
Surflan. Roundup. Mix them together, 
and you've got control that knocks weeds 
down and keeps them down. Three times 
longer, in fact, than Roundup alone. 

That's what landscapes all across the 
country are now finding. They are getting 
better weed control and more satisfied 
customers. And they're saving time and 
labor costs because they're applying 
just once. 

With aSurflan/Roundup tank-mix, 
you get complete control of over 50 
different weeds—including such tough 
species as crabgrass, barnyardgrass, 
chickweed, spurge, johnsongrass and 

foxtail. And Surflan won't harm your 
nearby landscaped areas, either. It works 
with little or no lateral movement. 

Join the growing list of satisfied users. 
Add Surflan to your Roundup and stretch 
your weed control three times longer. 
See your Elanco distributor for Surflan. 
Or call toll-free: 1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept. E-455, Indianapolis. IN 46285, U.S.A. 
Surflan*—(oryzalin, Elanco) 
Roundup*—(glyphosate, Monsanto) 
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Seed researchers continue to seek turf with the growth, color, and tolerance 
characteristics needed in the various climates and conditions throughout 
North America and the world. 

and is adapted to wider areas than 
ever before. In addition, buyer sophis-
tication is leading the indust ry into 
more specialized tur f ." 

An example , says Edminster , is tall 
fescue, wh ich has become an ideal 
turf in the transit ion zone because of 
its favorable shade, drought and tem-
p e r a t u r e res i s tance . " S e v e n to ten 
years ago, there was no market for tall 
fescue. Today, more than 100 million 
pounds are produced annual ly , " says 
Edminster . 

"Turf - type tall fescues are going to 
a lot of places whe re they really had to 
fight to have a nice bluegrass lawn, 
like Virginia, New Jersey and Ken-
tucky," says International Seeds plant 
breeder Steve Witten. "People in the 
Nor theas t had bluegrass lawns and 
everyone said, T h a t ' s what a lawn is 
supposed to look like. ' So everyone 
had to fight, fight, fight to have a nice 
bluegrass lawn. Now, wi th the im-
proved turf- type tall fescues, you can 
h a v e a n i ce - look ing l a w n w i t h o u t 
nearly as much hassle ." 

High tech seed 
International Seeds has employed a 
computer at its Halsey facility to doc-
u m e n t each va r i e ty ' s p e r f o r m a n c e 
under a variety of tests. Test results 
and breeding information are stored 

in a databank for easy access. 
" T h e results of our work will come 

out in the next five to ten years," says 
Witten. "They may be good or they 
may be bad, but we plan on surprising 
qui te a few people." 

Dr. Bill Meyer, President for Re-
search of Turf-Seed, also feels tall fes-
c u e and ryegrass d e v e l o p m e n t has 
been impressive. 

"I th ink an amazing development 
in the past five years has been the 
cont inual improvement we 've seen in 
ryegrass and tall fescue," says Meyer. 
"I th ink were going to cont inue to see 
these two species and we ' re getting 
closer to put t ing fine fescue in that 
category too." 

T u r f - S e e d ' s r e s e a r c h f a r m 
stretches over 105 acres in Hubbard 
that hold more than 10,000 turf plots. 
Meyer is taking advantage of every 
one, it would seem, because he 's seek-
ing a broad genetic base in the tall 
fescues and perennial ryegeasses un-
der development . 

"A lot of breeding work that has 
been done in the last few years has 
been based on inbreeding and trying 
to limit the n u m b e r of parents. We're 
tying to broaden the n u m b e r of par-
ents we use, hoping that the turf will 
be more adaptable and have higher 
tolerances." 

Colored markers tell the researcher 
that a particular plant demonstrated 
one or more desirable traits. 

Dr. Doug Brede, research director, 
welcomes visitors to the Jacklin Seed 
Company's Idaho ranch. 



Black Wolf Run 
Kohler, WI 
Valleys Course 
# 2 522 yds. Par 5 

\ P / V Eagle Ridge Inn & Resort 

V V/s # Galena IL 
\ } South Course 

Edinburgh U S A C.C. 
Brooklyn Park, M N 
#17 394 yds. Par 4 

Tanglewood G .C. 
Clemmons, SC 
West Course 
#14 608 yds. Par 5 

Which tWttihout Medalist Integrity? 
—* All Grass Seeds Are Not Created Equal. 

Medalist* integrity is performance you can trust—year after year, bag after bag. 

Medalist integrity is mixtures and blends that are carefully formulated by Northrup King using some of the industry's newest 
and most advanced turf varieties. 

Medalist integrity means that when you seed with Medalist, there's no guessing. It's backed by over 100 years of Northrup 
King seed experience. In every bag you benefit from the ongoing turf research, the continual development of new varieties and 
the technical support provided by our turf specialists. That's Medalist integrity. 

Trust Medalist integrity to perform for you. For more information, write or call: Northrup King Co., Medalist Turf Products, 
RO. Box 959, Minneapolis, Minnesota, 55440, 800-445-0956. 
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Researcher examines 
heat stress 

One of today's leaders in bentgrass research is Virginia 
Lehman, w h o works wi th Dr. Milton Engelke at Texas 
A&M University. 

The Texas bentgrass research program is in its fifth 
year. Lehman says it seeks to produce "new, seeded-type 
bentgrasses as opposed to older, vegetative types." 

Speaking at the Loft 's Seed Company 1990 Field Day, 
Lehman said the great challenge to herself and other 
bentgrass researchers has been the na tura l fact that 
bentgrass does best in mild climates, not the torrid condi-
tions of many Southern golf courses. 

"In Europe in July, the mean tempera tu re is 60°," says 
Lehman, "whe reas in the United States, the July mean is 
70-75°. 

" W h e n grown at non -op t imum t empera tu r e s , " ex-
plains Lehman, " t h e r e is a drast ic dec l ine in tillers, 
which is then reflected in the inability of the plant to 
recover f rom damage: the roots no longer elongate, and 
you'll see the current roots begin to slough off. And w h e n 
you lose the root system in bentgrass, you lose the ability 
to take in water, and the plant cannot cool itself." 

The final result of bentgrass decl ine—or, the result 
most visible to the golfer—is a decl ine in put t ing quality. 

"But the superintendent sees disease and weed invas-
ion," Lehman says, "and more pesticides are then required 
to compensate for the biological deficiencies." 

Lehman's quest is for cultivars genetically adapted to the 
environment, to reduce the dependency on management. 

Concerned supers chip in 
The Texas A & M research has been funded by the USGA 
and Bentgrass Research, Inc., a group of about 20 country 
clubs in the southern U.S. who want and need bentgrass 
that can stand up to the ravages of s u m m e r heat and 
drought. 

"The ability of the plant to take up water is directly 
related to its actual heat tolerance," says Lehman, who 
also seeks a more traffic and salinity tolerant species, all 
the whi le retaining a quali ty put t ing surface. 

Lehman recalls that five years ago, information on 
heat tolerant bentgrasses was lacking. "There was testi-
mony, but f rom a scientific viewpoint, we needed to 
separate heat tolerance from dehydrat ion tolerance. 

"We have selected plants for their ability to maintain 
turgor under drought stress," says Lehman. "We've been 
able to increase the amount of water held in tissue by 10 
percent; we ' re going to improve our drought resistance to 
ul t imately improve our heat resis tance." 

Lehman 's research continues, and she insists that test-
ing is essential to de te rmine plant adaptability; eyewit-
ness test imony is not enough. 

Lehman encourages i ndependen t research on golf 
course practice greens and nurseries. "Those are ideal 
places for turf managers to establish their own evalua-
tions," says Lehman, " ra ther than rely solely on someone 
else's tes t imony." 

—Terry Mclver • 

Meyer said tha t Tur f -Seed l ikes its 
var ie t ies to have five to fifty paren t s , 
not one or two. In one case, 200 par-
en t s w e r e b rough t toge ther in one 
syn the t i c var ie ty u n d e r resea rch . 

"We ' re trying to work with color, 
growth habits and tex tures that are 
c o m p a t i b l e w h e n p u t t i n g toge the r 
types that mix wel l ." 

Meyer notes tall fescue 's improved 
es tab l i shment rates and says bet ter 
py th ium resistance is in the works. 
"Last s u m m e r we were able to come 
up with about two clones out of about 
500 tall fescues that had excellent re-
s i s tance to p y t h i u m , " says Meyer . 
"This has never been reported before, 
and now we ' re making crosses with 

that mater ia l ." 

Tomorrow's ryegrasses 
M e y e r a lso sees room for i m p r o v e -
m e n t i n t o m o r r o w ' s p e r e n n i a l 
r yeg ra s se s . " W e t h o u g h t w e w e r e 
r e a c h i n g a p l a t e a u on r y e g r a s s e s 
w i t h C i t a t i on II a n d M a n h a t t a n II. 
We h a d a lot of d e n s i t y , good m o w -
ing q u a l i t y in t h e h e a t a n d r ea l 
good d i s e a s e r e s i s t a n c e . But t h i s 
sp r ing w e ' r e i m p r e s s e d by a n e w 
v a r i e t y (GH89). T h i s is an ind ica -
t ion to us t ha t m a y b e we can m a k e 
a n o t h e r j u m p in r y e g r a s s b r e e d -
i n g . " 

Research is also under way to de-
t e rmine which grasses, if any, will 
main ta in thei r yield levels wi thout 
f ie ld burn ing . Field b u r n i n g oppo-
nents are gathering signatures for two 
initiative petit ions that would elimi-
nate or drastically reduce the prac-
tice. 

Lacking initiative? 
"We (the seed industry) dodged a bul-
let last year w h e n the leg is la ture 
passed the field burn ing phase-out 
b i l l , " says Jerry Pepin of Pickseed 
West in Corvalis, Ore. "The next bat-
tle is the initiative. If that gets on the 
ballot we ' re going to have to have a big 
advert ising campaign to try to defeat 
i t ." 

Fred Ledeboer of Turf Merchants has been researching the "dwarfness" of 
tall fescues to minimize clipping yields of turf on home lawns. 
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It Costs Less. 
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F i e l d b u r n i n g o p p o n e n t s a r e 
gathering signatures to place one of 
two init iatives on the November bal-
lot. One would ban field burning, pro-
pane f laming and stack bu rn ing by 
Jan. 1, 1991. A second, sponsored by 
O r e g o n Gov . N e i l G o l d s c h m i d t , 
would rapidly phase down field burn-
ing, propane f laming and ban stack 
burning. 

"Without burning, the fine fescues 
and bluegrasses would suffer," says 
Pepin. "They're so thatchy that you'd 
really have to use some heavy duty 
mechanical work to clean up a fine 
fescue field. You really need to burn 
it." 

Jacklin Seed resea rchers , u n d e r 
the guidance of Dr. Doug Brede, are 
keeping their eyes on 42 varieties of 
Kentucky bluegrass planted in 1987. 
They ' re evaluat ing the effect burning, 
herbicide and insecticide application 
have on seed yields. The company, 
located in Post Falls, Ida., moved its 
research facilities to an Idaho ranch. 

Turf trials added 
Jacklin has also added four new turf 
trials. In addition to its five-year-old 
national Kentucky bluegrass trial and 
perennial ryegrass trial, the company 
has added national fine fescue and 

Steve Witten (1) and Stephen Johnson 
incorporated a computer databank 
to track turf for International Seeds. 

bermudagrass trials. 
Jacklin's Virginia Kanikeberg is 

studying the feasibility of seed prim-
ing, a process that allows seed to ger-
minate more quickly. Priming 
involves exposing the seed to a solu-
tion that allows them to imbibe just 
enough water to initiate the early 
stages of germination. 

"In places where the growing sea-
son is short, grass seeds that germi-
nate faster can take better advantage' 
of the weather and produce more seed 
heads," says Kanikeberg. 

In Tangent, Ore., Fred Ledeboer, 
researcher at Turf Merchants, asked 
field day attendents this now-familiar 
question: "What are we going to do 
with the clippings?" 

Ledeboer has been comparing the 
clippings weight of tall fescue to de-
termine growth rates and see which 
varieties produce the least amount of 
clippings. 

"There are two phenomena that 
could be ca l led 'dwarf, ' says 
Ledeboer. "One is the total plant 
height at maturity. The other is in 
the turf, that is, reduced foliage 
elongation and reduced clippings. 
With the latter, the practice of mow-
ing on a weekly schedule will 
change." LM 

Model 48HL 
"High Lift" 
Turf Sweeper 

^mm 
w i l l 

- • • j m ì 
Sweep wet or dry leaves and debris 
then deposit directly into a con-
tainer or truck with the SV2 ft. self-
dumping hydraulically activated 
dump. Features VA cu. yd. hopper 
Call Your Nearby Qlathe/Toro Dist. For Demo I 

100 Industrial Parkway 
Industrial Airport, KS 66031 

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

Combination vacuum and 
mechanical sweeper will pick up 
grass clippings, leaves, cans and 
other debris in wet or dry 
conditions. 7 cu. yd. hopper. 

Call Your Nearby Qlathe/Toro Dlst. For De mo I 

100 Industrial Parkway 
Industrial Airport, KS 66031 

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

Over 2,000 units in the field pro-
viding precision slit seeding with 
18 HP engine, Olathe "Shatter 
Blades" for less power 
requirements & longer wear. 
Call Your Nearly Qlathe/Toro Dlst. For Demo I 

100 Industrial Parkway 
Industrial Airport, KS 66031 

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



How the "pros'\ tee off on Poa annua problems 
\ l U P W M 

PROGRASS® is the selec- any other product, 
tive herbicide that turfgrass ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ You can depend on PROGRASS 
professionals count on for positive ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ to control safely and effectively in 
Poa awwwtf control. This advanced herbicide can be fairway-height bentgrass, perennial ryegrass, Kentucky 
used both preemeigence and postemeigence to root bluegrass, even dormant Bermudagrass over-seeded 
out the most troublesome Poa; it ^ M f l Q - A I V / I with perennial ryegrass. It's the''pro'' 
gives results you just can't get from solution to Poa annua problems! 

A Schering Berlin Company 

3509 SHverside Road. PO Box 7495. Wilmington. DE 19003 

IMPORTANT: Please remember always to read and follow carefully all label directions when applying any chemical. 
Copyrights 1989 NOR AM Chemical Company. AD rights reserved. 



WHAT DO THEY WANT? 
'What do customers want?' is a question top green industry companies ask 

themselves every day. The most successful ones answer it. 

by Rudd McGary, Ph.D. 

Henry Ford was once asked if he 
would have been a millionaire 
had he not invented the auto-

mobile production system. He re-
plied, "Yes. I would have found out 
what the customers wanted and got-
ten it to them at a fair price." That's 
why Ford was a millionaire. 

But some obvious questions can be 
asked about the solution above, bril-
liant as it is. The big question is: 
"What do consumers want?" 

The green industry offers certain 
services to the public, but there is 
more to this industry than treating 
lawns, mowing grass, working on 
trees and designing outdoor space. 

Fair service is key 
Basically, all green industry com-
panies offer nearly identical services 
at nearly the same prices. Granted, 
some companies are better than oth-
ers in their technical ability to per-
form the s e r v i c e s , and some 
companies are more professional. But 
there is still a very fine line between 
the successful, growing company and 
the company that either stays the 
same size or disappears after having 
been open for only a few years. 

The key to a company's success or 
failure goes back to Ford's idea: giving 
the customer what he or she wants at 
a fair price. (Remember throughout 
this column that we are talking about 
"wants," not "needs." The difference 
between the two is significant, partic-
ularly in industries where some of the 
services are cosmetic.) 

When c u s t o m e r s p u r c h a s e 
"wants," they are buying because of a 
desire. If the service is one which is 
absolutely necessary, such as tele-
phone service, the consumer is buy-
ing because of "need." 

Beyond price 
The reason this is important is be-
cause the consumer in the green 
industry can make choices about how 
he/she wants to be serviced—and 
one of the choices is to not take a ser-
vice at all. This is very different from 
those services which are "need" 
based. 

Given the fact that the good com-

panies providing consumer services 
are very close in the way the services 
are performed, the consumer then se-
lects service providers through other 
factors. Then, job performance be-
comes an expected part of the service 
to be bought. 

For more than a decade, research 
has been done on why people buy ser-

What does the customer 
want? A knowledgable, 
competent professional. 

vices in the green industry. The rea-
sons, which have changed dramat-
ically in the past five years, are tied 
very closely to the concept of want vs. 
need. 

For example, when consumers 
consider buying a service, they gener-
ally set up a group of expectations. 
The expectations may not necessarily 
be based on the real possibilities of the 
service, but that doesn't matter. If the 
consumer has a set of expectations, 
that's what the consumer wants to get. 

Results tell all 
On the other side are the results: the 
final outcome after the service has 
been performed. I have been suggest-
ing for some time that the difference 
between the consumers' expectations 
and the results is what causes prob-
lems in the service industries. There 
is, however, another part to this. 

It's not only the results that deter-
mine customer satisfaction, it's the 
way in which the results come about. 

For example, you and your crew 
have been out working on a property 
and have done fairly extensive land-
scaping work on it. You're not quite 
finished with the work, and the cus-
tomer calls your office to ask about 
something. The person in the office is 
having a bad day and is obnoxious to 
the caller. No matter how good the 
property looks, the consumer isn't 
going to be satisfied with the way in 
which the results come about. This 
becomes important in industries 
where there are more and more good 
companies working. 

Stand above the rest 
The work can be done by a lot of peo-
ple; it's the way in which the overall 
results are accomplished that deter-
mines whether or not you have a satis-
fied customer. Since much green in-
dustry work depends on referral for 
its marketing, it's a good idea to have 
satisfied customers or the company 
will have severe problems trying to 
grow or even survive. 

What does the customer want in 
1990? Let's go through what we have 
learned over the last decade about 
consumer expectat ions in the green 
industry. 

1. Professionalism. The single 
dominant factor when consumers 
choose service providers is the way 
the company presents itself to the 
consumer. The word most often used 
by consumers to describe what is ex-
pected is "professionalism." There 
are several parts to this, including ap-
pearance of the workforce, appear-
ance of equipment and vehicles and, 
very importantly, the manner in 
which the first interview/sales pre-
sentation is handled. 

Office staff cooperativeness and 
how they handle the customer is also 
very important. Companies using an-
swering machines are not thought of 
as professional and therefore lose 
some business. Companies where the 
office staff isn't polite or helpful are 
also considered out of the "profes-
sional" category. (In general, this is a 
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feeling as m u c h as a concrete cate-
gory, bu t w i t h o u t the fee l ing of a 
professional company, the company 
isn't going to sell much. ) 

2. Knowledge. This is part icularly 
important in the beginning stages of a 
c u s t o m e r / s e r v i c e c o m p a n y r e l a -
tionship. The cus tomers want to be 
confident that service providers have 
a strong unders tanding of how to com-
plete the job. In addition, it is impor-
tant to the consumers that the service 
providers are able to problem solve 
quickly. 

O n e o t h e r c o n s i s t e n t c o m m e n t 

Looking at factors 
There are a lot of other factors. Cer-
tainly price is important, but if the 
other three things listed above are not 
available, the price doesn't matter at 
all. People buying on low price alone 
are a small group, and generally not a 
group that you want to deal with any-
how. 

What does the customer want? The 
customer wants a service company, 
not a company that thinks that results 
alone are all that matter. 

What does the customer want? To 
be treated as if they were important to 
the company. (They are: they pay all 
the bills.) 

What does the customer want? The 
customer wants a professional, com-
petent, knowledgable company. 

What does the customer want? The 
customer wants results and more. 
How those results come about are as 
important as the results themselves. 

Remember Henry Ford? This is 
what the customers want. And they're 
out there waiting to make you a mil-
lionaire. LM 

Rudd McGary, Ph.D., is a senior 
consultant with All-Green Management 
Associates in Columbus, Ohio. 

from consumers is that they don't 
want to be presented with too much 
technical talk. While consumers want 
information, they don't want a com-
plete doctorate in green industry 
technology. The complaint is that 
some personnel seem to want to over-
whelm consumers with technical in-
formation. 

3. Communication. This very 
vague word translates into two dif-
ferent areas of consumer concern. 
The first is the way the customer is 
treated on the phone—politeness is a 
necessity. No matter how well the 

company can provide the service, 
people who aren't polite on the phone 
kill sales opportunities. 

The second area deals with prob-
lem solving. Customers who give 
strong referrals mention the com-
panies' abilities to solve problems. 
They say that the people identify the 
problem, tell them how they are going 
to deal with it, do what needs to be 
done, and then call afterward to make 
sure the customer is satisfied. Sound 
like a lot to make a customer happy? 
How big do you want your company to 
be? 
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Attn. Small Landscapers: 
Your Options Keep Growing 
TL30 HydroSeeder 

Finn now presents the most efficient and reliable small HydroSeeder in 
the industry. 

• Both paddle agitation and liquid 
recirculation 

• 300 gallon working capacity, for 
small and spot work 

• 18 HP Briggsand Strattoni 
engine 

• Spray distance of up to 60 
feet from end of hose 

FiNN 
CORPORATION 

Phone (513) 874-2818 
Toll Free (800) 543-7166 

FAX (513) 874-2914 
9 2 8 1 LeSaint Drive. Fairfield. O h i o 4 5 0 1 4 

Ideal machines for golf courses, park districts, cemetaries, sports 
fields & residential applications. 

T60 HydroSeederK 

Our popular 500 gallon 
! machine is now even more 

productive. 
/ / / # 

• A 

L 
New slurry pump for even greater operating efficiency 
New axle and wheel arrangement for more flotation 
Spray distance of up to 80 feet from end of hose 
6000-7000 square feet with one load 
Available with Kubota gas or diesel power 


