
athletic fields. 
The surge in golf course growth 

in the 1960's—and the challenges 
that grew out of that e x p a n s i o n -
led to some of The Toro Co.'s most 
important deve lopments in turf 
maintenance tools in the past 20 
years. 

S i n c e the 1960's, turf facil i ty 
managers have confronted chal -
lenges that they found could be met 
through the use of increasingly so-
phisticated machinery. Throughout 
the period, Toro kept an ear at-
tuned to golf course superintend-
ents—and, in many cases, took its 
design cue from them. 

Dr. Jim Watson, Toro vice presi-
dent of customer re lat ions and 

agronomist who has been with the 
company since 1952, remembers 
the 1960's as history's most dra-
matic period of golf course con-
struction. "In the early part of dec-
ade, 350 to 400 new courses were 
being built each year," he said. 

As the '60's passed, two needs 
began to emerge, Watson pointed 
out. For one, it had become appar-
ent to everyone in the turf manage-
ment business that labor costs rep-
resented the largest segment of the 
budget, and therefore, the greatest 
opportunity for improved ef f i -
ciency. "People began to see that 
for the wages they were paying, 
they needed to groom more acres 
per man hour," explained Watson. 

At the same time, he said, the 
trend in golf course maintenance 
was toward a more manicured, 
tightly-clipped appearance. 

Both of these needs presented 
equipment manufacturers with an 
interesting pair of challenges: build 
more labor e f f i c ient equipment 
that did a better job of grooming 
than earlier models. 

When Toro introduced its 
G r e e n s m a s t e r 3 tr iplex greens-
mower in 1970, the company intro-
duced labor saving hydraulics on 
its first reel mower. The Greens-
master 3 allowed one man operat-
ing one unit to do the cutting that it 
had previously required three or 
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Company in Oregon was started to 
broaden the western market and 
oversee Loft's complete seed pro-
duction located primarily in the 
Willamette Valley. Today much of 
Lofts' international sales are hand-
led there as well. This operation is 
directed by Steve Tubbs. 

T h e purchase of the Kellogg 
Seed Company in 1973 was a major 
step to broaden the company's Mid-
western markets. It was through 
the Lofts/Kellogg operation that 
the company became involved 
in some diversified product mar-
keting. Only recently however, a 
decision was made to sell off this 
portion of the Loft organization in 
order to better concentrate on the 
turf industry. 

Servicing the many retail outlets 
in the N e w England area with 
Lofts' consumer line of seed and 
turf c a r e products is Lofts/New 
England at Arlington, MA, which 
also funct ions as a distribution 
point for the entire Northeastern 
area. Jerry Zuccala is branch man-
ager for this division. 

Ray Bentley and son, Lance, at 
the Lofts/New York location han-
dle all Lofts' mail-order lines, in-
cluding all packing and shipping of 
Pinto Wildflower Mixes and Lofts' 
extensive packet seed line of flow-
ers, herbs and vegetables. 

Lof ts/Maryland at Beltsvil le , 
managed by Strick Newsom, pro-
vides the turf-related business of 
the Washington/Virginia area with 
needed service. Among the better 
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L O F T S 

It all started with Selmer Loft, who 
in 1923, was the sole proprietor of a 
local seed company marketing for a 
Danish concern. In the late 50's a 
move from Manhat tan , NY to 
larger quarters was dictated by an 
expanding business, changing the 
address to Jersey City, NJ. 

From these rather humble begin-
nings, Lofts Seed has grown—as 
any viable seed should—to a na-
tionwide marketing organization, 
with many varieties now being sold 
worldwide. 

In the early 60's, another move, 

this t ime to Bound Brook, N e w 
Jersey—its current headquar t -
ers—was required to obtain the ad-
ditional facilities now demanded 
by Lofts' growth. By this time, Lofts 
had become a major domestic and 
international enterprise, responsi-
ble for a large percentage of the 
proprietary turf market in this 
country. 

During the past two decades , 
Lofts developed divisions through-
out the country to keep production 
and marketing facilities in line with 
its broadened market coverage. To-
day Lofts employs 97 persons at six 
locations. 

In 1963, Great Western S e e d 

Lofts brothers, /on (left) and Peter manage the Bound Brook, N J -based firm. 



known clientele of Lofts/Maryland 
are the White House, Arlington 
National Cemetery, and the Robert 
F. Kennedy Stadium, home of the 
Washington Redskins. 

A more recent venture of Lofts 
and Southern Turf Nurseries is 
Sunbelt Seeds, Inc. at Tucker, Ga., 
formed specifically to better serve 
the Southern recreational turf 
overseeding market. Overseeding 
is an expanding portion of the turf 
industry, extending the winter golf 
and recreational season throughout 
the South. 

Today, the Bound Brook office 
serves as corporate headquarters, 
from which the second generation 
of the Lofts family, Peter and Jon, 
manage the far-flung operations of 
the company. Although large in-
ventories of seed are maintained at 
strategic locations throughout the 
country, the New Jersey location 
alone includes 100,000 sq. ft. of 
storage space and blending facili-
ties. A fleet of company owned 
trucks guarantees rapid delivery to 
customers. A unique delivery sys-

tem in this industry. 
As a most fortuitous circum-

stance, Lofts Seed is located in the 
proximity of the world-famous 
New Jersey Agricultural Experi-
ment Station at New Brunswick 
and works in close conjunction 
with Rutgers University. It is here 
that the most intensive search for 
new varieties is led by Dr. C. Reed 
Funk. According to John Morris-
sey, Lofts' Vice President with this 
company over 30 years, Dr. Funk 
"can almost develop varieties on 
demand". 

Special sod-mixing facilities are 
also located at Bound Brook. As an 
ardent supporter of the Interagency 
Certification procedure, all Lofts 
sod blends are packed under the 
direct supervision of the New Jer-
sey Department of Agriculture's 
Division of Plant Industry. Lofts' 
proprietary varieties are carefully 
blended in separate, isolated areas 
to assure all seed is free from con-
tamination. 

Sod production is an expanding 
business, and the certification pro-

cess is a cooperative one, including 
the seed companies, the Extension 
Service and the Department of Ag-
riculture. Lofts has been one of the 
pioneers in the efforts to improve 
the sod business. 

At Lofts' Martinsville, New Jer-
sey Research Facilities, Rich Hur-
ley, Vice President and Director of 
Agronomy and Research oversees 
an extensive, continuous research 
program. As the only commercial 
research facilities in this part of the 
country, it is where experimental 
varieties are evaluated for perfor-
mance. Over 2,000 test plots enable 
Lofts' agronomists to conduct in-
depth test programs for color, dis-
ease resistance, density, unifor-
mity, heat and drought tolerance, 
effects of fertilization and shade 
performance. Greenhouses and 
shadehouses permit testing under a 
wide variety of controlled condi-
tions. Varieties passing stringent 
tests at the New Jersey location are 
then evaluated under university 
supervision for climatic variations 
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Tractor Track R e m o v e r 
b r u s h e s u p grass b e h i n d tractor 
w h e e l s 

.It also cuts time 
costs and covers 

Brouwer Hydraul ic Lift 
m o w e r s let you raise mowers 
with a touch of a lever—saves 
time in tight corners and when 
transporting. (Also available 
with standard lift). 

The "all season9' simple 
design, low maintenance 
mower makes a perfect cut 
even in wet grass because of 
PTO Drive. 

For all grass maintenance, 
the Brouwer 5 gang PTO 
mower is a good cut above the 
competiton. 
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less expensive and easier to repair 
than brass heads. 

Toro's superiority in irrigation 
equipment over other brands is 
now proven out by the sheer num-
ber of top golf courses throughout 
the United States and the world 
that use it. Today, Toro irrigates 62 
of the top-ranked 100 U.S. courses. 

T h e large expansion of golf 
courses was reduced dramatical-
ly during the late 1970s with the 
oil embargo and subsequently ris-
ing energy prices, according to 
Watson. 

Since that time, the challenge of 
energy conservation has been on 
the minds of turf managers as well 
as equipment manufacturers, he 
said. Toro's diesel GM-72 and its 
new GM-62, in addition to its diesel 
power Parkmaster and HTM-175, 
are aimed at helping improve fuel 
efficiency. Toro irrigation systems, 
because of their flexibility, are also 
helping meet the energy chal -
lenge. 

And, Toro has a lready begun 
studying what could emerge as the 
biggest cha l l enge to date: water 
conservation. A fresh water short-
age, which could be crucial to hun-
dreds of turf managers, could result 
in dramatic changes in the way turf 
is managed. Toro, as it has in the 
past will continue listening to the 
needs of turf managers—and take 
their research and design cues from 
what they hear. W T T 
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Conference 
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October 10-14. 1982. 

Selmer Loft (left) and Dr. C. Reed Funk, turfgrass breeder for the New Jersey Agri-
culture Research Station. 

and sensitivities. Promising varie-
ties are then sub jec ted to yield 
evaluat ions. T h e s e trials, con-
ducted at research facilities on the 
West Coast, are required to deter-
mine a variety's ability to produce 
seed in sufficient quantities to war-
rant commerical release. 

As a result of extensive research 
programs the turf industry has real-
ized temendous growth, particu-
larly in the introduction of im-
proved, proprietary varieties. For 
instance, during the mid 60s , Man-
hattan was the household word 
when it came to ryegrasses. Since 
that time Lofts a lone has intro-
duced Yorktown, Yorktown II and 
Diplomat f ine - lea fed perennia l 
ryegrasses. Soon two "new genera-
tion" perennial ryegrasses will be 
introduced—Palmer and Prelude. 

In the area of tall fescues, only 
recently have the new fine-leafed 
varieties become available with the 
introduction of Rebel and Clem-
fine. 

Lofts market can be broken into 
two distinct segments: 

1. the retail market such as mass 
merchandisers , garden c e n -
ters, hardware stores w h e r e 
they sell not only seed, but a 
complete l ine of turf care 
products to the homeowner. 

2. the professional or trade mar-
ket which inc ludes the land-
scape architect , nurseryman, 
grounds maintenance person, 
automated lawn care special-
ist, sod producer and golf 
course superintendent. 

Golf courses alone represent a 
large portion of Lofts business and 
the company principals boast of the 
use of Lofts varieties on many pres-
tigious courses where major tour-
naments are played, such as Pine-
hurst Country Club, Augusta Na-
tional, and two of Arnold Palmer's 
courses—Bay Hill in Florida and 
LaTrobe in Pennsylvania. 

Despite the growth and change 
in the turf industry which has taken 
place over the last 20 years, Lofts 
continues to be one of the few re-
maining family-owned and oper-
ated enterprises. A visit to Lofts' 
Bound Brook location would find 
employees who have been with the 
company over 30 years. And, a cus-
tomer can call and speak directly to 
either of the principals, Peter or 
Jon. In these complex days of multi-
nationals, conglomerates, wholly-
owned subsidiaries and the like, it 
is comforting to know that personal 
contact and pride in quality prod-
ucts are still alive and well at Lofts 
Seed. WTT 


