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Quality Turf-Seed 
varieties developed 
and produced for 
turf professionals. 
Species Variety 

Improved ChaUenger 
turf-type Columbia 
Kentucky Midnight 
Bluegrass Galaxy blend 

Imp. Common Ky. Voyager 

Improved Birdie II 
turf-type Charger 
perennial Citation II 
ryegrass Manhattan II 

Omega II 
Remington 
Saturn 
Alliance blend 
CBS II blend 

Improved Aurora 
hard fescue 

Improved Shadow 
Chewings fescue 

Improved Bighorn 
Sheeps fescue 

Improved Flyer 
creeping fescue Fortress 

Shademaster 

Improved Apache 
tall fescue Bonanza 

Eldorado 
Monarch 
Murietta 
Olympic 
Silverado 
Triathalawn blend 

Improved Penncross 
creeping Penneagle 
bentgrass PennLinks 

Creeping Pennway 
bentgrass blend 

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

1-800-247-6910 

fax ••• 
• >.• fflv . 

Carl Aebersold, harvesting crew foreman at Pacific Sod, 
Camarillo, CA, is pleased with the above-, and below-surface 
performance of dwarfer Monarch turf-type tall fescue. 
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Demand Meet Seed Supply? p. 22 

The competitiveness of the turf seed industry has spawned new varieties, 
new technology and an interest in foreign markets. 

A A Turfgrasses: They're More 
QL Than Blades and Roots 
Landscape designs should optimize plant uses rather than mini-
mize turfgrass areas. 

y|A Eye-Catching Wildflowers Offer 
7\ j Attractive Landscape Alternatives Ml 
Wildflower use isn't expanding quite as fast as it once was, but Wildflower use isn't expanding quite as fast as it once was, but 
interest is still strong from an environmental point of view. 
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Editor's Focus 

AS A REPORTER by training and a jour-
nalist at heart, I find recent coverage of 
lawn pesticides in the consumer press not 
only incredible but appalling. 

Anyone with a shred of decency or com-
mitment to presenting balanced news cove-
rage could not honestly, nor ethically, re-
port such travesties as 'The Pesticide 
Scandal" in Family Circle magazine and 
"Lethal Lawns" reported by The Today Show. 

At least Ted Koppel, host of Night line, 
restored some of my faith in the integrity 
of today's journalists. Without endorsing 
or condemning the use of pesticides, Kop-
pel skillfully questioned the statements 
made by the three gentlemen appearing on 
the show — Roger Yeary of ChemLawn; 
Victor Kimm of the EPA; and Jay Feld-
man of NCAMP — leaving it up to indi-
vidual viewers to decide how they feel 
about pesticides. 

The Senate subcommittee hearings pre-
sented another example of how the deck is 
stacked against the lawn maintenance in-
dustry. A quasi carnival atmosphere is not 
the forum to intelligently discuss the bene-
fits and purposes of specialty chemicals. 

Despite these injustices, those speaking 
on behalf of the continued use of pesticides 
have learned to work within the constraints 
of Washington, and have visibly matured 
since the industry endured its first con-
sumer assault in the mid-1980s. 

This was readily apparent by the well-
prepared testimonies of Ann McClure, ex-
ecutive vice president of the Professional 
Lawn Care Association of America, Allen 
James, executive director of the Responsi-
ble Industry for a Sound Environment and 
Warren Stickle, president of the Chemical 
Producers and Distributors Association, 
among others. 

They waited patiently while alleged vic-
tims of pesticide poisoning told their sto-
ries. They endured the testimony of New 
York Attorney General Robert Abrams, 
and were forced to sit quietly through a 
presentation by Janette Sherman, a doctor 
of internal medicine. Sherman likened 
organophosphates to the family of chemi-
cals used by Iraq and calls for limiting the 
intentional use of needless pesticides. 

Sen. John Warner R-Va., gave the hear-
ing some balance, urging that the general 
public not be frightened unduly. He also 
pointed out that the products in question 
are the same ones homeowners use. 

Representatives working for reasonable 
notification and posting legislation should 
insist that homeowners be included. There's 
no reasonable explanation as to why this 

group remains free from regulation. 
If the statistics citing 64 million people 

perform their own lawn care while only 8 
million hire lawn maintenance companies 
is true, it would be a miscarriage of jus-
tice to exclude the overwhelming majority 
from regulation. 

The very fact that Sen. Joseph Lieber-
man D-Conn. would propose such a bill 
should be enough to shake up any profession-
al conducting business in the lawn mainte-
nance industry today. If passed as is, the 
bill would put many professional and some 
not so professional firms out of business. 

Today, 23 states have passed some sort 
of notification legislation and 16 of the 23 
states require some sort of posting. Six 
more states are said to be considering 
some sort of law and about seven states 
have established registries for chemically 
sensitive people. 

In its testimony, PLCAA said, it sup-
ports the concept of advance notification 
of applications to people who are medical-
ly diagnosed as sensitive to certain lawn 
care products. If monitored and financed 
effectively, a registry might not be a bad 
thing, but the industry has to be careful 
not to legitimize "chemical sensitivity" — 
a term which hasn't been defined by the 
American Medical Association. 

It's apparent that opponents and pro-
ponents of specialty chemicals will never 
see eye to eye. With that said, it's time to 
get past the basics of "us vs. them" and 
get down to business. The green industry 
is well positioned to influence reasonable 
and responsible legislation; something 
which we can all live with. 

Don't let this opportunity slip by. — 
Cindy Code • 

Cindy Code 
Editor 

Julie A. Evans 
Associate Editor 

Charlotte Turcotte 
Art Director 

Helen Duerr 
Assistant Art Director 

Tracy Green 
Staff Artist 

Jami Childs 
Production Manager 

Tracy Brubaker 
Production Assistant 

Maureen Mertz 
Publisher 

Rosalie Slusher 
Circulation Manager 

Mark Fosse 
Marketing/Research Manager 

Fran Franzjak 
Office Manager 

CORPORATE STAFF 

Richard J.W. Foster 
President 

Christopher W. Foster 
Business Manager 

Maureen Mertz 
National Sales 
1723 South Hill 

Milford, Michigan 48381 
313/685-2065 

Fax: 313/685-2136 

Tim Kasperovich 
Midwest Sales 

4012 Bridge Avenue 
Cleveland, Ohio 44113 

216/961-4130 
Fax: 216/961-0364 

ADVISORY BOARD 
Karl Danneberger, Tom Garber 

Des Rice, Joe Vargas 
Patricia Vittum, Richard White 

EDITORIAL OFFICES 
4012 Bridge Avenue 

Cleveland, Ohio 44113 
Phone: 216/961-4130 

Fax: 216/961-0364 

Subscriptions and Classifieds: 
216/961-4130 

V B P A { p j ^ A M J I 



WHEN YOU'VE GOT GRUB 
CONTROL THAT'S THIS GOOD, 

WHY NOT SPREAD IT AROUND? 

When it comes to grub control, 
there's nothing faster or more 
effective than DYLOX® Insecticide 
from Mobay. 

Now, thanks to DYLOX 6.2 
Granular Insecticide, there are 
two great formulations of DYLOX 
to tackle tough grub problems. 

DYLOX gives 
you the fast-acting 
protection you've 
come to depend on, and 
now the new granular formulation 
makes it even easier to use. 

So find out 
more about 
DYLOX 80 Turf 
and Ornamental 
Insecticide and 
DYLOX 6.2 
Granular today. 

34 

Because the only thing faster than 
DYLOX at work, is the way its 
reputation for grub control has 
been spreading. Mobay Corpora-
tion, Specialty Products Group, 
Box 4913, Kansas City, MO 64120. 
(800) 842-8020. 

DYLOX is a Reg. TM of Bayer AG. Germany 
©1991 Mobay Corporation 911355 

reader service 

Mobay 
A Bayer USA INC COMPANY 
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News in Brief 

NEWS DIGEST 

Greenhouse Production 
Tops in Oregon 
The nursery and greenhouse products sec-
tor of Oregon's agricultural base ranked 
No. 1 for 1990, totaling $299.3 million, 
up from 1989's total of $270.8 million. 

Farm forest products, the 1989 leader, 
declined to second place with $295.6 
million in value of production. In addi-
tion, the top 10 Oregon crops totaled 
$1.46 billion for 1990, 75 percent of the 
state's crop total, down 2 percent from 
1989 levels. 

Du Pont Reports 
1st Quarter Loss 
Du Pont Co. reported that first quarter net 
income fell 4.1 percent to $590 million, 
or 88 cents a share, from $615 million, or 
90 cents a share. 

The Wilmington, Del., chemical and 
petroleum concern said sales rose 3 per-
cent to $9.68 billion from $9.4 billion. 

Marting Resigns 
From PLCAA 
Sandy Marting, director of public rela-
tions for the Professional Lawn Care 
Association of America resigned from her 
post effective May 31. 

Marting was responsible for promoting 
and developing such programs as Grass-
cycling and National Lawn Care Month. 

The PLCAA is now searching for a new 
communications coordinator with written 
communications skills and preferably with 
supporting technical knowledge. 

ServiceMaster Execs 
Named To Hall of Fame 
The three executives who pioneered and 
built The ServiceMaster Co. were in-
ducted into the American National Busi-
ness Hall of Fame. 

The firm's founder, Marion Wade, and 
former CEOs Kenneth Hansen and Ken-
neth Wessner are being recognized for 
guiding the company to success by com-
bining business acumen with high ethical 
standards and moral values, according to 
the hall of fame. 

GIE Extends Show Contract Through 1995 
THE GREEN INDUSTRY Expo, in the second year of a two-year contract, extended its 
agreement through 1995. 

The Professional Lawn Care Association of America, the Associated Landscape Con-
tractors of America and the Professional Grounds Management Society have agreed to 
keep the conference and trade show together for four years past the initial agreement. 

The fourth year, 1995, could be considered a transition year should the three asso-
ciations decide at that time not to extend the GIE contract. Although it's not likely, 

according to board members, an in-
dependent show management team 
would be brought in to run the show, 
giving all three associations an equal 
opportunity to plan separate shows 
for 1996. 

The PLCAA, which managed the 
first two shows, will continue to 
manage the show throughout the life 
of the contract. 

The agreement follows several 
months of "spirited negotiations," 
according to Bob Andrews, PLCAA 
president-elect. 

Teddi Davis, PGMS, Bob Andrews, PLCAA and 
Tom Garber, ALCA, sign the new, four-year 
Green Industry Expo contract. 

"It's been a rewarding experience. I think we have accomplished something here that 
will help the industry over the long-term," Andrews said. 

The first GIE show, held last year in Nashville, virtually cemented the industry's desire 
for a continuation of the joint trade show. 

"We have better access and better economies as a trio," said Tom Garber, ALCA presi-
dent-elect. 

As in the first two years of the contract, PLCAA will not recieve a management fee 
under the new contract, but will receive a higher share of the show's gross profits to 
compensate for its time. 

Over the four years, PLCAA's share of profits will go from 55 percent to 54 percent; 
ALCA's share from 25.3 percent to 24 percent and PGMS's share from 19.7 percent to 22 
percent. 

This year's show will be held in Tampa, Fla., Nov. 19-21 and will feature keynote 
speakers, educational sessions and an outdoor equipment demonstration. 

The 1992 show is set for Indianapolis. No further sites have been selected. 

LESCO Reports 
Record Earnings, Sales 
LESCO announced record earnings of $3 
million, or 74 cents earnings per share for 
fiscal year 1990, more than doubling pre-
vious year earnings of $1.4 million, or 35 
cents earnings per share. Earnings also 
surpassed the previous record year, fiscal 
1988, when net income was $2.7 million 
or 67 cents per share. 

The company also reported record sales 
of $117.5 million, a 10.3 percent increase 
over 1989 sales. Sales increased in all prod-
uct categories, except grass seed, which 
the company attributes to reduced market 
demand for seed in 1990. 

Other categories include: turf protection 
products, combination fertilizer/protection 
products, turf care equipment, replace-
ment parts and golf course accessories, 

fertilizers and other products. 
Sales and earnings in the fourth quarter 

lagged previous year fourth quarter figures. 
The company said this decline could be 
attributed to uncertainty in the economy, 
to the Gulf War crisis and an increase in 
transportation costs. 

Ringer Reports 
Second Quarter Loss 
Ringer Corp. reported a loss of $774,000 
or 11 cents per share, for its second quar-
ter ended March 31. 

The loss was directly tied to the volun-
tary recall of Grub Attack, a product sold 
primarily in the Northeast. 

A one-time charge of $1.4 million was 
taken by the Minnesota firm, putting net 

(continued on page 10) 
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Inject-A-Cide* 
Inject-A-Cide* B 
Stop pests that bore, chew or suck on plant 
tissues. Inject Mauget Inject-A-Cide® or Inject-A-
Cide® B into a tree's vascular system a n d 
control more than 35 major insects that injure 
shade trees a n d ornamentals. 

Protects The Environment 
The Mauget micro injection process utilizes a 
closed system to keep pesticides from being 
introduced into the environment. No spraying is 
needed. Scientifically measured doses of EPA 
registered materials are p laced directly into 
the tree's conductive vessels. This ensures 
environmental protection while controlling 
only injurious insect pests feeding on the tree. 

Material Moves Via The Sapstream 
The active ingredient in Inject-A-Cide* or Inject-
A-Cide *• B moves quickly into the sapstream. 
It is transported in the xylem from the point of 

injection to the upper crown a n d leaves. Entry 
points are smaller, shallower a n d fewer in 
number than any other injection method 
used today. 

Do your part to protect the environment with 
the positive addition of Mauget micro injection 
to your IPM program. Stop boring, chewing 
a n d sucking insects from invading a tree's 
environment. Inject Mauget Inject-A-Cide or 
Inject-A-Cide B a n d target only those insect 
pests that harm trees. 

saVeitves 

J. J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 

FAX: 213-225-3810 
213-227-1482 (CA only) 

1-800-TREESRX 

Inject-A-Cide a n d Inject-A-Cide B are restricted use pesticides a n d may b e app l ied only by a licensed a n d trained applicator. 
Inject-A-Cide a n d Inject-A-Cide B are registered trademarks ot J.J Mauget Company. 
•Contains ®Metasystox-R. a Reg. TM of the Parent C o m p a n y of Farbenfabriken Bayer GmbH. Leverkusen 
* 'Contains technical ®Bidrin, registered in U.S. & C a n a d a Pat. Offs, by U.S. Pat 2.802.855; C a n a d a Pat. 536.557 
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Thin ones. Fât ones. 

© 1991 DowElanco 

All shapes and sizes 
qualify for our Pageant 

Pageant* DF insecticide, that is. It makes 
beauty contestants out of ordinary trees and 
shrubs, no matter what their size and shape. 

With just one application, you can pro-
tect their beauty by eliminating almost every 
pest that threatens them. Destructive pests 
like beetles and borers, including black vine 
weevils and dogwood borers. And harmful 
worms such as fall webworms and Eastern 
tent caterpillars. Plus hard-to-detect scales 
and aphids such as hemispherical scales and 
melon aphids. 

It's a beauty that lasts, too. Once the 
spray dries, Pageant DF bonds tightly to 
trees and shrubs to provide residual control. 
It uses vapor action to provide control 

where other sprays don't reach, including 
rolled-up leaves where worms and aphids 
may be hiding. 

The results are beautiful. Healthy trees 
and shrubs without damage from pests. 
But the real beauty is the satisfaction you 
get from your customers. 

Why not judge for yourself how well 
Pageant DF protects the beauty of trees 
and shrubs? For technical information, 
call toll-free: 1-800-352-6776. 

DowElanco 
•Trademark of DowElanco 
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News 
(continued from page 6) 

income into the red. The charge repre-
sents loss of sales, inventory write downs 
and refunds, according to Mark Robinow, 
Ringer vice president of finance. 

Without the charge, Ringer would have 
earned $674,000 or 10 cents per share. 
Stock in the firm has been publically trad-
ed for six months. 

"It's not something we like to see, but 
Ringer is not in financial jeopardy," Ro-
binow said. "It doesn't affect the rest of 
our product lines. We see a third strong 
quarter." 

Grub Attack was withdrawn from the 
market in March because of inconsisten-
cies between product field and laboratory 
data. The product recall is only on 1991 
shipments and does not apply to materials 
previously distributed. The recall extends 
to retail distribution. 

Although Ringer had hoped to reverse the 
situation for the 1991 season, the product 
isn't expected to return to the market this 
year, according to Scott Boutilier, Ringer 
commercial marketing director. 

"Until we have the answer we won't 
market it," he said. "It's our responsibili-
ty to offer an effective product." 

Dues Adjustment 
Boosts Membership 
A recent adjustment to PLCAA dues is 
already proving successful at boosting 
membership. The decision by the PLCAA 
board of directors to adjust dues rates in 
several membership categories was an-
nounced in February, and has already 
resulted in a membership increase of 
about 2 percent. 

In another show of support, more than 
10 percent of renewing PLCAA members 

PLCAA INCOME 
BY FUNCTION 

Conference 
13.2% 

paid dues early this year, taking advantage 
of an early discount payment plan. 

PLCAA membership included 978 com-
panies in 1990, and the association mem-
bership committee hopes to add another 
400 in 1991. 

In other news, the association recently 
released its annual financial report to the 
membership for 1990. Among the find-
ings: Total yearly expenses of $904,502 
slightly exceeded total revenues of $896,428. 

Dues provided the heftiest boost to re-
venues, accounting for $477,685, or 53.3 
percent of the total. Expo k90 and con-
ferences and seminars also contributed 
significantly. 

Among expenses, membership, admini-
stration, conferences and public relations 
accounted for nearly 66 percent of the 
total. Other expenses included legislative 
affairs, GIE Expo, education, leadership 
and general legal services. 

Wash-Off Data Surprises 
Pesticide Planners 
It's not the intensity, but the volume of 
rain that counts when it comes to washing 
pesticides off plants. The first 10th of an 

(continued on page 14) 

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

GRASS CATCHER TEST: 
1. DO YOU SPEND MORE TO FIX YOUR 
CATCHER IN 3 MONTHS THAN IT COST? 
2. DO YOU EMPTY A CLOGGED CATCHER 
WHEN ITS ONLY HALF FULL? 
3. DO YOU KEEP YOUR CATCHERS FOR 
MONTHS INSTEAD OF YEARS? 
4. DO YOU DO WEIGHT LIFTING DURING 
WORKING HOURS? 

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

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

NOSPOTWELDŜ  

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

iiimiiiiiiiiiiiiiiiiiiiiLAWN-WRIGHTJNC.iiiiiiiii 
18761A North Frederick Avenue. Gaithersburg, Maryland 20879 
FOR INFORMATION AND SALES CALL: (301) 330-0066 | FROM THE MAKERS OF GRASS GOBBLER 

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

LAWN MAINTENANCE SOFTWARE 

•AUTOMATIC SCHEDULING 
• INVOICES and/or DETAILED STATEMENTS 
•AUTOMATIC POSTING TO CUSTOMERS'JOURNAL 
•GEOGRAPHICALLY EFFICIENT ROUTE SHEETS 
• A C C O U N T S RECEIVABLE SYSTEM INTEGRATED 

General Ledger, Payroll, Payables 
and other modules also available. 

CUP is now in use at hundreds of companies across the U S A.and 
abroad. References are available. Find out how these companies 
have cut their office work to a small fraction of what it was. 

CALL NOW FOR FREE 
CUP DEMO DISK! 

We'll send you sample printouts and a com-
plete description of CLIP'S powerful features. 
Just put the disk in arty IBM• or compatible computer to see CLIP in 
action. (It you don t have a computer any computer dealership would 
be glad to let you try it on a showroom computer ) 

CALL 1-800-635-8485 
Please be ready with disk size: 

• «•/<• jjöj 
• 3 Va" 

For more information call: 
1-800-635-8485 

L-W Software, division ot Lawn-Wright. Inc. 
18761 N Frederick Ave , Suite A 

Gaithersburg. MD 20879 
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New 
Ideas 
Bloom 
at P.A.N.T.S., the premier product and 
information source for growers, 
landscapers, retailers and suppliers. 

Penn Allied Nursery Trade Show 

P A N T S '91 
J u l y 2 3 , 2 4 , 2 5 , 1 9 9 1 

Valley Forge Convention & Exhibit Center 
King of Prussia, PA 

For information and registration contact-

Pennsylvania Nurserymen's Association, Inc. 
1924 N. Second Street, Harrisburg, PA 17102 (717) 238-1673 | © 1991 



News 
(continued from page 10) 

inch of rain removes almost all of the pes-
ticide that is going to wash off, regardless 
of how long it takes for that amount to 
fall, according to studies by Agricultural 
Research soil scientist Guye Willis. 

"It doesn't matter whether it takes a mi-
nute or an hour — a heavy storm or a 
sprinkle — for a 10th of an inch of rain to 
fall, it's the volume that's the significant 
factor, not how hard the raindrops hit the 
leaves," said Willis, who works at the ARS 
Soil and Water Research Unit in Baton 
Rouge, La. 

The studies, which were done in coopera-
tion with the Water Quality and Ecology 
Research Unit at the USDA National Se-
dimentation Laboratory in Oxford, Miss., 
indicate that organochlorine pesticides are 
the least susceptible to being washed off 
by rainfall, while the more water-soluble 
chemicals are the most susceptible. 

For example, 0.1 inch of rain will wash 
off about 50 percent of a water-soluble 
pesticide that was on the plant when the 
rain began, but only about 2 percent of 
the organochlorine pesticide, which has 
limited solubility in water. 

Previous studies didn't consider which 

is the significant factor in pesticide wash-
off — the amount of rain, the size of rain-
drops or the energy with which they fall. 

"But with the shift toward short-lived 
pesticides, their concentration in runoff 
will become more of a function of the 
chance of rainfall washoff," Willis said. 

Knowing which is the significant factor 
will allow more precise laboratory and en-
vironmental chamber testing of pesticides 
for runoff possibilities. 

Movie Madness Strikes 
Environmental Theme 
Advertising Age magazine recently asked 
readers to predict the next movie classic 
to be re-made with an environmental theme. 

The first prize went to "Muntiny Over 
Bounty": Pro-green swabs overthrow their 
captain using non-recyclable paper towels. 

Second place was awarded to "The 
Deer Hugger": Robert De Niro stars as a 
Vietnam veterinarian who returns to his 
Pennsylvania mill town as a militant ani-
mal rights activist. 

Third prize went to "Goodbye, Mes-
quite Chips": A mild-mannered school-
teacher takes on an army of suburban 
yuppie barbecuers and reduces air pollu-

tion by 15 percent. 
Honorable mentions were awarded to 

"Citizen Stain": When the billionaire ad-
ministrator of New York's largest landfill 
dies, reporters must decipher his myste-
rious last words, "Nose plug"; "Singing 
in the Acid Rain": Gene Kelly's umbrella 
disintegrates but not his fancy footwork; 
"The Unflushables": Elliott Ness puts the 
squeeze on Pampers; and "Ben Fur": 
Charlton Heston rides his Roman chariot 
around the globe, defending minks and 
bunnies from trappers. 

We're not above stealing — uh, borrow-
ing — another magazine's idea. So we're 
asking LLM readers to predict the next 
movie classic to be re-made with a lawn 
maintenance theme. Send in your sugges-
tions to: Cindy Code, Editor, LLM, 4012 
Bridge Ave., Cleveland, Ohio 44113. The 
best will be announced in a future issue. 

Wichita Firm Named 
Contractor of the Year 
Nichols Lawn Service, Wichita, Kan., has 
been named the 1991 U.S. Small Business 
Administration's Region VII Prime Con-
tractor of the Year for the states of Iowa, 
Kansas, Missouri and Nebraska. • 

©lathe TURF CARE 
EQUIPMENT 

Field Proven Olathe 
Equipment For The 

Turf Care Professional! 

Mode l 8 3 / 9 3 

Reliable and durable Olathe equipment has been 
helping turf and grounds maintenance professionals 

maintain large turf areas for over 18 years. 

Model 83/93 
Aerator/Slit Seeder 

Provides relief from thatch and 
compaction whi le slit seeding. 
Model 83 Aerator: 48" swath on 
adjustable 1-6" centers, 3-pt. hitch, 
PTO-powered, and variable blade 
depth setting to 3" for aeration. 
The Model 93 Seeder: ground 
powered, adjustable seed f low, 
48" swath on 3" centers at 1/4" 
depth. 

Model 48HL 
Turf Sweeper 

Sweep w e t or dry leaves, 
clippings, rocks, cans and debris • 
then deposit directly into a truck -
or container w i t h the 5-1/2" ft. 
self-dumping hydraulically 
activated dump. Features 1-1/4 
cu. yd. hopper, self-propelled, 
variable speed, mechanical 
rubber finger pickup system and 
reel height adjustment. 

Mode l 48HL 

OLATHE MANUFACTURING, INC. 
100 INDUSTRIAL PARKWAY, INDUSTRIAL AIRPORT, KANSAS 66031 
913-782-4396 FAX 913-764-1473 



JOIN 

PgMS 
B Y L E A R N I N G A B O U T T H E P R O F E S S I O N A L G R O U N D S M A N A G E M E N T S O C I E T Y , 

Y O U ' L L B E M A D E A W A R E O F T H E M A N Y B E N E F I T S I T H A S T O O F F E R . 

WATCH YOUR CAREER EXPAND.. . JOIN PGMS TODAY! 

• ANNUAL CONFERENCE & TRADE SHOW - T h i s 
yearly forum brings together grounds managers, top 
speakers and suppliers for the sharing of knowledge and 
ideas. 

• DISCOUNTS — Members receive discounts on Hertz, 
Avis and Alamo Rental Cars as well as discounts on a 
complete line of horticultural publications. 

• WORKSHOPS - Workshop training is available all over 
the country and offers management skills covering all 
aspects of grounds management. 

• CERTIFICATION — You can become a Certified Grounds 
Manager by receiving a voluntary peer review of acceptable 
competence. 

• AWARDS — Members are recognized for outstanding 
achievements in grounds management in the Annual 
Grounds Maintenance Awards Contest. 

• NEWSLETTER - A newsletter is mailed monthly to keep 
members current on the affairs of the Society and the latest 
developments critical to successful grounds management. 
Personnel and position vacancy notices are also listed to 
create employment opportunities. 

• SURVEY INFORMATION - The Society conducts 
research on operational practices. These surveys are made 
available to members only. 

• GUIDELINE PUBLICATIONS - AVAILABLE FREE 
TO ALL MEMBERS: 

• Grounds Maintenance Estimating Guide — To assist 
you in total cost job estimating. 

• Grounds Maintenance Management Guidelines — Now 
available to assist you in management. 

• Grounds Management Forms & Descriptions Guide — 
To help you with your routine daily tasks! 

Clip and Mail to: P R O F E S S I O N A L G R O U N D S M A N A G E M E N T S O C I E T Y 
10402 Ridgland Road, Suite 4, Cockeysville, M D 21030 

I WANT TO EXPAND MY HORIZON! Please send more information about PGMS. 

Name City and State 

Company Zip Code 

Street Area Code/ Phone # 
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Association News 

For More Information. . « 
ALHA 
2509 E. Thousand Oaks Blvd.. 
Suite 109 
Westlake Village, Calif. 91362 
805/498-6916 

GARDEN COUNCIL 
500 N. Michigan Ave., 
Suite 1400 
Chicago, 111. 60611 
312/661-1700 

ASPA 
1855 Hicks Road 
Rolling Meadows, 111. 60008 
708/705-9898 

MID-AM 
1000 N. Rand Road, 
Suite 214 
Wauconda, 111. 60084 
708/526-2010 

NAA 
RO. Box 1094 
Amherst, N.H. 03031 
603/673-3311 

ALCA 
405 N. Washington St. 
Suite 104 
Falls Church, Va. 22046 
703/241-4004 

THE NEW YARD & Garden Remodeling 
kit from the Garden Council educates con-
sumers about the importance of landscape 
remodeling. The kit has been remodeled 
and refocused with the help of its cospon-
sors, the Associated Landscape Contrac-
tors of America and the National Land-
scape Association. 

Designed to increase business for the 
landscape industry, the kit can be per-
sonalized with any landscape business's 
name and address. It can be used for a 
direct mail campaign, advertised as an in-
store giveaway, distributed to real estate 
agents for joint promotional purposes and 
delivered to prospective business clients. 

The kit takes consumers through an in-
teractive, five-step process that encourages 
them to: 1) determine the features they 
would like to see incorporated into their 
landscape; 2) determine how much they 
want to invest in the landscaping process; 
3) identify what types of professional help 
they may need to get the job done; 4) en-
sure that their landscaping investment 

grows through proper maintenance; and 5) 
initiate the landscaping process by sketch-
ing their property and then meeting with a 
landscaping contractor, architect, designer 
or garden center professional to discuss 
goals. 

The kits are available to industry mem-
bers in bundles of 100 for $20. A 15 
percent shipping and handling charge is 
added. 

The American Landscape Horticulture 
Association is now offering its latest in-
dustry certification programs. 

Certified Landscape Professional is a 
national level two-year program targeted to 
individuals above the technician level. The 
certification applies to — but is not limited 
to — supervisors, salespersons, designers, 
managers, landscape architects and con-
tractors, nursery persons, horticulturists, 

NOMANCO LAWN 
MAINTENANCE 

MODEL LMT 6,000 
Loading Capacity 6,000 lbs. 

STANDARD EQUIPMENT: 78" x 16'4" chan-
nel iron frame, class "A" lights, electric brake, 
2" coupler. Safety chains, stake pockets, tie 
downs, 2'' treated floor full width tool box on 
front & side. Fold up ramp on curb side. Trailer 
width is 8 ft. behind fenders, with full width 
fold up ramp. H7815LRC tires, white spoke 
wheels. 
OPTIONAL: Surge brake, jack, winch, trailer 
bed lengths 16', 18', 20'. 
Shipping Weight 1,680 lbs. 

Nomanco Trailers Inc. 
Schuler Manufacturing 

P.O. Box 323, 400 Nor th 
Roann, IN 46974 

Phone: (317) 833-6711 

RIDE A WALKER 
2 ) ¿Icaoe* QaU, Gatfipeiitiue, Pna^iicJde Mcuaituf, 

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 f its 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 operating on a 
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 



arborists, interiorscapers and lawn care 
and pest control specialists. 

Applicants must provide a biography of 
qualifications and experience. Classroom 
training, correspondence courses, educa-
tional programs, certificate programs, spe-
cialty certification or licensing, hands-on 
training and job experience will be ac-
cepted as qualifications. 

Every two years, individuals renew cer-
tification through 80 hours of continuing 
education. Requirements include, but are 
not limited to, water management, pest 
control, sprinkler system design, business 
administration, time management and 
general education. 

ALHA also offers two technician-level 
programs: Landscape Technician and 
Landscape Management Technician. 

Members of the American Sod Producers 
Association will meet at the annual Sum-
mer Convention and Field Days in Port-
land, Ore., July 31 to Aug. 2. Convention 
headquarters are at the Red Lion/Lloyd 
Center in Portland and will house the edu-
cational programs and annual meeting. 

Paul Jensens J-B Instant Lawn farm in 
Silverton, Ore., will host live demonstra-
tions and static displays, featuring sod 
farm equipment, products and technology. 

This year, the static displays will be open 
both Wednesday, July 31 and Thursday, 
Aug. 1; and equipment demonstrations 
will be conducted exclusively on Aug. 1. 

The following day, attendees will tour 
Tom DeArmond's Oregon Turf & Tree 
farm and Turf-Seed/Pure-Seed Testing's 
research operation, both in Hubbard, Ore. 

The Mid-America Horticultural Trade Show 
recently elected officers and added two 
new directors to its board. 

Richard Schwarz, of Schwarz Nursery & 
Garden Center, Addision, 111., was re-
elected president. Schwarz represents the 
Illinois Nurserymen's Association. Peter 
Grathoff, of Thornapple Landscape Main-
tenance, Geneva, 111., was re-elected vice 
president. He represents the Illinois Land-
scape Contractors Association. 

Elected secretary, William McDevitt of 
McDevitt Nursery, Dieterich, 111., repre-
sents IN A. Don Groth of Don Groth Land-
scaping, Greenfield, Wis., was elected 
treasurer. Groth represents the Wisconsin 
Landscape Federation. 

New directors include: Cheryl Muskus of 
C & J Landscaping, Addison, 111., represent-
ing ILCA; and Thomas Hoerr, of Green 
View Companies, Dunlap, 111., representing 
INA. 

The National Arborist Association has es-
tablished a new committee for tree care 
practices. The committee, designated 
A300, is designed to bring interested in-
dividuals and organizations together to 
develop consensus standards for the care 
and maintenance of shade trees. The A300 
standard will provide practitioners, the 
public and government agencies with uni-
versally accepted standards. 

Fifteen professional organizations par-
ticipated in the committee's first meeting 
and elected Tim Johnson, president of Ar-
tistic Arborist, chairman; and Paul Mc-
Farland, president of McFarland Land-
scape Services, vice chairman. NAA is 
the secretariat for the committee. 

Jerry Lankenau recently received a life-
time honorary membership from the 
Associated Landscape Contractors of 
America. 

Lankenau, a 30-year industry member, 
is a past president of ALCA. Under his 
leadership, the first four-year degree pro-
gram in landscape contracting was im-
plemented. He has held other positions 
with the association, including secretary 
and vice president; and he served as leg-
islative committee chairman from 1973 to 
1990. • 
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RIGHT?- WRONG! 
NOT ALL PARTS ARE CREATED EQUAL. 

AT GREENLINE WE SEEK ONLY THE TOP 
MANUFACTURERS OF PARTS A N D TOOLS 

FOR THE LANDSCAPE PROFESSIONAL. 
OUR GUARANTEE? YOUR SATISFACTION 

OR YOUR MONEY BACK. 
CALL TODAY FOR OUR 1991 CATALOG 

WITH OVER 5,000 ITEMS 
AT DISCOUNTED PRICES 

r ^ j * GREENLINE DISTRIBUTORS, INC. 
3314 SOUTH COBB DRIVE, UNIT 9 

|WA SMYRNA, GA 30082 
ffS 1-800-356-0171 J L 

reader service | 4l| 
LAWN & LANDSCAPE MAINTENANCE • JUNE 1991 

OLDHAM 
CHEMICALS 

COMPANY, INC. 

A. 300 gaL poly tank in a metal frame. 
B. 5-HP Honda engine coupled to a Hypro D-30 Pump. 
C. Electric or manual hose reel with 300 ft. of 1/ 2" hose 

mounted curb side or to back of truck 
D Unit is Pre-tested & ready to use. 

Call for details 
1-800-888-5502 

9 0 1 - 7 9 4 - 0 0 8 4 
Or write: P.O. Box 18358 

Memphis, TN 38118 
"EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 



TIMING SPECIALTY 
TREATMENTS FOR APPEALING LAWNS 
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Focus on Insects 

Mole cricket control is exasperated by the insect's mobility. 

SOMETIMES YOU HAVE to go a step 
beyond to achieve the best lawns possible 
for your customers. That's why one Flori-
da operator finds it important to integrate 
a special mole cricket control approach 
into his overall lawn care program. 

"We have a routine lawn treatment we 
do every two months which includes the 
use of an insecticide and fertilizer," said 
Tim Hughes, manager of Tropicare Pest 
Control in Spring Hill, Fla. "But our ap-
proach becomes different because we do a 
specialty treatment for mole crickets some-
time during the summer, between June 
and August." 

This specialty treatment has proven in-
valuable because it hits mole crickets 
when they are just beginning to propagate, 
Hughes said. He added the mole cricket 
treatment to his existing six-application 
per year program. 

DAMAGE BEGINS IN JUNE. In West Central 
Florida, mole crickets first begin to damage 
turf in June when they are in the nymphal 
stage, with visible signs appearing in 
August and destruction sometimes con-
tinuing well into November. 

Control is difficult because mole crick-

ets have the ability to tunnel deep into the 
soil. Thus, a mole cricket population 
may be controlled in the upper six to 10 
inches of a lawn, but mole crickets below 
that level will not be affected. They are 
very mobile in the soil, tunneling several 
feet in a few hours. 

Spending most of their life underground, 
mole crickets consume root systems and 
tunnel to the upper few inches of soil. 
At night, they crawl to the surface and 
forage on grass plants, so it is critical to 
time insecticide applications correctly in 

order to get effective control. 
Since water attracts the insects toward 

the surface, applications are most effective 
after a rain or a thorough watering. 

Although the company has offered the spe-
cialty mole cricket treatment for some time, 
it has taken several years to see the results. 

"Many products lend themselves to this 
type of program," Hughes said. "I've used 
Tempo 2 for the past couple of years and it 
has given me the carcass counts I'm look-
ing for. The economics of performing the 
extra treatment are apparent in our profits." 

RESIDUAL ACTIVITY NEEDED. Hughes con 
tends that because the percolation rate into 
sandy soil is so rapid, western Florida's 
soil can render some insecticides nearly 
useless. For this reason, he believes it is 
necessary to use an insecticide that has good 
residual activity, remaining in the upper 
few inches of the soil, where it is needed. 

With this insecticide treatment, Hughes 
added, re-treats for mole crickets and 
other pests are no longer a factor. 

To be competitive in the lawn mainte-
nance business, it's vital that programs for 
mole crickets and other insect pests achieve 
the level of pest control that you and your 
customers expect, Hughes said. "The pro-
ducts integrated into that program have to 
do the job right. It's your name on the line. 
You expect your insecticide to be good." 

As with most things in life, creativity 
can improve on the product. The creative 
addition of this "specialty" treatment can 
offer the maintenance operator the mole crick-
et control needed for customers' lawns. • 

GOING TO BAT FOR PROPER PESTICIDE USE 

THE NEW ENVIRONMENTAL frenzy has caused many uninformed people to attack 
the lawn maintenance industry. Some operators have been barraged by customers' ques-
tions about the "danger" of insecticides used on their lawns. 

But Tim Hughes has experienced no such attacks, partly due to his approach toward 
public relations. 

To address any questions that exist in the minds of area residents, Hughes writes a 
monthly article called Lawn Tips for a local publication. In this article he educates con-
sumers about a variety of topics, including pest control, fertilization, trends in the lawn 
maintenance industry and specific insects plaguing the area. 

Not only is Hughes educating the public about lawn maintenance, but his company 
receives calls from readers who want to know more about his lawn service. 

Products which require use of less active ingredients can help dispel public fear and 
demonstrate environmental friendliness. Responsibility on the part of the maintenance 
operator is the key to winning over a perceptive public. 

"It's a big change in the industry because we are used to mixing high doses of chemi-
cal," Hughes said. "We have to retrain our applicators to use less active ingredients than 
they are used to. Going by the label provides more than adequate control." 

Hughes said the benefits of using less active ingredient and achieving superior control 
go beyond introducing less chemical into the environment. The cost of the chemical for 
doing business lowers while the fee for the service remains at the same price. As a 
result, profit margins prove to be greater. 



WHEN YOU TREAT 
YOUR CUSTOMER S LAWN 

IKE YOUR O W N . . . 

YOUVE GOT A 
Getting a new customer can 
be a whole lot harder—and a 
lot more costly—than doing the 
kind of good job that keeps an 
existing customer. And keeping 
a single customer can mean 
thousands of dollars over the 
life of your business. 
We're in it for the long 
haul, too. 
For over 25 years, The 
Andersons has provided the 
kind of proven product line-

up and results-getting perfor-
mance that has helped hun-
dreds of lawn care operators 
grow their businesses in 
healthy ways. 
Our broad range of fertilizers, 
herbicides, insecticides and 
combination products have 
helped us win over many a 
customer And our product 
quality, consistency, excep-
tional service and reliability 
have helped us keep them. 

the professional's 
partner 

Andersons 

We'd like the chance to prove 
ourselves to you. We think 
you'll find we're good people 
to do business with. 

~~m m / 

Personal service. Consistently high product quality. Technical service. Proven performance. All backed 
by a genuine integrity that is all too uncommon in today's business world. That's The Andersons. 
© 1989 The Andersons 

Call us toll free, 1-800-225-
ANDY for a comprehensive 
full-line Selection Guide or 
for the name of 
your nearest 
distributor. 
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T A K I N G I T 
O N T H E C H I N 
Attacking professionally 
used pesticides has 
become an annual 
ritual for the consumer 
media. Do they have a 
leg to stand on? 
DON'T LOOK NOW, there's another news 
report condemning pesticides for harming 
the environment and the public. "Lethal 
Lawns," "Poisonous Pesticides," "The 

Pesticide Scandal" and "Keep off the 
Grass," covered the airwaves and littered 
the print media this spring. 

No revealing facts or statistics were dis-
closed. In fact, it was basically old news 
by the time it reached its audience. But 
the fact remains, the lawn maintenance 
industry is a target for environmental acti-
vists who want to see pesticides eliminated. 

Meanwhile, professional associations 
with a vested interest in the continued use 
of specialty chemicals are working toward 
reasonable prenotification and posting 
laws, as well as enhanced applicator train-
ing and licensing requirements. 

MAINTENANCE CUSTOMERS UNAFFECTED BY 

MEDIA PUBLICITY 
A ONE-SIDED three ring circus. 
That's how Steve Hardymon charac-
terized the recent Senate subcommittee 
hearings on the use of lawn maintenance 
pesticides. 

Hardymon, ChemLawn's vice president 
of environmental affairs and media rela-
tions, is not alone in his assessment of the 
event on Capitol Hill. Other industry lead-
ers agree that the hearings tended toward the 
sensationalistic. But that's the bad news. 

The good news is that the industry is 
more prepared for the onslaught of pub-
licity, and the public appears to have 
grown weary of biased news reporting 
that covers little new ground. 

"Because there was not a lot of new 
information, the press didn't make 
quite as big a deal of it as they have in 
the past," said Timothy Doppel, presi-
dent of Atwood Lawn Care, Sterling 
Heights, Mich. "Also, the industry has 
done a better job of telling its side of 
the story." 

Subsequently, customer response to 
the Senate hearings was slim to none, 
according to those polled. 

Robert Andrews, president of The 
Greenskeeper, Carmel, Ind., said that 
no new issues were raised at this year's 
hearings. "I did not think that any of the 

issues raised were different than those 
raised in the past. I think that PLCAA's 
proactive responses were positive." 

Hardymon objected to the "circus-
like" atmosphere and said the hearings 
were very high on media appeal and-
short on fact. He stressed that the indus-
try must continue its proactive stance. 

"I believe that this (Lieberman) bill 
will not go anywhere this year," Hardy-
mon said. "However, I do believe that 
Congress will take some action in re-
gulating lawn care products in the next 
two to three years. This is a clear sig-
nal to the industry that they must get 
involved or have to live with a Lieber-
man-type bill." 

Sen. Joseph Lieberman, D-Conn., in-
troduced a bill requiring 72-hour noti-
fication of pesticides by lawn care and 
structural pest control applicators in 
and around public buildings. 

Russ Frith, president of Lawn Doc-
tor, Matawan, N.J., called for more in-
dustry cooperation. "I think we have to 
work a lot harder to make sure all of 
our regulators understand what we do 
as commercial applicators," Frith said. 
"To be done effectively, I think we 
need to get everyone involved in our in-
dustry." • 

NIGHTLINE 
DEBATE: 
IS THE 
PUBLIC 
AT RISK? 
Ted Koppel: I don't know if 
you're going to end up considering 
this an endorsement or an indict-
ment, but your folks (ChemLawn) 
have been hauling hoses over my 
front and back yard for quite a few 
years now." 

CNN, USA TODAY, The Today Show and 
others have all participated in the thriving 
assault on pesticide usage, but Nightline 
made its premiere one day after Senate 
subcommittee hearings ended. 

Moderated by Nightline host Ted Kop-
pel, guests Jay Feldman, coordinator of 
the National Coalition Against the Misuse 
of Pesticides; Roger Yeary, vice president 
of health, safety and environmental affairs 
for ChemLawn; and Victor Kimm, depu-
ty assistant administrator, office of pesti-
cides and toxic substances, Environmental 
Protection Agency, spent 30 minutes weigh-
ing claims of toxic chemicals, the levels 
at which they are used, and whether pes-
ticides do present a risk to the public. 

While Feldman took every opportunity 
he could to denounce pesticides as toxic 

INS & OUTS OF 
THE PROFESSIONAL MAINTENANCE 
industry seemed to make some headway 
with two U.S. senators and a Congression-
al subcommittee and will now participate 
in rewriting a proposed notification bill. 

Senate Bill 849, better known as the 
Notification of Chemical Application Act 
of 1991, and the use and application of 
lawn care chemicals were at the center of 
subcommittee hearings in Washington, 
D.C., last month. 

Easier to understand labels and truth in 
advertising were also targets of discussion. 

Sponsored by senators Joseph Lieber-
man, D-Conn. and Harry Reid, D-Nev., 
the bill is designed to provide the advance 
notice of the application of a pesticide. 



substances, virtually calling for their eli-
mination from the environment, Yeary 
and Kimm discussed recent exposure 
studies and re-registration efforts. 

Still five years from completion, Kimm 
said, pesticide re-registration is a high 
priority yet a time consuming proposition 
given the tests required of suppliers. 

"It doesn't mean we wait until we're 
finished to review potential danger," Kimm 
said. "Where we find significant risk, we 
move to deal with it. Although these prod-
ucts are used on lawns, they also have 
fairly wide agricultural use. As a result, 
exhaustive data has been generated and 
studied." 

Yeary presented information from a re-
cent ChemLawn study which evaluated 
the health of 100 applicators who had ap-
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Roger Yeary: Material 
Safety Data Sheets are 
written for the concen-
trated form of the product 
not the diluted form. Our 
chemicals are diluted ap-
proximately 700 times 
with water. 

Jay Feldman: The EPA 
identified pesticide ex-
posure as one of its three 
most important priorities to 
look into. Remember, we're 
talking about the willful in-
troduction of toxic chemi-
cals into the environment. 

Victor Kimm: If you're 
handling pesticides, we 
recommend you read the 
label and take common 
sense precautions. With 
the information we have, 
we don't believe there are 
serious risks in the normal 
course of a typical home-
owner treating his lawn. 

plied pesticides for at least nine years. 
The study showed no long-term adverse 
health effects attributable to the applica-
tors' work with chemicals, Yeary said. 

These applicators were exposed more 
than 10,000 times what a homeowner can 
expect, and 100,000 times what a next 
door neighbor can expect, he added. 

It's estimated that several million view-
ers watched the nationally broadcast show. 

RINGER TV 
COMMERCIALS 
RAISE EYEBROWS 
THE RINGER Corp. voluntarily 
changed one of its John Cleese TV 
advertisements after complaints that 
the ads were false and misleading. 

The Minnesota Department of Ag-
riculture objected to the commercial 
in which British comic Cleese says: 
"Nothing goes into it that could hurt 
anything it eventually goes into." 
The department voiced its concern 
after Ringer competitors questioned 
the wording in the commercial. 

An adviser for the state depart-
ment specializing in fertilizer regula-
tions said that organic products can 
cause problems if misapplied. 

The original Cleese line was re-
placed by one in which the actor 
says, "All natural, all good, all safe." 

Scott Boutilier, Ringer's commer-
cial marketing director, said the mo-
dified commercial hasn't even aired 
and doesn't know if it will. 

In recent years, the General Ac-
counting Office has begun to ques-
tion advertising in the lawn mainte-
nance industry. Questions of both 
paid advertising — TV, radio and 
print — and promotion through bro-
chures and sales pitches are under 
scrutiny. • 

PESTICIDE NOTIFICATION 
Appearing before the subcommittee on 

Toxic Substances, Environmental Over-
sight, Research and Development, four 
witness panels presented testimony — 
words that could dramatically affect the 
future use of pesticides. 

The first two panels consisted of alleged 
victims of pesticide exposure, New York 
Attorney General Robert Abrams and Jay 
Feldman, coordinator of the National Co-
alition Against the Misuse of Pesticides. 

The next two panels consisted of Ann 
McClure, executive vice president of the 
Professional Lawn Care Association of 
America; Warren Stickle, president, Chemi-
cal Producers and Distributors Associa-
tion, Fred Hundt, vice president, consu-

mer marketing, Ringer Corp.; William 
Roberts, vice president. Golf Course Su-
perintendents Association of America; and 
representatives from the General Account-
ing Office, Environmental Protection 
Agency and the Federal Trade Commission. 

As presented, the bill requires 72-hour no-
tification of property owners within 1,000 
feet of the application, among other things. 

Following is a summary of the positions 
several groups presented to the subcom-
mittee in both oral and written form: 
PLCAA: Supports "reasonable and respon-
sible" national regulation of both profes-
sional users and, where appropriate, the 
use of lawn care products by homeowners. 

Reasonable regulation includes prenotifi-

cation; the creation of a registry of sensi-
tive persons on a national scale; posting; 
certification for pesticide applicators beyond 
what is required by the Federal Insecti-
cide, Fungicide and Rodenticide Act; and 
timely re-registration of lawn care products. 
RISE: Recommends appropriate environ-
mental legislation, based on demonstrated 
need and sound science. 

Omnibus notification requirements as 
unreasonably burdensome and an impedi-
ment to users who follow sound, govern-
ment-prescribed application practices. 
GCSAA: Right to know communications, 
used in conjunction with an integrated ap-
proach to plant management by those who 
are well-founded in the essentials of appro-
priate pesticide use, can help minimize 
exposure. • 
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TEAM 
PLAYERS 

EVERGREEN 
SERVICES 
INSPIRES 

PLANNING FOR 
LONG-TERM 

IMPACT 

Evergreen9s best 
growth potential is 
in the property 
management field. They 
want to accelerate 
the company9s 8 percent 
to 10 percent annual 
growth to 12 percent 
to 15 percent for the 
next five years. 

By Kevin Tanzillo 
WHEN A COMMERCIAL 
customer hires Evergreen Ser-
vices Corp. for landscape main-
tenance, it hires a virtual business 
partner. 

That's the way President Rod 
Bailey said his Bellevue, Wash.-
based company distinguishes 
itself, as a landscape management 
contractor able to assemble a team 
that can handle any of the custo-
mer's needs, from the outside 
walls of the building to the pro-
perty line. 

Maintenance is Evergreen's 
forte, but the company's approach 
to teamwork is what attracts many 
of its key customers throughout 
western Washington. 

"Our philosophy is that the ba-
sic maintenance customer is king. 
Our objective is to be a total land-
scape service for anyone with 
whom we do ongoing mainte-
nance," Bailey said. "If we have 
a customer planning a new pro-
perty or project, we want them 
to look to us to handle all their 
landscape needs." 

This is Bailey's 20th year at the 
helm of Evergreen. He and part-
ner Tom Graham bought the com-
pany in 1971 from its founder, Or-
rin Maxwell. Maxwell founded 
it in 1968. 

Bailey has been involved with 
Evergreen since its founding, in-
itially as an outside management 

consultant. Bailey worked for the 
Harry J. Prior & Associates con-
sulting firm, which Maxwell 
hired when he began the company. 
Bailey helped Maxwell establish 
budgets, bank proposals, bidding 
and estimating practices and ope-
rating procedures. 

After three years, Maxwell de-
cided to sell his business and 
retire. 

"Realizing that the guys at 
Evergreen were having more fun 
doing what they were doing than 
I was doing what I was doing, I 
became an interested candidate" 
to buy Evergreen, Bailey explain-
ed. "Besides, any management 
consultant worth his salt has 

thoughts about running his own 
business." 

Bailey joined with Graham, a 
fellow consultant at the Prior firm, 
to buy Evergreen in 1971. They 
formed a company called Pacific 
SBG Inc., which acquired the 
stock of Evergreen. The owner-
ship arrangement remains intact 
today. 

Bailey, 53, is a Seattle native. 
He earned a master's in business 
administration from Stanford in 
1961. After graduation he spent 
a year and a half in military ser-
vice, then worked for Proctor & 
Gamble until 1965. 

Graham, also 53, received an 
MBA from the University of 



Rod Bailey, Tom Graham and 
Dave Richards, manager of 
Robinswood House, Bellevue, 
Wash., discuss the site's 
maintenance program. Photo: 
Robert Rose. 

EVERGREEN 
SERVICES 

CORP. 
HEADQUARTERS: 

Bel levue, Wash. 

SATELLITE OFFICES: 
Seatt le, Bel levue, Kent, 

Woodinv i l le , O l y m p i a and 
Be l l i ngham, Wash . 

FOUNDED: 
1968 by Or r in Maxwel l ; 1971 
acqu i red by Rod Bai ley a n d 

Tom G r a h a m . 

OWNER: 
Pacif ic S B G Inc. in w h i c h 
Bai ley and G r a h a m each 
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Full serv ice l andscape 

m a n a g e m e n t f i rm. 

EMPLOYEES: 
45 year - round; 70 seasona l . 

1 9 9 0 SALES: 
$2.25 mi l l ion. ^ — 

Washington in 1965. 
Early interest in small business 

led both Bailey and Graham to the 
consulting firm, where they 
worked from 1965 until the Ever-
green purchase six years later. 

EARLY ROLES. Bailey functioned 
as general operations and finan-
cial manager, while Graham was 
marketing and sales manager un-
til 1977. At that time, Graham 
stepped out of the day-to-day 
operations of Evergreen to pur-
sue diverse business interests on 
behalf of Evergreen's parent com-
pany, Pacific SBG. 

This year, Graham rejoined 
Evergreen on an active basis, 

reflecting an increased emphasis 
on marketing. 

"We came to the realization that 
we are in a much more competi-
tive market," Bailey explained. 
"We have established our image 
and position in our industry. Now 
we feel we are in a position to be 
aggressive about growing. You 
need a very targeted marketing 
effort and I did not have time to 
give that its due. 

"Tom's focus is to impact our 
ability to grow. He is also going 
to work on our facilities develop-
ment plan. We want to establish 
an additional satellite office east 
of Bellevue and acquire our own 
facility north of Seattle." 

Right now, Evergreen has of-
fices in Bellevue, Seattle, Kent, 
Woodinville, Olympia and Bell-
ingham. The office distribution 
throughout the most populated 
areas of the state allows Ever-
green's crews to minimize travel 
time on increasingly crowded 
Seattle-area highways. The time 
saved is used instead at customer 
sites. 

All Evergreen supervisory ve-
hicles are equipped with two-way 
radios. Fax machines at each of 
the satellite facilities help main-
tain efficient communication. 
When needed, Evergreen people 
wear pagers. 

"The reason our shops are 

established where they are is that 
when we acquired Evergreen, 95 
percent of the company's business 
was with a single major power 
utility, Puget Power. Our offices 
were located to serve that utili-
ty's operating divisions," Bailey 
said. 

CLIENTELE. The power company 
is still Evergreen's biggest cus-
tomer, but Evergreen has diver-
sified over the years. The com-
pany stays out of the single- and 
multi-family property market. Its 
best customers are electric, tele-
phone and water utilities, com-
mercial banks, commercial pro-
perty managers and industrial 



site owners. 
It is among property managers 

that Bailey and Graham see 
Evergreen's best growth potential. 
They want to accelerate the com-
pany's 8 percent to 10 percent an-
nual growth to 12 percent to 15 
percent for the next five years. 

"There is a trend to more and 
more properties contracting out 
to property management com-
panies. Over the long-term, the 
property management market 
will increase for us, and certain-
ly will be the largest single source 
of our business in the year 2000," 
Bailey predicted. 

"But we plan to continue our 
niche in terms of our geography 
and being uniquely geared to ser-
ving multi-property owners and 
managers." 

Evergreen has 45 employees 
year-round, with a summer peak 
around 70. The company had 1990 
sales of $2.25 million. 

Evergreen, in the mid to late 
1970s, offered landscape con-
struction services with three land-
scape architects and a full-service 
design, build and maintain ap-
proach. That was discontinued 
when the Seattle economy faltered 
in 1980. 

"I discovered I have a service 
mentality, not a construction men-
tality," Bailey explained. "When 
economic circumstances forced 
us to discontinue the construction 

"Our philosophy 
is that the 
customer 
is king." 

business, we decided not to get 
back into it when the economy 
got better. This way, we can build 
an outside team to tailor to specific 
projects. It gives us more flexibili-
ty" 

The team approach and an 
emerging commitment to water 
management in a geographic area 
most people perceive as a wet one, 
help differentiate Evergreen from 
its competition. 

"Twenty-three years ago we 
were the only company providing 
professional landscape mainte-
nance in this market," Bailey re-
called. 

"Over the years, two or three 

or four large companies emerged 
as competitors. But in the last five 
years, something has happened 
to the other larger contractors. 
One went bankrupt and another, 
who had branched here from 
Portland (Ore.), pulled out. Now 
there are more and more smaller, 
very professionally oriented 
maintenance contractors." 

COMPETITION IS HEALTHY. Bai 
ley said Evergreen Services wel-
comes competition. 

"Some years ago I picked up 
a philosophy from Joe Marsh of 
California, one of the early gurus 
in our industry, and that is the 
more you do to help your com-
petitors be good contractors, the 
stronger a market you build for 
everybody. I have found this to 
be true over the years." 

That open attitude to competi-
tion was one motivation for Bai-
ley's active involvement in trade 
associations, especially the Asso-
ciated Landscape Contractors of 
America. 

"I first became associated with 
ALCA about 1974, when I was 
asked on two occasions to speak 
on business management topics," 
Bailey said. "I was an oddity, 
coming into the industry with a 

management background rather 
than horticultural. I joined ALCA 
as a result of being invited to speak 
at the first two meetings of their 
landscape maintenance group." 

Bailey was elected a Northwest 
regional director in 1979 and was 
chairman for the 1980 symposium 
in Seattle. He moved up the offi-
cer ladder through the early 
1980s, serving as president in 
1985. Bailey also chaired the long-
range planning committee from 
1983-87, chaired the education 
committee in 1981 and is now a 
director at large and member of 
the board of governors of ALCA's 
national certification program. 

He helped found the Washing-
ton Association of Landscape 
Professionals and was president 
of that organization in 1987. He 
has also been active in all its com-
mittees, and now chairs its long-
range planning committee. 

"Long-range planning is a key 
to success," Bailey said of his 
tendency to end up on planning 
groups. "I got tired of watching 
things change according to the 
goals of each person elected each 
year. I believe that through a long-
range plan an association and a 
business get a sense of continuity 
and what their real goals are. 

Park Place Building, Seattle, 
Wash. Color spots are inte-
grated into the natural setting. 

"We do this in our own com-
pany, too. Our key management 
group goes on an executive retreat 
every other year to update our 
three- to five-year objectives and 
focus only on long range plann-
ing goals of the firm." 

Evergreen also belongs to the 
Professional Grounds Manage-
ment Society. 

Bailey welcomes competition, 
but makes sure that Evergreen 
responds to the challenge. Part of 
the company's competitive weap-
onry comes from its resourceful 
office setup. 

"We are in a unique position 
to serve the multi-property com-
mercial customer whose proper-
ties are spread out. We are the only 
contractor I know of in this area 
that can serve properties any-
where in the western part of the 
state," declared Bailey. "This 
gives us an edge with utility com-
panies, branch banks and broad-
based property managers. 

"We offer responsive, reliable 
service and we insist on develop-
ment of a specification that de-
fines our responsibility to the 
customer. Then we perform to 
that specification. That's not to 
say our competitors don't do that, 
but we generally do a better job 
than they do. 

"Our objective is to simplify 
the property manager's life; to 
give him as few outside contracts 
as necessary. That is a focal point 
of our marketing." 

TOP-DOWN MARKETING. Ever 
green's marketing approach, as 
Graham described it, is "targeted 
top-down marketing." 

"Rod and I have professional 
business backgrounds. We believe 
in belonging to our own industry 
associations and to associations 
our present and future customers 
will likely belong," Graham said. 
"We try to know the principal peo-
ple involved in our customer mar-
ket from the top of the company 
on down." 

Bailey, Graham and the rest of 
the Evergreen marketing team 
belong to the Building Owners 
and Managers Association and the 
National Association of Industrial 
and Office Parks, whose mem-
bers include the decision-makers 
in key customer markets. 

Evergreen seeks out new 



customers, but puts highest priori-
ty on the needs of existing cus-
tomers. 

"Should we for any reason lose 
a customer, we bow out graceful-
ly. We make the parting as friendly 
and as positive as possible," 
Bailey said. 

"We have a high return rate on 
lost customers coming back to 
Evergreen within two or three 
years. We stay in touch with cus-
tomers we lose, making sure they 
are well served by whomever they 
are working with, whether it's in-
house with their own crew or con-
tracting with someone else. It's 
easier to resell an old customer 
than to sell a new one." 

Evergreen's field people are en-
couraged to scout prospects for 
a "TAGOs" list. The acronym 
stands for That's A Good One. 

"If they see properties they 
think we should be serving, they 
turn in as much information as 
they can find out. We will follow 
up," Bailey said. 

Employees who are good scouts 
must first be satisfied workers 
who feel a sense of loyalty to 
Evergreen. How does Ever-
green's management keep its peo-
ple happy? 

Said Bailey, "The employee IS 
the company. As a small company, 
we have a lot of incentives for per-
sonal growth and opportunity, to 
grow with the company and be-
come a key part of the manage-
ment team. 

"We have always tried to com-
pensate our people comparably 
to or better than our industry. That 
doesn't mean we have been high 
payers, but we have been very fair. 
We survey the market and try to 
be competitive, if not lead." 

Evergreen offers employees 
medical, dental and vision cove-
rage, life insurance, short-term 
disability and a 401K retirement 
program. It also reimburses 50 
percent to 100 percent of the costs 
of outside, career-related train-
ing and education. 

Bailey manages from the top, 
through his organization, rather 
than spending a lot of time in the 
field. Still, he said, "I like to get 
my field clothes on and be a part 
of what is going on." 

Two or three times a year he 
joins a work crew. His most re-
cent job was a major color 
changeout. Working with his peo-

The key management team at a re-
cent long range planning retreat. 

pie helps maintain the atmosphere 
of a small business, Bailey said. 

"We are still a small business, 
really. Two and a quarter million 
dollars isn't a large business. We 
may be a substantial company in 
this industry, but we like to keep 
the character and flavor of a smal l 
business," he said. 

In the following interview, 
Bailey and Graham elaborate on 
the subjects of team building and 
water management, two ap-
proaches that distinguish Ever-
green Services from its compe-
titors: 
Q : How successful has the team 
approach been? 
A . Three of our largest land-
scaping jobs were done under the 
landscape management concept, 
where we either retained the land-
scape architect or, if he didn't 
work directly for us, we were 
given design review control by the 
customers. As a result, we work-
ed with the architect from ground 
zero in trying to integrate good 
design for ongoing maintenance. 

We believe 60 percent to 70 per-
cent of the life cycle cost of a land-
scape is maintenance, so we try 
to build a team as early in the 
job as possible. We meet initially 
with the customer and landscape 
architect to consult on design ob-
jectives for the project. 

We try to get the customer to 
spend wisely up front for those 
ideas that lead to long-range 
maintenance efficiency. 
Q : What kinds of ideas are 
those? 
A : One would be design of an 
efficient irrigation system. If you 
are designing to meet the needs 
of the landscape, you must pre-
design your water management 
program. 

Another is that a lot of people 
tend to plant up against the foun-
dation of the building. We like to 
see walk strips 12 to 15 inches out-
side the building. This keeps the 
window washers from trashing 
plants and gives our crews access 
to the back side of bed areas. 

It also gives the plants on the 
back side some air, water and light 
so you don't have brown-looking 
plants for the people looking out. 
Good drainage is another thing 
we really review, and insist on, 
in a plan. 
Q : Do you try to talk customers 
out of something they'll regret 
later? 
A . Our objective is not to limit 
the architect or owner in what they 
want to do. We simply insist that 
the customer is aware of the long-
range cost impact of what they are 
trying to do. 

Many architects really don't 
presell their customers on design 
concepts they are building into a 
landscape. If we come along later 
and tell the customers what it will 
cost to maintain the landscape, 
they are shocked. They were not 
sold at the design stage on what 
the objectives were. 

We have one site where the ar-
chitect designed each major 
quadrant with a different appea-
rance. One was a wild, rangy na-
tural landscape, but the architect 
didn't draw that to the customer's 
attention. The customer likes 
neatly-trimmed formality. So we 
have to come along and bring 
neatness to what was designed to 
be wild and rangy. 
Q : What is Evergreen's posi-
tion on the team? 
A : Our role is to make sure the 
customer is advised of the long-
range impact. We like to be on 

a team with the architect from the 
start. 

We like to keep the architect in-
volved through the maintenance 
period too. He knew the design 
objectives and we want his guid-
ance when we maintain it. If a 
customer says he wants it to look 
different, we like the architect to 
help explain why it does or doesn't 
or why it can or can't. 

Most architects design for a 20-
to 25-year maturity, but are only 
around for the first six months. 
They should be a part of the 
maintenance team too. 
Q : How do architects react to 
this approach? 
A : The newer, younger archi-
tects are buying into this and even 
promoting it. We feel like we have 
been a leader in this concept, and 
certainly in our area we have. We 
try to market that concept to the 
customer to begin with. 

Since we normally do this with 
clients with whom we already 
have a maintenance relationship, 
we are frequently in touch with 
the customer first. 
Q : This is quite a different ap-
proach, isn't it? 
A : This is a definite reversal of 
traditional roles in the industry. 

What we are trying to do is 
make this a mutual participation 
process. We get as many people 
in on the team as far as we can, 
including the general contractor. 
We find the contractor is more 
than willing to cooperate in bet-
ter site preparation if he is aware 
of the concerns. 
Q : What do you mean by water 
management? 
A : Basically, it is taking a look 
at the horticultural characteristics 
and water needs of a site and 
auditing the supply or irrigation 
system. You attempt to maximize 
the efficiency of the water system 
and see improvements in the way 
the irrigation system is designed 
and operated. 
Q : How do you achieve those 
efficiencies? 
A : You pay attention to a separa-
tion of irrigation zones between 
hot, sunny zones and north-facing 
sites less demanding of water. 

It may involve a redesign of the 
irrigation system. Frequently that 
means an irrigation controller 
with more zone stations on it, and 
installation of new valves to create 
new irrigation zones. 
Q : Is this really necessary in 
a place like Seattle? 

(continued on page 68) 



B E N E F I T S 

IS IT A GLUT? 
OR WILL DEMAND 
CATCH UP TO SUPPLY? 
The competitiveness of the turf seed industry 
has spawned new varieties, new technology and 
an interest in foreign markets. 

By Cindy Code 

Seed varieties are coming 
out fast and furiously, but 
there's still a lot to discover. 
Photo on page 27: Turf-Seed. 

TALK ABOUT cyclical markets. 
Following a season of good sup-

plies and soft prices, some turf-
seed suppliers are praying for only 
adequate yields to avoid a seed 
glut. Others, however, who ma-
naged to sell most of their 1990 
crop are looking forward to good 
yields to refill their seed coffers. 

This isn't just a simple issue of 
supply and demand. To compli-
cate matters, forces outside the 
realm of turfseed production have 
conspired to make a difficult sit-
uation worse. 

The California drought, a down 
housing and construction market 
and a generally poor economy 
have all contributed to an uncer-
tain forecast for turfseed sales. 

Just two years ago, popular turf-
type tall fescues fell far short of 
demand. Indeed, most turf-type 
varieties were playing catchup to 
end-user needs. 

4There's no question the eco-
nomy has affected seed sales," 
said Bill Junk of Fine Lawn Re-
search, Columbus, Ohio. "The 
Midwest and South are doing OK, 
but the West and Northeast are 
really off." 

Sales to sod growers are also 
said to be down. 

Some species, tall fescue in par-
ticular, are in a glut right now. 
Perennial ryegrasses and blue-
grasses are said to be in surplus, 
fine fescues are in adequate sup-
ply. 

"It's going to be a tough year. 

All companies are going to have 
to be concentrated in their efforts. 
People are going to have to work 
for orders rather than take them," 
Junk said. "Buyers feel no pres-
sure to place orders. They know 
the product is going to be there. 
Unfortunately, the demand is not 
infinite. There's a finite number 
and we've reached it." 

As a result, increased acres 
were planted and seed yields were 
abundant, contributing to last 
year's soft prices. 

"The retail market has held up 
pretty well, but the professional 
market was hurt a bit, particular-
ly the large users who do govern-
ment or highway work," said 
Barry Green Jr. of Jonathan Green 
Inc., Farmingdale, N.J. "We're 
getting as many or more orders, 
but the size of the orders are 
lower." 

But this year's feast could be 
future years' famine. 

An abundance of seed and soft 
prices has resulted in the plow-
ing out of acres, as much as 20 
percent by some suppliers. Re-
duced acres will ultimately reflect 
in crop shortages. 

"The economy isn't helping 
any. We're seeing more seed sit-
ting than normal," said M ike Mc-
Carthy of E.F. Burlingham & 
Sons, Forest Grove, Ore. "lots can 
happen between now and harvest, 
but the grass seed looks reasonably 
good. We're concerned about 
oversupply." 

But all is not lost. 
"We're starting to see a glim-

mer of hope out West because of 
recent rain in California, and the 
snow pack in the Sierras is begin-
ning to be a plus," said John Glatt-
ly of NK Lawn & Garden, Min-
neapolis, Minn. 

Glattly said production fields 
of tall fescue look good, but peren-
nial ryegrasses suffered from win-
ter kill in some areas. In addition, 
bluegrasses suffered winter kill 
in Eastern Washington and 
Oregon, but it's too early to tell 
if bluegrass prices will be substan-
tially higher than last year. 

Art Wick of LESCO, Rocky 
River, Ohio, said he views seed 
supplies as a result of weather and 
overproduction rather than a 
product of the recession. 

"We've found that if the cool-
season zone gets sufficient mois-
ture there's a decrease in demand, 
but if there's a drought we see an 
increase following the drought," 
Wick said. 

"When you get past the initial 
number and look at particular 
varieties, those which are well 
marketed aren't in the same situa-
tion," said John Zajac of Zajac 
Performance Seed, Haledon, N.J. 
"We've got more seed, but there 
isn't as much around as everyone 
says. But the season's not in the 
bag yet; a lot can happen. If we 
have a poor harvest, we'll be right 
on target." 

Mike Baker of Pennington 
Seed, Lebanon, Ore., said sales 
are surprisingly good. 

"We have some species that are 
down and others that are signi-
ficantly up. Our common peren-
nial ryegrasses are down, but our 
Kentucky bluegrasses and fine 
fescues are significantly up," Ba-
ker said. "All prices are pretty 
soft, but those two probably drop-
ped low enough that it allowed for 
maximum use." 

Baker said he doesn't expect a 
large crop of high quality seed this 
year. The timing of cold weather 
in Washington, Idaho and Oregon 



delayed many crops. Freezing and 
thawing encouraged more weak 
production than good quality seed 
production. 

Steve Tubbs of Turf Merchants, 
Tangent Loop, Ore., said the one 
bright spot in an otherwise bleak 
season is Bonzai turf-type tall 
fescue. 

"Price cutting has affected sales 
terribly, but dwarf fescues remain 
hot," Tubbs said. 

Although a lot of frost damage 
has been detected out West, Tubbs 
said, rain has been nearly contin-
uous, presenting ideal, green 
house-like growing conditions. 

John DeMatteo of Lofts Seed, 
Bound Brook, N.J., said the firm 
seems to be able to sell seed; 
there's just a lot of competition 
out there. 

Tom Stanley of Turf-Seed, 
Hubbard, Ore., said the weather, 
more than the economy, has af-
fected sales. Water restrictions are 
affecting the seed and sod mar-
kets, seed consumption is down 
on the home level, but golf course 
demand remains strong. 

Foreign markets are playing an 
increased role in the U.S. turfseed 
market. Mergers like Normarc 
and Barenburg and J & L Adikes 

and VanderHave USA, as well as 
planted acres in areas like New 
Zealand are increasing capabi-
lities and seed yields. 

Northrup King, Medalist turf 
division, which recently merged 
with Vaughan's Seed and formed 
NK Lawn & Garden, sees the ex-
port market as a clear opportuni-
ty in lawn care, sod and hydro-
seeding among others, Glattly 
said. 

Zajac said his products are 
tested and marketed overseas in 
the Pacific Rim, Europe and other 
areas to evaluate varieties for suc-
cess under various climatic con-
ditions. 

"I'd like to think the largest 
market continues to be the domes-
tic one," Zajac said. "The foreign 
market represents a growth area 
because their golf course con-
struction grows to match ours. 
We're seeing increased use of 
American varieties, technology 
and maintenance practices." 

Field burning remains a prob-
lem in the Northwest. Various 
bills continue to be drafted and 
considered in Oregon, Idaho and 
Washington, but the situation re-
mains unresolved. 

Regulations limiting open burn-

ing in Spokane County, Wash., 
left a lot to be desired, leading 
to the formation of the Inland Em-
pire Field Burning Summit. Now 
in its sixth month of negotiations, 
participants are reviewing current 
regulatory procedures for both 
Idaho and Washington. The group 
hopes to work out a regional smoke 
management program which can 
be used until the industry can 
come up with an alternative to 
open field burning. 

NEW RELEASES. For all the uncer-
tainty in the turfseed industry this 
year, one thing is for sure: A num-
ber of varieties are slated to be 
released. 

Montouk and Duke are two new 
turf-type tall fescues from Jona-
than Green. Both developed by 
Dr. Reed Funk at Rutgers Univer-
sity, the pair are dark green dwarf 
varieties. 

Jonathan Green's Gettysburg 
perennial ryegrass will be com-
mercially available for the first 
time. 

The most interesting Jonathan 
Green release is Washington Ken-
tucky bluegrass, according to 
Green. It's an early maturing 
bluegrass with early spring green-

up. This is good for Northern cli-
mates where bluegrass generally 
comes on more slowly. Washing-
ton is said to be dark green in ear-
ly March. 

Washington will be available in 
limited quantities this year. 

New from LESCO is Legacy 
perennial ryegrass. The dwarf 
variety is high in endophyte, 94 
percent, dark green and in limited 
quantities. Assure perennial rye-
grass, a dark green, fine-textured, 
dwarf perennial, is also available. 
It holds a 96 percent endophyte 
level. 

Zajac Performance Seed will 
release Envy perennial ryegrass. 
Like the new generation of rye-
grasses, it's darker in color, has 
a lower growth habit and is en-
dophyte enhanced. Envy is se-
lected from germ plasm resistant 
to snow mold. 

It exhibits good cold tolerance, 
works well in North areas and 
makes for good overseeding in the 
transition zone. It's available in 
limited quantities. 

Jacklin Seed will offer NuStar 
and "229" Kentucky bluegrasses. 

NuStar is said to perform well 
against powdery mildew and sum-
mer patch as well as show good 



resistance to leafspot, melting out 
and leaf rust — three serious 
bluegrass diseases. 

It has a dark green color, is mod-
erately dense and has an above-
average resistance to wilting due 
to drought. Spring greenup is 
from moderate to superior, de-
pending on location. 

"229" has a medium dark col-
or, exhibits good early spring 
greenup and has shown good 
resistance to leaf rust and leaf-
spot/melting out and intermediate 
resistance to pink snow mold. 

Moderately fine leaf texture 
and high density are two charac-
teristics. 

Pixie turf-type tall fescue from 
Jacklin offers excellent resistance 
to brown patch and a dark green 
color. It maintains color under low 
fertilization and water require-
ments. 

Advent and APM are two new 
perennial ryegrass releases from 
Jacklin. Advent is low growing, 
heat and drought tolerant with ex-
cellent disease resistance. APM 
has a dark color with high densi-
ty and moderately fine-leaf tex-
ture. Its strongest feature is that 
it has shown good resistance to 
summer stresses—brown patch, 
pythium and other summer 
diseases. 

The Post Falls firm is also in-
troducing seeded Sunrise brand 
zoysiagrass. Marketed through 
International Seeds of Halsey, 
Ore., Sunrise brand Zoysia japó-
nica and Sunrise brand Zoysia 
sinica seed are enhanced with 
chemical pretreatment that dra-
matically improves germination 

and results in establishment. 
Other features include: slow 

growth, drought tolerance, im-
proved cold tolerance, little to no 
fertilization requirements, with-
stands mowing heights from 
3/4-inch to 2 inches, moderately 
fine texture and density to crowd 
weeds. 

Fine Lawn is hoping to have 
limited supplies of poa supina, C2 
bermudagrass and adequate sup-
plies of Camaro chewings fescue 
and new dwarf Fine Lawn Petite. 

The dwarf is said to establish 
quickly and is more open, giving 
it better disease resistance than 
some of the more tightly knit 
dwarfs, according to Junk. 

International Seeds of Tangent, 
Ore., will offer "1034," an un-

named Kentucky bluegrass. It's 
noted for good heat tolerance, 
fairly good resistance to brown 
patch and fairly good spring 
greenup. 

Cindy creeping red fescue 
shows good density and low mow-
ing height, approaching the quali-
ty of chewings, according to Steve 
Johnson of International Seeds. 

Eureka hard fescue has a low 
growing mature plant height and, 
like other hard fescues, adapts 
well to dry, infertile soils. 

Era tall fescue is a fine-bladed 
variety which can withstand lower 
mowing heights and makes a fine 
blend with Kentucky bluegrass. 

Derby Supreme perennial rye-
grass shows quick establishment 
and good color. 

Turf-Seed's Bill Meyer and Bill 
Rose inspecting a field. Photo: 
Turf-Seed. 

All International Seed varieties 
are anticipated to be in adequate 
supply. 

NK Lawn & Garden will offer 
Sundevil bermudagrass. The cold 
tolerant bermuda will be in limi-
ted supply in 1991 and adequate 
supply in 1992. It's adapted as far 
north as St. Louis, Louisville and 
Baltimore. 

E.F. Burlingham & Sons will 
market Banner II, a fine fescue, 
through O.M. Scott & Sons. The 
seed has been refined for color, 
density and disease resistance. 
Endophyte levels are said to reach 
98 percent. 

(continued on page 30) 

SEED COMPETITIVENESS SPURS NTEP PARTICIPATION 
SINCE 1980, the U.S. Department of Agriculture, through its Na-
tional Turfgrass Evaluation Program, has been evaluating major 
species of turfgrass. Bluegrass varieties as well as other cool-
season species were the initial focus of the testing, but warm-
season turfgrasses are now getting their turn. 

Although it's difficult to determine the size of the turfseed in-
dustry — some estimate between $600 and $800 million — NTEP 
tests relate the number of species being targeted for market. 

Last fall, 125 varieties were entered in the high maintenance blue-
grass category, while 62 entries were posted for the low main-
tenance bluegrass division, according to Kevin Morris of the 
NTEP. 

With each test taking four to five years, the NTEP is on its 
third test cycle for bluegrasses as well as perennial ryegrasses. 

In perennial ryegrass plots seeded last fall, 123 varieties were 
planted. 

The NTEP has finished its second round of tests with tall fes-
cues and expects to start its third this fall. More than 100 entries 
are expected, up from 65. Morris said the tall fescue category 
contained all turf-type varieties except Kentucky 31. 

About 94 entries were posted in the 1989 fine fescue test and 
nearly 60 entries were filed for the NTEP's first bentgrass trials, 
which are conducted in three segments: managed green on modi-
fied soil, managed green on native soil and a managed fairway 
or tee. 

Warm-season categories are expected to see increased participa-
tion. Bermudagrasses have been tested since 1986 with a high of 
28 entries. A second test is scheduled to begin in 1992 as will a 
St. Augustine test with about 25 entries. 

Zoysiagrasses and Buffalograsses were planted this spring with 
25 and 22 entries respectively. 

The NTEP coordinates and distributes the species to land grant 
universities across the country. Test plots are generally planted 
three times for statistical reasons. 

Newer varieties don't signal an end to common varieties. It's 
said that the contemporary varieties are targeted to a more 
specific, educated market. Suppliers don't discourage end-users 
from buying older varieties, particularly if they feel more comfor-
table with them, but they try to move end-users into newer varie-
ties because of increased benefits. • 



Turf-Type Tall 
Fescue rated #1 
four consecutive 
years. 

Nationwide testing at 41 sites 
of turf-type tall fescues 
place ARID as #1, and the first choice 
for athletic fields, parks, playgrounds 
and public area lawns. 

Nationwide testing gives Arid the lead. 

M e a n T u r f g r a s s Q u a l i t y R a t i n g s of 
Tall F e s c u e C u l t i v a r s A t F o u r S h a d e 

L o c a t i o n s in t h e U n i t e d S t a t e s 
Quality Ratings 1-9 

Name 
9=Ideal Turf 

M e a n 
Arid 
Finelawn I 
Trident 
Pacer 
Mustang 
Apache 
Tempo 
KY-31 
Falcon 
Houndog 
Adventure 
Jaguar 
Bonanza 
Olympic 
Maverick 
Willamette 
Rebel 
Clemfine 
Brookston 
Johnstone 
Kenhy 

6.0 
5.6 
5.4 
5.3 
5.3 
5.2 
5.1 
5.0 
5.0 
5.0 
4.9 
4.9 
4.8 
4.8 
4.7 
4.6 
4.5 
4.4 
4.4 
4.0 
3.4 

Data from USDA National Turfgrass 
Evaluation Program 

D r o u g h t T o l e r a n c e ( D o r m a n c y ) R a t i n g s 
o f Tall F e s c u e C u l t i v a r s 

Dormancy Ratings 1-9 9=No Dormancy 
Name Mean Name Mean | 
Arid 7.7 Chesapeake 5.7 
Olympic 7.7 Tempo 5.3 
Apache 7.3 Houndog 5.0 
Jaguar 7.3 Pacer 5.0 
Finelawn I 6.3 Johnstone 5.0 
Mustang 6.3 Kenhy 5.0 
Rebel 6.3 Maverick 5.0 
Bonanza 6.0 Brookston 4.3 
KY-31 6.0 Clemfine 4.3 
Adventure 5.7 Trident 3.7 
Falcon 5.7 Willamette 3.3 
Finelawn 5GL 5.7 

Data from USDA National Turfgrass Evaluation Program 

Be sure to order Arid from your 
seed wholesaler or sod distributor. 

Another fine, quality-controlled 
product of 

Jacklfn Seed Company 

B r o w n P a t c h R a t i n g s o f 
Tal l F e s c u e C u l t i v a r s 

Brown Patch Ratings 1-9 
Name 
Arid 
Adventure 
Jaguar 
Rebel 
Pacer 
Maverick 
Falcon 
Clemfine 
Apache 
Tempo 
Olympic 
Houndog 
Chesapeake 
Finelawn 5GL 
KY-31 
Mustang 
Bonanza 
Trident 
Johnstone 
Finelawn I 
Kenhy 
Willamette 
Brookston 

9=No Disease 
Mean 

6.3 
6.2 
6.1 
6.0 
5.9 
5.8 
5.8 
5.7 
5.6 
5.6 
5.6 
5.6 
5.5 
5.5 
5.5 
5.5 
5.5 
5.5 
5.5 
5.3 
5.0 
4.9 
4.3 

Data from USDA National Turfgrass 
Evaluation Program 

C o - P r o d u c e r 

NORTHRUP KING 



DYNAMIC 
DUO. 

Lebanon Pro 20-3-5 
with 

What two products have teamed up to lead the 
crusade against insect pests? It's Lebanon Pro 
20-3-5 with 1% DURSBAN-anewand 
improved fertilizer/insecticide formulation. We've 
taken our 20-3-5 fertilizer base, with four units of 
sulfur-coated urea, and added a higher concentra-
tion of DURSBAN, a time-tested and effective 
insecticide. So you can get early green-up and 
sustained feeding while controlling surface and 
soil insects - without the time-consuming 
efforts of two applications. And for straight gran-
ular insect control, try Lebanon DURSBAN 
2.32%. From your source for premium quality 
turf products. 

Lebanon Pro 
The Season-To-Season SCU 

Lebanon Pro is a product of Lebanon Chemical Corporation. 

L e f i j n o n 'DURSBAN is a registered trademark 
T U R F P R O D U C T S Q f D o w E | a n c o . 
800-233-0628 

© 1991 Lebanon Chemical Corporation 

Is It a Glut? 
(continued from page 28) 

Competitor is a turf-type fine 
leaf perennial ryegrass requiring 
lower maintenance and exhibiting 
dark green color, some dwarf char-
acteristics and good disease re-
sistance. 

A new tall fescue from Bur-
lingham is Thunderbird. A dark 
green hardy type, it does well in 
the transition zone. It's being us-
ed in combinations with the tall 
fescue variety Winchester. 

Enviro-blend from Pennington 
Seed combines three dwarf type 
tall fescues, emphasizing excel-
lent turf with lower mowing 
needs. Two of the varieties are just 
becoming commercially available 
and the third is Monarch. 

Tradition tall fescue was deve-
loped for good brown patch re-
sistance, high endophyte and 
adaptation to the transition zone. 

Sonesta seeded bermudagrass 
from O. M. Scott & Sons, Marys-
ville, Ohio, will be in limited 
supply. The finer texture, dark 
green, dense turf offers easier 
propagation. 

"At this point it's not as cold-
hardy as we'd like," said Virgil 
Meir. "We'll bring it a little fur-
ther North into the transition area 
within five years." 

Jamestown II chewings fescue 
from Lofts Seed has been improv-
ed through breeding and now con-
tains a high level of endophyte. 
Reliant has also been enhanced 
with endophyte. 

The first crop of Southshore 
bentgrass will also be available. 

By 1992, all Lofts ryegrasses 
will be offered in improved forms: 
Palmer II, Prelude II, Repel II and 
Yorktown III have been enhanc-
ed with endophyte, are darker in 
color, are finer-textured and lower 
growing. 

Safari tall fescue from Turf-
Seed is said to exhibit a new level 
of brown patch resistance. The in-
termediate dwarf is dark green, 
dense and low growing. It can be 
used wherever tall fescues are well 
adapted. 

Mow-Less tall fescue is a blend 
of three dwarf varieties — Silve-
rado, Eldorado and Tomahawk — 
and is designed to reduce mow-
ing. It will be in moderate supply. 

Turf Merchants is fine tuning 
its perennial ryegrasses and will 
be offering Aquatic II and Alar II. 

In addition, the firm is in its se-
cond full production year of Bon-

zai. The dwarf has been fine tuned 
with increased endophyte levels, 
improved color and a more open 
growth habit which will perform 
better under humid conditions. 

Normarc is marketing two 
overseeding mixtures this year: 
Turf Star and Top Flight, two pe-
rennial ryegrass blends. 

R&D. With varieties coming out so 
quickly these days, the race is on 
to develop varieties that are green-
er, require less maintenance and 
stretch the range of adaptation. 

One obstacle: Varieties are 
coming out so quickly, they're 
almost contributing to a seed glut. 
While it used to take five years 
to get a brand name established, 
certain varieties now become out-
dated in five years. 

4 As far as tall and perennial rye-
grasses go, all the basic research 
has been done," Junk said.44We're 
not creating brand new techno-
logy anymore. It took 20 years 
to develop it, now we're refining 
it. It's a matter of concentrating 
on color, disease, drought tole-
rance and so on." 

Creating varieties with improv-
ed resistance to disease, especial-
ly brown patch disease; texture; 
seed yield; grasses for regions or 
specialty areas such as wetlands; 
seeded bermudagrasses and zoy-
siagrasses; increased compatibili-
ty among species; decreased 
mowing; and grasses to meet the 
growing needs of Southern expan-
sion are among traits being resear-
ched by plant breeders. 

On the production end, re-
searchers are working diligently 
to improve resistance to stem rust. 
The disease has a devastating ef-
fect on plants; stressing them so 
they don't get good seed fill. 

The possibilities for turf-type 
tall fescues are endless. 

"It's my belief that tall fescues 
are here to stay," Glattly said. 
4'There's no doubt, however, that 
research will be focusing in on 
better material for the transition 
zone. We're at the tip of the iceberg 
for tall fescue. There's a real op-
portunity in the transition zone 
and southern states." 

Opportunities abound with en-
dophyte enhancements as well. 

44We want to introduce endo-
phyte wherever possible in tall 
fescues," Wick said. "Reduced 
blade width and vertical growth 
rate are also high priorities." 

Seeded zoysiagrass breeding 
(continued on page 67) 



inspired By The Ancient Japanese Art 
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$ot>6ai 
TALL FESCUE 

(DWARF TURF TYPE) 

For centuries, Japanese gardeners have 
collected and cultivated trees and 
shrubs that have been dwarfed by 
nature. By carefully pruning, and train-
ing, they produced a minature copy of 
nature — captured in perfection. 

Inspired by the mysteries surrounding 
this ancient craft, and cognizant of the 
desirability that dwarf features would 
bring to the professional turf grass 
grower, TMI has developed Bonsai. This 
double dwarf, turf type tall fescue is 
shorter, finer and darker than any 
other commercially available variety. 

Bonsai has more tillers per plant...a 
profusion of tillers at low angles that 
results in a turf of greater density, 
even at lower seeding rates. This true 
dwarf fescue possesses an extremely 
high endophyte count for increased 
insect tolerance and contrary to pop-
ular belief, Bonsai has drought toler-
ance equal to or better than any other 
tall fescue. Bonsai's darker color means 
you will use less fertilizer to maintain a 
dark green turf. And, its dwarf growth 
habit requires much less mowing than 
any other tall fescue you can buy 
today. 
Less maintenance, less fertilizer, less 
mowing...now you can enjoy the per-
fection of the ancient masters in your 
own corner of the world...with Bonsai! 

m w 
mmnmsb 

33390 Tangent Loop • Tangent, OR 97389 • (503) 926-8649 
Fax: 503-926-4435 • Outside Oregon: 800-421-1735 



TURFGRASSES: 
THEY'RE 

MORE 
THAN 

BLADES 
AND ROOTS 
Landscape 
designs shouldn't 

eliminate or 
minimize 

turfgrass areas 
but optimize 

plant uses. 
By Richard White 

Editor's Note: Mention of specific 
variety names in this article does 
not constitute a guarantee, war-
ranty or endorsement of the 
grasses mentioned. The best 
source of information about in-
dividual turfgrass varieties is the 
Cooperative Extension Service 
County Extension Agent or Turf-
grass Extension Specialist in your 
area or region. 

PROPER TURFGRASS species 
and variety selection can make or 
break many turfgrass and land-
scape managers and determine the 
overall success of a well design-
ed landscape planting. 

With recent droughts, much 
emphasis has been placed on 
eliminating or minimizing turf-
grass areas in landscape designs. 
Water conservation should be im-
portant to everyone and many turf-
grasses, contrary to popular sen-
timent, generally consume less 
water when properly planted and 
can withstand drought better than 
or as well as many other landscape 
plants. 

This article will not resolve that 
controversy; it will be argued for 
many years to come. However, 
landscape designs should not seek 
to eliminate or minimize turfgrass 
areas but should seek to optimize 
those plants used in the landscape. 
This optimization should be based 
on the client's needs and tastes, 
desired aesthetics and the land-
scape function required. 

Many forget that aesthetics are 
not the only reason we use specific 
plantings in the landscape. The 
functional attributes provided by 
turfgrasses such as soil stabiliza-
tion, reducing rain water runoff 
and increasing ground water re-
charge, serving as a living biolo-
gical filter for airborne pollutants 
and heat energy dissipation are 
often overlooked merits of turf-
grass areas. 

Selection of the appropriate 
turfgrass can greatly reduce the 
need for fertilizers, pesticides and 

irrigation and greatly increase the 
functional and aesthetic quality 
of turfgrass. However, the long-
term success of any turfgrass area 
depends on three primary factors. 

Perhaps the most important and 
the real key to long-term success 
is proper site and soil preparation 
before planting. Failure to correct 
soil physical and chemical defi-
ciencies prior to planting, such 
as compaction caused during con-
struction and excessively low or 
high soil pH, can mean failure for 
even the best of turfgrasses. 

The second and third factors are 
probably equally important. Se-
lection of turfgrasses that are well 
adapted to your local climatic con-
ditions and intended use of the 
turfgrass area being established 
will determine a client's satisfac-
tion to a large extent. 

Proper turfgrass selection will 
also dictate the level of manage-
ment required to maintain the turf-
grass quality that you or a client 
expects. It is a good idea to deter-
mine the client's expectations of 
the turf area and the care that they 
are willing to provide or pay to 
achieve those expectations. 

Although they may want their 
front yard or office lawn to look 
as manicured as a golf green, 
clients may soon get tired of the 
effort or cost required to main-
tain that appearance. Proper turf-
grass selection and correct estab-
lishment procedures will result 
in a durable turfgrass area with 
minimal maintenance and little 
need for pesticides. 

The third factor determining the 
long-term success of a turfgrass 
area is the proper timing and ap-
plication of correct management 
practices. Usually the greatest 
failures occur when turfgrass 
managers fail to follow proper 
mowing, fertilization and irriga-
tion practices. 

CHARACTERISTICS OF THE 

Adaptation 

Shade Heat Cold 
COOL-SEASON 
TURFGRASSES 
Fine fescue good fair very good 
Kentucky Bluegrass good fair very good 
Perennial ryegrass good fair very good 
Tall fescue good good very good 
WARM-SEASON 
TURFGRASSES 
Bermudagrass very poor very good very poor 
Hybrid Bermuda very poor very good poor 
Bahiagrass good very good poor 
Buffalograss very poor very good very good 
Centipedegrass fair good poor 
St. Augustinegrass very good very good poor 
Zoysiagrass fair-good very good good 

1 Some varieties are better adapted and more pleasing in appearance than the comparison 
2Nitrogen rate in pounds per 1000 sq. ft. per year. 
3Mowing frequency is dictated by season, intensity of management and use. 
4Establishment rate is dictated by planting dates, seeding and planting rate, intensity of 



Mowing too close, over ferti-
lization and applying too much 
or too little water are management 
practices that typically lead to 
turfgrass failures. County exten-
sion agents are a good source of 
information for proper manage-
ment methods for grasses grown 
in your area. 

No one grass is best for all situa-
tions. A number of factors should 
be considered before you decide 
which grass to plant. 

First, choose a grass well suited 
to the climate for your location. 
Regardless of the region, try to 
match the turfgrass to the climate, 
intended use or wear at the site 
and desired appearance. 

Select a shade-tolerant grass 
when trees predominate. Choose 
an adapted grass that best meets 
your client's preference for col-
or, density and texture. Choose 
a tough, aggressive, wear-tolerant 
grass where nearby traffic is ex-
pected. Remember to consider the 
amount of time, effort and money 
your client is willing to spend for 

turfgrass maintenance. Inade-
quate maintenance of a grass re-
quiring intensive management 
often results in poor performance 
and pest problems. 

Warm-season grasses grow 
best in the summer and go dor-
mant during cool weather in the 
fall. Many do not like the straw 
winter color of dormant warm-
season turfgrasses. However, 
when free of winter weeds the 
bright winter color can provide 
contrast and accent to well planned 
landscapes. 

The major grass species used 
for turf purposes are shown in 
Table 1 along with a general guide 
to their characteristics. It is dif-
ficult to provide a complete list 
of all turfgrass varieties along with 
the individual variety characteris-
tics. 

Most universities with turfgrass 
research, teaching and extension 
programs conduct turfgrass varie-
ty performance trials. These re-
plicated plot trials are the best way 
to determine how individual turf-

grasses perform in your area. 
A good thing to remember 

when planting cool-season turf-
grasses is to select at least three 
top performing varieties and 
blend these together before 
seeding. A blend is a combina-
tion of two or more varieties. A 
mixture, two or more turfgrass 
species combined, is often used 
where a diverse combination of 
conditions exist in the same turf-
grass area. 

The classic turfgrass mixture 
consists of Kentucky bluegrass, 
perennial ryegrass and fine fes-
cue. Perennial ryegrass germi-
nates quickly to rapidly stabilize 
the soil. Kentucky bluegrass and 
perennial ryegrass will perform 
best in full sun on moderately fer-
tile, well-drained soils. Fine fes-
cues will provide a good turf cover 
in moderate to heavy shade and 
on acidic soils of low fertility. 

Mixtures and blends of cool-
season turfgrasses work well be-
cause the increased genetic diver-
sity provides greater pest resis-

tance. The warm-season turf-
grasses do not work well as blends 
or mixtures because individual 
varieties or species tend to seg-
regate and produce a patchy ap-
pearance. 

COOL-SEASON GRASSES. Ken-
tucky bluegrass is the premier 
lawn grass of the northern U.S., 
particularly the Northeastern and 
North Central regions. It is one 
of the few cool-season turfgrasses 
having an extensive underground 
system of rhizomes, which allows 
it to rapidly spread and fill in areas 
as well as to recover from periods 
of severe stress and injury. 

Kentucky bluegrasses have a 
medium leaf texture, form a mo-
derately dense turf and range in 
color from light to very dark 
green. Shade tolerance varies 
among varieties, but it performs 
best in open sun on well-drained, 
fertile soils. 

Kentucky bluegrass is suscep-
tible to Helminthosporium leaf 
spot, stripe smut, dollar spot, 

PRINCIPAL TURFGRASSES GROWN IN THE UNITED STATES 

Appearance1 Maintenance 

Drought Wear Color Texture 

Cutting 
Height 
(inches) Nitrogen2 

Mowing 
frequency3 

Rate of 
Establishment4 

good fair medium-dark fine-medium 1.5-2.5 2.5-3 medium moderate 
good good medium-dark medium 1.5-2.5 2.5-4 medium moderate 
fair very good medium-dark medium 2-3 2.5-3 medium-high fast 
very good very good medium coarse 2.5-3.5 2.5-3 high fast 

excellent excellent medium medium 0.75-1 4.5 medium-high fast 
excellent excellent light-dark fine 0.75 5-6 high moderate 
excellent good medium-dark coarse 2-3 1 high moderate 
excellent good medium fine 2-4 1-2 low moderate 
good poor light coarse 1 0.5 low slow 
good poor medium-dark coarse 2-3 2.5 medium-high moderate 
excellent good medium-dark fine 0.75 1.5 low very slow 

rating provided for a given grass. Consult your local Agricultural Extension office concerning specific varieties of interest to you. 



Cool-Season Turf 
grasses. Northern Turf 
Program (Kentucky Bluegrass 
Perennial Ryegrass, Fine Fescue) 

Transition Zone, Mid-South Products 
(Tall Fescue, Zoysiagrass, Common 
Bermudagrass) 

Warm-Season Turfgrasses, Southern Over-
seeding Products (Tall Fescues, Hybrid Ber-
mudagrasses, Common Bermudagrass, Bah-
iagrass, St Augustinegrass, Centipedegrass) 

stem rust, powdery mildew and 
summer patch. Bluegrass bill-
bugs, chinch bugs, sod webworms 
and root feeding grubs are impor-
tant insect pests of Kentucky 
bluegrass. Kentucky bluegrasses 
require a moderate level of mow-
ing, fertilization and irrigation. 

Tall Fescue. Tall fescue tolerates 
a wide range of soil and shade con-
ditions and has good heat, drought 
and wear tolerance. Tall fescue 
has few serious pest problems, but 
is subject to the disease brown 
patch under warm, wet conditions 
and to stripe smut four to five years 
after planting. 

Tall fescue grows rapidly and 
requires frequent mowing, but 
does not tolerate a close cut for 
extended periods, particularly 
during hot, dry periods. It is a 
bunchgrass that does not recover 
well from injury, thus must be 
reseeded if bare areas appear. 

Tall fescue will perform well 
with a minimum of care. It is com-
monly grown in areas too hot for 
other cool-season turfgrasses and 
winters that are too cold for the 
warm-season turfgrasses. 

K-31 is a tall fescue cultivar 
that has performed well for many 
years. A new generation of tall 
fescue cultivars referred to as 
"turf-type" tall fescues has been 
developed that is more shade 
tolerant and finer leaved than 
K-31. These characteristics be-
come more evident as the turf 
matures. Claims of improved di-
sease tolerance, easier mowing, 
lower growth habit, better wear 
and drought tolerance have re-
cently been made; however, some 
of these claims have yet to be ful-
ly documented. 

Fine Fescues — Chewings, 
creeping, hard and sheepsfescues 
— are very fine-leaved grasses. 
These grasses are capable of per-
forming well under poor soil con-
ditions including low fertility and 
low pH. They have good tolerance 
to drought and shade. 

Fine fescues can perform well 
with low maintenance and are well 
suited for many turf situations. 
Fine fescue tolerates drought and 
infertile soil conditions better than 
Kentucky bluegrass. 

These characteristics make it 
an excellent companion with 
bluegrass where it will provide 
turf cover in shady, drought pro-
ne sites. However, the fine fescues 
may not persist in sunny locations 
exposed to high temperature ex-
tremes or heavy traffic. Fine fes-

cues will also not do well when 
soils are excessively wet or poor-
ly drained, especially during hot 
weather. 

Perennial Ryegrass. This spe-
cies has gained acceptance during 
the last two decades as an impor-
tant long-term, good performing 
turfgrass when used alone or pre-
ferably in mixtures with Kentucky 
bluegrass and the fine fescues. 
The new turf-type perennial rye-
grasses have marked improve-
ments in appearance and persis-
tance when compared to types us-
ed extensively in past years. 

The perennial ryegrasses have 
a rapid germination rate and are 
easily established. They require 
similar conditions and manage-
ment as the Kentucky bluegrasses 
for best performance. 

The newer turf-type perennial 
ryegrasses are darker green, low-
er-growing, finer-textured, more 
dense and are more tolerant of 
heat, cold and shade than earlier 
varieties. Although newer varie-
ties are more resistant to insects 
and diseases than older varieties, 
the turf-type varieties are subject 
to diseases such as brown patch, 
red thread, pink patch, dollar 

spot, crown rust and stem rust 
when environmental conditions 
are favorable for these diseases 
to develop. 

Poor mowing quality often oc-
curs in the spring and early sum-
mer for many of the perennial 
ryegrasses. Mowing with a reel 
type mower, especially during 
these periods, will provide a bet-
ter cut and appearance. 

Annual (Italian, Common)Rye-
grass is an annual bunchgrass that 
should only be seeded when tem-
porary cover is desired. It estab-
lishes quickly, often at the expense 
of desirable grasses, and persists 
for only one season. It is very 
vigorous, grows well in sun or 
shade and makes a temporary 
lawn in four to five weeks. 

It is a good choice for tem-
porarily keeping down the mud 
and dust until a permanent grass 
can be planted. In general, avoid 
purchasing seed that contains a 
high percentage of annual rye-
grass unless you plan on replant-
ing in the near future. 

WARM-SEASON GRASSES. Ber-
mudagrass is extremely drought 
resistant and grows well on all 

but poorly drained soils and shady 
sites. It must be fertilized well, 
mowed low and often and planted 
in full sun for high-quality turf. 

Bermudagrass withstands 
wear, establishes quickly and re-
covers rapidly from injury. Its 
rapid spread can often lead to in-
vasion of areas (e.g. flower beds) 
where it is unwanted. 

Common bermudagrass can be 
planted by seed or sprigs. It is 
found over most of the Coastal 
Plain and Piedmont regions. 
Common bermudagrass, com-
pared to the hybrid cultivars, pro-
duces a more open (weed-prone) 
turf, has a wider leaf, is less cold 
tolerant and exhibits more un-
sightly seedheads, but requires 
less maintenance. 

Tifway and Tifway II are gene-
ral purpose hybrids but both re-
quire intensive management. 
Their resistance to frost results 
in a longer growing season. They 
are finer in leaf texture, denser 
and exhibit less seed heads than 
common bermudagrass, but must 
be vegetatively planted. 

Zoysiagrass is a low, slow-
growing, sod-forming grass that 

(continued on page 38) 



MEET YOUR 
TALL FESCUE NEEDS 

WITH THE BEST 
Lofts has three of the best-performing tall fescues available. Each 
one offers all the good looks and tough performance you need: 

• Attractive, dark green color 
• Fine-leafed texture 
• Resistance to drought, disease, insects and traffic 
• No thatch buildup 
• Adaptability to sun or shade 
• Less maintenance than bluegrasses or ryegrasses 

New Rebel Jr.* even offers the added advantage of slower growth. 
All of these varieties offer good looks, tough performance and low 
maintenance. When you need a fescue, choose one of the best! 

A Darker Green 
A Denser Growth 
A Slower Growing 

p or Lawns and Turf 
in Sun or Shade 



• Two-tier loadbed. 

• More standard horsepower than Ford F250 4x4. 

• More standard payload than Ford F250 4x4. 

• Best standard gas mileage of any full-size, 3Mon 4x4* 
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Split Level. 
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Chevy K2500 4x4. Two-tier loading lets you carry tools in the cargo box and 
supplies on top. Just put 2x6s in the built-in notches to make a second load platform. 

Chevy's higher payload rating can handle it. Whatever your business, 
Chevy's %-ton has the power, payload and towing for the job. 

More People Are Winning With of America. TODAY'S TRUCK IS CHEVROLET. " 



Turfgrasses 
(continued from page 34) 

makes a dense, wear-resistant 
turf. It has good drought resis-
tance. Zoysiagrass grows in full 
sun or moderate shade, requires 
less mowing and is easier to keep 
out of flower beds than bermu-
dagrass. 

Zoysiagrasses grown in the 
United States are planted vege-
tatively from plugs, sprigs or 
sod. Most commercial varieties 
planted as plugs establish and 
recover from injury slowly. New-
er varieties are being developed 
that establish faster and recover 
from injury more quickly. Once 
established, zoysiagrass produces 
a dense, weed resistant turf. 

The most commonly grown 
zoysiagrasses include varieties 
such as emerald and Meyer. 
However, tremendous interest ex-
ists for development of both new 
vegetatively propagated and seed-
ed varieties. In the near future, 
many Agricultural Experiment 
Stations will begin evaluating new 
zoysiagrass varieties for adapta-
tion in areas throughout the 

United States. 
Centipedegrass is a slow-grow-

ing, light-green, coarse-leaf turf-
grass that grows well in full sun 
to moderate shade. It is adapted 
for use as a low maintenance, 
general purpose turf. It requires 
little fertilizer, infrequent mow-
ing and does not become a prob-
lem around flower beds. This turf-
grass does not tolerate traffic, 
compaction or high soil pH. 

Centipedegrass can be estab-
lished from seed or sprigs. Va-
rieties such as Common, Centen-
nial, Tennessee Hardy and Ok-
lawn are available in some re-
gions, but are more common to 
the Southeastern United States. 

St. Augustinegrass is a me-
dium-dark green, coarse-leaf 
grass that is well adapted to sun-
ny or shady locations near coastal 
areas in the Southern U.S. It forms 
a turf which is moderate to low 
in wear resistance, but has a 
tendency to become thatchy when 
heavily fertilized. 

St. Augustinegrass is a very 
vigorous, fast spreading grass that 
can be easily controlled if it in-
vades flower beds. It is suscepti-

ble to the disease brown patch and 
to chinch bugs and must be vege-
tatively planted. Raleigh St. Au-
gustinegrass is a cold-tolerant 
variety that has exhibited good 
disease resistance. Common, 
Floratam and Seville are not as 
cold tolerant as Raleigh and are 
best adapted for areas near the 
coast line in the Southern United 
States. 

Buffalograss, unlike most of the 
turfgrasses, has both male and 
female plants. In the past, buf-
falograss was only considered for 
use on low maintenance areas and 
was not considered of any major 
consequence in turf production. 
It was used in native plantings 
because of the male flower that 
some find attractive and that range 
in color from white to orange. 

With the tremendous interest 
in water conservation, buffalo-
grass has received considerable 
attention for use on turf sites. Tex-
oka was one of the first improved 
seeded buffalograsses used in the 
Midcontinental U.S. Only until 
recently have improved turf-type 
buffalograsses become available. 

Prairie and NE 84-609 are two 

newly released varieties specifi-
cally for turf use. They are both 
female plants that must be vege-
tatively propagated to ensure ge-
netic purity. These new varieties 
are best adapted from the South 
Texas Plains north into Nebraska. 
Both will perform best on heavier 
soils with neutral to alkaline pH 
in full sun. They have good wear 
tolerance and survive well on 
moderately compacted soils. 

In comparison to most warm-
season grasses, buffalograss has 
excellent cold and heat tolerance 
and drought resistance. These 
new varieties are recommended 
for use as a minimal maintenance 
turfgrass for roadsides, industrial 
parks and non-irrigated landscape 
sites throughout the southern 
Midcontinental U.S. 

With modest fertilization and 
minimal supplemental irrigation, 
they will provide a good quality 
turf for most residential lawns, 
domestic landscape sites and golf 
course roughs. 

Buffalograsses perform best 
when mowed at two to four in-
ches. Although the improved turf-

(continued on page 69) 
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NO MATTER WHO WINS, . 
OR LOSES AT SOLDIER HELD, 

WE GET TRAMPLED. 
You've got to be tough to 

win at Soldier Field. 
A classic battle was fought 

over this turf. When the 
dust settled, Chicago picked ^ ^ ^ ^ 
Medalist. 

The lakefront home of 
Chicago's rugged Bears is now 
covered with a dense, beautifu premium 
blend of Trenton, Rugby, Glade and Aspen 
Kentucky Bluegrasses. All top-quality turf-
grasses from Northrup King. 

fcr* ' h ^ a proven performer 
that stands up to the re-
lentless pounding. Bounces 
back strong week after week. 
And resists the attacks 

SpflPP^1 that can end the season 
for less hearty performers. 
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EYE-CATCHING 

WILDFLOWERS 
Wildflower use 
isn't expanding 
quite as fast as it 
once was, but 
interest is still 
strong from an 

environmental 
point of view. 
By Julie A. Evans 

O F F E R A N A T T R A C T I V E 
L A N D S C A P E A L T E R N A T I V E 
WHEN THE OWNERS of Daw-
son Creek Corporate Park in 
Portland, Ore., called upon Bizon 
Landscape Maintenance Co., 
Wilsonville, Ore., they requested 
something "different" for their 
undeveloped land. "They wanted 
something other than common 
flowers," said Steve Bizon, presi-
dent. "I suggested they try wild-
flowers." 

The owners agreed, and wild-
flowers now cover nearly three 
acres of previously undeveloped 
grounds. The flowers add color-
ful contrast to the lakes, fountains 
and finely mowed lawns that do-
minate the remaining landscape. 
In addition, perennial wildflowers 
are planted in islands in the park-
ing lot. 

From coast to coast, people are 
turning to wildflowers for land-
scape design alternatives. Wild-
flowers can be found on golf 
courses and roadsides, in residen-
tial areas and near commercial 
buildings. Many wildflower de-
votees have simply rediscovered 
the beauty of native plants and 
flowers. Others have been en-
couraged by the nationwide "back 
to nature" movement that focuses 
on conservation and limited use 
of pesticides and fertilizers. 

Wildflowers are catching on 
across the country gradually, said 
Crystal Fricker, plant breeder for 
Pure Seed Testing and researcher 
for sister company Turf-Seed, 
Hubbard, Ore. "Once people tra-
vel through a state with a lot of 
roadside wildflowers, they want 
to learn more" about the native 
plants, she said. 

To meet the demand for con-
sumer education, seed companies 
and associations are fielding in-
quiries and distributing literature. 

Elizabeth Carmack, public in-
formation coordinator for the Na-
tional Wildflower Research 
Center, Austin, Texas, reports that 
membership at the center has 
grown from 1,000 in 1982 to near-
ly 16,000 in 1991, with the goal 
of reaching 35,000 by 1994. 
Among its members: landscape 
architects and contractors, as well 
as the general public. 

The center maintains a clear-
inghouse that includes more than 
250 fact sheets, bibliographies 
and lists of commercial sources 
of native plants, as well as names 
of resource people and related in-
terest groups. 

GeneMilstein, president of Ap-
plewood Seed Co., Arvada, Co-
lo., estimates the market for 
wildflowers, including resales, is 
somewhere between $25 million 
and $50 million. As chairman of 
the Wildflower Group of the 
American Seed Trade Associa-
tion, Milstein said, that wild-
flowers are still a growth industry. 

"It isn't expanding as fast as it 
used to be, but consumer interest 
still appears to be strong from an 
environmental point of view and 
an awareness point of view," Mils-
tein said. 

Like others, Milstein attributes 
strong interest to the xeriscape 
movement and a national effort 
to "save the plants," as well as the 
beauty of the native plants. 

According to Marie Pompei, 
agronomist for Lofts Seed, Bound 
Brook, N.J., demand for wild-
flower seeds has been strong 
enough to limit the supplies of 
some seed varieties. 

"We've been working with 
wildflowers for the past 14 years, 
but the last five years have been 
the busiest," Pbmpeisaid. "Lady 

Bird Johnson has done a lot to pro-
mote wildflower use for the state 
highways." 

Pompei also noted conservation 
of time and resources and nos-
talgia as reasons for wildflower 
popularity. 

WILDFLOWER BENEFITS. Wild-
flowers require minimal mainte-
nance. For this reason, they are 
often the flowers of choice for 
roadsides and underdeveloped 
areas such as new housing de-
velopments. Wildflowers also of-
fer a solution to hilly, steep land-
scapes that are difficult to mow. 
And increasingly, wildflowers are 
being planted on residential and 
commercial projects as a comple-
ment — not substitute — to tradi-
tional landscape plantings. 

Despite their low maintenance 
needs, wildflowers do require the 
expertise of a landscape contrac-
tor for design and upkeep. 

According to Milstein, wild-
flowers do best where there's ade-



quate moisture. The strongest 
areas for plantings are the North-
east, Midwest, Southeast and 
West Coast — areas with the 
greatest rainfall. But the right mix 
of wildflowers, especially those 
native to the region, can thrive 
in drought-riddled or arid regions, 
as well. 

To find the best mix for a par-
ticular area, it's important to con-
sult with a seed company or dis-
tributor. Most wildflower seed 
producers offer consulting ser-
vices, according to Milstein. 

"Normally, we recommend 
that people first consider what 
they want to achieve," Milstein 
said. "Do they want a native plan-
ting, are they looking for annuals 
or perennials, do they look for 
color? 

"Do they want to try irrigation 
or are they going to rely on natural 
rainfall? Are they in a position to 
do soil preparation? We normal-
ly recommend mixtures over in-
dividual species because they tend 

Wildflower sod is an alternative to seed planting (left). 
Wildflowers are becoming popular on home, commercial and 
industrial properties (p. 40). Photos: Applewood Seed. 

to bloom over a longer period of 
time." 

PREPARATION. Wildflower plan-
ting dates vary by region and by 
mix. For most of the country, ear-
ly spring seedings bring good re-
sults. Seed specialists at Lofts 
Seed say that late summer plan-
tings can bring excellent results, 
but you must schedule seeding at 
least eight to nine weeks before 
the first expected frost. Late fall 
seedings are not advisable. 

When it's not possible to plant 
during optimum seeding dates, 
winter dormant seeding is an 
option. 

Central and southern Florida 
and southern Texas require spe-
cial consideration; fall and early 
winter seedings bring best results 
and summer seeding is not re-
commended. 

Weed control is critical to health 
and maintenance because weeds 
tend to compete vigorously with 
wildflowers. Unfortunately, eli-

minating weeds is no easy task. 
Prior to planting, Milstein recom-
mends removing weeds by pull-
ing and tilling or by applying an 
herbicide such as Roundup. 

After weeds have been remov-
ed, Brian O'Neill, Wild Mea-
dows, Haverford, Pa., recom-
mends a two-week wait between 
herbicide application and the next 
step, mowing the area as short as 
possible. Next, O'Neill said, rake 
the area with a garden rake to 
loosen the soil surface but avoid 
deep tilling, which stimulates 
weed growth. 

To plant on bare sofl, seeds 
should be broadcast evenly with 
a cyclone spreader, or by hand (in 
small areas). Planting rates vary 
from about five pounds to eight 
pounds per acre, depending on 
the regional mix. 

Mulching is an option for areas 
where wind, water or other envi-
ronmental factors cause seed loss. 
For steep slopes and other hard-
to-reach areas, hydroseeding is an 
option. Check with a seed com-
pany consultant for special con-
siderations. 

Wildflowers need moisture to 
establish good growth. If relying 
on rainfall for moisture, planting 
should be done in the spring when 
rainfall is heaviest. If there is lit-
tle rainfall after seeding, moisture 
must be added and maintained for 
several weeks. After seedlings are 

sod. The plants have developed 
roots and grow on five-square-
foot shallow mats. The wildflow-
ers grow in a shallow layer of 
planting mix spread over fabric. 

Wildflower Carpet is compris-
ed of sun-loving perennials, in-
cluding Black-Eyed Susan, Pur-
ple Coneflower, Dame's Rocket 
and other varieties. Pinks, whites 
and purples bloom in the spring, 
and yellows and reds in the fall. 

Boaz Meir, Meir's Drip Water-
works and Beautiful Landscapes, 
White Plains, N.Y., chose wild-
flower sod for a steep slope on 
a residential installation. Meir, 
who calls himself an "originator," 
said he selected wildflowers for 
their beauty and for their ability 
to stabilize slopes. 

The flowers did not fare well 
their first year, however, which 
Meir attributes to improper main-
tenance. 

"We lost a lot of seeds by not 
mowing. Some weeds became 
dominant " Meir explained. 

This year, the flowers are per-
forming well with proper mow-
ing and maintenance, Meir said. 
So well, in fact, that he's acquired 
new business from admiring 
neighbors and passersby. 

MAINTENANCE. Although wild-
flowers require minimal mainte-
nance, they still need aggressive 
weed control to survive. Some 

Wildflowers offer an 
alternative option for hilly, steep 

landscapes that are difficult to mow 
and maintain. 

established, watering may be re-
duced in most regions. 

For an alternative to seed plant-
ing, Applewood Seed Co. offers 
Wildflower Carpet, a wildflower 
sod that installs similar to grass 

weeds are likely to return, despite 
the best preemergent efforts. 

For small areas, hand pulling 
weeds may suffice, but larger 
areas call for more aggressive tac-
tics. This includes mowing the 



area about three times per season, 
with a mowing height above the 
tops of the flowers. 

Postemergent herbicides also 
help combat weeds, but are ge-
nerally recommended for spot-
treatment only. Evelyn Dennis, 
seed manager for LESCO, Rocky 
River, Ohio, advises against us-
ing selective herbicides for weed 
control. 

"I would be hesitant to do that 
because they are delicate plants. 
There just isn't a selective her-
bicide that you can use that 
wouldn't harm the wildflowers," 
Dennis said. 

For persistant perennial weeds, 
she recommends a systemic non-
selective herbicide, for spot treat-
ments only. 

Fertilizer is rarely recommend-
ed for wildflower maintenance 
because it stimulates weed 
growth. Topsoil usually harbors 
a large reserve of dormant weed 
seed. 

DESIGN. Whether creating a wild-
flower meadow or garden bed, 
certain design considerations 
must be taken into account for op-

timum results. 
First, lower blends are often the 

preferred choice for residential 
applications. Higher blends, such 
as those seen along roadsides, can 
look weedy. Also, some mixes 
have meadow grasses in them. To 
avoid unwanted grasses, specify 
the mix without them. Keep in 
mind, however, that native grasses 
add support and protection to tall 

flowers. 
Second, the ratio of annuals to 

perennials in wildflower mixes is 
important. Annuals will bloom 
the first year, then take as many 
as three years to reseed, said Barb 
Steinmeyer, project director for 
Habitat Landscapes, Aurora, Co-

lo. Therefore, the selection of 
perennials is paramount to the 
design. 

"Keep in mind that what you 
see the first year is not what you're 
going to see the following year," 
Steinmeyer said. "Make sure that 
the perennials in the mix are what 
you have in mind for the long term 
of the design." 

Also consider that wildflowers 

and bedding plants are generally 
on different blooming schedules. 
"Wildflowers tend to bloom in 
early spring to midsummer," 
Milsteinsaid. "Bedding plants are 
just the opposite. They tend to 
bloom in summer and into fall." 

By coordinating plantings, 

maximum results can be a-
chieved. 

CONCLUSION. Despite their lower 
maintenance needs, wildflowers 
can actually boost a landscape 
business several ways. 

First, wildflowers are still con-
sidered somewhat of a novelty in 
residential and commercial land-
scape applications. Client refer-
rals and word of mouth adver-
tising can make you the local ex-
pert. 

Also, wildflowers can free up 
mowing and maintenance time, 
thereby lending more attention to 
other areas of the landscape. 

Finally, wildflowers are going 
to remain popular, as more and 
more clients join the "back to 
nature" movement that charac-
terizes much of the '90s. As long 
as clients seek environmentally 
conscious options, the landscape 
industry should respond with the 
products and services they de-
mand. 

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

Although wildflowers 
are low maintenance, they still 
need aggressive weed control 

to thrive. 

WILDFLOWERS 
for LANDSCAPING 

A Colorful, 
Low-Maintenance 

Alternative to 
Turf Grass 

and Bedding Plants 

L a n d s c a p i n g P r o f e s s i o n a l s across the 
nation have discovered that Wildflowers are 
a beautiful, low-cost landscaping solution: 

• Less frequent watering 
• Months of bloom 

No fertilizer needed 
Once a year mowing 

Isn't it time you learned how Wildflowers 
can work for you? 

Call or wri te us for a free copy of our 
informative brochure, 

nLandscaping with Wildflowers 

ENVIRONMENTAL SEED PRODUCERS, INC. 
P.O. Box 2709 Lompoc ,CA 93438 
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FERTILIZING WITH EASE 
P U T T I N G L E S S FATIGUE O N T H E OPERATOR 

W I L L I M P R O V E T H E PROFITS! 

Shown with optional 
liquid applicator. 

RS—36 RIDING FERTILIZER SPREADER 
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• 1 3 " Turning Radius 
• 5 Speed Transmission 
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• Fits through 36"Gates 
• 100 lbs. Earthway 
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Optional Liquid Applicator 

• 100" Spraying Width 
• 2 Way Bendable Boom 
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• Can Be Used for Spot 

Spraying 

MANUFACTURING , INC. 

1403 So. Pine Industr ia l Road , Norfolk , NE 68701 
Te lephone (402) 371-2294 Fax (402)371-3602 



News f rom Monsanto . . . 

0N2is! 
Always read and follow the label for Roundup herbicide. Roundup*" 
is a registered trademark of Monsanto Company, c Monsanto C o m p a n y 1991 R G P - 1 - 1 7 0 B R 

Monsanto has lowered the 
price of Roundup herbicide 
by $22 on the V k gallon 
container size! 

The price is even lower in 30's. 
Now you'll find even more value 
in Roundup and more places to 
use it more often. 

Think of the budget-stretching 
savings Roundup can bring you 
compared to time-intensive 
string trimming. Or the labor-
savings in using lower-priced 
Roundup to maintain weed-free 
beds and pine islands. Use it to 
eliminate brush, poison oak, 
poison ivy... in landscape site 
preparation and turf renovation. 

Figure your savings at the 
new lower 
price. Then T 

see your 
dealer or 
retailer to 
save on 
Roundup. 



TURF INSTALLATION 

GAINING 
ACCEPTANCE: 

HIGH VISIBILITY APPLICATIONS GENERATE 
INTEREST IN HYDROSEEDING 

PEOPLE LAUGHED when hy-
droseeding was introduced some 
40 years ago, said Neil Reinecker. 
"TWenty years ago the public still 
thought it was some mysterious 
process. Ten years ago customers 
began to take notice. But today, 
hydroseeding is a household 
word." 

Public awareness of hydro-
seeding is helped by its high vi-
sibility on highways and housing 
subdivisions, said Reinecker, vice 
president of sales and marketing 
for Reinco Inc., Plainfield, N.J. 
"With that plume of spray, hy-
droseeding really catches the 
eye." 

A technology that's been 
around for more than 30 years "is 
bound to penetrate public think-
ing," added Don Sharp, sales 
manager for Finn Corp., Fair-
field, Ohio. "Landscape contrac-
tors and lawn care operators are 
getting more questions about it 
from customers who see hydro-
seeding as an option." 

For that reason, Sharp said, his 
biggest market is becoming the 
small and midsized operator 
"who must respond to 
the public interest in 
hydroseeding." 

Reinecker agreed that 
smaller machines "are 
definitely in vogue. "Our 
lowest priced unit several 
years ago was $14,000, 
but now we sell units for 
half that price." 

In an effort to scale down, Finn 
now offers a portable 300-gallon 
hydroseeder, and Reinco sells a 
650-gallon machine. With such 
smaller units, lawn and landscape 
maintenance firms can enter 
hydroseeding for an initial in-

Running several years 
behind market capacity, 

hydroseeding opportunities abound 
in the lawn and landscape 

maintenance industry. 
By Mark Ward 

vestment of $6,000 to $8,000. 
By contrast, the two manufac-

turers also sell hydroseeding units 
with capacities exceeding 3,000 
gallons and selling for more than 
$30,000. 

One manufacturer aiming ex-
clusively for the low-end market 
is Little Squirt of Alexandria, Va. 
The five-year-old firm introduc-
ed portable hydroseeding units, 
said President Jim Lucore, "so 
the smaller landscapes could do 
touch-up jobs that bigger hydro-
seeding companies wouldn't han-
dle." 

Companies specializing in hy-
droseeding indicate they are al-

Norman Gray Jr., president of 
Transit Seeding, Norfolk, Mass. 
"Homeowners call us all the 
time," he said, "because public 
perception about hydroseeding is 
finally up to speed." 

Both suppliers and operators 
agree that lawn and landscape 
maintenance firms must address 
growing consumer demand for the 
service. But they differ on whe-
ther operators should purchase 
their own equipment or subcon-
tract the work to a specialist. 

BUSINESS BENEFITS. The first 
question you should ask is why 
your business would benefit by 

Affordable equipment is opening 
up a new hydroseeding market for 

maintenance contractors* 

so responding to the demand for 
smaller projects. "We've obtain-
ed equipment that lets us serve 
both the larger and smallerjobs," 
said Ron Dietz, president of Dietz 
Hydroseeding, Van Nuys, Calif. 

His sentiments are shared by 

adding hydroseeding as a ser-
vice," Sharp said. 

Hydroseeding offers agrono-
mic advantages over other me-
thods of planting because "seeds 
have brains and only germinate 
when conditions are right," Sharp 

said. "With sod installations or 
conventional spreading, you often 
don't get proper soil preparation 
and watering. But the slurry in 
hydroseeding holds moisture and 
temperature conditions in place 
until seeds germinate." 

Compared to straw blowing, 
Sharp said, hydroseeding initial-
ly costs more to apply. But straw 
does not lay down moisture or 
nutrients, and is often blown off 
site by wind. Once seeds germi-
nate, the operator must revisit the 
site to remove the straw. 

Reinecker agreed hydroseeding 
can be a preferred planting me-
thod because seeds are presoak-
ed and therefore germinate more 
quickly. "Hydroseeding gives you 
another planting option," he said, 
"so that for any given job you can 
choose from the most appropriate 
method." 

The economics of hydroseed-
ing are also attractive, added Rei-
necker. According to annual Rein-
co cost studies, the profitability 
of hydroseeding compares favo-
rably with other landscaping and 
lawn maintenance services. He 

also suggested hydro-
seeding can generate 
new business since the 
work is highly visible to 
passersby. 

Hydroseeding is ap-
propriate in wide open 
areas as well as in tight 
spaces. "For large areas, 
say over a thousand 

square feet, hydroseeding can be 
applied much faster than sod or 
conventional planting," Dietz 
said. "Thus your labor costs are 
reduced, and the materials are 
also less expensive than sod." 

Areas with significant slopes 



ly big contractors offered hydro-
seeding, and they wouldn't touch 
a 4-inch-wide strip of turf. With 
their big rigs and equipment, 
small jobs weren't economically 
feasible." 

When Lucore considered 
building a portable hydroseeder, 
some suggested a small nozzle 
would clog too easily with the 
mulch fiber contained in the 
slurry. But, he said, he developed 
a recirculation hose "that keeps 
the mulch moving." 

Now, he said, hydroseeding is 
within reach of smaller contrac-
tors "who can do a $60 job for 
$200 that bigger companies 
wouldn't touch." 

Sharp suggested, however, that 
with highway systems being com-
pleted and housing construction 
slow around the country, some 
larger firms may be purchasing 
smaller hydroseeding machines. 
But Lucore noted that of 2,900 
sales leads his firm recently ge-
nerated, only 200 came from 
companies operating with larger 
equipment. 

"The rest are small lawn care 

operators and landscapes who 
are looking to enter hydroseed-
ing," he said. He does not sug-
gest portable units will replace 
larger machines, and believes the 
latter will always have a role in 
the industry. 

"But now that affordable equip-
ment is available, a whole new 
market is opening up for operators 
to do small hydroseeding projects. 
Plus it's a market they'll have to 
themselves, since the economics 
aren't there for bigger compa-
nies." 

Dietz and Gray, both hydro-
seeding specialty contractors, 
said there are two sides to the 
small-project theory. 

"I agree that a lot of small to 
midsize LCOs are interested in 
hydroseeding because their cus-
tomers are asking about it," Dietz 
said, "but I disagree that com-
panies like mine can't do these 
projects. We subcontract for many 
smaller operators." 

Transit Seeding also subcon-
tracts for numerous small and 
midsize lawn maintenance firms, 
according to Gray. "Our mini-

BUY OR SUBCONTRACT? 
Once an operator has 
decided to offer hydro-
seeding as a customer 
service, the company 
can either subcontract 
the work or perform the 
job with its own forces. 
The issue boils down to 
cost vs. control. 

"The decision isn't black and 
white, whether to subcontract or 
buy your own equipment," Rei-
neckersaid. "First look at the size 
of the jobs you're doing. If you're 
doing large tracts, it's ridiculous 
to subcontract." 

But when the work is smaller, 
Reinecker advised, operators 
should find out what local hydro-
seeders are charging. "The cost 
for seed and materials varies 
around the country," he said, "so 
you must make the determination 
whether your company can do 
hydroseeding profitably at what 
others charge." 

Reinco periodically conducts 
cost studies, "because virtually 
half our inquiries are from pro-
spects lacking the expertise need-
ed to evaluate whether to buy a 
machine." It's Reinecker's belief 
that hydroseeding units often prove 
to be profitable investments. 

Lucore said his 300-gallon unit 
can perform up to a dozen residen-
tial jobs per day. "You don't need 
a big rig to haul the machine, and 
you don't have big material costs 
tied up because it only takes two 

SMALL COMPANIES, TOO. Be 
cause the process is so visible in 
highway and subdivision projects, 
hydroseeding is often identified 
with large landscape contractors. 
Indeed, these firms still comprise 
a substantial share of equipment 
sales for Reinco, Finn and a third 
major manufacturer, Bowie In-
dustries of Bowie, Texas. 

Five years ago, Lucore of Lit-
tle Squirt scouted the Washington, 
D.C., area for hydroseeding con-
tractors. The cable television firm 
for which he then worked was 
often asked to restore lawns dis-
turbed by laying cables. "Buton-

are easily planted by 
hydroseeding, he added. 
Other projects especially 
suited for hydroseeding 
include erosion control 
sites, low-lying wet areas 
where footing is uncer-
tain or mature neighbor-
hoods where access and 
obstacles are problems. 

"But in America to-
day," Gray said, "thebot-
tom line for many home-
owners is getting an in-
stant lawn. Hydroseeding 
gives you an alternative 
to sod. You can tell cus-
tomers the lawn won't be quite as 
instant, but it will come upquickly 
— and for a lot less cost than sod." 

In fact, Gray does frequent 
business for developers and 
homeowners who are hosting 
open houses or private gatherings. 
"The event is only a day or two 
away. They don't want bare earth 
for all their guests, and they don't 
have enough time to lay sod. So 
they basically call my company 
in to paint the grounds green." 

Hydroseeding is now 
within the reach of 
smaller maintenance 
operators. Photo: 
Finn Corp. 

mum is 1,000 square 
feet, which isn't that big 
an area. But we'll do even 
smaller jobs for clients 
who are providing us re-
gular volume." 



tankfuls to do 10,000 square feet," 
he said, "so that's why a lot of 
my buyers are companies with 
two or three employees." 

Since the initial investment is 
within the reach of smaller ope-
rators, Lucore said, he recom-
mends purchasing equipment 
soon after any decision to offer 
hydroseeding. "Most homeow-
ners want instant results and want 
you to start tomorrow," 
he said, "so it's hard to 
generate work if you 
don't have the machine 
first." 

According to Sharp, 
the money an operator 
pays a hydroseeding sub-
contractor in one year is 
often enough to buy a 
machine outright. 

"It's like the decision between 
buying or renting a home. When 
you pay a mortgage, you own 
something. But when you rent, 
you've got nothing to show for 
your money." 

Beyond the economics, job 
control is a second key reason 
Sharp recommends performing 
work inhouse; subcontractors 
cannot serve all clients with equal 
promptness. Reinecker agreed 
and cited the booming 1980s as 
a time when most hydroseeding 
specialists had backlogs, often 
responding slowly to work re-
quests. 

"In theory a specialist can per-
form work more efficiently than 
a general ist, but you don't need 
to be a rocket scientist to do hy-
droseeding," Sharp said. "Any 
reputable lawn care operator or 
landscape contractor al ready has 
the agronomic knowledge to do 
the site evaluations needed for 
hydroseeding." 

He added that the ability to 
spread grass seed evenly is built 
into the equipment, and is not so 
much dependent upon the user. 

According to Reinecker, a spe-
cialist that has "done hydroseed-
ing for 20 years will certainly 
know his business, but I believe 
a lawn care or landcaping com-
pany can serve its customers' 
needs just as adequately with on-
ly a year of experience." 

According to Bob Jones, sales 
manager for Bowie Industries, 
hydroseeding is "more technical 
than other seeding methods. 

The slurry mix in hydroseeding 
holds moisture and temperature 
in place. Photo: Finn Corp. 

You're dealing with sophisticated 
machinery that requires more 
training. And you have to be much 
more careful when applying, or 
you'll end up throwing away your 
profits." 

Dietz countered: "People may 
say they can put you in the hy-
droseeding business for $6,000. 
So I guess anybody can buy a 
machine and call themselves a 

justify the investment. You have 
costs not just for equipment but 
for needed accessories, materials 
and training." 

Gray noted that keeping an in-
ventory of slurry materials is a 
logistical challenge. For max-
imum efficiency a warehouse is 
needed, he said, "so the opera-
tor can perform work on demand. 
Mulch fibers are commodities 

Ease of entry in the 
hydroseeding business is leading to 

concerns over professionalism. 

hydroseeder, just like anybody 
can buy a mower and call them-
selves a lawn care company. You 
can have your own machine — but 
by the same argument, you can 
also have your own sod farm." 

Saying there is "more to hydro-
seeding than meets the eye," Dietz 
explained the process requires 
"product knowledge you can't 
buy" to calculate proper slurry 
combinations and amounts. 

Indeed, he is concerned the 
public may sour on hydroseeding 
as "many marginal operators are 
entering the field and giving its 
reputation a black eye." 

At least in his area, Dietz said, 
most operators who tried hydro-
seeding have failed and since sold 
their equipment. "I don't know 
how a company could afford to 
offer hydroseeding, unless they 
had subcontracted out the work 
for several years and finally built 
up enough reliable business to 

whose availability can vary, so you 
need the material on hand. And 
since prices can vary widely, 
warehousing lets you buy and 
stock materials when prices are 
low." 

Smaller machines at first seem 
attractive, because of the lower 
initial investment. Because the 
units cannot perform larger vo-
lume jobs, Gray argued, the in-
vestment can only be justified by 
a steady volume of separate small 
jobs. 

"Big jobs build volume with a 
smaller number of sales," he said, 
"but to build volume through a 
large number of small jobs means 
you really have to hustle. It's not 
easy. Customer mailings and ad-
vertisements are expensive. 
That's why I get calls all the time 
from people asking if I'd like to 
buy repossessed machines." 

Gray is also worried about pub-
lic perception to increased firms 

handling hydroseeding. In his 
area, most operators of small 
machines don't do callbacks and 
don't offer guarantees. Both he 
and Dietz believe contractors of-
fering hydroseeding should be 
licensed to protect both consu-
mers and the industry. 

Hydroseeding subcontractors 
typically offer free estimates as 
a service to lawn and landscape 

firms, said Gray and 
Dietz. "We will do ev-
erything," explained 
Dietz, "including sur-
veying the site, making 
agronomic recommen-
dations, sitting down and 
explaining everything to 
the customer and work-
ing with all parties to 
make sure the customer 

gets the best lawn for the best 
price." 

Hydroseeding manufacturers 
and specialty contractors also dif-
fer on their outlooks for the fu-
ture. As markets expand, manu-
facturers see the process being us-
ed by growing numbers of lawn 
care operators and landscape con-
tractors, especially among small 
to midsized firms. But Gray and 
Dietz see public demand for cost-
efficient hydroseeding leading to 
increased specialization. 

However, all sides agree con-
sumer acceptance and demand for 
hydroseeding is on the upswing, 
particularly among smaller ap-
plications where the technology 
has not yet been fully exploited. 

"Right now hydroseeding is 
about five to seven years behind 
the available market," said Lu-
core, "so there are tremendous 
opportunities out there for LCOs." 

Reinecker agreed: "For 25 
years most hydroseeding im-
provements have been in the 
slurry materials and not the basic 
equipment itself. The emphasis 
has been on catching up with the 
market, and hydroseeding still has 
a long way to go before reaching 
its real potential." 

For his part, Sharp won't flatly 
state all lawn and landscape com-
panies should offer hydroseeding 
as a customer service, whether 
on their own or through a sub-
contractor. "But I believe every 
operator should check it out. The 
public has taken notice and hy-
droseeding is something every 
company will have to address." 

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

ELIMINATE 
BROWN TURF 

"HELP, MY IRRIGATION sys-
tem isn't working." Quite often 
this is the desperate voice of a 
homeowner midseason when his 
irrigation system has failed. Since 
you just completed a new land-
scape at the residence and men-
tioned that you were familiar with 
irrigation systems, the owner 
thinks you're the expert and ex-
pects you to solve the problem. 

Don't worry, irrigation prob-
lems are generally not that dif-
ficult to diagnose. Irrigation prob-
lems can be broken down into two 
categories: electrical and hy-
draulic. 

Electrical problems are those 
associated with the power supp-
ly, irrigation controllers, zone 
wiring and valve solenoids. These 
types of problems most often oc-
cur in older irrigation systems or 
systems damaged from various 
forms of construction. 

Hydraulic problems consist of 
difficulties associated with the 
movement of water from the water 
source to the sprinkler heads. As-
suming the system was designed 
and installed correctly, a malfunc-
tioning sprinkler or valve is gen-
erally the culprit in this case. 

The three major components 
of an irrigation system are: elec-
tric valves, sprinklers and con-
trollers. This article will take a 
closer look at these components, 
as well as discuss the symptoms 
and solutions to potential hydrau-
lic and/or electrical problems. 

ELECTRIC VALVES. Electric valves 
operate hydraulically, but are elec-
trically activated. Since 75 per-
cent of all irrigation problems can 
be attributed to electric valves, it 
is a good idea to have a thorough 

Typical diagram of closed and 
open bronze valves. Illustra-
tion: P.I.E. Supply. 

THROUGH QUICK 
DIAGNOSIS 
About 75 percent of all 

irrigation problems can be attributed 
to electric valves, while programming 

errors account for 75 percent of 
all controller malfunctions. 

By Paul Roche 
understanding of how a valve 
works. 

The electrical portion of the 
valve is the solenoid assembly. It 
controls the flow of water between 
the upstream and downstream 
side of the valve. 

When a solenoid is de-ener-
gized, water enters the upper 
chamber of the valve (B) through 
a port on the valve body or the 
diaphragm (A). Since the area on 
top of the diaphragm is larger than 
the seating area on the valve body 
(E), the water pressure keeps the 
valve closed. 

When the solenoid is electrical-
ly activated, the coil (C) lifts the 
plunger over the downstream port 
(D), and the pressure above the 
diaphragm is lowered, allowing 
water to flow through the valve 

and downstream. 
The valve will remain open as 

long as the solenoid is energized. 
Some valves will have a manual 
bleed screw (F) that will permit 
the valve to be manually operated 
when removed. 

The three most common valve 
problems are: The valve will not 
open, the valve will not close and 
the valve weeps. 
If the valve will not open: 

• Check to see if the flow con-
trol stem is open by turning it 
counterclockwise. 

• There may be an internal 
blockage in the valve. 

Open the valve manually with 
the manual bleed screw. If the 
valve opens, there is either a 
blockage in the solenoid port 
or there is some type of electri-

Bronze Valve (Open) 

r • 

cal problem. 
• Disassemble the valve and 

carefully clean the solenoid port. 
• Test the solenoid coil using a 

volt ohmmeter. By reading the re-
sistance across the two leads of 
the coil, check with manufacturer 
recommended readings for the 
particular valve. Generally a good 
reading will be between 13 and 
25 ohms. 

If needed, replace coil and re-
test the valve. If the resistance 
reading is correct, turn the water 
off and remove the solenoid. 
Clean the entire solenoid assem-
bly since particles can enter the 
solenoid assembly and lodge the 
plunger. If the assembly cannot 
be cleaned, replace it. 

• Test the system for power. Us-
ing a volt meter, check for power 
at the solenoid by activating the 
zone in question at the controller. 
Test for 24 volts across the power 
lead and the common wire. If no 
voltage registers, try sticking the 
meter lead from the common wire 
into the earth. If you still get no 
voltage, you have a broken wire 
or defective station on the con-
troller. 

If you do get a voltage reading, 
you have a break in the common 
wire or a bad connection some-
where between the last valve that 
operates on that common wire and 
the one you are testing. Check 
your systems for any recent con-
struction that may have nicked or 
cut the wires. If you cannot find 
anything, locate a wire fault finder 
and track down the break. 
If the valve will not close: 

• Remove the solenoid assem-
bly and clean all ports including 
the diaphragm. Clean the post 
assembly thoroughly since the 
plunger may be lodged open and 
is not sealing the upstream port. 

• The diaphragm may be dam-
(continued on page 50) 



If You Guarantee Your Plantings, 
You Need a 

Transplant Survival Kit. 
If you ' r e going to g u a r a n t e e the 
survival of you r plant ings , y o u ' v e got 
to give t rees , shrubs , a n n u a l s a n d sod 
an e d g e against t ransp lan t stress. Using 

Aqua t ro l s wa te r m a n a g e m e n t p r o d u c t s , 
individually or in combina t i on , c an 
he lp you hold o n t o you r profits a n d 
you r r epu ta t ion . 

AquaGro soil wetting agents increase transplant survival 
by ensuring rapid and uniform water penetration into all types 
of soils and improving drainage and aeration in the root zone. 

SuperSorb water absorbants work like water reservoirs in 
the soil to minimize moisture stress by maintaining optimum 
soil moisture conditions for plant establishment. 

FoliCote transpiration minimizer reduces transplant 
moisture stress and protects established plants against desicca-
tion, winter or summer, by locking moisture in the leaves. 

Call us to find out more about the Aquatrols water 
management products that give your landscapes an 
edge on survival. 

Free User's Guide 
1-800-257-7797 

r l AQUATROLS 
The Water Management People 

1432 Union Avenue 
Pennsauken, NJ 08110 U.S.A. 

(609) 665-1130 
Fax (609) 665-0875 



Irrigation Problems 
(continued from page 48) 

aged or ruptured or may not be 
seating correctly. Remove the dia-
phragm and inspect it closely. Re-
place diaphragm if necessary. 

• The valve may be oversized 
and preventing pressure differen-
tial between the upstream side of 
the valve and the downstream 
side. If the valve has a manual flow 
control stem, try turning it down 
clockwise several turns. This will 
help create a larger pressure dif-
ferential through the valve. Check 
to see what the manufacturer re-
commends for valve sizing. The 
valve may have to be replaced. 
If the valve weeps: 

• In this instance, the diaph-
ragm may be damaged. Remove 
the diaphram and inspect the seat-
ing area. Look closely for nicks 
or scars on the seating area. Re-
place the diaphram if necessary. 

•The valve body seat may be 
scratched, nicked or need clean-
ing. Inspect and clean if needed. 

SPRINKLERS. The sprinkler head 
is arguably the most important 

Testing a controller for 24-volt 
output. Photo: P.I.E. Supply. 

dalism. Make sure sprinklers are 
not out of alignment and, if ne-
cessary, re-adjust the sprinkler so 
that it is perpendicular to its grade 
of installation. Replace damaged 
sprinklers. 

• Observe the rotation of part 
circle sprinklers and witness the 
proper arc stop. If necessary re-
adjust the sprinkler's arc stop. 
Carefully observe sprinklers that 
are installed next to a pavement 
or building. 
Incorrect operating pressure: 

• Sprinklers that are operating 
at the wrong pressure will yield 
an inefficient water distribution 
pattern. Low operating pressure 
can be discovered by a poor break-
up of the sprinkler's discharge 
streams, usually resulting in ex-
cess water applied to the end of 
the sprinkler's throw. Because 
high operating pressure tends to 
mist at the sprinkler's discharge 
stream, water distribution must 
be observed. 

• Check sprinkler operating 
pressure with a pilot tube and 

component of an irrigation sys-
tem. The best way to diagnose a 
sprinkler problem is to check the 
system under operating condi-
tions. 

Unfortunately sprinkler prob-
lems generally yield dead grass 
and plant materials before a prob-
lem is diagnosed. The most com-
mon sprinkler problems and their 
symptoms are: 

1. Physical or mechanical prob-

lems; and 
2. Incorrect operating pressure. 

Physical or mechanical problems: 
• From the controller observe 

individual sprinklers by allowing 
each zone to run long enough to 
see at least two complete sprinkler 
revolutions (on rotors) or one min-
ute for sprayheads. 

Physically inspect sprinklers 
for damage that can occur from 
moving equipment, traffic or van-
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gauge. Hold the pilot tube % inch 
from the discharge stream of the 
sprinkler's range nozzle. Record 
pressure reading and compare it 
to the manufacturer's recom-
mended operating pressure for 
that nozzle and spacing. 

• High pressure readings can 
indicate an increase in originally 
designed operating pressure. If a 
high pressure condition is affec-
ting the entire system, a pressure 
reducing valve may be necessary. 
If the high pressure is affecting 
only one zone, decrease the zone 
pressure by throttling down the 
flow control stem on the electric 
valve or install a pressure reduc-
ing valve. 

• A low pressure reading in-
dicates a change in the system's 
available pressure or a restriction 
in the system. First make sure all 
gate valves are open. In affected 
zones, make sure the flow con-
trol stems are in the open posi-
tion — turn the stem counter-
clockwise. If only a few sprinklers 
are affected, check inlet screens, 
remove screens and flush. If low 
pressure still persists, consider 
reducing the nozzle sizes on the 

affected zone. This will increase 
your pressure, but may reduce the 
effectiveness of the coverage and 
additional run time may have to 
be increased. 

• A low pressure reading on 
every zone indicates a possible 
change in the system's available 
pressure at the water source. As 
a last resort, a booster pump may 
be necessary to increase the pres-
sure and to operate the system 
correctly. 

IRRIGATION CONTROLLER. To 
day's irrigation controllers are ex-
tremely flexible and reliable. 
Most mechanical failures will oc-
cur within the first week of opera-
tion. The most common con-
troller problems are: 

1. programming error 
2. total system failure 
3. no output 

Programming error: 
• Completely read the owners 

manual before programming the 
timer. All controllers need three 
programming inputs for proper 
operation: start time, station run 
times and schedule (days on). 

If one of these functions is miss-

ing your controller will not ope-
rate. Programming errors account 
for 75 percent of all controller 
malfunctions. 
Total system failure: 

• Test the controller's power 
supply with a volt meter and see 
if the voltage meets the manufac-
turer's recommendations. 

• If there is no power, check the 
fuse and/or breaker at the power 
source and replace as necessary. 
Test the power supply again. 

• Check the controller by look-
ing for any obvious problems such 
as disconnected wires or blacken-
ed areas on the circuit board. Re-
connect wires if necessary and 
replace any boards. 

• Check the fuse or circuit 
breaker on the controller's power 
supply, and replace or reset if 
needed. Never replace a fuse that 
does not meet the manufacturer's 
recommendations since it could 
cause permanent damage to the 
controller. If the controller still 
malfunctions, return controller to 
an authorized service center. 
No output. 

• Test each station at the con-
troller's output terminal strip for 

24 volts. To do this, first manually 
select station one on the controller 
and test for voltage between sta-
tion one and the valve common 
wire with a volt meter. If 24 volts 
are present, the problem lies in 
the wire or the electric valve so-
lenoid. 

• Check the field wiring and 
valve solenoids by referring to the 
section "if valve will not open." 
Generally a whole series of valves 
would not fail unless all the zone 
wires were cut or the valve com-
mon was cut. Use your wire track-
ing equipment or contact your ir-
rigation distributor technical ser-
vices department for assistance. 

In conclusion, it is a good idea 
to contact your irrigation supplier 
and get product information on all 
valves, sprinklers and controllers 
used in your projects. Ask for any 
available maintenance guides and 
service videotapes. Also, make 
it a point to learn how to use a 
volt ohmmeter. Hopefully these 
tips will help you become better 
at diagnosing irrigation problems. 

The author is vice president of 
P. I.E. Supply Co., Milford, Conn. 

Comprehensive 
Insurance Programs 

for Lawn 
Care Operations 

We currently have three Proper-
ty and Casualty Programs for 
Lawn Care Operators underwrit-
ten by A + rated insurance com-
panies. Coverage is available in all 
states except Hawaii and Alaska. 
Herbicide/Pesticide Applicators 
coverages, General Liability, Pro-
perty, Inland Marine, Commer-
cial Fleet, Workers Compensation 
and Umbrellas are available. 

These programs offer competitive 
rates for LCO's with an excellent 
loss history. Self insured reten-
tions and retrospective alterna-
tives are available for larger risks. 

M.F.P. Insurance Agency 
50 West Broad Street, Suite 3200 

Columbus, OH 43215 
614-221-2398 

Attn: Richard P. Bersnak, 
President 

Most rain sensors need frequent cleaning and repair. They waste 
^ costly service time. But Mini-Clik is guaranteed to shut off sprinklers 

during rainfall and make any irrigation system more efficient. 
It all works because Mini-Clik's patented design is simple, from 

the way you install to the way you click in the precise settings. 
For the nearest distributor call Glen-Hilton Products,1-800-476-

0260 o r 8 0 4 - 2 8 8 - 0 2 0 0 worldwide. | | J | | | | | H I | | f | | 
And get the rain sensor so depend- | v l I I I I ' l l L I 1 1 

able, you'll never have to hold its hand. SavesYou Money On ARainyDay. 

<E 1989 Glen-Hilton Products, Richmond,Virginia 

readc 19 



EXPO PREVIEW 

COMMERCIAL 
PARTICIPATION THRIVING AT 

POWER EQUIPMENT EXPO 
THE EIGHTH ANNUAL Inter-
national Lawn, Garden and Pbwer 
Equipment Expo returns to the 
Kentucky Fair and Exposition 
Center in Louisville, July 28-30. 

Approximately 25,000 par-
ticipants are expected to attend the 
event, which features an expand-
ed commercial demonstration site 
and free seminars for the main-
tenance professional. 

This year, an estimated 600 
manufacturers and suppliers of 
lawn and garden products, out-
door power equipment and related 
products will be exhibited on 
more than 1 million net square 
feet of interior and exterior space. 

This includes an expanded 
169,475 net-square-foot outdoor 
demonstration area for commer-
cial product users. 

"The commercial demo area 
last year exceeded our expecta-
tions," said Warren Sellers, show 
director. "We expected only 15 
manufacturers and had well over 
40 manufacturers. I envision that 
area getting larger." 

Dean Meyer, sales and market-
ing manager for Encore, Beatrice, 

Neb., said he sees an improved 
commercial focus to the show. 
"The landscaper doesn't have to 
weed through all the consumer 
products to find what he's in-
terested in. I think the show has 
improved tremendously." 

Show attendees can view the 
best of new lawn and landscape 
products, said Ken Raney, adver-
tising manager for Excel Indus-
tries, Hesston, Kan. Raney said 
to look for new products at this 
year's show that will "knock the 
socks o f f ' of professional land-
scape attendees. 

Commercial segment atten-
dance continues to exceed pre-
vious year figures. In 1990, atten-
dance for landscape and commer-
cial mowing contractors reached 
1,581, an 82 percent increase. 

This year's show offers a 
healthy balance of products for 
buyers, dealers, distributors and 
landscapers, according to Den-
nis Dix, president and CEO of the 
Outdoor Power Equipment In-
stitute, which sponsors the show. 

To demonstrate this balance, 
show sponsors have categorized 

EXPO 91 
exhibitors into two groups: com-
mercial/consumer products and 
power/nonpower products. 

In the commercial/consumer 
products category, 75 percent will 
exhibit commercial and consumer 
products; 14 percent, commercial 
products only; and 11 percent, 
consumer products only. 

In the power/nonpower pro-
ducts category, 50 percent will ex-
hibit nonpower products; and 32 
percent, power products. 

Pre-Expo sessions are schedul-
ed for Saturday, July 27. Speakers 
and their topics include David Ba-
ker, an extension safety and oc-
cupational health specialist with 
the University of Missouri, "Inte-
grating Safety into Your Total 

Lawn Care Management Sys-
tem"; and Charles Vander Kooi, 
a landscape and irrigation con-
struction consultant, "An Over-
view of an Estimating System." 

Other seminars, open to all at-
tendees, will be offered through-
out the show. 

Expo attendees can also visit 
the Model Store, an international 
visitors center, Hall of Yesteryear, 
Ail-American Engine Repair 
Championship, an international 
restaurant in the new South Wing 
lobby of the Expo center, sightsee-
ing tours and Exhibit Awards k91. 

Entertainment includes "An 
Evening of Racing at Louisville 
Downs" on Saturday, July 27; and 
a Reba McEntire concert on Mon-
day, July 29. 

Indoor exhibit hours are 9 a. m. 
to 5 p.m. Sunday and Monday, 
and 9 a. m. to 3 p. m. Tuesday ; out-
door exhibit hours are 8 a.m. to 
5 p.m. Sunday and Monday, and 
8 a.m. to noon on Tuesday. 

Admission to the show, includ-
ing the seminars, is free with pre-
registration. An on-site registra-
tion fee will be charged. • 

Choose the Most 
Maneuverable Line 

Laying Machine on the 
Market. The Line-Ward L-2. 

Don't Settle For Less. 

Up to 16" in depth 

• You C a n Literal ly T u r n O n A 
D ime 

Our unique, patented design centers the 
800 lb. total weight directly over the 
4-wheel drive with the blade in the exact 
center of the machine. 

• Smal les t T u r n i n g R a d i u s Of 
Any M a c h i n e 

Electr ic Start Opt ional 

Fast Parts Delivery & Service 

• Wi th Your Line-Ward, You 
Can Actual ly M a k e Right A n g l e 
Turns 
Call For A Free On-S i te 
D e m o n s t r a t i o n Or, Wr i te For 
Our Free Color B r o c h u r e 

Line-Ward Corp. 
157 Seneca Creek Road 
Buffalo, New York 14224 
(716) 675-7373 
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People 
DAVID CHAMBERS, regional marketing 
supervisor for the Monsanto Lawn & Gar-
den business unit, assumes responsibility 
for marketing activities in the Southeas-
tern United States. 

Since 1988, Chambers had been market-
ing supervisor in the Southwest. He now 
oversees activities in Alabama, Florida, 
Georgia, Mississippi, North Carolina, 
South Carolina and Tennessee. 

As regional marketing supervisor, he is 
responsible for managing distributor rela-
tionships and directing manufacturer rep-
resentative organizations in the Southeast 
to support retail accounts. 

Four group product managers have been 
promoted at Lebanon Turf Products, a di-
vision of Lebanon Chemical Corp. : Paul 
Grosh, Harry Mathis, Ed Price and Randy 
Rogers. 

Grosh and Rogers will concentrate on 
the Country Club brand of products for 
professional and golf course use. Mathis 
will market the Greenskeeper and Leba-
non Pro line of products to the lawn care 
and landscaping fields. Price will coor-

dinate development of the Green Gold, 
Turf Master, WonderGro and private label 
lines. 

Michael Anderson has joined The 
Toro Co. as director of sales for commer-
cial products. Previously, he was vice 
president of national sales for the Wa-
terous Co. In his new position, Ander-
son will direct the national sales activi-
ties for Toro's commercial products 
business. 

Cushman has appointed Ed Nachtsheim 
to the position of vice president of finance 
and treasurer. 

Prior to joining Cushman, Nachtsheim 
was a chief financial officer for Reach All 
Company. 

Brenda Corbet! has joined Glen-Hilton 
Products as director of marketing. Corbett 
brings 12 years of product sales and mar-
keting experience to the company. 

In her new position, Corbett will coor-
dinate all marketing and communications 
to irrigation industry distributors, contrac-
tors and designers. 

Scag Power Equipment has named 

Corbett Anderson 

Charles "Buddy" Danko as Southeastern 
regional sales manager. Danko, a 20-year 
veteran of the power equipment industry, 
will serve distributors in Florida, Georgia, 
Alabama, Mississippi, Louisiana, Ten-
nessee and the Carolinas. 

Al Money has been appointed vice presi-
dent of sales and marketing for the Bun-
ton Co. Money joins the firm after mar-
keting Bunton equipment as an inde-
pendent sales representative in Dallas. 

Aquapore Moisture Systems has ap-
pointed Shannon Bard to the position of 
president and chief executive officer. Bard 
was previously vice president of sales and 
marketing for the company. • 

B R O I M B U L I L E T 

A new lightweight-high performance walk-
behind vibratory plow. 

Hydrostatic drive 
with variable speed 

Accessible 
operator 
controls 

Air-cooled low 
maintenance 
HONDA engine 

Quick detach 
blade assemblies 

C o n t a c t R W F B R O N 
fo r d e a l e r a n d e n d 
u s e r i n q u i r i e s . 

FOR UTILITIES AND IRRIGATION. 
The new B R O N BULLET. A high 
per fo rmance, mul t i - featured v ibratory 
p low, is the perfect o n e - m a n mach ine 
for the instal lat ion of sub-sur face cab le 

and irr igat ion pipe. 

Powered by an a i r -coo led 
H O N D A eng ine, the B U L L E T 

wil l p rov ide fast, economica l 
instal lat ions wi th min imal turf 

damage . 

Cal l today for more informat ion. 

RWF BRON 

High ^ ^ 
flotation 
tires 

R W F Industr ies 
1 John Street, Embro , Ontar io , C a n a d a 
Tel : (519) 475-4101 
Fax: (519) 475 -4066 
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Product Profile 

ROOT ZONE THERAPY 
DRIVES OUT ROOT DECLINE 

"ROOT ZONE THERAPY," a new term 
in arboriculture, may have been coined by 
arborist Dick Proudfoot, manager of Pruett 
Tree Service, Portland, Ore. His firm 
practices root zone therapy quite often us-
ing a new piece of equipment called the 
Grow Gun®. 

Root zone therapy is an effective treat-
ment for tree decline stemming from a 
variety of factors, according to Proudfoot. 
The most prevalent problem is soil com-
paction resulting from construction activi-
ty. Compacted soil reduces the amount of 
water available to roots and changes the 
oxygen balance. Reduced water availability 
also influences the release of nutrients to 
the roots. 

Other factors include soil glazing from 

To relieve compaction, holes are drilled every four to six feet. 

transplanting, planting in dense soil such 
as clay or changing the grade around 
trees. Roots cannot penetrate soil with a 
bulk density greater than 1.48. In addi-
tion, dense soil or transplanting glaze is 
often greater than the acceptable density 
for root penetration. 

More attention has been focused on soil 
compaction since it was discovered that 
the root mass is concentrated within the 
first two feet of grade. Absorbing roots 
are even closer to the surface. 

"Traditionally, we aerated by drilling holes 
(continued on page 66) 

Dont Let The Rain 
Wash Away Your Profits. 
Use the Proven Erosion Fighter! 

Hydro M u l c h ' 2 0 0 0 fiber is T H E hydraulic mulch and tackifier 
combination that can help keep the green on your job and in 
your pocket 

Here's why: 
• Hydro M u l c h * 2 0 0 0 fibers have been independently lab tested and 

field proven to substantially reduce seed bed erosion caused by rainfall 
• Hydro M u l c h ' 2 0 0 0 fibers mean outstanding all-around performance. 

Mulch and tackifier are specially "premixed" for error free loading 
and consistent ground coverage. There are no variable, hidden costs 
and unpredictable applications found with separate tackifiers. 

Don't watch your profits and customers wash away. Use the proven 
erosion fighter! Hydro M u l c h ' 2000. 

CONWED 

Hydro M u l c h * fiber is a 
registered trademark of 
Conwed Fibers 

FIBERS 
1985 Tate Blvd. S.E. 

Suite 350 
Hickory, NC 28601 

For more information, 
write or call 
(704) 327-6670 
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Green Garde* 
JD9-C HIGH PRESSURE 
SPRAY GUN 

• Adjusts f r o m f o g t o a l o n g 
d i s t a n c e p e n c i l s t r e a m . 
I d e a l for a l l a p p l i c a t i o n s . 

• Ruggedly-built a n d p r e c i 
s i o n m a c h i n e d for g r e a t e r 
p r o d u c t i v i t y , less d o w n 
t i m e . 

• Easy, Comfortable To Use. 
T r i g g e r - l o c k o n ; d r i p - f r e e 
shu t -o f f . 

• Versatile. C h o i c e of 10 t i ps a n d 
nozz les, p l u s o p t i o n a l r o o t f e e d e r 
a n d t i p a d a p t e r for S p r a y i n g 
Sys tems e x t e n s i o n s a n d nozzles. 

V 
ft 3F 

green 
garde 

Green G a r d e Division 
H. D. HUDSON MANUFACTURING COMPANY 
5 0 0 N M i c h i g a n A v e n u e • C h i c a g o , IL 60611-3748 
3 1 2 - 6 4 4 - 2 8 3 0 F A X 3 1 2 - 6 4 4 7 9 8 9 

reader service 65 



OFTANOL USERS KNOW THE 
BEST WAY TO OUTSMART GRUBS IS 

WITH A LITTLE EXTRA HOMEWORK. 

Getting rid of grubs that attack your cus-

tomers' lawns can be pretty tricky some-

times. Unfortunately, simply treating against 

these destructive pests doesn't always guar-

antee success. 

But many lawn care oper-

ators have learned that all it 

takes to outsmart grubs is a 

little preparation —finding 

the right product and the 

right time of year for appli-

cation. The product is 

OFTANOL® Insecticide. Studies show that 

time after time, OFTANOL provides consis-

tent grub control. And delivers superior 

control over widely used products 

such as Sevin® and Diazinon 

Insecticides. 

The right time to apply it? That 

will vary from region to 

region. But a good 

rule of thumb is 

©1991 Mobay Corporation 

PERCENTAGE OF 
CONTROL 

4 7 % 

OFTANOL Sevin Diazinon 
Insecticide Insecticide 

SOURCE: 18 trials conducted by Mobay in 1990 

to treat with OFTANOL when grubs are at 

the surface. An easy way to check is by just 

pulling back a bit of sod and looking for 

infestation. Or call your local Extension 

office to determine peak periods of grub 

feeding in your area. 

These are, of course, just the basics 

of effective grub control. If you'd like to 

learn more about OFTANOL and its 

proper usage, contact your local Mobay 

representative. Or just give us a call at 

(800) 842-8020. One of our trained pro-

fessionals will be standing 

by to answer your ques-

tions. Mobay Corporation, 

Specialty Products 

Group, Box 4913, 

Kansas City, MO 64120. 

So why let grubs continue 

to test your patience 

when the easy answer 

is OFTANOL. 

Mobay 
A Bayer USA INC COMPANY 

reader service 
OFTANOL is a Reg TM of Bayer AG, Germany 
Sevin is a Reg. TM of Rhone-Poulenc Ag Company 
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Financial Corner 

HAVING TROUBLE GETTING PAID? 
HERE'S SOME STRATEGIES 

MANY LAWN MAINTENANCE profes-
sionals are surprisingly naive when it 
comes to collecting their money. If pay-
ment is not received or if the collection 
program is too time-consuming or expen-
sive, the results can be disastrous. But a 
number of strategies and collection techni-
ques can make the whole process easier 
and more rewarding. 

Every landscaping business takes a dif-
ferent approach to collecting money that's 
owed them, but few have a coherent, for-
mal collection process. 

The right process depends on many va-
riables outside the control of the lawn 
maintenance professional. For instance, 
does the competition offer easy-payment 

terms? Is expecting cash payment unreason-
able? Are credit card sales inappropriate or 
too expensive? 

Many land-
scape opera-
tions can't af-
ford to offer 
more favor-
able terms to 
customers 
than those 
prevalent in 
the market — 
unless the 
position it en-
joys is dominant, its services are in short 
supply, its quality is superior or the prices 

far lower than any competitor. It is when 
these terms are established that the suc-
cess or failure of the entire collection pro-
cess is really determined. 

First, the credit application helps deter-
mine whether and with what degree of 
ease or difficulty the maintenance profes-
sional will get paid. 

One recent survey revealed that nearly 
one quarter of all bad debts are caused by 
misunderstandings. When a customer signs 
a credit application, information sheet or 
contract, he agrees to the terms incorpo-
rated and spelled out above the signature. 
The customer legally obligates himself to 
pay if the business lives up to its end of 
those terms. A good credit application will 

A t Last A Solution for Watering Trees! 
The TRECGATOR is a portable, reusable, above ground 
irrigation system. It provides a careful controlled drip rate 
for consistent watering of trees for up to 32 hours. Designed 
to be used on the root ball of a planted tree, or a balled & 
burlapped tree for maintenance until planting. Works well 
for softening hard soils overnight making summer tree dig-
ging easy. Effortlessly zips around the tree trunk and can be 
filled with water and liquid fertilizers in less than 10 minutes. 

• Save on water— 
• Eliminate trenching 
• Comes in two sizes (25 gal. and 50 gal.) 
• Constructed of reinforced, UV coated polyethylene. 
• Heavy duty nylon zippers. 
• Zip in multiple configurations for big jobs. 
• Folds down flat for compact, easy storage. 

Save Time, Save Money, Save Water. 
Solve Your Tree Watering Needs — 
SPECTRUM PRODUCTS 

3425 Hipsley Mill Road • Woodbine, Maryland 21797 
FAX Us Your Order. 301-442-1223 
For More Information Call: 1 - 8 0 0 - 8 0 0 - 7 3 9 1 



also provide enough information for the 
professional to make an educated decision 
about whether and to what extent to ex-
tend credit. 

Even if a credit application is inappro-
priate or not employed, a number of steps 
can be taken to speed up and increase the 
rate of collection. Offering a cash discount 
for prompt payment, for example, is es-
pecially beneficial to a business with a 
high percentage of slow-paying accounts. 

An important objective is to collect 
amounts as rapidly as possible with a mi-
nimum of bad debt writeoffs and without 
a significant loss of profitable business 
as a result of aggressive collection proce-
dures. 

To ensure that collection efforts are con-
sistent and fair, one person should be as-
signed this responsibility and credit custo-
mers should be contacted at regular inter-
vals. 

Many maintenance professionals have 
found that the best collection results are 
secured with a notice sent after only 10 
days delinquency, followed by a telephone 
contact or letter at least twice during the 
following 30-day period. 

While notices are less expensive, they 
have proven far less effective than a pro-
perly planned telephone call to prod the 
customer into paying. If properly handled, 
that phone call will also reveal any prob-
lems that might exist. After all, six out of 
every 10 credit defaults are blamed on 
wrongdoing on the part of the service 
provider. 

The problem revealed may simply be that 
the bill is due on the wrong day for the 
customer's cash flow. There may be a com-
plaint. But a capable person can usually 
solve the problem, satisfy and retain the 
customer and, most importantly, collect 
the amounts due. 

All too often, the customer can't be 
reached on the phone, so a personalized 
or form letter is used instead. If the ac-
count remains delinquent and contact can-
not be made via phone, it may be neces-
sary to have someone visit the customer to 
determine the trouble. 

At some point, the contractor must de-
cide to turn the unpaid bills over to a col-
lection agency or attorney. There are two 
schools of thought concerning what stage 
the matter should be placed with outside 
agents. 

One landscaping business, for example, 
operates with few credit accounts and 
doesn't have one employee performing full-
time credit functions. The landscaping con-
tractor routinely refers overdue accounts to 
collection agencies after relatively few re-
quests. Collection agencies eagerly solicit 
this contractor's business because the 
agency has a higher percentage of collec-
tions on the amounts referred to them. 

Another landscaping business, of about 
the same size, has a full-time credit staff. 
They hate to give up on an overdue ac-
count and, consequently, the ones which 
do reach collection agencies have little life 
left in them. 

Either of these approaches to collection 
can be overdone, but the first is usually 
preferable. Quick referral to a collection 
agency allows the office manager, book-
keeper or credit staff to concentrate on ac-
counts with better potential for both col-

lection and future relationships. 
Finally, there is one alternative that 

more professionals are considering: ac-
counts receivable financing. Even the 
smallest operation can sell the amounts 
due from customers to a third party for 
immediate cash. This can either be ac-
complished by means of the finance com-
pany assuming responsibility for collec-
tions (non-recourse) or merely borrowing 
funds using the unpaid bills as collateral 
or recourse financing. — Mark Battersby. m 
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WANTED 
I Quick and Easy Billing I 

Every time! 
I f you are tired of looking at 

expensive and complicated accounting 
programs, and are looking for a quick, 
painless way to do your monthly billing, 
then you need to call us! The Billing 
Clerk was specially designed to simplify 
your monthly billing process. That's 
why we've sold thousands of 
programs to businesses just like 
yours. 

Our philosophy is to 
make billing software so easy 
to use that most people really 
don't need to be computer or accounting 
experts. The Billing Clerk will allow 
you to quickly get your bills in the mail. 
And when bills go out on time, customers 
pay promptly and cash flow increases. 

The Billing Clerk handles your 
fixed recurring billing (monthly, 
quarterly, etc.), as well as sales/service 
invoices. There's even a customer note 
pad for job site notes, contacts, etc. 

To back up our programs, we offer 
a 30 day money back guarantee* on all 
our products and telephone support by 
people who really know and use the 
program. We also offer custom 
modifications at very affordable rates 
should you need any changes. 

The Billing Clerk 
handles invoices, statements, 
aging, late charges, past due 
notices, labels, Rolodex® 
cards, etc. Plus, it prints on 
widely available forms or 

blank paper. It operates on most PC/ 
MS DOS® compatible computers with 
640K of RAM and a hard disk. 

To find out if The Billing Clerk is 
just what you need, call our toll free 
number 1-800-880-0887today! Or,take 
advantage of our 30 day money back 
guarantee* by sending your check for 
$179 plus 8.50 shipping/handling. Be^ 
sure to tell us where you saw this ad. 

Reward Yourself! 
Call 1-800-880-0887 

WARE INC 
213 Congress Avenue, Suite 200 • Austin, Texas 78701 • (512) 629-7400 

* all guarantees and warranties subject to written restrictions 
$20.00 restocking fee per module • Fax (512) 629-4341 
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REBEL JR., a new tall fescue from Lofts 
Sstd, features lower growth and a darker 
green color. It also offers strong perfor-
mance in full sun or moderate shade and 
low to medium maintenance needs. 

The tall fescue resists damage from in-
sec'ts and disease and adapts to a range of 
environmental conditions, including heat, 

Product Spotlight 
THE PIPCO Quadra Bubbler watering system is designed to apply up to 70 percent 
less water than conventional shrub spray watering systems. 

The quadra bubbler acts as a flow control device and splits a single water source 
into four separate water sources. Water is transferred to the plant via a laser soaker 
line or tubing. The lines are then run to ground cover, shrubs or trees. 

The system is designed for above or below grade installation and for five- to 
10-minute watering cycles once or twice daily. Each quadra bubbler waters four 
plants or up to 120 square feet of landscape. 
Circle 126 on reader service card 

drought and cold. 
Classified as a moderately low-growing 

tall fescue, Rebel Jr. shares the fine leaf 
texture of extremely low-growing "dwarf' 
varieties, but establishes quicker and does 
not display the summer decline seen in 
some extreme dwarfs. 
Circle 127 on reader service card 

Two new service videos provide step-by-
step procedures for the care and mainte-
nance of Kohler engines. 

"An Ounce of Maintenance" is a 22-
minute video owners manual for Kohler 
engines. Topics include lubrication, fuel, 
engine cooling, carburetor, air filter, igni-
tion and electrical systems for Kohler K-
Series, Magnum and Command engines. 
Tips and proper service methods are of-
fered for each topic with a visual explana-
tion of engine components. 

"Balance Gear Assembly" is a 10-
minute instructional video that illustrates 

(continued on page 60) 

4 MODELS 
priced from 
$-104900 

We didn't 
invent the 
chipper/shredder, 
we perfected it! 

N. 207 CRESTLINE, SPOKANE, WA 99202 

TURBO-VAC 
VACUUM/CHIPPER 
( SHREDDER / BAGGER 

NON-CLOGGING, no screen 
vacuum fed hopper and hose 

system. Out performs all other 
shredders available today! 

Heavy duty construction. 
Direct drive, no belts or 
pulleys. Vacuum WET 
or DRY leafs, ships — 

no lifting, bending or 
stuffing/tamping into 

hopper. Heavy double blade 
31/2" chipper. All mulched debris is 

air driven into nylon BAGGER. 

(800)458-7011 
TOLL FREE-NATIONWIDE 



1/ When you can have Ransomes quality at a competitive price, there's no reason to accept 
second best. • The Bob-Cat Mid-Size is a legend in the commercial mowing market and the 

Classic continues to impress. A true commercial machine throughout, with the "value-added" 
features you want. • Available in 36" and 48" cutting widths and variable speed, the Bob-Cat 

Classic features a Kohler 12.5 HP overhead valve engine for better fuel economy. Includes wide 
tires for superior climbing and three grass catcher options. And, it all 

comes to you at an affordable price, along with 48 hour parts delivery. 
Guaranteed. • Call your Ransomes dealer today or call us at 414-699-2000 

to arrange a free demonstration. And step up to the best, a Bob-Cat Classic. 
W h e r e g r e a t i d e a s s t a r t . 

RANSOMES 

'Does not include Mies tax, freight, or dealer prep; suggested price listed in US dollars. Price may vary with dealer and region. ©RANSOMES INC., A RANSOMES COMPANY, 1991, ONE BOB CAT LANE, JOHNSON CREEK. Wl 53038 



D.B. Smith Field King 
Deluxe Sprayers 
These sprayers give you the finest in 
durability, performance and comfort. 
Order NOW and SAVE! 

Four Gallon Deluxe Sprayer 
13398 Regular $94.95 

Now Only $86.95 

Five Gallon Deluxe Sprayer 
13399 Regular $101.95 

Now Only $92.95 

Also available from: 
Forestry Suppliers, Inc. 

• Felco Pruners • Soil Test Kits 
• pH Meters • Weed Barrier 
• Spreaders • Moisture Meters 

• Tree Climbing Equipment 
Plus much more! 

YouTl find the equipment and supplies 
you need in our latest 480-page catalog. 
For your FREE copy of Catalog #42... 
DIAL-FREE 1-800-647-5368 
FAX-FREE 1-800-543-4203 
O R WRITE: 

A Forestry 
Suppliers, 

w Inc. 
^ 205 W.Rankin Street 

P.O. Box 8397 
Jackson, MS 39284-8397 

06691 

Products 
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new procedures for installing the crank-
shaft and demonstrates the timing of the 
two- and three-balance gear systems in 
Kohler's 10- to 18-h.p. single cylinder 
engines. 
Circle 128 on render service card 

The Pro-Line Edger from Encore Manu-
facturing maneuvers easily along side-
walks, curbs, driveways and beds. Two 

engine selections are available: 3 h.p. 
Briggs and Stratton and 4 h.p. Honda with 
oil alert. 

Features include a counter rotating blade 
to protect the operator from debris, a 
hardened steel 0.15-inch blade with shar-
pened edges, a single lever to control both 
height adjustment and blade engagement, 
safety-minded belt idler design and front-
to-rear wheel alignment. 
Circle 129 on reader service card 

The Spill Response Kit from Precision 
Laboratories offers on-the-spot emergency 
spill control. Equipped to handle up to a 
6-gallon spill, the kit includes a fluores-
cent nylon carrying bag, three large tubes 
to surround and contain the spill and two 
pillows to absorb and contain the spill. 

The kit also includes three disposal bags 
with closures, gloves and identification 
labels indicating "hazardous" and "non-
hazardous" contents. It fits into trunks, 
small storage compartments and other 
confined spaces. 
Circle 130 on reader service card 

Fine Lawn Research now offers Flyer, a 
new variety of creeping red fescue. Flyer 
produces a fine, dense, deep green turf. It 
was judged the top creeping red fescue in 
overall quality in the 1984 national fine 
leaf fescue tests. 

Flyer blends well with Kentucky blue-
grass and enhances turf-type tall fescues 
and perennial ryes. A cross of several 
southern U.S. varieties, the fescue per-
forms well in hot, humid weather and 
under heavy shade and damp areas. 

Other benefits include resistance to red 
thread and powdery mildew and quick 
emergence. 
Circle 131 on reader service card 

O.M. Scott introduces Turf Starter Plus 
Ronstar, a high-phosphorus fertilizer with 
preemergent weed control to fight annual 
grassy weeds. The product is for use dur-
ing bermudagrass sprigging, and helps 
bermudagrass re-establish itself after win-
ter damage. 

The fertilizer contains oxadiazon, a pre-
emergent herbicide to suppress crabgrass, 
Poa annua, goosegrass and foxtail. With a 
sulfur-coated urea base for sustained ni-
trogen release, the product supplies am-

/Wurf 

TIFTSL 

moniacal nitrogen and urea for quick 
greenup. 

Dry applied, it's designed for rotary 
spreader application. 
Circle 132 on reader service card 

Power Lawnmower Parts is offering Uni-
versal Mulching Blade kits. The kits are 
available in three sizes to retrofit 19-, 20-
and 22-inch side discharge mowers. 

Each kit contains one mulching blade 
with 13/16-inch center hole, two reducing 
washers, a cover washer, a mulching door 
and a locking strap for lawn mowers with 
riveted chute deflectors. 



The blade is designed to allow maximum 
air flow within the cutting chamber for 
fine-cut mulch. 
Circle 133 on reader service card 

The new Turf Master turf spray vehicle 
from Cushman is mounted onto a three-
wheel Cushman turf-truckster vehicle with 
the pin-disconnect mounting system. 

The vehicle is equipped with high-flota-
tion tires that reduce ground pressure. 
The vehicle also includes a new spring-
over-shock absorber front suspension sys-
tem with automotive-type rubber mounts 
at the pivot points. The system does not 
require lubrication. 

The sprayer unit is available with either 
15- or 20-foot spray booms, supplied by a 
160-gallon molded fiberglass tank. Spray 
action halts when the vehicle stops. 

Accessories include a 7-foot hand-pushed 
"walking boom," which can be mounted 
for transport from green to green; a regu-
lar hand gun sprayer; foam marker; and 
an electric boom lift. 
Circle 134 on reader service card 

Sierra Controlled Release Fertilizer Tab-
lets from Grace-Sierra are now available 
in a new formulation of 12-12-12 plus 

minors. The 7.5 gram tablets are engineered 
to last up to five months with a single 
application. 

The tablets are designed to give green-
house crops and bedding plants a conti-
nuous and consistent supply of essential 
nutrients, triggered by soil temperature. 
Nutrient release increases as the soil 
warms up and decreases as the soil cools. 

A 16-8-12 formulation is also available 
for nursery stock and crops with longer 
growing cycles, including poinsettia or 
geranium plants; and for interiorscapes 
and landscape plantings, including an-
nuals, perennials, trees and shrubs. 
Circle 135 on reader service card 

Finn Corp. introduces Fiber Plus, a mulch 
stabilizer used in hydroseeding. Designed 
to improve seed germination, fiber plus is 
a specially coated synthetic fiber that im-
proves the bonding of fiber mulch to the 
soil surface. 

When a slurry containing fiber plus is 
applied, the longer length fibers attach to 
the soil particles and form an erosion-con-
trol mat. The mat helps to control seeds 
during germination. 

Fiber Plus is also designed to reduce 
the need for chemical tackifier. 
Circle 136 on reader service card 

John Deere has introduced the 10-h.p. 
AMT626, a new two-passenger utility 
work vehicle. The AMT626 replaces the 
AMT622 vehicle and has a wider stance 
by 7.7 inches, allowing it to straddle 30-
inch crop row spacings based on a 39.5-
inch spacing between the inside rear tires. 

Mid- and rear-axle shafts are longer and 

larger in diameter and heat-treated for 
strength. Outer axle bearings are larger. 

Other features include a pressure-lubri-
cated engine that uses 1/2-gallon of fuel 
per hour at full load, 4.75 gallons fuel 
capacity, 32-amp/hour battery and 13-amp 
alternator with regulator. 
Circle 137 on reader service card 

Excel offers the Hustler Range Wing at-
tachment for models 340, 400 and 440. 
The attachment allows operators to mow 
over 12 feet in one pass. Side wings fea-
ture a working angle of 20 degrees above 
and below horizontal ground level to eli-
minate scalping. 

The hydraulically controlled 48-inch 

wings can be raised and lowered indepen-
dently for mowing in close quarters and 
transporting. 
Circle 138 on reader service card 

RemUFatë 
THE 

FATAL 
ATTRACTION 

FOR INSECTS ! 

Now landscape 
managers can prov ide 

S a serv ice urgent ly 
needed by h o m e o w n e r s . 

As easi ly as sp read ing 
fert i l izers, you can contro l f leas, 

t icks, ants, sp iders and m a n y 
other pesky insects whi le they a re 

still outs ide the home . 

R e g a l F a t e ' i s a granular 
insect ic ide. T h e act ive 
ingred ient is impregna ted 
on a 1 0 0 % edible, organ ic 
carr ier and then bai ted to attract the 
insects to eat the toxicant . Ingestat ion 
is m a n y t imes more ef fect ive than 
contac t or vapor act ion of insect ic ides. 

Just spread a 10 foot b a n d of 
RegalFateM a round the house or 
bu i ld ing for c o m p l e t e insect 
contro l . 

^^ra^COMPANY 

Rega l Chemica l C o m p a n y 
P.O. BOX 900 / ALPHARETTA. GA 30239 

PHONE 404-475-4837 / 800-621 -5208 
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•m . l a w n & Landscape 
MAINTENANCE 
Calendar 

JULY 12-16 
American Association of Nurserymen An-
nual Convention and Nursery Industry 
Trade Show, The Dolphin, Orlando, Fla. 
Contact: Kevin Morales, AAN, 1250 I St. 
NW, Suite 500, Washington, D.C. 20005; 
202/789-2900. 

JULY 18 
Annual Nursery Field Day, Virginia Poly-
technic Institute and Virginia Tech Research 
Station, Virginia Beach, Va. Contact: 
Hampton Roads Agricultural Experiment 
Station, 1444 Diamond Springs Road, 
Virginia Beach, Va. 23455; 804/363-
3900. 

JULY 25 
Facilities Management Seminar sponsored 
by the Professional Grounds Management 
Society, Ohio State University, Columbus, 
Ohio. Contact: PGMS, 10402 Ridgland 
Rd., Suite 4, Cockeysville, Md. 21030; 
301/667-1833. 

JULY 31 to AUG. 2 
American Sod Producers Association Sum-
mer Convention and Field Days, The Red 
Lion Lloyd Center, Portland, Ore. Con-
tact: Thomas Ford, Meetings Administra-
tor, 1855-A Hicks Rd., Rolling Meadows, 
111. 60008; 708/705-9898. 

JULY 28-30 
International Lawn, Garden and Pbwer Equip-
ment Expo, Kentucky Fair and Exposition 
Center, Louisville, Ky. Contact: Expo 91, 
6100 Dutchmans Lane, Sixth Floor, Louis-
ville, Ky. 40205; 800/558-8767 or 502/ 
473-1992. 

JULY 30 
Midwest Regional Turf Field Day, trade 
show and equipment demonstration, Pur-
due University, West Lafayette, Ind. Con-
tact: Clark Throssell, 316/494-4785. 

JULY 31 
The University of Georgia Turfgrass Field 

Day, Griffin, Ga. Contact: Gil Landry, 
The University of Georgia Experiment 
Station, Griffin, Ga. 30224; 404/228-7300. 

AUG. 2-4 
Southern Nurserymen Association Trade 
Show and Convention, Atlanta, Ga. Con-
tact: SNA, 1511 Johnson Ferry Road, Suite 
115, Marietta, Ga. 30062; 404/973-9026. 

AUG. 16-18 
Texas Association of Nurserymen Annual 
Convention and Trade Show, Dallas Con-
vention Center. Contact: Patti Willey, TAN, 
7730 South IH35, Austin, Texas 78745-
6621; 512/280-5182. 

AUG. 22 
Turfgrass Field Day, Trade Show and Equip-
ment Auction, Hancock Turfgrass Research 
Center, Michigan State University. Con-
tact: Bruce Branham, Michigan State Uni-
versity, Dept. of Crop and Soil Sciences, 
E. Lansing, Mich. 48824; 517/353-2033. 

MRBERfflSi 
t Supply Co i 

EASY ORDERING! CALL TOLL-FREE 
1 800-553 9068 (USA) 

FAX YOUR ORDER 319-583-2701 

FÄRBER BAG & SUPPLY CO. IS A NATIONWIDE DISTRIBUTOR 
OF PROFESSIONAL NURSERY TOOLS AND NURSERY 
SUPPLIES. COMPANIES FEATURED IN OUR PRODUCT 
LINE INCLUDE: 

FELCO, CORONA, UNION, ARS, TRUE TEMPER, STRUCTRON, 
TRUE FRIENDS, AMERICAN STANDARD, VALLEY CRAFT, AMES, 
WW TOOLS, EARTHWAY, DUCKBILL, SANDVICK, TINA, DEWITT, 
VICTORINOX, WESTERN PULP PRODUCTS, BRAUN WIRE BASKETS, 
ZARN, FÄRBER TOOLS AND MANY OTHERS. 

FELCO 2, 8 & 9 ONLY $25.00 EA 
TRUE FRIENDS 47512 ONLY $48.00 EA 
CORONA 448 ONLY $12.00 EA 
CORONA 4432BN ONLY $32. OO EA 
SPYKER SPREADER4464 ONLY $60.00 EA 
AMES RAKE 4419-237 ONLY $10.00 EA 

ALL STRUCTRON SHOVELS & SPADES JUST $18.50 EA 

FARBER BAG & SUPPLY CO. 
8733 KAPP DR. P.O. BOX 78 
PEOSTA IA. 52068-0078 
NATIONWIDE 1-800-553-9066 
FAX 319-583-2701 

MasterCard 
• 

JUST CALL NATIONWIDE 1-800-553-9068 
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• BETTER SURVIVAL 
TREES • SHRUBS • TURF • S OEM 

m . . . . v i t e r r a I 

l ácelseapé 
The best water management help for landscapes and hydroseeders 

Call or write for additional information Aglukon Agrl Products 
50 North Harrison Avenue Congers N Y 10920 914 268-2122 

1 - 8 0 0 8 3 2 - 8 7 8 8 
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The Selling Revolution Continues... in TAMI*\ 

GREEN 
INDUSTRY 
EXPO/91 

THE ONE SHOW" 
YOU CAN'T AFFORD TO MISS IT! 

NOV. 19-21/1991 IN THE NEW TAMPA CONVENTION CENTER 
"The Big Three" 

Professional Associations of the Green Industry: 

R G M S 
Professional Grounds Professional Lawn Care Associât 
Management Society Association of America Contract* 

Unite their resources to bring you "The One Show 

Associated Landscape 
Contractors of America 

"An Exhibitors Dream" 
leach landscape contractors, grounds 

maintenance professionals and 
professional lawn care operators. 

"Whatever Your Product" "Outdoor Equipment D e m o " 
The entire lawn/landscape market will be Demonstrate your latest equipment and 
on the trade show floor to see and buy. techniques on Thursday, November 21 

at the outdoor demonstration facility. 

Get Details N o w . . . complete and return this form or Call (404) 973 -2019 
CHECK ONE OR BOTH • I'M INTERESTED IN EXHIBITING • I 'M INTERESTED IN ATTENDING AS A DEALER/DISTRIBUTOR 
NUMBER OF BOOTHS AND POSSIBLE BOOTH SIZE I NOT A COMMITMENT TO EXHIBIT): 

NUMBER OF BOOTHS CORNER LOCATION • YES • NO 
• ISLAND (MINIMUM20X20)... SPECIFY SIZE SIZE10 X 1 0 . . . INDICATE NUMBER OF SPACES . 

NAME 
COMPANY 
ADDRESS (STREET, CITY, ZIP) 

PHONE FAX 
Mail to: GREEN INDUSTRY EXPO. c/o PLCAA 1000 Johnson Ferry Rd„ NE Suite C-135 Marietta, GA 30068-2112 



Product Profile 
(continued from page 54) 

into the soil under the canopy; however, 
we seldom continued this process beyond 
the dripline," Proudfoot said. "We need a 
way to fracture soil below the surface and 
to extend fractures for great distances 
from the point of penetration." 

One of the most frequent causes is the 
contractor who parks vehicles under the 
shade of tree canopies or stores equipment 
and supplies there to keep them away from 
the elements. Some contractors are un-
aware they are killing the trees; assuming 
that trees have deep tap roots. 

Decline symptoms can manifest them-
selves years after construction is com-
pleted. By then, the rate of decline is fast 
and drastic measures are required if the 
tree is to be saved. The soil has to be 
loosened and watered and nutrients and 
oxygen must be introduced. The arborist 
must then hope that sufficient roots are 
left undamaged to begin the absorption 
process at an accelerated rate. 

A 2-inch diameter hole is drilled into 
the soil with an auger; the same as tradi-
tional aeration holes. The depth is deter-
mined by tree species, but it's important 
to fracture the soil below the root mass. 

The fractures will move upward instead of 
downward. 

After holes are drilled at the proper spac-
ing distances, the Grow Gun is lowered 
into each hole. The operator stands on the 
ground plate and controls the injection 
process. Compressed air at 125 to 175 psi 
at a volume of 100 to 250 cfm is forced 
into the ground at the base of the injection 
stem to lift and create soil fractures. 

Fractures may occur up to 12 feet from 
the hole. Proudfoot said his crews space 
the holes so they overlap every four to six 
feet since the fractures decrease in size as 
they move further from the hole. Holes 
are often required every eight to 12 feet 
and should be drilled close to the trunk. 
Additional holes may be drilled away from 
the trunk if required. 

After the initial fractures are made, water 
can be added by injection to fill and seal 
the fractures. More air is then applied, 
pressurizing the water. As the compressed 
air expands, it pushes against the water 
which opens more and larger fractures. 

When the soil is sufficiently fractured, 
granular or liquid fertilizer may be in-
jected. Granular fertilizer is poured into a 
hopper, a plunger is depressed, the fer-
tilizer slides down inside the housing and 
is forced into the fractures by the same 

pneumatic pressure that made the original 
fractures. 

Soil amendments and organic matter 
can be introduced the same way. Liquid 
fertilizer can be introduced through the 
water valve. 

Proudfoot cautions that soil fracturing is 
an effective treatment only for cases in-
volving dense or compact soil. Construc-
tion damage caused by the cutting of roots 
for utilities, drives or walks must be dealt 
with differently. 

Soil glazing during transplanting has re-
cently caused a great deal of concern 
among arborists because it is visible in 
the large holes dug by mechanical, and 
sometimes even manual, transplanters. 

Glazing is caused by the compacting of 
soil around a planting hole. After a spade 
has removed the plug of soil, the walls of 
the hole may appear so dense that they 
shine, thus the term glazing. Proudfoot 
said the soil's bulk density at that point 
may be more than 1.48, preventing the 
roots of the newly planted tree from 
penetrating. 

While the prognosis for root problems 
used to be grim, the Grow Gun has helped 
Pruett Tree Service save many trees from 
death due to root compaction. • 
Circle 12S on reader service card. 

OUR STANDARDS: 

TUFF 
TUFFER 
TUFLEX! 

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

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

After 2 0 years of * _ 
servicing the world's 
leading lawn care com-
panies , we 've proven that 
nothing compares to Tuflex 
because nothing is tougher 
than our standards. 

Call toll-free 1-800-327-9005 for prices on our complete line of tanks. 
In Florida, call collect (305) 785-6402. 

1406 S.W. 8th St., Pompano Beach, FL 33060 

reader service 6 2 

Harmsco Filters 
Protect Sprinklers 
& Micro-Irrigation 
Systems 
Test-proven protection 
from: 
• Iron Oxide 
• Silt/Sand 
• Limestone 
• Pond water Algae 

(oxidation required) 
Harmsco^ filters 

dramatically reduce 
maintenance of sensitive 
irrigation and fertilization 
systems caused by well 
water or pond water. 

Call for a free catalog and 
details. 

CTB 
Harmsco Industrial Filters 
USA: 1-800-327-3248 
FL: 1 -800-432-5325 
Fax: (407) 845-2474 
Over 35 Years of 
Filtration Experience 



Is If a Glut? 
(continued from page 30) 

from Jacklin's Japónica species will continue. 
In addition, Jacklin is launching quality 

standards in the grass seed industry by 
singling out turfgrass varieties that have 
superior genetic characteristics and those 
with diminished impact on the environ-
ment. Jacklin's "Green Seal of Quality" 
will mark each variety that meets both the 
genetic standards and newly elevated ana-
lysis standards. 

Though most breeders are searching for 
reduced maintenance varieties, Zajac said, 
he doesn't necessarily agree. 

"I don't subscribe to the theory about 
no maintenance type grasses," Zajac said. 
"People who are investing in turf and 
want it to look good are spending time 
with fertilizers and mowing. So we're con-
centrating on grass performing under nor-
mal maintenance; a normal maintenance 
program using water more sparingly." 

Türf-Seed is researching a variety with 
natural pest resistance, using endophyte in 
a way not previously considered, accord-
ing to Stanley. He predicts a variety using 
this technology will be on the market in 
several years. 

"The varieties we find most interesting 
are fine fescues," Green said. "There's not 

many to choose from now, but the explo-
sion of varieties coming onto market has 
really broadened the field of fine fescue." 

The question of "What is a dwarf?" 
will be asked for a long time to come as 
dwarf means a different height to various 
breeders and end-users across the country. 
Nevertheless, the hunt for shorter varieties 
continues. 

"Low maintenance used to be thought 
of as low quality, but now we're getting 
better quality than ever," McCarthy said. 
"Everybody is running the same foot 
race. You hope plant breeding and evalu-
tion come up with the types of materials 
that fit your program." 

How far off are these new varieties? 
Five to 10 years by most estimates. 

SEED PRIMING. Several years ago, seed prim-
ing was greeted with much anticipation 
by those desiring quicker establishment. 
But it's a different story today as most sup-
pliers are hesitant to place much stock in it. 

Jacklin has scaled back its seed priming 
because it questions whether the small 
benefit the homeowner or professional 
would see is really worth the added cost 
per pound of seed. Additional research is 
also needed to answer questions on stor-
age, shelf life and inconsistent germina-
tion among varieties of the same species. 

Jacklin research has found the shelf life 
to be sporadic, germination to vary by va-
riety and lot and effectiveness in some va-
rieties and not others, according to Gayle 
Jacklin. 

"We need to do more work to come up 
with what I consider to be economically 
satisfying costs for priming seed and get-
ting consistent, measurable results," Zajac 
said. "Some species hold more promise, 
such as bluegrasses and tall fescues which 
are slower to establish." 

Inherent differences such as the age of 
the seed, the viability of the seed, the 
moisture content, etc., makes it necessary 
to prime lots individually rather than 
jointly, Wick said. 

"The problem is that unless you're deal-
ing with a species which is slow to ger-
minate like bluegrass, we see no economic 
benefit," Wick said. "If you're priming 
bluegrass and mixing it with unprimed 
ryegrass, in theory that has merit." 

But golf courses may provide an outlet 
for primed seed. 

Since golf courses can't shut down for 
overseeding, seed priming may be the an-
swer for sprouting seed under playing 
conditions, Tlibbs said. • 

The author is Editor of Lawn & Landscape 
Maintenance magazine. 

ELECTRONIC FLOWMETER PATENT PENDING 

N O M O V I N G P A R T S . . . 
. . .No rotat ing vanes or tu rb ines . . . no de l icate bear ings 
to seize or fai l . PCOs, LCOs and arbor is ts can now mon i to r 
chemica l usage, control costs and prove regulatory and label 
comp l i ance wi th rel iabi l i ty & accuracy. 

Distinctive Features 
• Rugged Cast Aluminum Body 
• 500 PSI Operating Pressure 
• Portable — Hose End Attachable 
• Field Replaceable Battery (9V) 
• Measurement Accuracy of + / - 2 % of Rate 

Technology Management Inc. 
3101 South Westnedge 

Kalamazoo, Michigan 49008 
616-388-8300 Fax 616-388-9300 

^ G N C -

One-stop shopping for all your 
spraying needs! 

GIMC PUMP INC. 

H y p r o C o r i x 
A LEAR SIEOLER SUBSIDIARY 

^ S p r a y i n g Systems 

H U H 
ROJETCDWOWriON 

MfrREELCRAFT 

KOHLER 

CORPORATE OFFICE 
5202 DOW ROAD 

HOUSTON. TX 77040 

HOUSTON (713) 937-3449 
1-800-GNC-2005 

FAX: (713) 896-0164 

FLORIDA OFFICE 
118-BS PARKER AVE 

ARCADIA, FL 33821 



E v e r g r e e n 
(continued from page 25) 

A : Water is in short supply in Seattle in 
terms of the capabilities of the area's deli-
very system. 

Seattle is a central water distributor for 
many communities in the western part of 
King County. The supply system is based 
on water from rivers in the Cascade foot-
hills. There are predictions that within 10 
years the existing supply system will not 
be able to meet the water demands of the 
area. 

People don't realize that from the mid-
dle of May to the middle of September we 
are essentially a drought area. There are 
years we have water restrictions. 
Q : How do you promote water manage-
ment to customers? 
A : Our customers are aware that water 
is a precious and restricted commodity. 
There will be water surcharges in this 
area this summer, probably 15 percent to 
25 percent, to discourage excessive water 
use for irrigation. 

Some of our key customers are very in-
terested. They pay large water bills, and 
we can show them how to achieve a mini-
mum 35 percent to 50 percent reduction. 
Q : That's quite a difference. How do 
you accomplish that? 

C I 
^ ^ ^ way to acquire 

equipment for your 
business is to lease it. We 

specialize in tailoring leases to 
lawn care professionals. Con-
tact us to see how easy it is to 
expand your business. 

FOR DETAILS CONTACT: 
Mike Bush 

L E A S I N G , INC. i 
185 Park Dr. 

Wilmington, OH 45177 

(513) 382-5502 or 
(800) 766'BUSH 
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A : With an effective water management 
audit of the site, you can project what the 
water needs should be in cubic feet per 
month. This is based on ET (evapotran-
spiration) rates. 

Once you know what the ET rate is, 
you know how much water needs to go in-
to the ground and you can work out a 
water budget by zone for any property as 
to how much water should be applied each 
week. Then you project the cubic feet of 
water to be used on that site in a year. 

By simply assuring a system is function-
ing to its original design standards, you 
can achieve a 25 percent to 35 percent 
reduction in water use. Gains greater than 
that typically involve an investment in re-
trofitting the system. It could cost $1,000 
to $1,500 for controllers alone, and with 
total system redesign and moisture sen-

sors, the cost can go much higher. In 
terms of payback you are looking at one 
to two seasons, depending on water costs 
and restrictions in your area. 
Q : How did you get involved in water 
management? 
A : Frankly, we are still learning the ap-
plied technology ourselves. Ron Mark of 
the Xeris Group from Phoenix gave us a 
two-day training seminar, and that gave us 
the tools to start developing our own know-
ledge and expertise. 

We are still in a training and learning 
mode, and are only in the very early stages 
of talking about this with customers. We 
will develop the expertise this year, and more 
aggressively market that in the future. • 

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

Creative 
curb marketing 

Permanent Landscape Borders 

Create profits 
by offering your customers 

beautiful borders. 

Creative Curb Marketing 
line of concrete curb and 

border equipment is 
easy to use and 

an important 
addition 

to your 
bottom line. 

26041 Palo 
Mission V ie jo . C A 92691 
(714) 587-8488 
(800) 292-3488 
FAX: (714)951-2656 
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DEALERS 
WANTED 

DEALERS 
WANTED 

FOR ALL YOUR SPRAY NEEDS 
Canaan Spraye 

FM 
/ers 
•MC 

Hypro 
Flo-Jet 

Udor 
Delavan 

Spray Systems 
Hannay 
Green Garde 
Raven 
Albuz 
Banjo 

S U M M E R SPECIAL 
on ALL Walkovers 

WALKOVER 
"PROFESSIONAL" 
SPRAYER 

s, 
/ on 

U I R ^ m S C Q U I U S 
Given in June and July 

Post Office Box 8097 
Dothan, AL 36304 

(800) 633-7560 • (205) 677-0846 

"SITELINE 2 5 " 
ATHLETIC FIELD 

MARKER 
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Turfgrasses 
(continued from page 38) 

type buffalograsses will tolerate 
higher nitrogen fertilization, year-
ly applications of one to two 
pounds per 1,000 square feet are 
recommended. Mowing height 
may be reduced if slightly higher 
nitrogen fertilizer is applied. The 
buffalograsses will perform best 
on heavier textured soils with 
neutral to alkaline pH levels and 
where relative humidity is typical-
ly low. 

Bahiagrass is a coarse-leaf, 
drought-tolerant turfgrass that can 
withstand traffic and dry, infer-
tile soils. Some homeowners dis-
like the seedheads and difficulty 
in mowing associated with ba-
hiagrass. Pensacola is the only 
variety in which seed is readily 
available. Bahiagrass is most 

common on low maintenance 
turfs in the Southeastern United 
States. 

SELECT QUALITY MATERIAL. 
Plant only certified seed or sod of 
adapted cultivars for your loca-
lity, and be cautious of seed bar-
gains. Purchase planting stock that 
contains the lowest amount of weed 
and crop content and that is free 
of undesirable turfgrasses. Such 
planting material often contains 
hard-to-control perennial grassy 
weeds that reduce turf quality for 
years to come. Remember that the 
best indicator of how well a variety 
will perform is a variety trial con-
ducted in your state or region. 

The author is a researcher and 
professor in the Crop Science De-
partment at North Carolina State 
University. 
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COMING NEXT MONTH 
Between emissions and noise regulations, the outdoor 
power equipment industry has been in the spotlight this 
year. Learn more about the benefits of power equipment 
and how the EPA's study on emissions will affect your 
business in the July issue of LLM. 
Our next issue will also highlight soil wetting agents, 
fungicide performance and landscape lighting. 

LOOKING 
FOR A BETTER 
SOD CUTTER? 

Twfco 
Gives You Two 

Choice of _ 
8hp Honda 
or B&S I/C 

engines 

P R O 

One lever 
depth 

adjustment 

P R O L I T E 

TURFCO 

Turfco introduces the newest idea in sod cutters: a 
choice. Choose the Turfco Pro or Pro Lite. Both have been 
redesigned for smoother running, simpler operation and 
lower maintenance costs. Now you can fit the machine to 
the job, instead of the other way around. 

Turfco has shown our dedication to quality, customers' 
needs and innovative design by building rugged turf main-
tenance products that have been the better choice since 
1953. 

See the entire family of high quality Turfco products at your 
local Turfco dealer, or call 612 / 785-1000 for the dealer 
nearest you. Fax number 612/ 785-0556. 

Simply Belter; 

Available in 
12", 15", 
16", 18" 
cutting 
widths 

— Light 
weight for 

easy control 

Inexpensive 
replacement 

tires 

replacement 
tires 

Choice of 
5hp Honda 
or B&S I/C 

engines 

Designed 
for easy 

operation 



m ^Lawn&Landscape 
MAINTENANCE 
Classifieds 

RATES 
All classified advertising is 75 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the pub-
lisher before the 1st of the month preceding 
publication and be accompanied by cash or 
money order covering full payment. Submit 
ads to: Lawn and Landscape Maintenance 
magazine, 4012 Bridge Avenue, Cleveland, 
Ohio 44113. Fax: 216/961-0364. 

FOR SALE 

LAWN CARE EQUIPMENT 
Hannay reels new in-the-box, E1526s, E1530s, 
$359; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, $49.95; 
glycerin-filled gauges, 0-60 psi to 0-1,000 psi, 
$19.95; ChemLawn guns, $78.95; lawn spray 
boots, $16.95; lawn spray gloves, $1.75/pair. 
Call Hersch's Chemical Inc. 
800/843-LAWN - outside of Michigan 
313/545-2200 

RECYCLE 
WASTE 
TIRES! 

Save your trees from mower and string 
trimmer damage with a TRING! It saves 
hand trimming and mulch, too! Free 
brochure available. 
Call or write: 

Port Industries, Inc. 
Rural Route #3 

Palmyra, MO 63461 
(800) 562-8713 

PIPE LOCATOR 
INEXPENSIVE. Locates, traces underground 
drain, water pipelines of clay, PVC, ABS, steel 
and cement. Bloch, Box 18058, Cleveland, Ohio 
44118. 216/371-0979. 

HYDR0SEEDER 
1988 Bowie, 1,100-gallon Gooseneck, $12,000. 
Low hours. Call, 713/468-1818 or write: 1111 
Witte, Houston, Texas 77055. Can deliver. 

T H E D R I - B O X 

A R R O W H E A D P L A S T I C 
E N G I N E E R I N G , I N C . 

2909 S. Hoyt Avenue, Muncie, IN 47302 
Tel . 3 1 7 - 2 8 6 - 0 5 3 3 , e x t . 4 0 

LANDSCAPE TRAINING VIDEOS 
FREE CATALOG of training videotapes in-
cluding Irrigation, Pesticide Use & Safety, Ar-
boriculture, Equipment Maintenance, Pruning, 
Plant Selection, Fertilizers, Planting Techniques, 
Turf Management, Xeriscape, Tractor & Mower 
Safety, Landscape Design and more. $5 SAMPLE 
VIDEO includes $10 Discount Coupon. Satisfac-
tion Guaranteed! Check, VISA, MasterCard. 
VEP, California Polytechnic State University, 
San Luis Obispo, Calif. 93407; 800/235-4146. 

EQUIPMENT 
Specials: Walkover Gardener 12, $149.40; 30-
gallon, 12-volt skid, $393; Glycerin gauges, 
$12.50; SP Estate Keeper back paks, $64. Spray 
Systems, Hannay Reels, Green Garde, Raven 
tanks, Hypro, FMC, Udor, Delavan, Flo-Jet. 
FREE UPS on orders over $500. FREE 155-page 
catalog with order. CANAAN Sprayers, Custom 
Fabrication, WALKOVER Sprayers and Field 
Stripers. DEALERS WANTED. Canaan Indus-
tries, 800/613-7560. 

• • • 

COMPUTER SOFTWARE 
An integrated business management system for 
$495. A single dBASE Compiled EXE with A/P, 
A/R,G/L, pay roll, job costing, laser labels and 
much more. Ideal for Serv. Business. Demos 
available. Dealers wanted. New Serv, 1615Gelhot 
Dr. #34, Fairfield, Ohio 45014; 513/829-1585. 

SAY IT ON A SHIRT! 
GREAT ADVERTISEMENT FOR YOUR BUSINESS 

WHOLESALE CLST0M SCREENPRINTING 
T-SHIRTS, SWEATSHIRTS, SIAFF SffllTS A HATS 

PRINTED WITH YOUR OWN DESIGN OR LOGO 

YOUR 
iLOGOr 

NO SETUP 0 1 U l T D i r I LOW MINIMUM O l D d 
A I T C H A 1 G E S I 

CALL FOR FREE BROCHURE 

superODWirts 
1-800-755-4724 

MOWER 
John Deere 935 diesel 72-inch front deck. Less 
than 200 hours. Went out of business. $7.900. 
803/244-6079. 

HYDR0GRASSER 
Reinco 1,200-gallon Gooseneck, 2 years old. 
Good condition. $12,500. Call 904/731-8404. 

HELP WANTED 

MAINTENANCE FOREMAN 
Top firm needs foreman. Quality conscious 
Texas-based landscape management firm has 
immediate opening for detail-oriented land-
scape maintenance foreman. If you have out-
standing professional and horticultural skills 
and are not afraid of hard and healthy team-
work, then you could qualify for a top position 
with the finest landscape firm in the South-
west. Outstanding compensation and opportuni-
ty. Reply to. Lawn & Landscape Maintenance, 
Box 325, 4012 Bridge Ave., Cleveland, Ohio 
44113. 

WORK WANTED 

HORTICULTURIST 
20 plus years experience in plant science and 
landscape management. Extensive instruction/ 
presentation and administrative background. 
Willing to travel. Call Joe Davis, 707/255-
5207. • 

It pays to advertise in the 

LAWN & LANDSCAPE MAINTENANCE CLASSIFIEDS 
To place an order, write to LAWN& LANDSCAPE MAINTENANCE, 

4012 Bridge Avenue, Cleveland, Ohio 44113 
Or call toll free: 800/456-0707 



TURCAM®'s advanced ^ 
carbamate chemistry goes to 
work fast—and offers effectiveness 
that lasts—against white grubs as well as mole 
crickets, chinch bugs, sod webworms and other 
destructive pests. This hard-working insecticide is 
odorless.. .cost-effective.. .easy /vxlW J l I t M 
to apply. What's more, TURCAM M I \ I 0 H " A \ I V I . 
won't tie up in thatch or damage T ^ S S T " 
turf and ornamentals. 3509 Silverside Road. P.O. BOX 7495. Wilmington. DE.19803 

Now available in two 
convenient forms—TURCAM WP 

a wettable powder and TURCAM 2V2G 
granular—this versatile insecticide can take care of 

your toughest pest control problems. For more 
information on TURCAM, contact the NOR-AM 

Communications Department 
or your local distributor. 

CAUTION: TURCAM® is a restricted 
use pesticide. 

Copyright© 1968 NOR-AM Chemical Company All rights reserved. 

IMPORTANT: Please remember always to read and follow carefully all label directions when applying any chemical. 
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Why customers are wild about 

Tike one look and you'll see. Pennington's wild-
flowers are simply beautiful. They can brighten 

a dreary landscape or transform an aban-
doned field into a rainbow of color. 

But appearance is only one reason 
Pennington's Deluxe Wildflower Mix is 
gaining popularity. Many say the real 
beauty of wildflowers is their low 
maintenance. Unlike turf, wildflowers 
require very little care. That makes 
them ideal for roadsides, parks, golf 
courses and residential areas. 

Roadsides 

nmHsruLt w 

The Leader In TUrf Care 

Parks and Commercial 
Grounds 

Gardens 

When planted with certain low growing 
grasses, wildflowers can even help control ero-
sion on moderate slopes. And they'll grow in 
areas that other types of ground cover won't. 
Pennington offers a Deluxe Wildflower Mix 
suited to your area. For your convenience, it 
comes in a 1 lb. can to cover approximately 
5,000 square feet and a 10 lb. bag to plant one-
half acre. 
This year, join the crowd. Go wild with Pennington! 

For information write to: 
PENNINGTON SEED, Inc. 
P.O. Box 290, Madison, Ga. 30650 

or call 
Toll Free 1-800-277-1412 


