips and a discussion of
polymers and wetting agents.

The July issue will be distributed
at the International Lawn, Garden &
Power Equipment Expo.

Progressive Electronics
Model 521

e | ocate Wire Path
And Depth

All The
Equipment You
Need To
Troubleshoot
Irrigation
Systems

-

(REG. PR. 3650 00) \

1-800-284-0205

Irrigation & Landscape Supplies -

Dallas, TX

l i OMAX TROMMEL SCREENING SYSTEMS

6" diameter barrel, variable speed planetary gear drive, 49 H.P. diesel engine, 3.5
yard hopper, screw auger feed system, hydraulic lift legs, dual wheel axle, landing
gear, exclusive wiper side discharge - no conveyors required, rotating cleaner
brushes, fold down shoveling apron, dust suppression system, higher production

.. at 1/3 the cost of competitive units!

FULLY EQUIPPED ¢ F.0.B. Your Jobsite  $49,900.00
Norkot Mfg. Co. * 1-800-TROMAX-1 * Fax 701-228-2127 * Request free video

876-6291
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Get a step ahead of your competition

witha

TURBO TURF
HYDRO SEEDING SYSTEM

)
SEED FASTER, BETTER, AT LESS COST

= Seed, mulch, and fertilize in one fast

easy step.

= Also repair & renovate a lawn faster and

better than ever.

« No messy straw to apply, no messy

straw to blow into neighbors' yards.

« Excellent seed to soil contact and moist-

ure retention with great results.

« Hydro seeded lawns have a pretty and

very professional appearance.

150 gal. systems (2000 sq. ft.) $2795.00
300 gal. systems (4000 sq. ft.) $3995.00
500 gal. systems (6600 sq. ft.) $4795.00

750 gal. system (1/4 acre) $7995.00
1000 gal. system (1/3 acre) $9995.00

BADGER ASSOCIATES 1-800-822-3437

1108 Third Ave., New Brighton, PA 15066
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Products

THE AERO KING 1321 seeder-verticutter
from Jacobsen features a 21-inch seeding
width and operating speed of 2.5 mph, and
seeds up to 23,000 square feet per hour. Seed
outlets are set 1 1/2 inches apart.

The seed-delivery system features clear
seed tubes, so operators can watch for proper
seed flow. Durable, cast aluminum seed
outlets withstand rigorous daily use.

Other special features include a double-bin
seeder for seeding two turf varieties
simultaneously, and vertical mowing blades
that can be used separately for mowing or
dethatching turf.

126 on reader service card

Reelcraft added a portable reel cart to its
line of irrigation products.

The cart frame, constructed of 1-inch
square tubular steel with a baked-on powder
coat finish, comprises a 1/2-inch diameter
steel axle and 8-inch semi-pneumatic rubber
tires. Its wheels encompass high-grade ball
bearings with hardened cups. The bearings
are pregreased and sealed.

The reel cart accommodates any Reelcraft
series 30000 hand-crank or motorized reel
with a 12-inch spool. The cart transports the
hose reel to and from the work site, helping
eliminate the safety hazard of dragging and
piling hose.

Applications for use include grounds main-

tenance and pest control at industrial and com-

mercial sites.
Circle 127 on reader service card

Reemay’s Biobarrier® II is a long-term, pre-
emergence weed control system placed under
a minimum of 2 inches of soil, organic or
inorganic mulch, bricks or pavers.

The Reemay weed barrier combines a spun-
bonded polypropylene landscape fabric with
nodules that contain a preemergence herbicide
called trifluralin. The porous polypropylene
allows free exchange of water, gases and nut-

(continued on page 76)

JOHN DEERE OFFERS a new
generation of skid-steer
loaders billed to incorporate
quieter engines, improved ver-
tical lift boom, sturdier frames
and components and more
spacious cabs with improved  [*
visibility and easier access to r &
key service points.

The JK 4475 features a 30-h.p., liquid-cooled diesel engine. Its
compact size — coupled with a 1,360-pound rated SAE operating
capacity — makes it usable for a variety of applications.

The mid-size JD 6675 is powered by a 242-h.p., liquid-cooled
diesel engine.

Circle 134 on reader service card

Melroe Co. provides a slew of attachments for its Bobcat skid-
steer loader, including two earth augers and a grading attachment
with a laser control system.

The earth augers’ knuckle-joint style of linkage makes them easy
to position. Model 12 fits the 500 to 800 series Bobcat loaders;
model 20 fits the 753 through 943 series.

The grading attachments for the 500 through 800, 1600 and 2400
series, feature 7-foot manually adjustable moldboards, which can
be side-shifted 12 inches in either direction.

Circle 135 on reader service card

Skid-steer loaders from Thomas Equipment are available with a var-
|ety of attachments, including vibratory plows, backhoes and augers.

Thomas’ new vibratory plow at-
tachment allows skid-steer opera-tors
o] to lay underground pipe, cable and
wire, as well as undertake other
landscape applications.

The Thomas *“quick-tach” backhoe
gives the skid-steer two-lever control
with a choice of internal control for
fast setup and protection, or external control for extra visibility.

The Thomas auger attachment is fully reversible and produces an
output torque of 1,365 pounds.

Circle 136 on reader service card

The Mustang 940 skid-steer loader and its Combo Plane attachment
combine to level and prepare the ground for seeding or sodding.

The Combo Plane is 6 feet wide and uses 3 leveling bars to smooth
out ridges or mounds in seed beds. The plane also can be fitted with
scarifier teeth to loosen hard-packed ground.

The Mustang 940 loader features dual-lever steering control, neutral
centering and start systems and lift-arm locks designed into ROPS/
FOPS structure.

Circle 137 on reader service card

Eight Gehl skid-steer loaders are
available with SAE operating capa-
cities from 950 to 2,000 pounds,
including a new line of 1,000-pound
loaders.

Model 3725 features a 35-h.p. gas
engine; model 3825 features a 33
1/2-h.p. diesel.

The load arms have been redesign-
ed to handle tougher applications. A gas spnng-assnsted ROPS/FOPS
structure provides easy roll-back for accessibility.

Circle 138 on reader service card

J.l. Case offers the 46-h.p. 1838 Uni-Loader skid steer which offers
3,066 pounds of breakout force. The skid steer loader is powered by a
four-cylinder diesel engine rated at 46 net horsepower while running
2,800 rpm.

The hydrostatic ground drive features variable speeds of 0 to 6.5
mph in forward and reverse.

Circle 139 on reader service card

Ford New Holland added three, long wheelbase loaders to its skid-
steer line. All three feature a hinged cab and boom assembly for full
access to engine, drive train and hydraulic systems. They also share
frame and boom specifications.

Model L-464 is powered by a 30-h.p. gas engine while models L-
465 and LX-465 are powered by 30-h.p. diesels. All are rated at
1,250-pound operating loads.

Standard equipment on Ford’s Model LX-465 includes boom
hydraulic outlets for augers, post drivers and other hydraulically powered
attach-ments.

Circle 140 on reader service card

Coyote Loader Sales offers the Coyote C5 fully articulated wheel
loader to its line of wheel loaders.
The 1/2 cubic yard Coyote CS offers a 4-cylinder Deutz diesel en-
gine. With all-wheel drive, hydrostatic drive transmission and center piv-
(continued on page 80)
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Lawn & Landscape Professionals

Don’t Go It Alone!

Let PLCAA help you grow and maintain your business in the ‘90s and beyond.

“Anyone in business for the long term needs
to be involved in PLCAA.”

—Jim Minkler, Minkler Lawn Care, Inc.

“PLCAA has amazed me. | = “I joined PLCAA before | ever did
belong to two other lawn care N o my first lawn professionally. |
associations but PLCAA is the believe the more information you

best by a wide margin. In can obtain, the better informed
terms of professional develop- decisions you can make. Anyone
ment and consumer-oriented - who is someone or wants to be

information pieces, they are someone in the industry belongs
outstanding.” to PLCAA.”

—Les Stewart, Nutri-Lawn —Lou Wierichs, Jr., Pro-X Systems

Stay on the cutting edge and enhance your professional image
to customers by becoming a member of the Professional Lawn Care
Association of America. PLCAA equips you with the information and
skills you need to excel in the green industry. Open up to a world
of possibilities as a PLCAA member:

@ Greater Profits and Improved Customer Confidence # Strong, Positive Community Relations

#  Operating Within Approved Advertising and Pesticide # Safer Employee Practices Through Better Training and
Transportation Guidelines Information

¢ Knowledgeable Bidding/Estimating @ Business and Technical Resources at Your Fingertips

& More Effective Markefing 4 1-800 Information Hotline

& Being Known as a Company of Well-Trained Professionals @ Industry Cerfification

Q Yes! Send me more information on PLCAA.
Q Yes! Send me registration information for the PLCAA Annual Conference and Green
Industry Expo in St. Louis, November 13-17, 1994.

To find out more about the Professional Lawn Care Association
of America and how it can help you gain the compeitive edge,
complete the coupon and mail or FAX to:

LLM

E Name
PLCAA g
1000 Johnson Ferry Road, NE S
Suite C-135 5 Company
Marietta, GA 30068 ! Address
Phone: 1-800-458-3466 « FAX: (404) 578-6071 ! S Tip
USE READER SERVICE #70 '
! Telephone ( ) FAX ( )



Products

(continued from page 74)

rients, while the nodules release the herbicide.
The trifluralin creates a zone about 2 inches

on either side of the fabric where it prevents

weed root tip cells from growing. Trees, shrubs

and other desirable plants that have roots

deeper underground are not affected.

Circle 128 on reader service card

matting dissipates hydrostatic pressure from
backfills that abut below-grade structures
such as foundations and retaining walls.

Akzo Industrial Systems Co. offers
Enkadrain subsurface drainage matting. The

oloitivare!

The Billing Clerk with Accounts Receivable™
Compare our features:
ited number of customers. recurring charges which print on
Recurring billing mode for blank paper, post cards or
service fees. Handles monthly, 0) | standard forms; available
quarterly, annual or through NEBS, etc.
cycle and up to * Customized Aging Periods.

1) .
. Unlimitcﬁ service/chemical You are not locked into

codes for one-time using standard aging
invoicing. periods!

* 3 tier pricing for service/ * Complete accounts
chemical codes, as well as, receivable, late cha[ges'

multiple discounts and_ past due notices, aging
sales tax rates with optional report, sales report

hard copy reports. L it

Save anp ,ec';ﬁ one-time customer ledger, mailing

invoices, as well as batch labels, Rolodex® cards,
inti sales tax report, plus more!

printing. 5 ;
Customer Notepad for miscellaneous N/« Requirements include: IBM
information like alternate billing address, compatibility, PC/MS DOS 3.0 or
chemicals used, etc. - higher, 640K RAM, and a harddisk.
curri voi with oy - a

Regular Price $179 ~

Special Limited $99 Offer &
Expires 6/30/94

s Call Now!
1-800-880-0887

'r_-—
- - =51
o |
< snidronld
[

A 4 A I

L o
*Plus $10 Shipping and
Handling. Texas Res. add
$7.36 sales tax.

Return policies do not apply with
special limited $99 pricing.

Texas, 78132
(210) 899-2100
Fax (210) 899-2124
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Organic Solurions
for the 90’s

Mk ORGANIC PRODUCTS (granular & Liquid)

Mk Business systems for the greens industry

3 Marketing & Advertising organic programs
to your customer

E'"3 Training in the proper use of organics, IPM
& techniques

Our Next TRAINING school begins in July,
Learn The Next Generation of organic plant care!

(800) 777-5002
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Those and similar structures are particularly
susceptible to water pressure.

Enkadrain consists of a non-woven geotex-
tile fabric heat-bonded to a nylon geomatrix
of open, three-dimensional construction. The
fabric permits water to seep into a core
which collects the water passing through the
geotextile and relays it to a perforated pipe,
weep hole or other discharge system.

Enkadrain is lightweight and easier to
handle and install than conventional aggre-
gate drainage systems.

Circle 129 on reader service card

Geoflow’s Equaline tubing for subsurface
drip irrigation fully compensates pressure
from 10 to 45 psi without affecting output
uniformity during changes in water pressure
or slopes. The system also contains Treflan,*
a degradable, non-systemic herbicide, to
deter intruding roots.

The Equaline emitters comprise silicone
rubber diaphragms and are prespaced 12, 18
or 24 inches apart to precipitate consistent
flow rates of 1/2 or 1 gph. The emitters are

(continued on page 81)

PRODUCT
SPOTLIGHT

HOLD-A-HILL RETAINING blocks, set
in tiers on slopes and hillsides, provide
individual, practical, decorative mass
planting areas.

Each retaining block is 36 inches long
and 12 inches high, weighs 80 pounds
and is available in 30-, 60- and 90-de-
gree degrees.

The blocks, which interlock without
pins, bolts or spikes, are set in level
tiers or rows in a terraced effect on a
hillside at a 51-degree slope. Each row
is set back 9 inches, providing uniform,
diamond-shaped planting spaces.

The Hold-A-Hill retaining systems
help prevent erosion and conserve soil,
plant materials and water. They also
serve as attractive screens, barriers and
windbreaks, as well as suitable bases
for statuary and garden ornaments and
ornamental use of water.

Circle 125 on reader service card
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ADVANCES IN
TURFGRASS  (ALtistias

Look what readers are saying about this pioneering MANAGEM ENT

1, KARL DANNEBERGER, Ph.0
text: '

“I found your approach unique and interesting.
I'm confident your book will be widely ac- Sdts

. © The effects of cultural practices on urf,
cepted and become an industry standard. I . 05 0
commend you on a job well done.” — Jim T ——
Watson, The Toro Co.

® Turigrass adaptation and survival,

“The application of ecological J)rinciples to turf
l? 4 tOplC dear to oy heart' i ; 1t 1,,8 great to 200 pages, over 100 color illustrations throughout.
fmally have a bOOk on the SUb]ECt. — Ma ry Complete glossary, references and appendixes.

\ Lush, The University of Melbourne.

“Turfgrass Ecology & Management is a very well presented book with excellent illustra-
tions.” — Peter Hayes, The Sports Turf Research Institute.

\ “For the spring semester I'll be using your book to teach the advanced turf course at
Rutgers University. Good job.” — Dr. Richard Hurley, Lofts Seed Inc.

“Your book is a good, comprehensive text that fills the gap between entry level books
and research dissertations. It's been needed for some time. I especially appreciated

your section on fungicide resistance. Your explanation is the
clearest and most succinct I've seen.” — Teri Yamada, Royal
Canadian Golf Association.

y I'm interested in purchasing copy(s) of TURFGRASS ECOLOGY &
| MANAGEMENT for $39 plus $5 shipping/handling per copy. | understand my purchase
| will be shipped upon payment. | also understand that I can return my book(s) within
| 15 days for a 100 percent refund if [ am not totally satisfied. (Ohio residents ONLY
add 7% sales tax.)

discount prices.

| Address:

|
| DPavment Enclosed Charge my: DVISA DMasterCard |
\ ) Igemy
]| Canty Send payments to: :
| Signature Expiration Date |
| Signature . \ |
| Name: 4012 Bridge Ave. |
| Titte: Cleveland, OH 44113 |
b Call 800/456-0707 for |
¥ Company Name: information on volume, '
I
I




glide shift transmission permits clutchless shift-on-the-go,
through all 8 speeds in forward and reverse.

The machine comes equipped with a 17.3 gpm, dual-
pump hydraulic system for loader and backhoe operation.
Circle 143 on reader service card

The Swinger articulated steer loader from Northwestern
Motor Co. features hydrostatic drive, articulated steering
(hinged in the middle) and bucket capacity (on the model
180) to 1,800 pounds.

The Swinger offers single-lever bucket operation. Travel
speed is 7 mph: breakout force is 4,752 pounds; and

ing machine weight is 5,530 pounds.
144 on reader service card

JCB debuts the 210SL, a loader version of its 210S Back-
hoe Tool Carrier. The 210SL offers the same four-wheel
steering, four-wheel drive and four equally sized wheels.
but substitutes rear counterweights.

JCB's 210SL can function as a dedicated loading shovel
for intensive loading applications. The loadover height is 9
feet 9 inches.

Circle 145 on reader service card

The Zettelmeyer Z1. 602/ZL and 602 SL loaders feature
hydrostatic drive, Z-bar loader linkage with two lifting
cylinders, supplementary, differential lock in both axles
and hydraulic quick-couplers with a variety of attachments.
Circle 146 on reader service card

Product Focus

(continued from page 74)

ot steering, the C5 can
maneuver in tight areas.
Standard features in-
clude 100 percent dif-
ferential lock — both
axles, tilting ROPS cab,
access 1o the cab from
both sides, 2,300-
pound lift capability
with forks and a hy-

draulic quick coupler.
Circle 141 on reader
service card

A compact track loader from Takeuchi Mfg. is equipped with
specially developed rubber tracks, combining the power and
strength of a track loader with the ability to operate on im-
proved surfaces. The model TL26 has a fully hydrostatic
drive system coupled with heavy-duty elevated planetary final
drives. The high-ground surface contact of the long track
base provides a stable platform for digging and loading on
slopes, as well as the stability needed for finish grading and
sure-footed load and carry work.

Circle 142 on reader service card

Kubota Tractor Corp.’s compact 135 tractor-loader-back-
hoe is powered by a 35-gross h.p., 3-cylinder engine. The

80
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Roundup
points the way to
application ease

Learning how to
properly use
Roundup*® herbicide
is a snap. For even
more convenience, try
new Roundup Dry
Pak. Either way,
Roundup EIVCS you

a big hand in simpli-
fying worker training.

Get your FREE
kit, “Weeds Are
No Longer Our
Only Concern."
Call 1-800-332-3111.

IND-47082 294

Topics covered in the
instruction video include
planting hole size and
depth, soil preparation,
beneficial pruning at
planting time, typical soil
drainage problems, tool
use and care, planting
techniques for containers, balled and burlapped plants and bare
root stock.

In addition, the video explains the best methods for planting
roses, hostas and ground covers, as well as tree staking and use
of tools.

Circle 132 on reader service card

Hodges Manufacturing Co. changed its line of self-propelling
stump removers to use the Kohler Command overhead valve
engine.

Hydraulic stump routers are available with 18-h.p. engines;
walk-behinds offer 18-, 20-, 22- or 25-h.p. engines.

The hydraulic units remove stumps that are 36 inches
aboveground to 16 inches below ground. The walk-behind units
remove stumps from 12 feet underground.

Circle 133 on reader service card

The Gandy Core Aerator-60 three-point hitch aeration tool is
designed with dual-wheel coring heads which independently
follow the ground contour.

The aerator’s 5-foot aerating width makes it ideal for golf
courses, athletic fields, parks, industrial and institutional lawns.

Circle 134 on reader service card El

Products

(continued from page 76)

bonded to the outside of the tbing to reduce friction loss and
allow longer field runs.

Typical landscape applications for the Geoflow Equaline include
turf, ground cover, bushes, trees and color beds.
Circle 130 on reader service card

The Mini-Com Plus SM series mobile radio from RELM
Communications provides 16- or 99-channel s:..mmn;_.
capability. 5

The Mini-Com meas-
ures 1 172 inches thick
by 5 3/4 inches wide
and 7 inches deep. Two
models are available: the
SMV40 is a 40-watt
VHF radio, and the oM ! :
SMU25 is a 25-watt UHF radio. Bolh fu(un automatic squelch
and rotary-knob on/off switch, volume and channel selector for
easy operation.

The radio features a large LED display and a three-button
keypad for adding and deleting programmed channels to and
from the scan list, setting the radio to the tone or talk-around
mode and setting a priority channel. Other highlights include
built-in CTCSS and DCS.

Circle 131 on reader service card

A 31-minute plant installation video from Progress Products
is available on VHS cassettes with narration in English or Spanish.
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JUL. 10 ALCA Certified Landscape Profes-
sional Exam, Cincinnati, Ohio. Contact: ALCA,
12200 Sunrise Valley Drive, Suite 150, Res-
ton, VA 22091; 703/620-6363.

JUL. 13 University of Maryland Turfgrass
Research Field Day, Silver Spring, Md. Con-
tact: P.H. Dernoeden, 301/405-1337.

JUL. 13-16 American Association of Nursery-
men Conference and AAN Convention/ MANTS
Trade Show (July 14-16), Baltimore, Md. Con-
tact: AAN, 1250 I St. NW, Suite 500, Wash-
ington DC 20005; 202/789-2900; or Mid-
Atlantic Nurserymen'’s Trade Show, P.O. Box
314, Perry Hall, MD 21128; 410/882-5300.

JUL. 19 Annual Southern Illinois Turfgrass
Field Day, Southern Illinois University at Car-
bondale. Contact: STUC, Plant & Soil Science
Dept., 618/453-2496.

JUL. 19-21 3rd Annual Midwest Grounds
Management Conference, Illinois State Univer-
sity, Normal, Ill. Co-sponsored by the Midwest
Association of Physical Plant Administrators
and the Professional Grounds Management
Society. Contact: Chuck Scott, 309/438-2032
or fax, 309/438-7955.

JUL. 24-26 International Lawn, Garden &
Power Equipment Expo, Kentucky Exposition
Center, Louisville. Contact: Sellers Exposi-
tions, 6100 Dutchmans Lane, Sixth Floor,
Louisville, KY 40205; 800/558-8767.

JUL. 26-28 Penn Allied Nursery Trade Show,
Valley Forge Convention Center, King of
Prussia, Pa. Contact: PNA, 1924 N. Second
St., Harrisburg, PA 17102; 717/238-1673.

JUL. 26 Midwest Regional Turf Field Day,
West Lafayette. Contact: Midwest Regional
Turf Foundation, P.O. Box 2285, West Lafay-
ette, IN 47906; 317/494-8039.

JUL. 27-29 ASPA Summer Convention, New-
port, R.I. Contact: American Sod Producers
Association, 1855-A Hicks Road, Rolling
Meadows, IL 60008; 708/705-9898.

JUL. 28-29 L.CA Summer Conference, Holi-
day Inn Crowne Plaza, Rockville, Md. Con-
tact: Landscape Contractors Association MD-
DC-VA, 9053 Shady Grove Court, Gaithers-
burg, MD 20877; 301/948-0810.

JUL 30-AUG. 1 APLD Summer Conference
1994, Philadelphia, Pa. Contact: Association of

Professional Landscape Designers, 301/216-
2620.

JUL. 30-Aug. 1 Southern Nurserymen Trade
Show, Georgia World Congress Center, Atlanta.
Contact: Southern Nurserymen’s Association,
404/973-9026.

AUG. 6-7 1994 Colorado Certified Landscape
Technician Test, Front Range Community
College, Fort Collins. Contact: John Gibson,
Associated Landscape Contractors of Color-
ado, 303/337-6200.

AUG 9 Associated Green Industries Field
Day, Lake County Nursery, Ohio. Contact:
AGI of Northeastern Ohio, 614/263-9311.

AUG. 16 Wisconsin Turfgrass Field Day,
0.J. Noer Turfgrass Research and Education
Facility, Madison, Wis. Sponsored by the Uni-
versity of Wisconsin-Extension and the Wis-
consin Turfgrass Association. Contact: Dr.
Frank Rossi, 608/262-1490.

AUG. 19-21 TAN-MISSLARK 94, George
R. Brown Convention Center, Houston, Tex-
as. Contact: TAN-MISSLARK Nursery & Gar-

(continued on page 86)

GEMPLER’S

FREE CATALOG

Our 1994 112-page General
Catalog is your direct source for:

* safety equipment for grounds
maintenance.

¢ hard-to-find maintenance equipment.

* tire repair supplies and tires for turf
equipment.

1-800-382-8473
Fax 1-800-551-1128
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Staying On Target

{continued from page 68)

the tree should be treated.

Many landscape firms that believe they
are using an IPM-based target spray pro-
gram are really operating a see-and-spray
service. The companies have developed
insecticide lists and spray schedules for
their key pests, but they base their deci-
sion to treat on whether the insect is
present rather than how many are present.

The decision of whether to treat or not
should be based on injury and action
thresholds. The injury threshold is the
population size, above which the resulting
plant damage is unacceptable to the client.
The action threshold is the population den-
sity at which control must be initiated to
prevent the injury threshold from being
reached.

For example, many clients can detect
foliage damage as low as 5 percent or 10
percent and surveys indicate many home
owners initiate control measures when

plant damage reaches 7 percent of the foli-
age, This means a landscape maintenance
service must establish what population
density will cause about 5 percent or 10
percent damage to the foliage and deter-
mine at what population density control
must be initiated to prevent the unaccept-
able damage from occurring.

Action thresholds have been establish-
ed for several key pests: for pine needle
scale it is two to four per needle and for
the bronze birch borer it is the presence
of one D-shaped emergence hole.

But action thresholds are dynamic and
influenced by several factors. A healthy
tree can withstand a higher pest popula-
tion than a weak tree. Weather conditions
that can stress a tree, such as drought and
flooding, will lower the action threshold
since these stressing agents tend to make a
tree more susceptible to insect attack. The
location of the plant in the landscape will
also influence the action threshold.

A tree near the front entrance way of
the house will be more noticeable than a

similar tree tucked away in the back. Thus
the front tree will have a lower action
threshold. Because of these reasons, ac-
tion thresholds are difficult to establish
and are not yet available for most of the
key insects in the landscape. Landscape
maintenance companies need to take
careful observations and develop their
own action thresholds. These thresholds
need to be conservative since clients are
expecting good results, but should be initi-
ated in a timely fashion.

Target sprays are an important method
of effectively and safely applying pesti-
cides. The use of these sprays benefits the
company and the client. By “staying on
target” the landscape maintenance indus-
try can maintain attractive landscapes with
a fraction of the pesticides that would be
necessary with cover sprays. B

Ball is an assistant professor for the Exten-
sion Forestry department at South Dakota
State University; McLeod is assistant profes-
sor for Extension Entomology at SDSU.

ONE MIX® 2-CYCLE
ENGINE OIL

For today’s higher
output 2-cycle
engines [ ®

e

See us in
Booth #1080

at Expo '94
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The Green Machine

901 Seville Road * Wadsworth, Ohio 44281

Division of Mark Machine Inc.
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336-5505 « FAX (216) 336-5801
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Classifieds

All classified advertising is 75 cents per word.
For box numbers, add $1 plus six words. All
classified ads must be received by the publisher
before the first of the month preceding publica-
tionand be accompanied by cash or money order
covering full payment. Submit ads to: Lawn &
Landscape Maintenance magazine, 4012
Bridge Ave., Cleveland, OH 44113. Fax: 216/
961-0364.

BUSINESS OPPORTUNITIES
LAWN CARE PROGRAM

NaturaLawn® of America provides the Green
Industry a successful, growth-oriented lawn
care program. Discuss the opportunities avail-
able to you by calling the leader in organic-
based lawn care. The franchise opportunity of
the "90s. 800/989-5444.

WHOLESALE DISTRIBUTOR

Needed to market environmentally friendly, lig-
uid, slow-release fertilizer products direct from
manufacturer. 800/832-9635.

BUSINESS EXPANSION

Emerald Green,” a comprehensive business for-
mat backed by executives with decades of pro-
fessional lawn care experience, provides you
with the leadership to start a new business, ex-
pand into a new service line, or convert and
expand your present lawn care operation. No
product gimmicks...no exotic equipment to buy.
Learn more about this 21st century franchise
opportunity. Franchises now being awarded na-
tionwide. “YOU'LL SEETHE DIFFERENCE.”
Minimum cash required, $27K. 800/783-0981.

BUSINESSES FOR SALE

LAWN CARE SERVICE

EXCELLENTOPPORTUNITY.Lawn care ser-
vice, well-established, 9 years old, covering three
counties, room for good growth and many add
ons, PLUS. Located in southern Arkansas. Call
after 5 p.m., 501/725-2450.

LAWN CARE SERVICE
Well-established, 9-year-old lawn care service
located in Western Pa. Gross sales approximately
$1 million year. Reply to Lawn & Landscape
Maintenance,Box 366,4012 Bridge Ave.,Cleve-
land, OH 44113.

DESIGN/BUILD FIRM
Landscape design/build firm in beautiful Finger
Lakes region of upstate N.Y. Average sales over
$400K annually. Profitable, turnkey operation.
$175K. Reply to Lawn & Landscape Mainte-
nance, Box 368, 4012 Bridge Ave., Cleveland,
OH 44113.

GROUNDS MAINTENANCE

A 10-year-old, established commercial grounds
maintenance corporation, in beautiful Pike Peak
area. Established commercial accounts, excel-
lent equipment, vehicles, quality personnel, of-
fice equipment, space, warehouse. Turnkey op-
eration. Poorhealth necessitates selling. Mail all
inquiries to: P.O. Box 6818, Woodland Park,
CO 80866.

TURNKEY OPERATION

LAWN MAINTENANCE COMPANY estab-
lished eight years. Employees, accounts, equip-
ment, vehicles and storage space. Turnkey op-
eration. 904/228-5040.

WANTED TO BUY
LAWN CARE SERVICE BUSINESSES

If you have been thinking about selling your
lawn care service business we are interested.
There are many options and possibilities. All
communication is strictly confidential. Reply to
Lawn & Landscape Maintenance, Box 363,
4012 Bridge Ave., Cleveland, OH 44113.

HYDROSEEDERS & STRAW BLOWERS

Any make, any model, any condition. Call Neil
Reinecker at 800/245-0551, or send photo with
description and asking price.

FOR SALE
LAWN CARE EQUIPMENT

Hannay reels new in-the-box, E1526s, E1530s,
$389; lawn/tree hose, 250 psi, 600 psi, 800 psi,
all sizes; Imler measuring wheels, $54.95; glyc-
erin-filled gauges, 0-60 psito0-1,000 psi, $19.95;
ChemLawn guns, $80.85; lawn spray boots,
$16.95; lawn spray gloves, $1.95/pair.

Call Hersch’s Chemical Inc.

810/543-2200

800/THE-LAWN (843-5296) outside Michigan

WORK CLOTHES

WORK PANTS MADE
T0 SURVIVE THE
GREAT OUTDOORS.

Rain or shine. Hot or cold. Dickies
"Original No-Iron” Work Pants are made
rou%h. Last longer. Fit better on the job.

Feel better on your body. Guaranteed.
Call for your free catalog today.

TOLL-FREE 1-800-DICKIES
ASK FOR OPERATOR 15

//—\\
P, o NN
Dickies

=T

PIPE LOCATOR

INEXPENSIVE. Locates, traces underground
drain, water pipelines of clay, PVC, ABS,
steel and cement. Bloch, Box 18058, Cleve-
land, OH 44118; 216/371-0979.

FINANCING

LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $500,000.
Free recorded message: 707/448-0270. (NK8)

PROVEN STRATEGIES THAT WORK

Lawn industry professionals take notice. Im-
pact your bottom line! Our book, Bidding and
Contracts: Your Key to Success, over 40 pages
of dynamite information, was born of experi-
ence, not theory.
Find answers to:

* Why making the right bid is important.

» How to come up with a fair and profitable bid.

* What will the market bear?

* Why using contracts means more profit.

* Plus much more.
$42.95 includes postage and handling. Profits
Unlimited, 3930-B Bardstown Road, Louis-
ville, KY 40218; 502/495-1351. A division of
Wayne’s Lawn Service Inc. since 1979.

INSURANCE

COMMERCIAL INSURANCE FOR
LAWN CARE FIRMS
"GREEN INDUSTRY SPECIALISTS"

M.F.P. Insurance Agency is dedicated to
providing comprehensive insurance pro-
grams to the Green Industry at competitive
prices. We back up this dedication with a
staff of professionals who understand ev-
ery facet of your business, from marketing
to customer service. We know how to prop-
erly insure your company whether you're a
sole proprietor or a multi-state operation.

/

Just as your customers look to you for lawn
care advice, people come to us for insur-
ance advice because they do not want to
become insurance experts themselves. If
you want good advice, the right coverage,
and competitive rates, please contact:

Richard P. Bersnak, President
Jill A. Leonard, V.P.

1-800-886-2398
FAX:614-221-2203

M.F.P. Insurance Agency, Inc.
50 West Broad Street, Suite 3200
Columbus, OH 43215-5917

GOVERNMENT LAND

GOVERNMENT LAND now available for
claim (including agricultural). Up to 160 acres/
person. Free recorded message: 707/448-1887.
(4NKS8)
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PREMIUM REPLACEMENT PARTS LANDSCAPE MANAGEMENT
Environmental Care Inc. providing landscape
and interiorscape maintenance, water manage-

] Premium ment, golf course maintenance, arbor care and
Thomas Replacement remedial landscape services, has opportunities
THOMAS ?
J' CTRTONS, 940, Parts in Florida for the following:
SCAG * Landscape maintenance superintendents
DUAL WHEEL BELT . Art?a antenancg'Sypew1som
(FITS ALL MODELS) Pest Control Specialist

OEM# 48202

Part#:
JT-9879P

onLy $22.50

OUR 144 PAGE CATALOG
HAS OVER 3000 PREMIUM
REPLACEMENT PARTS FOR
OUTDOOR POWER EQUIPMENT.

CALL FOR A FREE CATALOG

1-800-828-7980

GROUNDSCAPING SUPPLIES

Hot off the press. Landscapers Supply Corp.’s
1994 catalog. Save “big bucks.” Buy
groundscaping supplies and maintenance equip-
ment, engines, parts and accessories at whole-
sale. Call 800/222-4303 for your free catalog.

SAVE $8$
LAWN MOWER PARTS

Tired of paying too much for commercial walk-
behind parts? DEEP DISCOUNTS on blades,
belts, tires, transmissions, pulleys, filters and
equipment. EASY ORDERING, FAST DE-
LIVERY and GUARANTEED SAVINGS!
Call Lawn Care Parts Unlimited,800/574-6389.

LAWN CARE EQUIPMENT

LLA-28 Ryan aerator. In great shape. $2,800 or
best offer in Los Angeles. 818/785-7068.

HELP WANTED

MIDWEST MANAGER

KAPP’S GREEN LAWN INC. seeking man-
ager for our Midwest facilities. Present loca-
tions are Fort Wayne, Ind.; Indianapolis; St.
Louis; and Pittsburgh. Minimum three years’
management/operations experience required.
Excellent salary with large end-of-the-year bo-
nus based on performance. Health insurance
and new vehicle included. Starting package,
$45,000 to $50,000, depending on past success
and experience. Come work with one of
America’s fastest growing lawn care companies
that’s on the move and “cares” for its employ-
ees! Send resumes to Mike Markovich, P.O.
Box 9038, Fort Wayne, IN 46899-9038, or fax
resume to 219/432-7892.

* Irrigation Technicians
Southern horticultural experience and commit-
ment to customer service are essential.

Qualified candidates may send resumes to:
4777 Old Winter Garden Road, Orlando, FL
32811.

An equal opportunity employer by choice.
DRUG-FREE WORK PLACE.

GROUNDS MANAGEMENT SALES

Salary commensurate with experience. Central
New Jersey. Candidate needs strong background
insales to corporate clientele. Strong motivation
essential to assist in continued growth of land-
scape maintenance and construction divisions.
Must have proven experience in sales, prospect-
ing and estimating, and be articulate, organized
and aggressive. Send resume to Control Ser-
vices, Inc., 737 New Durham Road, Edison, NJ,
08817, fax, 908/548-4359.

MAINTENANCE MANAGERS
AND SUPERVISORS

One of the nation’s largest and fastest-growing,
full-service landscape companies has an imme-
diate need for experienced maintenance manag-
ers and superintendents, as well as entry-level
maintenance supervisors, inthe Midwest, South-
west, mid-Atlantic, Northeast and Southeast
states. The company seeks energetic, team-ori-
ented college graduates with proven leadership,
communication and interpersonal skills. The
company offers full-time positions, excellent
advancementopportunities and exceptional com-
pensation and benefits with an industry leader
celebrating 54 years of uncompromising cus-
tomer service. For immediate confidential con-
sideration, please send or fax your resume to:
The Brickman Group, Ltd., Corporate Office,
375S.Flowers Mill Road, Langhorne, PA 19047,
215/757-9630. EOE. "

TO ORDER
YOUR COPY OF

TURFGRASS

ECOLOGY &
MANAGEMENT

BT, KARL DANNEBERGER, Ph.D

SEE PAGE 79
FOR DETAILS.
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Calendar
(continued from page 82)

den Supply Show, 7730 S. TH-35, Austin, TX
78745-6698; 512/280-5182.

AUG. 25 Indiana State Lawn Care Association
Summer Field Day, Northern Beach Park, In-
dianapolis. Contact: ISLCA, P.O. Box 481,
Carmel, IN 46032; 317/575-9010.

AUG. 26-28 Farwest Show, Oregon Conven-
tion Center, Portland, Ore. Contact: Farwest
Show, 2780 S.E. Harrison, Suite 102, Milwau-
kie, OR 97222; 800/342-6401.

SEP. 7-11 RISE Annual Meeting, Ritz Carlton,
Naples Fla. Contact: Responsible Industry for a
Sound Environment, 202/872-3860.

SEP. 8-9 Southwest Horticultural Trade Show,
Phoenix Civic Plaza, Phoenix. Contact: Cheryl
Goar, Arizona Nursery Association, 602/966-
1610.

SEP. 18-21 ALCA Interior Plantscape Division
Conference & Trade Show, Mirage Hotel, Las
Vegas. ALCA’s Certified Landscape Profes-
sional Exam takes place Sep. 21. Contact: Asso-
ciated Landscape Contractors of America,
12200 Sunrise Valley Drive, Suite 150, Reston,
VA 22091; 703/620-6363.

SEP. 19-21 Florida Turfgrass Association
42nd Annual Conference and Show, Fort
Lauderdale. Contact: FTGA, 302. S. Graham
Ave., Orlando, FL 32803; 800/882-6721 or
407/898-6721.

OCT. 8-11 ASLA Annual Meeting & Expo,
San Antonio, Texas. Contact: Janet Rowson,
American Society of Landscape Architects,
202/686-2757.

OCT. 19-20 ASA 1994 Annual Convention,
Hershey Lodge and Convention Center, Her-
shey, Pa. Contact: Atlantic Seedsmen’s Asso-
ciation, 298 E. McCormick Ave., State Col-
lege, PA 16801; 814/237-0330.

NOV. 1-4 IA International Irrigation Exposi-
tion, New Orleans Convention Center, New
Orleans, La. Contact: Irrigation Association,
703/573-3551.

NOV. 8-11 Turf and Grounds Exposition,
Rochester Riverside Convention Center,
Rochester, N.Y. Contact: New York State
Turfgrass Association, 800/873-TURF or 518/
783-1229.

NOV. 14-17. Green Industry Expo, St. Louis,
Mo. Co-sponsored by the Associated
Landscape Contractors of America, the
Professional Grounds Management Society and
the Professional Lawn Care Association of
America. Contact: GIE, 1000 Johnson Ferry
Road, NE, Suite C-135, Marietta, GA 30068-
2112; 404/973-2019. -
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News in Brief
(continued from page 14)

method of calculating historical yields to
allow producers to determine their yields
based on anticipated production rather
than only past marketed production.

Pesticides Ma

Improve Turf Rooting

Besides the expected benefits of the control
of diseases, a recent study shows a fungi-
cide’s ability to “jump start” turf’s root
system development during the first few
weeks after planting.

The study, conducted at Iowa State Univer-
sity by Nick Christians and Roger Roe,
examined the rooting of Kentucky bluegrass
and how selected products aided, if at all, in
the development and establishment of sod
root systems.

The tests were conducted over a six-week
period in individual treatment cells that feat-
ured mesh bottoms to allow root systems to
develop below the frame.

A hydraulic lift was used to test the root
strength of each test cell. Sod was cut at 3/4
of an inch in depth, transplanted into the
cells and treated with selected products.

There were significant differences between
the control and some of the products used.
While some had a negative effect on turf
rooting, others showed a significant increase
in the turf’s root structure.

The study shows that pesticides may serve
more than one purpose in turf. They can con-
trol diseases, insects and weeds, and they
may provide stronger turf root systems.

Hun.ter Bestows
Achievement Award

Jack Murphy Stadium turf manager Steve
Wightman received the Hunter Industries
Lifetime Achievement Award.

Wightman, stadium turf manager at San
Diego’s Jack Murphy since 1988, was honored
for his contributions to the sports turf man-
agement profession and for his efforts to pro-
mote education and training in the industry.

He is a board member of the national
Sports Turf Managers Association and has
served as the organization’s president.

Kimmell New IA
Executive Director

Tom Kimmell, formerly with Olson
Irrigation, replaced Pepper Putnam as
executive director of the Irrigation Associa-
tion. Putnam resigned in April.

Kimmell was president of the IA in 1992.
He has also held senior level sales and
marketing positions with Hardie Irrigation
and Olson. *
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Cover Story

(continued from page 28)

Q. What is your vision for Dennis’ 7 Dees
Landscaping?

A. My goal for this company is to surprise
people with service. That is a more powerful
motivator than profit. You have to have profit to
stay in business. But the real satisfaction I get out
of this industry is when I can really surprise
somebody with a service they didn’t expect.
Everybody’s talking about quality service, but
actually achieving it and taking it to the highest
level — that is a rare find.

Q. How do you customize your services to
meet client needs?

A. Every project is anew problem to solve and
that’s how we view it. We're there to solve
problems, and to create an outdoor living space
that fits the clients’ personalities and needs. We
encourage as much input as possible from them.
We send a detailed questionnaire ahead of time,
so we can tickle their thought process. Do they
use the outdoors? What types of plants do they
like? Do they have children? A dog? From there
we can begin to tailor the projects to their likes
and lifestyles.

Q. What is your goal, not only for your com-
pany, but the industry as a whole?

A. We need to change public perception about
the technical skills needed to perform our work,
and the value the public places on the industry.
When a plumber submits a price and charges
$45 per hour, the public accepts that without
question because the service is not something
they can do themselves.

Q. Who is responsible for educating the public?
A. 1tis the responsibility of the contractors, the
associations and the industry. I think that with
increased national and state level certification,
which we’ve seen lately, improving our techni-
cal skills and establishing our work as a needed
profession, then we can charge more for our
services and that’s going to end up protecting
our industry.

“(The Associated Landscape Contractors of

America) has just adopted the certified land-
scape technician training program. This is the
same program that OLCA has had in place for
twoyears. It’sawonderful training tool. And it’s
a great base to build off of for an in-house
training program. We really participate in a big
way in that program.
Q. What changes do you see being implement-
ed in the industry that will help improve its image?
A. Environmental concerns, water as a limited
resource, chemical restrictions —all these things
are issues that the landscape industry has solu-
tions for. But it will require digging in our heels,
working together as an industry and using the
resources we have at hand.

That means biotechnology, drip irrigation, cen-
tral control irrigation. Environmental issues are
forcingustoraise ourstandards. Thataloneis going
to change how the industry is perceived. .

The author is Senior Editor of Lawn & Land-
scape Maintenance magazine.
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Your keys to locking out White Grubs
and other turf insects

When white grubs get into turf, they can cause PROXOL 80SP is an extremely dependable soluble
extensive and costly damage. That's why you powder that controls six destructive species of
need to control them fast — with TURCAM® or - white grubs and several surface

PROXOL® Insecticides. ‘ pests. PROXOL is also compatible

TURCAM provides outstanding control with most commonly used

of a broad range of subsurface insects i insecticides.

in turf, including white grubs, and it C For more information on

also protects ornamental trees, TURCAM?® or PROXOL?, write to:
shrubs, flowers and groundcovers NOR-AM Chemical Company,
from many surface insects. &h:::er:t;emnosltéggm 249,
Avcalllable ?5 agt%%Wd;rr ( ) IMPORTANT: Please remember always
ANGESAE an y 0 s to read and follow carefully all
you versaullty for more effective label directions when

pest control. applying any chernical
Unless pest populations are

extremely high, a properly
timed single application

is all you need for
season-long protection. l
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& NOR-AM CHEMICAL COMPANY

Specialty Products Division
A Schering Berlin Company

Little Falis Centre One, 2711 Centerville Road, Wilmington, DE 19808
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At This Rate, Our Next Hydrostat Mower
May Be Available With A Hot Tub.

Every year since 1991, Bunton has improved and expanded our Hydrostat line. This year, we've complemented
our Riding and Walk-Behind Hydrostat Mowers with our new Commercial Zero-Turn Hydrostat

Now, no matter what your cutting needs are, Bunton has the right hydro for the job. We offer versatility, with
18 models to choose from in cutting decks that range from 36" to 71". We offer maneuverability, with wider rims
and 4-ply tires. And we offer technology, with patented air-induction systems and state-of-the-art engines.

With or without a hot tub, Bunton is the best choice for you. For more information
or a demonstration, contact your Bunton representative or call us at 502-966-0550
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