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Oscar Miles, CGCS, overlooks the 6th hole at the Merit Club, Libertyville, Illinois. 

PennLinks Greens. Penneagle Fairways. Penncross Tees. 
The 'Penn Pals' Are Picture Perfect At The Merit Club. 

Superintendent Oscar Miles, 
with Club President Ed Oldfield's 
affirmation, specified all the grass-
ing of this Robert M. Lohmann 
designed club. With a clean 
canvas and open palette, Oscar 
began with PennLinks greens, 
Penneagle fairways and Penncross 
tees, framing them with bluegrass/ 
fine fescue/wildflower and 
prairiegrass roughs. You couldn't 
paint a more attractive picture. 

Oscar chose PennLinks greens 
for its rapid establishment, 
marvelous root system, a crown 
and stolons that take topdressing, 
upright, grainless qualities and 
good, consistent color... the best 
putting surface available. 

He selected Penncross for tees 
because they recover from divot 
scars more quickly. 

And the Penneagle fairways? 
Oscar chose Penneagle for its 
upright growth, reduced thatch 
development, low nitrogen 
requirement and good drought 
and dollar spot resistance. He 
seeded at 80 lbs. per acre for 
immediate turf development and 

Tee-2-Green Corp. 
Post Office Box 250 
Hubbard, OR 97032 
800-547-0255 
503-651-2130 
FAX 503-651-2351 

erosion control. The fairways 
were playable in 8 weeks. Oscar's 
crew usually mows fairways in 
the evening and leaves the 
clippings; recycling nutrients 
while reducing removal and 
fertilizer costs. 

Oscar articulates it best: "The 
unique coloring of the 'Penn Pals' 
contrasts beautifully with the 
grassing around them, defining 
the target areas. And with the 
dew on the bents early in the 
morning, they're a marvelous 
work of art." 



A S WE SEE IT 
RON HALL, SENIOR EDITOR 

Is the struggle for 2,4-D 
finally nearing a climax? 

is a proud member of these 
green industry professional 
organizations: 

A M J t 
Associated Landscape Contractors of America, 
12200 Sunrise Valley Dr., Suite 150, Reston, 
VA; (703) 620-6363. 

American Sod Producers Association, 1855-A 
Hicks Rd.. Rolling Meadows. IL 60008; (708) 
705-9898. 

Golf Course Superintendents Association of 
America, 1421 Research Park Dr., Lawrence, 
KS 66049-3859; (913) 841-2240. 

International Society of Arboriculture, P.O. 
Box 908, Urbana, IL 61801; (217) 328-2032. 

International Turfgrass Society, Crop & Soil 
Environmental Sciences, VPI-SU, Blacksburg, 
VA 24061-0403; (703) 231-9796. 

National Arborist Association, The Meeting 
Place Mall. P.O. Box 1094, Amherst. NH 
03031-1094; (603) 673-3311. 

National Golf Foundation, 1150 South U.S. 
Highway One, Jupiter, FL 33477; (407) 744-
6006. 

Ohio Turfgrass Foundation, 2021 Coffey Rd., 
Columbus. OH 43210; (614) 292-2601. 

PgMS 
Professional Grounds Management Society, 
10402 Ridgland Rd., Suite 4, Hunt Valley, MD 
21030; (301) 667-1833. 

Professional Lawn Care Association of 
America, 1000 Johnson Ferry Rd., NE, Suite C-
135, Marietta. GA 30068-2112; (404) 977-5222. 

Responsible Industry for a Sound 
Environment, 1155 15th St. NW. Washington. 
D.C. 20005; (202) 296-6085. 

T u i f i O l I i M 
Manager's Association 

Sports Turf Managers Association, 401 N. 
Michigan Ave., Chicago, IL 60611-4267; (312) 
644-6610. 

Turf and Ornamental Communicators 
Association, 8400 Normandale Lake Blvd., 
Suite 500, Bloomington, MN 55437; (612) 832-
5000. 

Now, almost 12 years after the initial 
data call-in for the popular herbicide 2,4-
dichlorophenoxyacetic acid (2,4-D), a 
frightening prospect looms for all of us. 

That prospect is that we'll lose, one by 
one, chemical compounds that contribute 
to the well-being and happiness of just 
about everyone in the United States. 

We'll lose these compounds not 
because anybody can conclusively prove 
that their proper use poses any real health 
risk to any of us. But because of the astro-
nomical expense of proving—over and 
over again—that they don't pose any risk. 

We'll lose them for a very wrong rea-
son: money. 

That's why the battle over 2,4-D has 
been so protracted. Industry has been will-
ing to put up the money to prove that the 
compound deserves to remain on the mar-
ket. Otherwise, 2,4-D would have been 
long gone. You can bet on that. 

Sales of 2,4-D are substantial, so sub-
stantial that manufacturers and suppliers 
feel they can afford to defend it. The com-
pound, available since 1948, is the most 
widely used herbicide in the world. 

The Industry Task Force on 2,4-D 
Research Data, now known as Task Force 
I, spent $4 million to develop data 
required by the U.S. EPA's 1981 data call-
in on the acid form of the compound. 
Originally there were 13 manufacturers or 
formulators in that group. 

In 1988 when the EPA issued a data 
call-in on the acid, ester and amine salt 
forms, Task Force II—now only six mem-
bers strong—figured to shell out an addi-
tional $10 million. 

Today, the remaining four members on 
the 2,4-D Task Force expect to spend $21 
to $22 million (over the $4 million spent 
by Task Force One) defending the herbi-
cide and meeting EPA's study require-
ments. Even, so the herbicide's survival is 
hardly assured. 

Obviously, o ther compounds with 

much smaller uses will never survive the 
reregistration process, with or without 
challenges to their safe use. 

The next step in the 2,4-D saga: the 
U.S. Environmental Protection Agency 
says it will convene a review panel in 1993 
to consider several National Cancer 
Institute (NCI) farm worker studies that 
suggest a link between herbicide use and a 
rare form of cancer, non-Hodgkins lym-
phoma. The results of these epidemiologi-
cal studies have come under increasing 
skepticism as newer studies raise serious 
questions about the validity and reliability 
of the methodology used in the NCI work. 

Indeed, 2,4-D is being scrutinized from 
every possible angle. 

There have been over 800 major 2,4-D 
studies published the past four years, and 
the number of epidemiological studies 
pertinent to 2,4-D now exceeds 90. 

Obviously, the EPA review panel, to get 
a complete health risk picture of 2,4-D, 
must review all pertinent data and not just 
the suspect NCI studies. 

Meanwhile, 2,4-D's defenders, in yet 
another compromise with the EPA, recent-
ly agreed to fund a $1 million 2,4-D user 
education effort. 

The EPA, like the proverbial butcher 
with his thumb on the scale, has tipped 
the balance away from the benefits side of 
the risk/benefit equation. 

That's scary enough, but the enor-
mously expensive, repetitive and unneces-
sary research studies required for reregis-
tration will likely spell the doom of many 
less-used chemical products. 



Distributed by: 

AGRA TURF 
SEARCY, AR 
501/268-7036 
AG. RESOURCES, INC. 
BRANDON, FL 
813/684-3306 

AGRI TURF 
HATFIELD, MA 
413/247-5687 
BENHAM CHEMICAL 
FARMINGTON HILLS, MI 
313/474-7474 

CANNON TURF 
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606/371-8423 
LEA'S GREEN MEADOWS 
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301/899-3535 

THE MOST 
CONSISTENT CRABGRASS 

PREEMERGENCE HERBICIDE 
IN THE INDUSTRY TODAY. 



Solve one of the greatest causes of customer complaints 
and lost business with a spring treatment of Barricadê  WG. 
It's the only preemergence herbicide that consistently fights 
crabgrass, spurge, foxtail, goose grass and other weeds 
through the entire season-even in long-growing southern 
climates. With its launch this season, Barricade was success-
fully proven on over 45,000 acres. 

Its low solubility binds it in the soil right at the point 
where weeds germinate. It stays where you apply it and lasts 

just as long as needed. That's why you can overseed in 
the fall with confidence. Barricade's performance reduces 
costly re-treat expenses including labor, materials and lost 
management time. Plus, handy water soluble packs make 
Barricade easy to use and applicator-friendly. 

Keep more customers and keep customers more satisfied 
with Barricade. Call your selected distributor today and ask 
about their Barricade Performance Assurance Plan. And 
make next year more profitable. 

Circle No. 131 on Reader Inquiry Card 

LEBANON TURF PRODUCTS 
LEBANON, PA 
717/273-1687 

PENAGRO TURF & ORN. PRODUCTS 
BOONE, NC 
704/264-6045 

PROFESSIONAL TURF SPECIALTIES 
CHAMPAIGN, IL 
217/352-0591 

REGAL CHEMICAL COMPANY 
ALPHARETTA, GA 
404/475-4837 

TURF INDUSTRIES, INC. 
HOUSTON, TX 
713/952-4488 

TURF PRODUCTS LTD., INC. 
CHICAGO, IL 
708/668-5537 

TURF SUPPLY WILBUR ELLIS 
EAGAN, MN KENT, WA 
612/454-3106 206/351-6591 

VIGORO INDUSTRIES 
WINTERHAVEN, FL 
813/293-3147 
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8 Re-making problem holes: 
Is it worth the risk? 
Whether it's a re-design or re-construction or just 
plain tinkering, golf course superintendents feel 
that—at the very least—some of it is their responsi-
bility. 
Jerry Roche 

15 LM Reports: Utility vehicles 
The winners in the battle for multi-purpose vehicle 
supremacy are those with 'go-anywhere, do-any-
thing' designs. 
Terry Mclver 

18 Selling used equipment 
Put a hold on your planned trip to the local scrap 
heap. Better fates await your old equipment, accord-
ing to landscapers the country over. 
Jim Guyette 

22 Building a retaining wall 
New stone and concrete products and a growing body 
of how-to info broaden client interest in retaining 
walls. 
Ron Hall 

24 Growing up, not out 
For landscapers and lawn care businesses, mastery of 
the fundamentals (primary service) produces some of 
the greatest accomplishments. 
Ed Wandtke 

26 Trees as promos 
Using those trees you love and care for, to gain some 
public attention for your business. 
Jim Guyette 

28 1992 Article Index 
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32 NTEP results in 
Seville St. Augustinegrass and Hubbard 87 and 
Shenandoah turf-type tall fescues have outranked all 
other commercially-available cultivars in the most 
recent tests released by the National Turfgrass 
Evaluation Program at Beltsville, Md. 

40 Low-water-use zones 
If you can group plants by water requirements at the 
design stage of a landscape, you'll end up saving 
clients water. 

l ï l i l H l l W T T • 
Handling heavy rain 
Extremely wet weather means that superintendents 
have to go that extra mile to provide playable con-
ditions. Bill Black tells how he handled last sum-
mer's deluge at the prestigious Congressional 
Country Club. 
Jerry Roche 

A 'course of a different texture' 
'Zoysia...a good grass for both high and low handicap-
pers...has a kind of bounce to it,' says Dick Stuntz, 
superintendent at Alvamar Country Club, long recog-
nized as one of the nation's outstanding courses. 
Jerry Roche 



48 'The Dangerfield Syndrome' 
Despite a large spectrum of management duties, golf course superinten-
dents don't get the respect they should. 
Arthur Jamison 

50 Meeting the media 
Photos in your local newspaper, commentary by hometown radio person-
alities, and TV sports coverage can attract area golfers to your course. 
Steve Trusty, Bob Tracinski 

54 World Cup grass indoors 
Four first-round games at Pontiac Silverdome in 1994 will showcase the 
efforts of researchers at Michigan State University to millions of viewers. 
Ron Hall 

56 Rep. Stenholm: Don't call 'em crazy 
U.S. Rep Charles Stenholm (D-Texas) says it's high time that pesticide-
using industries and their critics, the so-called environmentalists, 
rediscover the seemingly lost art of give and take. 
Ron Hall 
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Wolf Run Golf Club, Zionsville, Ind.; Joe Kosoglov, superintendent. (Photo by 
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Youre afirm believer that rough 
should be its name\ not its condition,. 



/ IclpingYou Put Quality Into Play. 
Circle No. 141 on Reader Inquiry Card 

R oughs can be beautiful. 

And playable. If you've got 

the time. Toro's 

Groundsmaster®455-D 

cuts that time in half. 

_ • , , r- Groundsmaster* 455-D. 
Because i ts the tirst Extreme maneuver-

ability means increased 
productkity with superb 

rotary mower designed quality of cut 

specifically for golf course roughs. 

Extremely maneuverable, it gives you a 

consistently superb quality of cut at higher 

heights. Even around trees, bunkers and 

other obstacles. Tha t means you have more 

time to spend on other areas of your course. 

It's one more way Toro has worked with golf 

course superintendents 

for well over half a 

century. To provide 

you with all the 

precision engineered Groundsmaster" 580-D. 
16' cutting width 

plus great moves. Also 
available: compact, nimble 

Groundsmaster 223-D. tools yOU need. 

Especially when the going gets rough. 
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Re-making problem holes: 
Is it worth the risk? 

Whether it's a re-design or re-construction 
or just plain tinkering, superintendents 
feel that—at the very least—some of it is 
their responsibility. 

• You—the golf course superintendent—have a problem hole. It 
may be a bunker that won't hold sand, or one that holds too 
much water. It may be a tee that is often pummelled with balls 
from an adjacent green. It may be a green that is infested with 
weedy grasses. 

Whatever the problem, you have to make a decision: try to 
change the hole by yourself, with existing staff; hire additional 
staff; or hire specialists like a golf course architect and/or land-
scape construction company. 

The temptation is to try and do it yourself, if the project isn't 
an overly large one. 

"Every golf course superintendent feels (some re-design) is in 
his realm of responsibility," says Mark Jarrell of Palm Beach 
National Golf & Country Club in Lake Worth, Fla. 

Architects sometimes disagree with that concept. Like Dr. 
Mike Hurdzan of Hurdzan Golf Course Design in Columbus, 
Ohio. 

Taking a risk—"Does the superintendent want to put himself 
in the middle of the politics of his club?" Hurdzan asks. "I feel 
that if 51 percent of the people like the job, I've done it well. If I 
were a superintendent, I would not want to take that risk. 

"Rarely have I seen a superintendent who can maintain his 
course to golfers' expectations while doing significant golf course 
re-construction." (The key word in that statement:"significant.") 

Tim Nugent, vice president of Dick Nugent Associates in Long 
Grove, 111., believes the answers to problem holes must be solved 
in the best, cheapest, least disruptive manner. 

"Usually, the superintendent is up to his eyeballs trying to 
maintain the course," Nugent says. "What it boils down to is this: 
Is it something you think you can deal with? And you have to 
remember that golf course architects deal with these kinds of 
problems every day." 

Answer these—When addressing design concerns, Hurdzan 
believes the following questions must be answered first: 

1) Is it worth the risk? What if problems arise that prevent 
National Golf Club, Naples, Fla. Drawing by Mark Hardy, 
Hurdzan Golf Course Design. 
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101 118 135 152 169 186 203 220 237 254 271 288 305 322 
102 119 136 153 170 187 204 221 238 255 272 289 306 323 
103 120 137 154 171 188 205 222 239 256 273 290 307 324 
104 121 138 155 172 189 206 223 240 257 274 291 308 325 
105 122 139 156 173 190 207 224 241 258 275 292 309 326 
106 123 140 157 174 191 208 225 242 259 276 293 310 327 
107 124 141 158 175 192 209 226 243 260 277 294 311 328 
108 125 142 159 176 193 210 227 244 261 278 295 312 329 
109 126 143 160 177 194 211 228 245 262 279 296 313 330 
110 127 144 161 178 195 212 229 246 263 280 297 314 331 
111 128 145 162 179 196 213 230 247 264 281 298 315 332 
112 129 146 163 180 197 214 231 248 265 282 299 316 333 
113 130 147 164 181 198 215 232 249 266 283 300 317 334 
114 131 148 165 182 199 216 233 250 267 284 301 318 335 
115 132 149 166 183 200 217 234 251 268 285 302 319 336 
116 133 150 167 184 201 218 235 252 269 286 303 320 337 
117 134 151 168 185 202 219 236 253 270 287 304 321 338 

LANDSCAPE JANUARY 1993 
11ANA^MfVT This card void 
w after Mar 19Q3 

1. BUSINESS & INDUSTRY 
MY PRIMARY BUSINESS AT THIS LOCATION IS: 
(PLEASE MARK ONLY ONE IN EITHER A. B OR C) 
A. Landscaping/Ground Care at one of the following 

types of facilities: 
01 • 0005 Golf courses 
02 • 0010 Sports Complexes 
03 • 0015 Parks 
04 • 0025 Schools, colleges, & universities 
05 • Other type of facility (please specify) 

B. Contractors/Service Companies/Consultants: 
06 • 0105 Landscape contractors (installation & maintenance) 
07 • 0110 Lawn care service companies 
08 • 0112 Custom chemical applicators 
09 • 0135 Extension agents/consultants for horticulture 
10 • Other contractor or service (please specify) 

C. Suppliers: 
11 • 0205 Sod growers 
12 • Other supplier (specify) 
Which of the following best describes your title: 
(mark only one) 
13 • 10 EXECUTIVE/ADMINISTRATOR 
14 • 20 MANAGER/SUPERINTENDENT 
15 • 30 GOVERNMENT OFFICIAL 
16 • 40 SPECIALIST 
17 • 50 OTHER TITLED AND NON-TITLED PERSONNEL (specify) _ 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT each month: YES • NO • 

Your Signature: 
Date: MI — — 



LANDSCAPE 
MANAGEMENT 

ADVANSTAR COMMUNICATIONS INC 
PO BOX 5054 
PITTSFIELD MA 01203-9698 

POSTAGE WILL BE PAID BY ADDRESSEE 

BUSINESS REPLY MAIL 
FIRST CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 



Dr. Mike Hurdzan: maintenance more 
important than design 

timely completion? Are you prepared if the 
newly-built system fails in some way? If 
you succeed, will you be warmly thanked 
or richly rewarded, or will they simply 
expect more of you next time? 

2) Is there a safety or liability prob-
lem? If not, will one be created: a foresee-
able danger to golfers, maintenance per-
sons or adjacent landowners? ("Changes 
can cause a chain reaction of liability down 
the road," Nugent adds.) 

3) How do you make it the most 
enjoyable for the most amount of people? 
Is there a group of golfers that hasn't been 
addressed? 

4) Can you develop a unified plan? Do 
you have proper installation training, ade-
quate equipment, installation time, experi-
enced workmen or foreman? 

5) Do you harbor no false expecta-
tions? Will you be able to guarantee your 
final product to your greens chairman and 
members? 

Hurdzan maintains that the design is 
often not the source of the problem(s). "If 
you've got money to spend, a good golf 
course begins with drainage. Irrigation is 
second, grass cultivars third," he observes. 
"Encouragement of wildlife is also becom-
ing a big part of golf course aesthetics. And 
not one of those things involves changing 
tees, greens and bunkers." 

Jarrell, who is re-establishing many of 
his greens ("there are some design 
changes involved"), is familiar with prob-
lem holes. 

"You have to evaluate the scope of the 
problem and react accordingly," he notes. 
"When I rebuilt two greens, I hired two 
temporary guys for three to four weeks. 
We did two greens in May and opened 

Supt. Mark Jarrell: spending $3500 re-
grassing each green 

them in July, and two more greens in 
August and opened them in October." 

Design factors—Greens are the most 
controversial part of the golf course, says 
Hurdzan. "Everyone wants an instant play-
ing surface, but it's a three- to five-year 
process. The mat layer between grass and 
sand is the single most important thing, 
and it takes two to three years to develop. 
Growing in a green and long-term mainte-

nance are two different things." 
Tees, Hurdzan contends, should be 

three sets of markers wide and drainage 
should be emphasized. "People appreciate 
new tees. They're easy to do, hard to screw 
up," he says. 

Fairways could cause troubles with the 
bulk of the club's membership because irri-
gation design has dictated narrower fair-
ways. "Modern golf courses should go back 
to the old Augusta style: maximum fairway, 
50 to 70 yards wide, minimum rough." 

Jarrell has an added advantage: interna-
tionally recognized golf course architect 
Joe Lee is a member of Palm Beach 
National. "He's constantly helping us make 
decisions," Jarrell states. 

Yet, every golf course superintendent 
does not have that luxury. So when the 
decision to change a problem hole is immi-
nent, every effort must be made to handle 
the project, as Nugent says, "in the best, 
cheapest, least disruptive" manner. In cer-
tain instances, it will mean doing it your-
self; most of the time, however, it must 
involve the opinion of an expert in golf 
course design. 

—Jerry Roche 

Do it or bid it? 

• Realistically assess the scope of the project by going through a potential risk 
evaluation. Honestly determine if the following sources of potential liabilities are 
high, medium or low. Check each block and add up your score for problems that 
might arise: 

SOURCE OF PROBLEM 

1. Unskilled work crew mistakes 
2. Improper installation equipment 
3. Insufficient installation equipment 
4. Inadequate installation training 
5. Inexperienced in recognizing problems 
6. Extended installation period required 
7. Workman compensation claims 
8. Improper irrigation functioning 
9. No guarantee of workmanship 

10. Perhaps no product warranty 

Probability of trouble 
High 
(3pts.) 

Medium 
(2 pts.) 

Low 
(lpt.) 

SCORING 

15 or less: do it yourself 
16 to 20: try to lower risks by examining your weaknesses and correcting them. 
21 or more: contract it out e „ . . . . , u . 

Source: Dr. Michael Hurdzan 



This John Deere rushes for 
yards in an average day 
If you've ever gotten that irre-
pressible urge to go for the world 
mowing record (maybe by try-
ing to cut every natural turf field 
in pro football in one day) you've 
come to the right ad. 

Because here on these two 
pages is everything you'd want 

to know about high-quality, big-
capacity mowing—the John 
Deere F935 Front Mower. 

With its offset 76-inch rear 
discharge deck and 22-hp diesel 
engine, the F935 can 
cover more than 
30 acres of 

turf (23.03 fields) in just eight 
working hours. And that's run-
ning at 5 m.p.h.—far less than 
its maximum operating speed. 

A pretty important stat when 
time, productivity, 

and your profit 
are at stake. 



over 147000 
fc 

What makes the F935 so 
good? Patented 2-pedal hydro-
static drive for control of speed 
and direction. And a big 
11-gallon fuel tank. 

Plus, hydrostatic power 
steering. Hydraulic weight 
transfer for improved traction. 

Even cruise control for nearly 
effortless mowing in wide-open 
spaces. 

Gain ground on wide-area 
mowing jobs. See your dealer 
today for a John Deere F935. Or 
any of three other F900 Series 
front mowers—22- to 28-hp. Or 

call 1-800-544-2122, toll-free, 
for more information. 

NOTHING RUNS 
LIKE A DEERE® 



Granular control for crabgrass. 
Because you never know 

which way 
the wind will blow. 

To control crabgrass and feed in one step, nothing 
works harder than Lebanon fertilizers with Team* These 
time-saving granular formulations make application easier 
and more precise. Herbicide distribution more thorough. 
All without drifting or leaching through. 

Team's pre-emergent control is proven more effective 
against crabgrass, goosegrass and other problem weeds 
all season long. Available in combination with premium-
quality, homogeneous Greenskeeper 20-4-10 40% organic 
fertilizer. And top-rated, yet economical, Lebanon Pro 
SCU blends. 

For more information, contact your Lebanon sales 
representative or local Lebanon Turf Products distributor. 
Or simply call 1-800-233-0628. 

•Trademark of DowElanco 01991 Lebanon Turf Products 
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Organic programs give 
customers a choice 
Green industry professionals 
with solid backgrounds in 
chemical turf care find value in 
organic alternatives. 

• Joel Simmons, Glenn Bonick and Phil 
Ca t ron have d i f f e r e n t g r een i n d u s t r y 
backgrounds, but they share a common 
experience: at one t ime, all three used 
synthe t ic cont ro l p roduc t s as the sole 
method of controlling turf problems. 

Today, they ' re all of fer ing organic-
based lawn care programs as an alterna-
tive to chemical turf care. 

Remember, we said alternative. None 
of these professionals is saying chemical 
control products should be completely 
e l iminated , unless the individual cus-
tomer demands it. 

Simmons is a turf scientist and busi-
nessman who believes it's both essential 
and possible to combine chemical control 
products with well-planned and well-pre-
scribed organic programs. 

A Penn State grad, Simmons—presi-
dent and owner of Ear thworks Natural 
Lawn & Garden Care, Inc. of Mar t ins 
Creek, Pa.—has plenty of experience in 
chemical-based turf care, having been the 
e x t e n s i o n a g e n t for N o r t h a m p t o n 
County. 

For the last 15 years, he and his part-
ner, Jerry Brunetti, have owned and man-
aged Agri-Dynamics, a company that for-
mulates biological disease and pest con-
trol programs for agriculture. 

Now, Simmons and Brunetti also run 
Earth Works, and both companies share a 
single focus: soil biology as the key to all 
turf problems. 

"We've spent years working with agro-
nomic i ssues ," says S i m m o n s , "in an 
attempt to fur ther understand the com-
plex dynamic of the soil and how it affects 

the growing of various crops, in particu-
lar, turf." 

S immons says Earth Works is ready 
for "a major push" toward customizing 
programs for golf courses and lawn care 
service companies , t hanks to years of 
research and product formulation. 

The E a r t h 
Works a p p r o a c h , 
says S i m m o n s , is 
different in that it 
stresses the impor-
tance of rock min-
e ra l s , w h i c h re -
s t o r e t h e so i l ' s 
m i n e r a l c o n t e n t ; 
and h u m i c ac id , 
for r o o t s t i m u l a -

Beecher Smith, left 
and Phil Catron: 
focusing on 
residential natural 
lawn care. 

tion and soil conditioning. 
S i m m o n s seeks a "happy m e d i u m " 

be tween chemica l and biological turf 
m a n a g e m e n t p r o g r a m s . " I t ' s n o t us 
aga ins t t h e m , " ins is ts S i m m o n s , who 
stresses that the best lawn care programs 
feature a balance of the two approaches, 
provided "we focus first on agronomics." 

According to Earth Works, synthetic 
fertilizers upset the carbon/nitrogen bal-
ance by oxidizing the soluble fractions of 
organic matter in the soil profile, leaving 
a dry, dead and compacted soil behind. 

A biological soil m a n a g e m e n t pro-

gram returns organic matter to the soil 
in the form of humus, by proper balance 
of soil cations, combined with sufficient 
secondary and micro-nutr ients and bio-
logical r emedies to an t agon ize insect 
fungal and nematode outbreaks. 

Simmons believes we have to make a 
closer examination of the soil and its bio-
logical aspects before treatment, to mini-
mize damage to microbial matter result-
ing from repeated pesticide applications. 

The soil, says Simmons, is an "incredi-
bly integrated system. If we can reduce 
stress, we will reduce disease, pest and 
weed problems." 

Earth Works offers a variety of pro-
grams: a natural organic; natural organic 
and liquid fertility program; and a transi-
tional IPM program. 

Simmons is beginning work with golf 
course super in tendents , and is pleased 
with early, "significant" results. 

Bonick: Dallas pro offers customers low 
impact' option. 



Natural/Organic Program 
Earth Works 5-4-5 

1st Year 
March—14 lbs./1000 
June—8 lbs./1000 
Sept.—8 lbs./1000 
Nov.—10lbs./1000 

2nd year 
12 lbs./1000 
6 lbs./1000 
6 lbs./1000 
8lbs./1000 

3rd year 
10 lbs./1000 
5 lbs./1000 
5 lbs./1000 
8 lbs./1000 

Gypsum 
70 lbs./1000 

Hi-Cal lime 
50 lbs./1000 

COSTS 

Hi-Cal lime 
50 lbs./1000 

$.01/sq.ft./yr. 
$2.50/1000/app. 
$10/1000/yr. 
-fgypsum 

$.008/sq. ft./yr. 
$2/1000/app. 
$8/1000/yr. 
+Hi-Cal lime 

$.007 sq. ft./yr. 
$1.75/sq.ft./app. 
$7/1000/yr. 
-i-Hi-Cal lime 

The above chart describes one of the natural/organic programs offered by Earth Works. The company alternates Hi-Cal lime 
and gypsum for each consecutive year at 25 lbs./1000. Use lower rates if liming has been practiced. If pH is above 7.0, use 
gypsum only. According to Earth Works, input costs for the entire program will go down as chemicals are reduced to spot 
treatments. 

• Glenn Bonick, a 30-year-old ex-champion 
skier from Dallas (yes, there are lakes 
there!) has been in business now for 10 
years. 

He went into the cutting business right 
out of high school, and eventually bought 
the property he was renting. He now 
employs 30 during peak season. The crews 
maintain lawns in high-end residential 
neighborhoods within a 10-mile radius, and 
commercial accounts farther out. 

Fertigrow is Bonick Landscaping's new 
organic lawn care division, and, like most 
organic companies, it offers a choice: a "low 
impact" program for "cost-effective man-
agement" is composed of six visits each 
year, using advanced fertility and problem-
solving techniques. 

The "organic" program offers completely 
natural turf and ornamental care. The goal 
is a balance of organic materials, minerals, 
water, air and living organisms. Lawns, 
trees and shrubs are monitored and treated 
organically, as needed. 

Fertigrow's "IPM" program combines 
organic and synthetic methods as needed 
and only where needed. 

Like Simmons, Bonick believes the soil 
is "the root of the problem." And though 
organics are the focus of Fertigrow, Bonick 
will not hesitate to recommend a chemical 
approach if he thinks one is required. 

Bonick admits, however, that he's not 
entirely comfortable with the going termi-
nology. Words like organic and integrated 
pest management can result in pigeon-hol-
ing, much like some politicians hate to be 

labelled as "liberals" or "conservatives". 
Bonick prefers "plant health care" to "pest 
management," and likes to say that he and 
others like him are simply "improving the 
environment," period. 

Bonick is a certified landscape profes-
sional, one of the charter members of the 
Texas Association's certification program. 
Two of his crew are certified. His mainte-
nance forman, Ron Traughber, has been 
with Bonick for three years. 

Bonick is gradually bringing the mainte-
nance crew up to speed on IPM, dreading as 
he does the prospect of a customer—or 
reporter—asking a question the worker 
can't answer. 

Bonick has used BT (Bacillus thurien-
gensis) for sod webworm control, an espe-
cially troublesome pest in pecan trees. 

Beyond the technical accomplishments 
of the Fertigrow program, Bonick is most 
proud of his efforts to design and install 
new landscaping for the Dallas Children's 
Advocacy Center, for abused or neglected 
children. Bonick and other local green 
industry firms donated material and three 
weeks of labor to rework 12,000 sq. ft. of 
turf and ornamentals, including a water 
management system. 

• In business for himself for the last five 
years, Phil Catron—president of 
NaturaLawn, Inc. of Frederick, Md.—sells 
organic-based lawn care franchises across 
12 northeastern and southeastern states, 
from Maine to Michigan to South Carolina. 

NaturaLawn franchises offer customers 

two programs: one is a 100 percent organic-
based soil ammendment program; the other 
consists of an organically-based soil amend-
ment combined with integrated pest man-
agement (IPM) treatments of biological, 
biorational or synthetic products. All organ-
ic products are formulated exlusively for 
NaturaLawn franchises. 

"We are a very focused company, offer-
ing residential lawn care only," says Catron, 
who believes the success of companies like 
NaturaLawn is grounded in a philosopy of 
giving the public what it wants: a choice in 
lawn care. 

NaturaLawn is regimented about train-
ing. Franchisees must attend as many as 18 
scheduled training sessions each year. 

Catron believes that he and vice presi-
dent of operations, Beecher Smith, are 
being rewarded for their patience, now that 
their audience is growing. "Things that 
were pooh-poohed are now having a major 
impact on the industry," says Catron. 

There are currently 22 NaturaLawn loca-
tions, and three corporate-owned units, and 
the company plans to move into Canada in 
the near future. 

The business averages three inquiries for 
franchises per day. A franchise costs $29,500 
and can include a financing package. 

Catron—a ChemLawn alumnus—and 
NaturaLawn were recently the subject of a 
story in In Business magazine, which noted 
the company's success due to "rapidly grow-
ing consumer interest in safer ways to care 
for lawns and control pests..." 

—Terry Mclver 



Bonifant, left, and Henneberg: natural programs attract a relatively small audience. 

Successful natural programs require 
time, money and patient customers 

• Successful natural lawn care programs 
require time, money and patient cus-
tomers, according to two green industry 
professionals who offer a natural alterna-
tive to interested clients. 

Daniel Henneberg is president, and 
Bern Bonifant, vice president of Natural 
Lawns lawn care, Maryfield, 
Va. The two recently offered 
some advice to attendees at 
the 1992 Green Industry 
Expo in Indianapolis. 

Natural Lawns uses dry 
products, although there 
are liquid alternatives on 
the market. Natural fertiliz-
er source materials include dehydrated 
poultry manure or other animal proteins; 
and vegetable sources such as soybean 
meal, wheat germ or vegetable oil. 

Henneberg warns that some natural 
products exude a very strong odor— some-
thing the customer should know before 
the product is applied—and products like 
feather meal might cause an allergic reac-
tion in more sensitive customers. 

A look at cost—Accord ing to 
Bonifant, cost per unit of nitrogen can 
run from three to nine times the cost of a 
high-grade synthetic. 

"As you move into larger size proper-

ties, such as a 15,000 sq ft home site or a 
70,000 ft. office complex, you're going to 
run into significant difficulty with trying 
to do that with an all natural program 
because of the cost of the materials," says 
Bonifant. 

The company's total audience for natu-
ral programs is no more 
than 20 percent of its cus-
tomer base. 

"I don't want to say it 
can't be done," he says. 
"But it involves targeting 
to particular customers in 
particular areas." 

Natural Lawns services 
the Washington, D.C. metro area, one 
that might be considered full of potential 
customers for organic products, given 
that every other person is striving to be 
"politically correct." Still, Bonifant says 
the company's total audience for natural 
programs is no more than 20 percent of 
its customer base. 

How they perform—"The lawns on 
the natural program will be thick, with 
good color," says Bonifant, "but they are 
also going to have a large number of 
weeds through the lawn." 

One way Bonifant and Henneberg sug-
gest to curtail weeds is to raise the mow-

ing height to three inches for bluegrass, 
three-and-a-half inches for tall fescue. 

Natural Lawns has used milky spore for 
grub control, but not lately due to prob-
lems with effectiveness. 

In the area of disease control, Bonifant 
says natural fertilizers have substantially 
reduced diseases. "We get a lot less disease 
occuring in less severe forms that on com-
parable properties using comparable types 
of fertilization." 

Seeding is important. Natural Lawns 
advises customers seeking natural alterna-
tives to replace weak stands of turf. They're 
big fans of "endophyte-enhanced" seed 
varietes, which Bonifant says have "sub-
stantially reduced levels of insect presence 
and damage." 

Where are they?— Bonifant says 
potential natural program areas include: 

•sens i t ive areas: where lawns abut 
lakes, streams, surface waterways; 

• wildlife habitats; 
•high-sensitivity areas, such as hospi-

tals, nursing homes and day care centers; 
• colleges, which seem to foster anti-

pesticide attitudes; and 
• special use areas such as community 

swimming pools and playgrounds. 
—Terry Mclver 

The company's total 
audience for natural 

programs is no more 
than 20 percent of its 
customer base. 



Biological Control Insecticides for Safe Use in Sod and for Landscape Ornamentals 

Beneficial Insecticidal Nematodes 

Targets Trade Names Manufacturers Circle No. 

Immature forms of: 
Sod webworms, white grubs, 
including Japanese beetles, 
strawberry crown borer, 
raspberry crown borer, 
mole crickets, banana moth, 

Horticultural Scanmask 

Exhibit 

Biologic 
Chambersburg, PA 
(717) 349-2789 

Ciba-Geigy 
Greensboro, NC 
(919) 547-1160 

320 

321 

Beneficial Insecticidal Bacteria 

Targets Trade Names Manufacturers Circle No. 

Japanese beetles in sod Doom Fairfax Biological 
Clinton Corners, NY 
(914) 366-3705 

322 

Elm leaf beetle, 
cottonwood leaf beetle, 
elm calligrapha, imported 
willow leaf beetle 

M-Trak Mycogen 
San Diego, CA 
(800) 745-7476 

323 

Lepidoptera on bedding plants, 
ornamentals, shade trees, 
nursery trees, and in forests 

Cutlass and Condor Ecogen 
Langhorne, PA 
(215) 757-1590 

324 

Sod webworms, Lepidoptera on 
bedding plants, ornamentals, 
shade trees, nursery trees, 
and in forests 

Steward Sandoz Agro 
Des Piaines, IL 
(800) 445-4823 

325 

Sod webworms, Lepidoptera 
on bedding plants, ornamentals 
shade trees, nursery trees, 

Dipel 2X Abbott Laboratories 
North Chicago, IL 
(800) 323-9597 

326 

Mosquitoes and black flies Vectobac 12 AS 
>» 

Fungus gnats Gnaterol 
n 

Source: Dr. John D. Briggs, Ohio State University 

] 

Organic terms defined 
• For the uninitiated, here are the most commonly-used terms when talking about organic turf care: 

Organic fertilizer: A material containing carbon and one or more elements other than hydrogen and oxygen essential for plant 
growth. 

Natural organic fertilizer: Materials derived from either plant or animal products containing one or more elements (other than car-
bon, hydrogen and oxygen) essential for plant growth. 

Natural inorganic fertilizer A mineral nutrient source that exists in or is produced by nature and may be altered from its original 
state only by physical manipulation. 

Natural fertilizer A substance composed only of natural organic and/or natural inorganic fertilizer materials and natural Fillers. 
Natural base: A fertilizer contaiing a minimum of 50 percent by weight of natural fertilizer materials. 
Organic base: A fertilizer containing a minimum of 50 percent by weight of organic fertilizer materials and 50 percent by weight of 

primary nutrients which are derived from organic fertilizer materials. 
Note: Avoid safety comparisons between organic, natural and synthetic products. Such comparisons include but are not limited to: 

references to toxicity, drift, odor and exposure. 
When referring to organic or natural fertilizers and/or pesticides, analysis should be given. 



PRODUCTS 
Mycogen/Lubrizol a done deal; ant toxin 
research with S.C Johnson shows promise 
• Mycogen Corporation announced in 
December that it had completed transac-
tions valued at $135 million with the 
Lubrizol Corporation to form a partnership 
to acquire Lubrizol 's Agrigenetics 
Company Division. 

The biological pest control company 
also said it and its Parasitix subsidiary and 
S.C. Johnson & Son, Inc. have discovered 
naturally occurring protein toxins with pes-
ticidal activity against ants. 

Mycogen and Lubrizol signed a letter of 
intent in April, but the deal was delayed 
pending recent stockholder approver. 

Agrigenetics, the sixth largest seed com-
pany in the United States, has been con-
ducting advanced agricultural plant 
biotechnology research since 1981. Its 
researchers were among the first to demon-
strate that plants could be genetically engi-
neered to become naturally pest-resistant. 

The company's principal seed products 

are corn, cotton, soybeans, sorghum, sun-
flowers, alfafa, rape and safflower. 

Mycogen develops, manufactures and 
markets environmentally compatible bio-
logical pest control products for agricultur-
al and specialty markets. Its wholly-owned 
subsidiary, Soilserve, provides customized 
crop protection services to growers of high 
value crops. 

Mycogen has 33 US patents covering its 
CellCap encapsulation system and newly 
identified strains of Bacillus thuringiensis 
(B.t.), the active ingredient used in many 
biopesticides and pest-resistant plant devel-
opment programs. 

As a division of Lubrizol, Agrigenetics 
had revenues of $88.6 million in 1991, 
while sustaining a net loss of $1.6 million, 
attributable mainly to its large research and 
development expenditures. 

Mycogen, which also spends heavily on 
research and development, lost $3.3 mil-

lion in 1991, on revenues of $23.6 mil-
lion. Mycogen cash reserves are approxi-
mately $67 million. 

Agrigenet ics pres ident , John 
Studebaker, and his senior management 
team have joined Mycogen, and were to 
relocate to the company's San Diego 
headquarters. 

The co-discovery of toxic ant proteins is 
the first publicly disclosed result of a 
research and development collaboration 
between S.C. Johnson Wax and Mycogen 
that began in 1990. 

S.C. Johnson Wax, headquartered in 
Racine, Wise., operates in 46 countries 
world-wide, and is the maker of RAID brand 
insecticides. 

Parasitix is a wholly-owned subsidiary 
formed by Mycogen to apply its core tech-
nology to develop products for the animal 
and human health markets and to manage 
its collaboration with S.C. Johnson Wax. 

Write to company for info on organic lawn care 
• Harmony Products of Chesapeake, 
Virg. now pub l i shes "Growing 
Alternatives," a newsletter designed to 
provide information about new aspects 
of the turf care industry, with a focus on 
organic and natural products. 

Harmony says future issues will offer 

technical information, research news 
from universities, marketing suggestions 
for organic lawn care, and will cover cur-
rent issues in the organic and natural 
turf care markets. 

A recen t issue of "Growing 
Alternatives" featured articles on control-

ling thatch organically, plus a cost com-
parison of organic and synthetic lawn 
care programs. 

To receive the "Growing Alternatives," 
newsletter, call Harmony Products at 
(800) 343-6343. 

Bio-control agent attacks feeding lepidoptera 
• Steward biological insecticide, new from 
Sandoz Agro, Inc., contains Bacillus 
thuringiensis spores and crystals lethal to 
any insect of the order Lepidoptera, which 
includes armyworms, bagworms, bud-
worms, leafrollers, loopers and caterpillars. 

According to Sandoz, Steward is not 
harmful to customers, their children or 
their pets; other mammals, birds, fish and 
other insects. 

Applications can be made and the turf 
used on the same day. Fruits and vegetables 
that have been treated with Steward need 

only be washed before eating. 
When larvae ingest Steward, the high pH 

of the insect's gut causes the crystals to 
break down into small, toxic protein units. 
These toxins adhere to the stomach lining, 
disintegrating the cells. Fluid flow and ionic 
balances are broken down. The insect quick-
ly stops feeding and starts to die, while 
simultaneously, bacterial spores pass 
through the gut wall and germinate in the 
insect's blood. 

As they continue to multiply, a form of 
poisoning known as septicemia develops. 

Sandoz Agro, Inc. says Steward will 
control target insects for three to four 
days or longer after application. Control 
may last up to 10 days depending on 
weather, cultural and growth factors. 

The company says Steward is most 
effective against smaller worms, and says 
it is important to spray when most of the 
worms are still in the first or second 

For a 1000-sq. ft. area of turf, use one 
tablespoon of product in 2.3 gallons of 
water. 
Circle No. 309 on Reader Inquiry Card 



PRODUCTS 

Neem tree yields growth regulator 
• Azatin, a new botanically-based insecti-
cide from AgriDyne Technologies, Inc. of 
Salt Lake City, is registered for indoor and 
outdoor use in greenhouse, nursery and 
ornamental markets. The product is an 
extraction from the neem tree, which 
grows in India. 

AgriDyne says, Azatin has shown excel-
lent insecticidal activity against major 
greenhouse and ornamental pests. It effec-
tively controls sweetpotato whiteflies, 
greenhouse whiteflies, leafminers, fungus 

gnats, sawflies, mealy bugs, and a wide 
spectrum of Lepidoptera, especially cut-
worms, armyworms, webworms, canker-
worms, leafrollers and gypsy moths. It also 
suppresses thrips, aphids and leafhoppers. 

The insecticidal activity of the neem 
tree is attributed to azadirachtin, a com-
pound found in small amounts in neem 
leaf, f ru i t and bark, but concentra ted 
mainly in the seed. The compound has 
demonstrated control over 131 species of 
insects, 60 of which are common in the 

U.S., according to the company. 
The insecticidal activity of Azatin stems 

largely from the insect growth regulator 
ICR activity of azadirachtin. Azatin con-
trols insects in all larval stages, and has 
the unique ability to control insects in the 
pupal stage. Azatin does not control egg or 
adult stages of insects, but its activity 
against larval and pupal stages of insect 
pests keeps adult populations in check, 
says AgriDyne. 
Circle No. 310 on Reader Inquiry Card 

Fertilizers naturally-occurring nitrogen 
source provides quick green-up 
• Earthgro, Inc. of Lebanon, Conn, has 
blended composted plant and animal 
sources with naturally-occurring minerals 
to create its Natural Organic & Mineral 
Lawn Food. This completely all-natural 
formula quickly provides a rich, lasting 
green, nourishes grass plants and encour-
ages thick, lush top growth, according to 
Earthgro. The products contain no sewage 
sludge or synthetic elements. 

Earthgro Lawn Food 8-2-4 contains a 
naturally-occurring mineral form of nitro-
gen that is water soluble, providing quick 
green-up. The balance of nitrogen from 

natural organic sources is water-insoluble 
for sustained feeding throughout the sea-
son. Ear thgro Lawn Food is compost-
based, and contains the beneficial microor-
ganisms and organic matter important to 
healthy soil development and strong root 
growth. 

"Earthgro Lawn Food provides all of 
the environmental benefits of organic fer-
tilizers with the addition of a natural , 
quick greening mineral that they lack," 
says Jim Wilkinson, Ph.D., Ear thgro 's 
manager of professional sales. "The Lawn 
Food's ability to cultivate dense and rapid 

growth in an easy, cost-effective manner 
makes it absolutely ideal for use on resi-
dential lawns, golf fairways, athletic fields 
and commercial. 

According to Earthgro, the product 
supports new growth in early spring, dis-
courages browning in the summer and 
nourishes grass in the late fall. It also 
stimulates deep root growth through a 
slow-release, sustained feeding system 
while s imul taneous ly crowding out 
unwanted weeds and crabgrass. 
Circle No. 311 on Reader Inquiry Card 

Wastewater by-products yield new, 
all-natural organic fertilizer 
• Terrene is a completely natural organic 
fertilizer recycled from organic by-prod-
ucts of wastewater treatment, from Enviro-
Gro Technologies of Lancaster, Penn. 

According to Enviro-Gro, the nitrogen 
in Terrene is 90 percent insoluble, so plant 
nutrients resist leaching into the ground-
water. The fertilizing benefits of Terrene 
stay in the soil and are released to the feed-
ing plants over a longer period of time. The 

natural breakdown of Terrene provides a 
controlled release of nutrients, allowing a 
steady green color and more uni form 
growth using less overall fertilizer. 

Terrene is pelletized to a uniform gran-
ule size for ease of application, and can be 
used on trees, shrubs and flowers. 

Enviro-Gro says Terrene 's salt-free 
characteristic is a plus, eliminating any 
potential for burn. 

In northern climates, apply Terrene 
three to five times per year at the rate of 15 
to 20 lbs./lOOO sq. ft., respectively. In 
southern climates, apply three to fives 
t imes per year at the rate of 20 to 25 
lbs./lOOO sq. ft. 

New lawns will need greater amounts of 
nutrients in the beginning. 



PRODUCTS 

Slow-release fertilizer uses urea, feather meal 
Ringer Corporation is introducing Turf 

16-2-4, a new hybrid fertilizer for use on golf 
course fairways and commercial lawn care 
applications. 

According to the company, the formula-
tion combines faster green up with slower 

controlled release of nitrogen. 
Urea, ammonium sulfate and feather 

meal are the three nitrogen sources used in 
Turf 16-2-4. The initial nitrogen release 
comes from urea, which is coated with a 
high-sugar, high-carbohydrate material. The 

remaining nitrogen is slowly released over 
the next six weeks through the degrading of 
feather meal and increased microbial activity 
with the ammonium sulfate. Ringer says the 
result is a long, steady turf feeding period. 
Circle No. 313 on Reader Inquiry Card 

Debut for co/s first nematode-based larvicide 
Ciba-Geigy in July released Exhibit, a 

nematode-based larvicide, for use in the 
green industry. 

According to the company, the active 
ingredient in Exhibit is formulated using 
a naturally-occurring species of benefi-
cial nematodes tha t coexists in the 
ecosystem with wildlife, beneficial 

insects, domestic animals and humans. 
The nematode's life cycle begins when 

it enters a target pest through a body 
opening and releases its deadly bacteria 
directly into the blood system of the host. 
The host pest dies within 48 hours, and 
nematodes develop rapidly into first-gen-
eration adults and reproduce. 

Exhibit con t ro l s f u n g u s gna ts in 
greenhouses; root weevils on ornamen-
tals; surface feeders on turf. It will not 
burn turf or ornamentals. Plants may be 
sold the same day they're treated, and 
there are no re-entry restrictions for the 
products. 
Circle No. 314 on Reader Inquiry Card 

Organic thatch control alternatives 
• Thatch is composed of living and dead 
stems (stolons and rhizomes) and roots. 
This tangled mesh harbors insects and 
disease-causing organisms slows move-
ment of water, fertilizer and pesticides 
and promotes shallow rooting. Lush 
growth is the major cause of thatch accu-
mulation, which occurs when the rate of 
decomposition cannot keep up with new 
thatch formation. 

Excessive thatch accumulation 
reduces overall quality and can even 
destroy turf if not properly managed 
through removal or decomposition. 

Thatch decomposition is performed 
by microorganisms, as well as micro- and 
macro-fauna such as earthworms, nema-
todes and insects. The fauna assist 
decomposition of thatch through physi-
cal disruption, thereby providing 
increased surface area for decomposing 
microorganisms. Fungi initiate thatch 
decay, followed by bacteria, and then 
nematodes feed on the bacteria and 
fungi. 

Microbial activity is influenced by: 
• organic matter; 
• acidity; 

• aeration and moisture; 
• temperature. 
With the exception of temperature, turf 

managers can alter the conditions favorable 
to microbial activity. Because some manage-
ment practices can reduce microbial activity 
and slow thatch decomposition, they should 
be avoided. 

Effect of organic matter 
Microbial activity depends 

on the availability of organic 
matter and nutrients. Thatch 
is mostly carbon and difficult 
to "digest" by many microbes; 
however, by maintaining a 
supply of organic nitrogen, 
the activity of microbes is 
enhanced. 

Organic nitrogen fertilizers and soil con-
ditioners can increase available nitrogen and 
stimulate microbial activity. 

Acid and thatch 
Optimum decomposition occurs at 

pH of 6 to 6.8, and adjusting the pH to 
within this range may help promote 
microbial activity and accelerate decom-
position. Acidic conditions have been 
shown to promote thatch accumulation. 

Long-term use of selected fungicides and 
fertilizers, which may alter pH can inhib-
it thatch degrading microbes. 

Aeration and moisture 
Maintaining adequate oxygen levels 

through core aeration or vertical slicing 
favors microbial activity. Avoiding oxygen 

depletion also favors 
rooting and overall soil 
and plant health. 
Adequate, though not 
excessive, watering 
promotes thatch decay 
also. Decomposition of 
thatch is more rapid 
when organic debris is 
moist. 

By eliminating practices that produce 
lush, excessive growth and by maintain-
ing proper organic matter, oxygen, mois-
ture and pH levels, an active microbial 
community will not only help reduce 
thatch buildup, but will also enhance 
overall plant vigor. 

—Source: Brad Melvin, Ph. D., Bio 
Groundskeeper, Inc., writing in 'Growing 

Alternatives,' a newsletter of Harmony 
Products, Chesapeake, Virg. 

Organic nitrogen 
ferti l izers can 

increase ava i l ab le 
nitrogen and stiumulate 
microbial activity. 



BIOTUR NEWS 
For the Latest Developments in Biological, 

Organic and Natural Turf Care! 

With our October premier publica-
tion of Bioturf News, we at 

LANDSCAPE MANAGEMENT m a g a z i n e 
continued our commitment to give you 
the best possible coverage of green 
industry happenings. 

Bioturf News is our new, bi-monthly 
review of current research and devel-
opment in "biological, organic and 
natural" turf care. In 1993, it will exist 
independently of LANDSCAPE 
MANAGEMENT. 

Some alternative turf care products 
can't be ignored. 

Independent University research has 
determined them to be viable forms of 
insect, weed and disease control. 

Many of our readers have also 
formed opinions of biological and 

organic products. 
Some say biological and organic 

products are too expensive ana take 
too long to show results. 

Others believe customers should have 
a choice. And still others are probably 
wondering what all the excitement's 
about. 

Our job, as an industry information 
source, is not to tell you what to think, 
but to simply relay the information to 

as soon as we can and in the 

To make Bioturf News the most useful 
green industry news source it can be, 
we will always welcome your questions 
and comments. 

ou-y< 
best way possible—and let you take it 
from there. 

There are two sides to every story. 
Your opinions count, and we want to 
know what you think of these products. 
Have you tried alternative turf care 
products? If so, what were the results? 

Jon Miducki 
Publisher 

Terry Mclver 
Editor 

Bioturf News will be a bi-monthly newsletter reporting on biological, 
organic and natural products for the specialty turf market. But you have 
to subscribe in order to receive it To receive your free, one-year sub-
scription, please return the coupon below to: 

Jon Miducki, publisher 
LANDSCAPE MANAGEMENT 
7500 Old Oak Blvd. 
Cleveland, OH 44130 

SUBSCRIBE TODAY! 

Company 

Address_ 

City 

Phone 

State Zip. 



LM REPORTS 

UTILITY VEHICLES: 
The battle for multi-purpose supremacy 

The winners in the utility-
vehicle shoot-out are 
those with 'go-anywhere, 
do-anything' designs. 

• Utility vehicle manufacturers—never 
satisfied with last year's model—continue 
to make improvements in existing lines, 
or introduce new models that offer more 
options for the green industry profession-
al. 

Multi-purpose capability is more of a 
selling point, as landscape and golf course 
managers look for more economical ways 
to move people and equipment, and per-
form major landscape duties. 

For example: Toro's Workman 3000 
can be equipped with (don't try to say it 
all in one breath): 

• a full bed or a 1/3 bed with stake 
sides; 

• a Cushman Core harvester; 
• a 200-gallon sprayer unit; 
• infield conditioners; 
• a 2/3 bed dump box; 

The Turf-Truckster by Cushman 

• a 60-inch rotary mower; 
• a sand trap rake; 
• debris blowers; and/or 
• a spreader unit. 
Rick Cairns of the Toro Company's 

Commercial Products Division calls it a 
trend toward polarization: one vehicle, 
multiple tasks. 

Why not offer a truck that 
can serve as a crew 
transport and be heavy-
duty and versatile enough 
to tackle the big jobs? 

Utility trucks by Jacobsen 

Other design cons idera t ions are 
weight capacity and bulk capacity. 

"It's (the ability to do) more work with 
more attachments," says Cairns. 

More utility vehicle customers are 
buying smaller vehicles to get around in, 
so why not offer a truck that will serve as 
a people transport, and at the same time, 
be heavy duty and versatile enough to 
tackle the big jobs? 

Kawasaki's Mule vehicle line has a 
trailer hitch mount for towing; a wind-
shield, cab doors and cab roof; sideboards; 
tool carriers and work light; a hydraulic 
tilt kit for the cargo bed; front bumper 
winch mount. 

The Cushman Turf-Truckster, long an 
indus t ry leader—a d i s t inc t ion Toro 
hopes to ea rn—has a wide range of 
equipment and attachments, including 
the high-capacity fifth wheel implements 



UTILITY VEHICLES FOR THE GOLF AND LANDSCAPE MARKETS 

Company name Vehicle name Features Circle No. 

Club Car Carryall VI 4-cycle, 9-hp engine; self-adjusting rack 
and pinion steering; mechanical brake cable 
system to drum brakes on each rear wheel; 
133" long body. 

300 

Columbia Par Car Utilitruck 14-gauge steel sides; flat bed made of 
rustproof aluminum; extends to 
82"x43"; 200-lb. payload capacity. 

301 

John Deere & Co. AMT 600/626 4-wheel drive; 600-lb. capacity; 
1000-lb. towing capacity; 4-cycle, 
single cylinder Kawasaki engine. 

302 

E-Z-Go Textron Tuff 1 An extra-deep, 44"-wide 12-cubic ft. bed; 8.5 hp 
engine; 1000-lb. capacity; hydraulic shocks; 
continuously variable transmission. 

303 

Kawasaki Mule 1000 45cc liquid-cooled, four-stroke engine; 
1000-lb. capacity; variable belt-driven 
transmission; locking differential. 

304 

Ransomes/Cushman Turf-Truckster Three- and four-wheel models; live 
hydraulic systems standard; attachments 
for aeration, spraying, hauling and top-dressing. 

305 

Toro Workman 3000 Multiple attachments; 540 rpm PTO; 
optional Cat.1 hitch; 2600 lb. capacity. 

306 

Yamaha USA Yamahauler Design enables both box and flat-
bed applications from a single, convertible 
vehicle; 8.6 hp engine; 1000-lb capacity. 

307 

for aerating, spraying, hauling, dumping 
or topdressing. 

Dual ou t le t s enable the Turf-
Truckster to power remote hydraulic 
motors as well as give lifting and control 
of attached implements. 

Jacobsen Textron's 2315 diesel and 
2015 gas utility trucks haul 1,500 lbs. of 
passengers and cargo. A topdress ing 
a t tachment covers a 31.5-inch swath. 
Two gas or PTO model sprayers are avail-
able, with one, 16-foot boom or two, 20-
foot booms. 

For clean aeration without core col-
lection, a drum aerator is available. The 
aerator covers a 42-inch swath with a 
6x6-inch pattern. The drums empty easily 
to help complete aeration with minimal 
disruption of play. 

Kawasaki's Mule 1000 

A universal mounting kit is also avail-
able to fit manufacturers' attachments on 
Jacobsen Textron trucks. 

Worker comfort is also important, and 
the Columbia Utilitrucks are designed 
with a nod toward driver visibility and 
protection from the elements. 

Cab options include front wipers, an 
interior dome light, an automotive rear-
view mirror and easy-detach doors with 
sliding or stationary windows. 

E-Z-Go's new utility vehicle is called 
the Tuff-1. Ron Skenes says it's the suc-
cessor to the company's GXT-804 model. 
It has a deeper cargo bed, and dump capa-
bility. The Tuff -1 was released two 
months ago. 

"People want dependability and versa-
tility; we've been hearing that for a long 

The Carryall VI from Club Car 

time," says Skenes, manager of marketing 
services for E-Z-Go Textron. 

Skenes agrees that golf and landscape 
professionals want a utility vehicle that 
can hold its own in a variety of jobs, not 
just as a way to transport people. 

"The more attachments (a utility vehi-
cle can support), the more attractive it is 
to the landscape manager or superinten-
dent," says Skenes. 

Look for a wide variety of utility vehi-
cles and golf cars at the January, 1993 
Golf Course Superintendents Association 
of America show in Anaheim, Calif. If you 
don't find the utility vehicle you're look-
ing for at that show, it probably hasn't 
been made yet. 

—Terry Mclver 

Toro's Workman 3000 



Advantage: Woods 

I WOODSI 
OREGON. ILLINOIS 61061 

No matter how you look at medium-duty Batwing® 
rotary mowers, Woods new MD315 has the advantage. 
Feature for feature the MD315 is a leader...and the 
ideal choice for a wide variety of commercial 
mowing applications. See for yourself. 

Construction: 
Advantage Woods 
7-gauge center frame deck plate, 8-gauge 
wing frame deck plates, 1/4" steel side frames 
with adjustable full length skids and full 
length box frame sections across the entire 
machine...these are just some of the 
construction features that give this 
40-80 hp tractor rated machine the 
heft to meet the rigorous demands 
of daily commercial use. 

Driveline: 
Advantage Woods 
A 35R three joint input drive and 
Woods exclusive slide-through 
wing drive design results in the 
most compact, maneuverable 
cutter in its class. 

Gearbox: 
Advantage 
Woods 
Designed, built and 
field tested by Woods, 
parts are always 
available for our U.S. 
manufactured 

gearboxes. Our network of 4,000 dealers 
ensure prompt service and parts supply. 

Transport: 
Advantage Woods 
The model MD315 wing sections 
hydraulically fold up and lock to a 
very compact 78" transport width. 
Road travel, gate clearance and 
storage are easier and safer. 

Cutting: Advantage Woods 
Cutting height is conveniently adjusted from 1" -15" and 
kept level across the entire 15' cutting swath with a single 
hydraulic cylinder. The MD315's six blades provide clean, 
even mowing, cutting and shredding of grass, weeds and 
light brush. 

If you're looking for a medium duty Batwing mower that offers 
versatility, reliability and value...look no further than the new Woods 
MD315. For more information contact Woods at 815/732-2141. 

Circle No. 147 on Reader Inquiry Card 



Hold that trip to the 
local scrap heap; 
better fates await 
your old equipment 
Personal contact with prospective buyers 
smooths the hard sell; advertising helps, 
too. 

• Unless your company headquarters is blessed with unlimited 
storage space, efficiently disposing of old, unwanted equipment can 
be better for your business operations. 

For many landscape managers, unloading used equipment 
doesn't require a hard sell. Usually, just getting the word out does 
the trick. The chore is made smoother by simply maintaining per-
sonal and business contacts in the community. 

"We've never had a problem moving used equipment out of 
here," reports Robert E. Bushouse of Green King Lawn Care/G&L 
Distributing in Kalamazoo, Mich. "I meet all the new guys starting 
out in the business in this area and then I set them up with equip-
ment. 

"Most of the established people are in the same position I am— 
they'd rather buy new equipment," Bushouse points out. But some-
one who has been in operation just one or two years welcomes the 
chance to buy bargain used equipment. 

In addition to personal contacts, Bushouse keeps a lookout for 
new landscapers placing ads in the local newspaper. "If they adver-
tise at all, I just plug them into our mailing list. If I have something 
really hot to sell, I'll send a post card out." 

Although the distribution arm of his business helps provide 
additional visibility, Bushouse notes that people familiar with his 
sales of used equipment will call seeking specific items or referrals 
to other local businesses. 

Pots 4n' plants—Bartering is a technique used at Las Colinas 
Landscape Services in Dallas, Texas. According to Mike Bratton, 
customers or vendors—such as a nursery—will make a trade in 
return for a piece of equipment. 

"They'll come in and say, 'Hey, do you guys have any old mow-
ers?' They'll give us pots or plants, and maybe some money will 
exchange hands," says Bratton. "Or, if I have a mower that's worth 
$500, I'll get $500 worth of trees." 

Much of the equipment is used to its capacity. "Sometimes it's 
just flat worn out and we skeletonize some parts and scrap-metal 
the rest." 

For example, the parts off two dead mowers will be used to keep 
five others running. The rest is tossed into a pile to be hauled, two 
or three times a year, to a scrap metal dealer. Las Colinas will get 
about 20 cents to 25 cents a pound for the several tons that they 
turn in annually, although the rates vary. 

It helps, too, to have all the plastic and other stray materials sep-
arated from the targeted scrap, advises Sean A. Bennett, president of 
Bennett Enterprises in Lomita, Calif. "The cleaner the metal, the 
more you get for it." 

To Bennett, making a scrap run is a form of recycling. The 
money earned by the scrap from his smaller full-service landscaping 

E Q U I P M E N T F O R S A L E 

PIPE LOCATOR INEXPENSIVE! Locates, traces 
underground drain, water pipe lines of clay, PVC, 
ABS, steel, cement. Finds sprinklers, valves, clogs 

Verti Drain Model 105. 145 Deep Tine Aerator. 
Operates off PTO of 25+ hp tractor. Like new. 
Purchased 3/89. Extra tines included. $10,000 or 
best offer. 

TREE SPADE: 1983 FORD F-700, 5 speed truck 
mounted with a 50" vermeer hydraulic tree spade 
to transplant material up to 5" caliper. Equipped 
with large locking utility boxes with shelving and a 
truck cab top rack to extra protection. Total new 
paint job on truck and spade. Extra spade and a 
spare cylinder. Both truck and spade are in excel-
lent condition. $18,000. 

operation pays for the time and energy needed to turn it in. 'You 
break even or make a little bit." 

Bennett's selling method of choice for used equipment is a local 
auction house. "They take 20 percent of what they sell it for." He 
also likes to buy items at auction because for him it works out bet-
ter than purchasing new from a dealer. "Our men don't regard new 
equipment on a high level," he explains. 

Some pieces are used over and over again. "Snapper decks will 
last forever and we'll just put new engines on them," says Bennett. 
"We won't throw something out until it's seen its final day. It'll see 
the scrap pile before it sees re-sale." 

It's a similar situation at The Country Club of Colorado in 
Colorado Springs. Superintendent Stan Metsker prefers to trade 
used items in for new products, but often it's more economical to 
just keep the good parts and junk the rest. "It doesn't take that 
many parts to make it worth more than what you'd get for it." 

A list of available used equipment circulates in Metsker's area, 
but the specialized nature of some of the golf course equipment 
makes it difficult to move. Therefore, Metsker usually opts to trade 
it in, keep the parts or give it away, depending on the circum-
stances. 

Some items are kept on hand for emergencies. "I try to keep 
back-up for all my main-line equipment," says Metsker. "I have an 
old 16-inch rotary that I keep," he notes. "It's not that good, but at 
least it works. When I get a new mower that one will be out of 
here." 

Advertise—At the Monroe Sod Farm in Davidson, Mich., Scott 
Monroe will place classified advertisements in L A N D S C A P E 

MANAGEMENT and work the phones. "Direct contact with different 
people" is his preferred method. 

Placing classified ads in the local daily and community newspa-
per is the approach favored by Richard Gaffney of Gaffney 
Landscaping in South Euclid, Ohio. He stresses, however, that 
timing is everything. 

continued on page 20 



Only One Combination Is Big Enough To Offer 
A Season-Long Crabgrass Control Guarantee' 

NET. WT. 50 LBS. (22.6 Kg.) 

20-4-10 FERTILIZER 
AND 

CRABGRASS PREVENTER 
WITH 

Barricade 
HERBICIDE 

LEBANON CHEMICAL CORPORATION 
L E B A N O N , PA. 17042 

Introducing 
Lebanon 
Greenskeeper 
Homogeneous 
Fertilizer with 
Barricade. 
Lebanon Turf Products has 
combined its highly effective, 
homogeneous Greenskeeper 
20-4-10 fertilizer with Barricade" 
herbicide. To offer lawncare 
operators the only preemergent 
combination product with a 
guarantee of season-long 
crabgrass control. 

Greenskeeper's homogeneous 
formulation provides more 
thorough particle distribution 
than most traditional blends. 
So you're assured uniform 
nutrient distribution, better 
herbicide coverage and con-
sistent crabgrass control. 

For more specific information 
about Greenskeeper 20-4-10 
fertilizer with Barricade herbi-
cide, contact your Lebanon 
sales representative or local 
Lebanon distributor. Or call 
1-800-233-0628. Because while 
other combination products 
may lay claim to season-long 
crabgrass control, only one is 
big enough to guarantee it. 

Circle No. 116 on Reader Inquiry Card 

© 1992 Lebanon Turf Products. Barricade" herbicide is a registered trademark of Sandoz Ltd. 
"See Lebanon sales representative for program details and restrictions. 



"I was selling a Bunton walk-behind for 
$600 the first day," he recalls. "Now doing 
that in the fall—no—you wouldn't get that 
kind of response at all." 

Sometimes just keeping a marketable 
item in a visible spot will attract buyers. 
Gaffney had an old dump truck that he kept 
stored in a parking lot in an industrial 
Cleveland neighborhood. "I wasn't really 
trying to sell it, but people kept stopping in 
to ask about it." And one of those streetside 
shoppers eventually made an good offer. 

Placing ads in the local daily paper and 
posting notices on the company bulletin 
board board will help move old equipment 
at Senske Supergreen in Yakima, Wash. 
Employees or local residents buy the items. 
"Once in a while we put them on consign-
ment with our repair shop, but they really 
don't like to do that," reports turf 
agronomist Bo Hepler. 

—James E. Guyette 
— is a freelance writer based in South 

Euclid, Ohio. 

What to do with old 
equipment: 

1) Sell it: 
a)advertise in local papers 

or LM 
b) test the water with 

'beginners' 
c) store it in a visible location 

2) Trade it in 
3) Use it for barter 
4) Put it up for auction 
5) Sell it as scrap metal 
6) Use it as back-up equipment 
7) Keep components as 

extras for working equipment 

Maintenance 
prolongs lawn 
mower life 
• Treat lawn mower engines with the 
same respect you show your car's engine, 
says a machinery specialist at Penn State 
University. 

Pay strict attention to owner's guide 
specifications, plus the viscosity and 
quality of oil used in the engine, says 
James Garthe, instructor in agricultural 
and biological engineering. 

Keeping the air f i l ter clean also 
extends your mower's life. 

"If the air filter is dirty, minute parti-
cles of silicon can eventually get into the 
internal moving parts," Garthe says. "A 
dirty air filer also keeps air from getting 
to the engine and affects the air/fuel 
rat io that governs combust ion . The 
engine has to work harder, wasting ener-
gy and foul ing the spark plug with 
deposits." 

Other h ints that Garthe and PSU 
offer: 

• Check spark plugs regular ly . 
Carefull scrape deposits from the plug 
with a pocket knife or wire brush. 

• Change oil while it's still warm to 
drain suspended contaminants. 

• If you keep your mowers in a damp 
location, consider coating them with a 
silicon spray to keep moisture out and 
discourage rust. Covering with a plastic 
t a rp also keeps mo i s tu re—and 
rodents—out. 

WALKER DOES TOP LEVEL WORK 
ON THE ROOF I 

When Atlanta based I 
l a n d s c a p e c o n t r a c t o r , Scapes 
Landscape Management, w a n t e d I 
t o i m p r o v e e f f i c i ency in m o w i n g E 
t h e a w a r d w i n n i n g N o r t h p a r k T o w n C e n t e r Roof top Park, they f o u n d 
Walker fi t t h e job. Steven Coffey, o w n e r of Scapes, to ld us: 

We were surprised to find the Walker gave a better quality 
cutting job on the Zoysia turf grass than the walk behind reel 
mower we had been using. In fact, the building management 
asked us to continue using the "new" mower on their project 
after the first week we used Walker. Best of all, while improving 
quality, we cut our job time with the efficiency of the Walker 
rider. And Walker fits the job because it was compact enough to 
fit in the service elevator to ride to the third floor park. 

We invite you to discover Walker quality and efficiency on your top level work. 
WALKER MFG. CO. • 5925 E. HARMONY RD., FORT COLLINS, CO 80525 • (303) 221-5614 

Circle No. 144 on Reader Inquiry Card 



Tall Fescue 
Olympic / Apache / Bonanza 
Murietta / Silverado / Eldorado 
Olympic II / Tbmahawk (5DX) 
IViathalawn Blend / Safari 
MowLess Blend / Monarch 
Confederate Blend 
Perennial Ryegrass 

Citation II / Sunrye (246) 
Birdie II /CBS II Blend 
Navajo / Manhattan IIE* 
Charger /Quickstart 
Alliance Blend 
Hard Fescue 
AuroraE* 
Fine Fescue 
ShadowE* / Fortress / Shademaster 
Bighorn Sheeps Fescue 

Kentucky Bluegrass 
Columbia / Midnight / Blacksburg 
Challenger / 4 Aces / Voyager 
Galaxy Blend 
Creeping Bentgrass 
Penncross / Penneagle 
PennLinks / Pennway Blend 
Pennlho Certified Blend 
Bloomers® Wildflower Mix 

Forage Grasses 
Maximize Tall Fescue 
Shawnee Orchardgrass 
Elsie Orchardgrass 

*with endophyte 

'Quality First' 

TURFSEED 
Call today for the 
Seed Dealer near you: 

1-800-247-6910 
PO Box 250 
Hubbard, OR 97032 
FAX 503-651-2351 
Ph 503/651-2130 

FOR HOME LAWNS, 
SOD PRODUCTION, 

INDUSTRIAL PARKS, 
ATHLETIC FIELDS, 

GOLF COURSES, 
EROSION CONTROL 

AND CAMPUSES 



Landscapers 
are building 
more walls 

Stone-faced block wall helps set off a stunning residential landscape. 

New stone and concrete 
products and a growing 
body of how-to info 
broaden client interest in 
retaining walls. 

• A growing number of landscape com-
panies are building retaining walls. 

These include everything from simple 
treated-wood or railroad-tie planting beds 
to decorative concrete block walls. 

A well-designed, wel l -const ructed 
retaining wall serves a functional purpose 
but can, depending upon the skill of the 
bui lder and his choice of mater ia ls , 
enhance a landscape too. For instance, a 
residential client may choose a decora-
tive, stone or block retaining wall instead 
of having a section of thei r property 
regraded to solve a particular site prob-
lem. Or to shore up an embankment. 

"The design and installation of retain-
ing walls has blossomed dramatically in 
the last three years," says Greg Ernst. He 
and his brother, Clint, operate Custom 
Retaining Walls & Landscaping, 
Rochester, Minn. 

Often, what separates the work of 
landscape professionals like the Ernsts 
from general contractors in this kind of 

Block suppliers like Versa-Lok provide 
solid how-to information. 

work is the installation of appropriate 
plant material in and around the wall. 
This combinat ion of attractive wood, 
block or stone wall and greenery can be 
particularly eye-catching. 

Professionals like Ernst feel that one 
of the best times to suggest a retaining 
wall is at the initial landscape installa-
tion. "The design of a house will almost 
dictate that you need retaining walls," he 
says. 

It's at these new-construction sites 
that a landscaper with good stone-laying 
experience can really show his stuff, says 
Freely Downing, Jr., Downing Landscape, 
Springfield, Ohio. 

Not only does Downing Landscape 
design and build customized walls, but it 
also lays paving stone, installs walks, con-
structs tree wells, etc. The company uses 
a variety of building materials, including 
hand-picked flagstone and busted up side-
walks (rough side showing) to build some 
of its most distinctive retaining walls.. 

"Every once in a while we wonder how 
far away from the actual landscaping we 
want to get," says Downing. "But stone 
work is definitely becoming a bigger part 
of landscaping." 

Retaining walls can be simple or elab-
orate, but increasingly they're also attrac-
tive. 

That's because a growing number of 
stone and concrete block companies are 
coming out with newer, more attractive 
and eas ier - to-work-wi th p roduc t s . 

Typically, these suppliers will also provide 
suggestions and how-to's (some of it sur-
prisingly detailed) on how to use their 
building materials. 

"The learning curve's already been 
done by other people," says Ernst. 

—Ron Hall 

More about 
retaining 

walls: 
• Building Stone Institute, P.O. Box 

5047, White Plains, NY 10602-5047.914-
232-5725. 

• Keystone Retaining Wall Systems, 
7600 France Ave. S. Ste 110, Edina, 
Minn. 55435. 612-897-1040. 800-747-
8971. 

• Rockwood (and EZ Wall) Retaining 
Walls, Inc., 7200 N. Highway 63, 
Rochester, Minn. 55906. 800-535-2375. 

• StoneWall Landscape Systems, 
Inc., 3934 N. Ridgefield Cr., 
Milwaukee,Wis. 53211.414-962-4065. 

• Tech-Stone, The Ideal Builders 
Supply & Fuel Co., 4720 Brookpark 
Road, Cleveland, Ohio 44134. 216-741-
1600. 

• Versa-Lok Retaining Wall Systems, 
P.O. Box 9116, North St. Paul, Minn. 
55109.612-770-3166. 



With All The AbuseY)urlirf Takes, Who Needs Root Paining? 

You know the story. The guys who swing an iron 
the way a lumberjack wields an ax are the same guys 

who yell the loudest when weeds give them a bad 
lie. So, with all the abuse your turf takes, the last 

thing you need is root-pruning from your herbicide. 
That's why you need CHIPCO® RON STAR® brand G 

herbicide. University root pull studies show that 
CHIPCO® RONSTAR® G works without pruning turf 

roots. That means healthier roots and stronger, 
more durable turf. Best of all, just one pre-

emergence application provides season-long 
control of 25 tough broadleaf and grassy 

(fP RHÔNE-POULENC 

weeds—including goosegrass, crabgrass and Poa 
Annua. You'll also appreciate the fact that CHIPCO® 

RONSTAR® G is labeled for use on a wide variety 
of ornamentals, and is now available in a new low-
dust formulation that makes application even 
more convenient. CHIPCO® RONSTAR® brand G 
herbicide. It can't improve the quality of play on 
your course, just the quality of weed control. 
New Low-Dust Formulation 
Chipco RonstarG 

Brand Herbicide 

Rhone-Poulenc Ag Company, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. For additional product information, please call: 1-800-334-9745. As with any crop protection 
chemical, always read and follow instructions on the label. CHIPCO and RONSTAR are registered trademarks of Rhone-Poulenc. ©1991 Rhone-Poulenc Ag Company. 



Growing your business 
UP, n o t O U T 

Mastery of the 
fundamentals (your 
primary service) produces 
some of the greatest 
accomplishments. 

by Ed Wandtke 

• Many green industry companies were 
founded on the principle of delivering one 
prime service to customers. But when the 
company's rapid growth slowed down, the 
owner often looked at additional services his 
or her company could effectively provide to 
customers. 

In 1992,1 saw many companies re-evalu-
ate their service diversification because 
their profitability was diminishing. 

Why should your company look at 
"growing up, not out?" Are there real oppor-
tunities in diversification, or are there catas-
trophies waiting to befall the unsuspecting? 
Let's look at some of the issues you need to 
consider to determine what direction is 
right for your company in 1993. 

So often, people expand their service 
base and have not considered some of the 
critical issues of expansion like credibility 
and marketing. Does your company really 
have any expertise or special skills that 
would allow it to enter this market if this 
service were your primary business? Who 
will you target this new service to, and what 
do you hope to accomplish? How does this 
affect your overall marketing plan for future 
growth? 

Pool problems—Recently, I met an 
owner of a lawn care company who primari-
ly services the very high end of the market. 
His lawn care program is six applications 
with aeration in the fall. He is priced 
extremely high, but his customers are thor-
oughly satisfied with his service. 

As growth slowed down last year, he 
noticed many—approximately 40 percent— 
of his customers had swimming pools. As a 
result, he decided to offer pool maintenance 
services. His customers quickly responded 
and the business was rolling. 

However, in mid-summer he realized 
that most of his customers' pools were 

greener than their lawns. He needlessly lost 
valuable customers and the new growth 
quickly turned around. Today, he is back to 
strictly lawn care, even though his cus-
tomer base hasn't completely recovered. 

Iffy below 50!—I have a rule of thumb 
for businesses looking to expand. If the new 
service cannot bring in at least $50,000 
worth of new business, it is not a good area 
for expansion. I have found that until a 
company hits the $50,000 mark, there are 
no efficiencies that make the new service an 
attractive add-on. 

As lines of business expand, problems 
expand geometrically. For example, if you 
have a paperwork problem with one service 
offering, then with four service offerings 
you will have 16 times the problems. 

After 15 years in the green industry, I've 
found that the true reason businesses 
expand into new services are typically the 
following: 

1) Market problems: Companies that 
cannot attract new customers very effec-
tively decide to service the same customer 
more often. Putting too many eggs in one 
basket can become very risky to a small 
business. 

2) Service deficiency: Unfortunately, 
few owners realize that they are not quality 
service providers. Customer cancellation 
patterns and employee turnover should tell 
an owner how bad his service really is. 

3) Competi t ion: The company has 
underestimated the level of competition in 

the market for the services they provide. As 
a result, they find it easier to offer what oth-
ers don't. (How long do you think it will 
take before your competition realizes this 
too?) 

4) Soft market: The area in which the 
business operates is economically soft. 
Perhaps opening a second location in a 
more viable economic area could be an 
alternative. 

Offering a new service is not the wrong 
thing to do, as long as you have considered 
its marketing implications. 

I believe that too many firms try to pro-
vide everything to everybody instead of tar-
geting a particular market niche and work-
ing at it. Throughout history, mastery of 
the fundamentals (your primary service 
offering) has produced some of the greatest 
accomplishments. 

In sports, teams with the winning tradi-
tions are always teams that master the fun-
damentals . In the green industry, 
ChemLawn of the late 70s and early '80s 
was the fundamental master of the lawn 
care industry. Today, Barefoot Grass seems 
to understand the importance of mastery of 
the fundamentals, as evidenced by its ser-
vice offerings and successful growth. 

If you are a full service company or con-
sidering offering a new service, make sure 
you have mastered the fundamentals of 
your service offerings. Constantly re-evalu-
at ing how you operate, what can be 
improved and what competition has arisen 
will be the keys to success. 

As you begin the new year, you should 
make a commitment to "mastering the 
fundamentals." 

—The author is a principle at Wandtke & 
Associates Management Consultants, 2586 

Oakstone Dr., Columbus, OH 43231. For 
more information, phone (614) 891-3111. 

Before adding services, make sure you've mastered the fundamentals. 



Test Drive 

Just about everyone who gets their 
hands on a Grasshopper is so 
impressed with it, they buy it. Your 
operators will like it because they can 
work all day in comfort, with less 
fatigue and virtually unlimited visibil-
ity. You'll like it because of its produc-
tivity, so you can handle more jobs in 
less time. Everybody likes its advanced 
dual-hydrostatic direct drive, easy 
serviceability and long life. 

Grasshopperability gives you 
"hands on" control of Zero-Radius 
Maneuverability, Outfront Reach-
ability and smooth continuous motion, 
with Alternating Forward/Reverse and 
Square Corner Turnability. 

... and you'll 
drive it to 
work! 

Selectability lets you choose from the 
most complete line in the industry, 

with nine models, 12 to 25 hp, cutting 
widths from 44" to 72", interchangea-

ble side discharge or mulching deck 
options, Quik-D-Tatch Vac® grasscatch-

ing systems, plus a full range of year-
round attachments. 

Make the smart move. Take a test 
drive on a Grasshopper. You'll 

want to take it with you. 
Call or write for free literature and 

the name of your nearest dealer. 

First to finish... Built to last! 
Circle No. 109 on Reader Inquiry Card 



Big, old trees can be ef prometienai value 

Using these trees yeu love 
and care for, to gain seme 
public attention for your 
business. 

• Standout trees that are either big, old or 
odd can provide promotional value to local 
tree care operators. A company that encour-
ages residents to track down these trees can 
harvest positive publicity. 

"It's definitely something that appeals to 
the public," reports Lauren Lanphear, vice 
president of the Forest City Tree Protection 
Co. in South Euclid, Ohio. 

As co-host of a ga rden ing show aired 
over a local radio station, Lanphear invites 
listeners to write or call in with the location 
of a favorite old or big tree. 

The tree promotion is not a contest in 
the t rue sense of the word, because prizes 
are not awarded, but it does serve as a clear-
i n g h o u s e for i n f o r m a t i o n on the a r ea ' s 
unique specimens. 

Each week during the 13-week summer 
radio season, Lanphear airs a brief piece on 
the location, size, approximate age and his-
toric value of a selected tree. A 300-year-old 
white oak, for example, "was here when the 
U.S> Constitution was signed." 

A handout is then prepared for distribu-
tion to tree-loving listeners who wish to visit 
these sights. "Each year I compile a list of 
the trees I have highlighted." 

In a d d i t i o n to t i p s f r o m l i s t e n e r s , 
Lanphear relies on information provided by 
Cleveland's Early Settlers' Association. He 
suggests that tree care operators in other 
communit ies can obtain similar help from 
historical societies, garden clubs and inter-
ested citizens. 

"There can be some way of giving people 
e n c o u r a g e m e n t , " he advises, "like if you 
identify some kind of tree you get a booklet 
or service" related to tree care. 

Touch trees, touch history—A success-
fu l p r o m o t i o n was l a u n c h e d by Larry 
Holkenborg Nursery, a tree care and land-
scaping firm in Sandusky, Ohio, to celebrate 
the nation's bicentennial. "We tried to find a 
200-year-old tree in each township," he says. 

Close to 20 plaques were affixed to these 
old-timers. "There were stories in the news-
papers and all that," Holkenborg recalls. "I 
haven't had anyone say, 'I remember that 

plaque; here's the 
j o b , ' b u t it did 
b r i n g p o s i t i v e 
publicity, and how 
do you m e a s u r e 
that?" 

Other tree care 
operators can ben-
efi t f r o m s imi la r 
p r o m o t i o n s , 
Holkenborg says. 
"Anything to make 
peop le aware of 
t r e e s " can b r i n g 
positive results. 

"I've seen this 
d o n e in o t h e r 
communi t i e s and 
it's a good educa-
t i o n a l t oo l , " re -
ports Mark Ervin, 
spec ia l p r o j e c t s 
admin is t ra to r for 
the Ohio Depart-
m e n t of N a t u r a l 
R e s o u r c e s ' 
Divis ion of Fo r -
estry. 

P r o m o t i o n s 
s u c h as t h e s e 
"tend to increase 
the image and awareness of trees overall" 
among homeowners, says consultant Steve 
J. Day of Landscapes Plus in Littleton, Colo. 
Consumers then realize that trees "are just 
like people and cars—they need main te -
nance all their lives." 

What else to look for—In Day's neck of 
the woods, near Denver, there are limited 
varieties of trees in the mounta ins , so he 
suggests promoting a search for "the most 
unusual specimen of a non-native tree." 

And for those tree care operators reluc-
tant to actually run a promotion, it can cer-
tainly do no harm to be on the lookout for a 
unique tree while out on the job. 

"They can take a picture of it and include 
it in a newsletter as a special interest item," 
Day points out. "What arborists can do is tie 
in the h i s tory of the t r ee" wi th c u r r e n t 
buildings and events within the community. 

"You can teach history th rough trees," 
explains Phillip Rodbell, urban forester at 
the Amer ican Fores t ry Associa t ion. The 
Washington, D.C.-based non-profit organiza-
tion actively seeks information on trees that 
are large, old, famous or historic. "We get a 

lot of participation from tree care companies 
at the local level," says Deborah Gangloff, 
vice president of program services. Help is 
needed to search out qualified trees, as is 
donated care for important trees in need of 
aid to survive. 

The big picture—"Davey Tree is one of 
our biggest supporters in informing people 
about the value of big trees," Rodbell says. 
Davey sponsors the AFA's National Register 
of Big Trees, which names a "champion" 
biggest tree of each species. About 800 "liv-
ing l andmarks" have been selected, with 
Florida being No. 1 in big trees with 113. 
(Some 200 t ree species lack a champion 
specimen.") 

In addition to soliciting help from tree 
care operators in locating and car ing for 
champions, the AFA also seeks out aid for 
other ongoing projects that can provide con-
siderable visibility on a local level. 'We are 
working with many tree care companies to 
encou rage t h e m to c o n t r i b u t e t ime and 
equipment for tree planting," says Rodbell. 

—James E. Guyette is a freelance writer 
based in South Euclid, Ohio. 

Promotions tend to increase the image and awareness of trees. 



What do you get 
when more than 

4,400 turf 
managers switch 

t o SCOTTS, 
Poly-S. Technology? 



1992 Article index 
Aeration: Aeration still undersold, 

March, p. 76; A breather for tired turf, 
July, p. 22; Aerification, Aug., p. 28 

Athletic fields: National standards for 
public fields, Jan., p. 32; Why renovate, 
Feb., p. 34; The rec "Catch 22," March, p. 
46; Designing and specifying signage, 
May, p. 48; Priming and pre-soaking, May, 
p. 78; Marking athletic fields, May, p. 36; 
Healthy football tur f , June, p. 24; 
Managing busy tur f , July, p. 34; 
Aerification, Aug., p. 28; Overseeding, 
Oct., p. 42; Weed control for sports fields, 
Dec., p. 21 

Bidding and estimating: Know your 
strengths, March, p. 23; Project take-offs, 
April, p. 14; Pricing, May, p. 33; Choosing 
the right job to bid, Nov., p. 40 

Business: Smart billing, Feb., p. 44; 
Tracking costs, March, p. 36; Finding new 
profit centers, March, p. 40; Investing in 
your image, March, p. 48; Becoming 
insurance literate, April, p. 8; Career 
t racking, May, p. 44; Customer and 
employee education, June, p. 44; Being a 
better boss, July, p. 26; Managers wanted, 
Aug., p. 32; When the going gets tough, 
Aug., p. 8; Budgeting for 1993, Nov., p. 36; 
Certifying the industry, Dec., p. 11; Small 
business tips, Dec., p. 20 

ChemLawn: Whither ChemLawn, 
June , p. 38; The rise and fall of 
ChemLawn, Oct., p. 51; ChemLawn 
becomes a giant, Nov., p. 46; End of the 
road, Dec., p. 27 

Customers: Determining customer 
wants, Jan., p. 46; Customer service at 
Hermes, Nov., p. 38 

Employees: Fewer entry-level 
prospects, Jan., p. 46; Recruiting and hir-
ing tricks, Feb., p. 40; Keeping employees 
happy, Oct., p. 40 

Expansion: Satellite office expansion, 
Nov., p. 44; Opening a branch office, Dec., 
p. 14 

Disease contro l : Disease control 
strategies, May, p. 62; Suppressing sum-
mer patch, Dec., p. 23 

Fert i l izers: Fert i l izing and water 
quali ty, Jan. , p. 38; The func t ion of 
micro-nutrients, Jan. p. 40; Organic per-
ceptions confusing, Feb. p. 78; Packaging 
organic programs, Feb., p. 74; Potassium 
and grass production, Feb., p. 64; Early-
season fertilization, Feb., p. 23; Tank-
mixing pesticides and fertilizers, March, 
p. 36; Summer fertilization, June, p. 34; 

Healthy turf and iron, July, p. 40; The 
scoop on poly fertilizers, Aug., p. 35 

Flowers: Spring annuals, Jan., p. 26; 
Why not Wildflowers?, March, p. 42; 
Pansies for winter color, Aug., p. 23 

Golf courses: Meeting tournament 
conditions, Feb., p. 52; Speed kills on 
greens, March, p. 48; Environmentally 
sensitive courses, June, p. 11; The work-
ing super in tenden t , July, p. 32; The 
"best" supe r in t enden t s , Aug., p. 27; 
Enviro-monitors, Oct., p. 39 

Insect control: D-day for turf pests 
Feb., p. 72; Cool-season insect control 
April, p. 22; Warm-season insect control 
April, p. 31; Ornamental insect control 
April, p. 34; White grub control, July, p 
42; Degree-day method at work, Nov., p, 
45; Japanese beetle control, Dec., p. 23 

IPM: Frayed around the edges, May, 
p. 82 

Landscaping: Spring annuals for the 
landscape, Jan., p. 26; Mulch for beauty 
and practicality, April, p. 18; Read con-
tracts before signing, July, p. 28; Color in 
the landscape, July, p. 8; Hazardous 
buried utilities, Aug., p. 15 

Lawn care: Keep writing, Jan., p. 44; 
O.M. Scott's waste recycling, Jan., p. 48; 
Do-it-yourselfers, Feb., p. 74; High vs. 
low volume controversy, March, p. 82; A 
menu of lawn services, March, p. 80 
Barefoot's stature grows, April, p. 36 
PLCAA "Day on the Hill," April, p. 38 
Pesticide summit "White Paper," July, p 
44; Lieberman bill update, July, p. 46 
What LCOs can tell clients, July, p. 48 
The law that refused to die, Aug., p. 36 
Proper so f tware , Aug., p. 37 
Groundsman a prize winner, Nov., p. 50 
Pat Norton, "Person of the Year," Dec., 
p. 26 

LM Reports: Power blowers, Jan., p. 
14; Irrigation components, Feb., p. 26; 
String t r immers, March, p. 28; Chain 
saws, April, p. 19; Golf course mowers, 
May, p. 28; Chippers/shredders, June, p. 
15; Soil testing, July, p. 18; Landscape 
lighting, Aug., p. 12; Mid-sized mowers, 
Oct., p. 34; Wetting agents, Nov., p. 31 

Marketing/public relations: Com-
munity relations, Jan. p. 33; The market-
ing plan, Feb., p. 48; Dealing with the 
public and media, Feb., p. 44; Radio 
shenanigans, May, p. 85; Beyond word of 
mouth, Oct., p. 30 

Miscellaneous: 1991 article index, 

Jan., p. 30; Diagnosing turf problems, 
Jan., p. 8; Dr. Beard views future, March, 
p. 82; Reducing lyme disease, March, p. 
52; Photographing grass, June, p. 22; How 
to be successful, Dec., p. 18 

Mowing: Mower care, Jan., p. 20; 
Calculating mowing costs, Jan. p. 22; 
Choosing mowing patterns, Dec., p. 15 

Native plants: Native plants on golf 
courses, Aug., p. 18 

Pesticides: Tank-mixing pesticides 
and fertilizers, March, p. 36; Proper spill 
clean-up, Oct., p. 40 

Pricing: Bargain prices, an industry 
headache, Nov. p. 26 

Renovation: Why renovate, Feb., p. 34; 
Reseeding and renovating, Aug., p. 34; 

Resources: County extension and you, 
May, p. 40; Meeting small business needs, 
May, p. 44 

Soil: Soil testing lazy turf, March, p. 72 
Sprayers: Hand sprayers for spot 

treatments, Feb., p. 38 
Snow plowing: Snow thrower safety 

tips, Feb., p. 48; Snow plowing for profit, 
Oct., p. 38 

Trees: Root ball size, Jan. p. 42; Trees 
in the landscape, May, p. 23; Trees for 
shade, Oct., p. 50 

Training: The four "P's" of training, 
May, p. 88 

Turfseed: Tifton 57, reinventing the 
wheel, Jan., p. 31; Dwarf grasses, Feb., p. 
76; The Poa trivialis challenge, Feb., p. 68; 
Where buffalograss roams, March, p. 74; 
Zoysia, a grass for the future, May, p. 76; 
Reseeding and renovating, Aug., p. 34; 
Turfseed harvest, Aug., p. 16 

Water: Uniform irrigation coverage, 
March, p. 52; Monitoring water in soil, 
Nov., p. 46 

Weather: Doing something about the 
weather, May, p. 86 

Weed control: Pre-emergence weed 
control, Feb., p. 54; Fabrics minimize 
weeds, March, p. 54; Cool-season post-
emergence control, March, p. 60; Warm-
season post-emergence control, March, 
p. 64; Weed control for sports fields, 
Dec., p. 21 

Wetting agents: Soil wetting agents, 
Oct., p. 48 



Comments like these: 
"Poly-S has met and exceeded our 

expectations with its 12 week residual." 

Dave Gilfoil, Superintendent, 
HAYDEN LAKE COUNTRY CLUB, 

Hayden Lake, ID 

"Poly-S works great. We've eliminated 
one fairway application with it and 

plan on using it in the fall after 
a ryegrass overseeding." 

John Hoofnagle, Superintendent, 
VALLEY COUNTRY CLUB, 

Aurora, CO 

"A quality granular. Great spreadability." 

Rob Stambaugh, Superintendent, 
GLENVIEW GOLF COURSE, 

Cincinnati, OH 

"The membership at the club was 
complaining about tight lies in the fairway 

and wanted us to change the cutting 
height. The improvement in turf quality 
after applying Poly-S led many to believe 

we had raised the height of the cut." 

Kevin West, Superintendent, 
OLYMPIA FIELDS COUNTRY CLUB, 

Olympia Fields, IL 

"The best fertilizer we've ever seen on 
this place. Fairways look incredible!" 

Joe Fordin, Superintendent, 
ARTHUR PACK GOLF COURSE, 

Tucson, AZ 

"We've been very impressed 
with the product's spreadability 

and uniformity." 

Scott Buley, Superintendent, 
COUNTRY CLUB AT ALISAL, 

Solvang, CA 

"I really like the color Poly-S gives my 
fairways and the even greening." 

Randy Scafturon, Superintendent, 
RIVERSIDE COUNTRY CLUB, 

Chehalis, WA 

"We have been very satisfied with 
Poly-S. It's given us consistently good 
performance with good, even color." 

Pat Holt, Superintendent, 
HUNT VALLEY GOLF COURSE, 

Hunt Valley, MD 

"Excellent response and longevity. 
We're very pleased with Poly-S." 

Thomas Schlick, Superintendent, 
MARRIOT'S GOLF COURSE 

AT WINDWATCH 
Hauppauge, NY 

"The results with Poly-S have 
been tremendous. I've never seen 

grass respond this well to anything else. 
The increase in density and color 
retention has been just amazing." 

Scott Venable, Superintendent, 
TAM O'SHANTER GOLF COURSE, 

Canton, OH 

"It's working even better than we expected. 
With applications in late January and May, 

we're seeing a 65 to 75-day residual." 

Jeff Kidder, Superintendent, 
MARRIOTTS CAMELBACK 

GOLF CLUB, 
Scottsdale, AZ 

"The new Poly-S fertilizers are more 
economical and have a higher 

nutrient availability" 

William Twig, Superintendent, 
THE WITCH, 

Myrtle Beach, SC 

"Poly-S is a good product. It spreads 
real nice and holds color real well. 

The residual lasted three months for us." 

Scott Fischer, Superintendent, 
JUPITER ISLAND COUNTRY CLUB, 

Hobe Sound, FL 

"Poly-S spread so easily that our 
application rates required downsizing" 

Brian Conklin, Superintendent, 
GRAYLING COUNTRY CLUB, 

Grayling, MI 

"I really like Poly-S. It gives you 
slow, lengthy release and good greening. 
And the spreadability is great. No dust, 
no odor problem. It performs well with 

the extreme temperatures we get 
here in the desert." 

Bill Rohret, Superintendent, 
SUNRISE COUNTRY CLUB, 

Las Vegas, NV 

After only one year, over 4,400 
turf managers have swi tched to 
Poly-S technology, making it one of 
the fastest growing fertilizer lines 
in history. 

The best thing about Poly-S is 
that it performs as promised. Its 
unique, patented multiple coating 
s y s t e m a s s u r e s h i g h e r nutrient 
efficiency (no unreleased nitrogen) 
and consistent, extended residual 
for better greening without surge 
growth. And because Poly-S offers 

the capability for selecting specific 
r e l e a s e rates , it h a s proven its 
e f f e c t i v e n e s s under a variety of 
a g r o n o m i c c o n d i t i o n s in e v e r y 
region of the country. 

Poly-S is making a difference on 
courses nationwide, but the only 
proof that really matters is on your 
own turf. For more information 
about Poly-S fert i l izers , contact 
your Scott Tech Rep today. Or call 
1-800-543-0006. 

Poly-S Technology 



Contributing authors 
(Ph.D.s in italic) 

Agnew, Dr. Michael: Fertilizing to protect 
water quality, Jan., p. 38 

Bhowmik, Dr. Prasanta: Cool-season 
post-emergence weed control, March, p. 60 

Brede, Dr. Douglas: Photographing grass, 
June, p. 22 

Carbone, Joe: Keeping employees happy, 
Oct., p. 40 

Cave, Randy: Native plants for golf cours-
es, Aug., p. 18 

Chestnut, W.R.: Athletic field aerification, 
Aug., p. 28 

Christians, Dr. Nick: Fertilizing to protect 
water quality, Jan., p. 38 

Cobb, Dr. Patricia: Warm-season insect 
control, April, p. 31 

Coder, Dr. Kim: Trees in the landscape, 
May, p. 23 

Edminster, Craig: The Poa trivialis chal-
lenge, Feb., p. 68 

Elliott, Dr. Monica: Warm-season disease 
control strategies, May, p. 65 

Fee, Sylvia H o l l m a n : Know y o u r 
s t rengths , March, p. 23; Project take-offs, 
March, p. 14; Pricing, May, p. 33 

Harlass, Sherry: Pansies for winter color, 

Aug., p. 23 
Johnson, Brad: Customer, employee edu-

cation, June, p. 44 
Koski, Dr. Tony: Early-season fertiliza-

tion, Feb., p. 23 
Landry, Dr. Gil: Managing busy turf, July, 

p. 34; Overseeding athletic fields, Oct., p. 42; 
Weed control for sports fields, Dec., p. 21 

Landschoot, Dr. Peter: Cool-season dis-
ease control strategies, May. p. 62 

Lewis, Dr. W.M.: Pre-emergence weed 
control, Feb., p. 54 

Mascaro, Tom: Tifton 57, Jan., 31 
McGary, Dr. Rudd: The marketing plan, 

Feb., p. 48 
Michaels, Mark, LM Reports, chain saws, 

April, p. 19 
Miller, Kent: Read contracts before sign-

ing, July, p. 28; Choosing the right job to bid, 
Nov., p. 40 

Mittelstaedt, Dr. Arthur Jr.: Designing 
and specifying signage, May, p. 48 

Mrock, Ken: Healthy football turf, June, p. 
24 

Mugaas, Dr. Robert: Fertilizing to protect 
water quality, Jan., p. 38 

Murphy, Dr. Tim: Warm-season post-
emergence weed control, March, p. 64; Weed 
control for sports fields, Dec., p. 21 

Murrow, Murray: Landscape l ight ing , 

Aug., p. 12 
Niemczyk, Dr. Harry: Cool-season insect 

control, April, p. 22 
Pensyl, Bill: Being a better boss, July, p. 

26 
Petry, Greg: Budgeting for 1993, Nov., p. 

36 
Pound, Dr. Bill: Reseeding and renovat-

ing, Aug., p. 34 
Prusa, James: The "best" superintendents, 

Aug., p. 27 
Sartain, Jerry: Potassium and grass pro-

duction, Feb., p. 64 
Shetlar, Dr. David: Ornamenta l insect 

control, April, p. 34 
Smith, F. Brian: County extension and 

you, May, p. 40 
Stack, Dr. Lois Berg: Spring annuals, Jan. 

p. 26 
Trusty, Steve and Suz: Marking athletic 

fields, May, p. 36 
Wandtke , Ed: C o m m u n i t y educa t ion , 

Jan . , p. 33: S m a r t b i l l ing , Feb. , p. 44; 
Investing in your image, March, p. 48; Career 
tracking, May, p. 44; Managers wanted, Aug., 
p. 32; To plow or not to plow, Oct., p. 38; 
Sa t e l l i t e of f ice e x p a n s i o n , Nov., p. 44; 
Opening a branch office, Dec., p. 14 

Wehner, Dr. David: Summer fertilization, 
June, p. 34 

Start the spray season 
three times better prepared. 

With new TeeJet® Triple Nozzle Bodies, you're prepared for 
almost any spraying application. Change tips with a quick twist 
of the nozzle body. In a few seconds, you'll be spraying again. 

Upgrade your sprayer this year with TeeJet Triple Nozzle 
Bodies with ChemSaver® no-drip check valves. There's no 
better way to spray. 

Circle No. 134 on Reader Inquiry Card^ 
Spraying Systems Co. 
P.0 Box 7900, Wheaton. IL 60189 7900 ¡Mû better 

Sprayer Vne-Up Week 
February 22-26 



T h e E a s y W a y 
T o R e - C r e a t e 

N a t u r e s G a r d e n s 
P l a n t i n g B L O O M C O A T ® 

W i l d f l o w e r S e e d s m a k e s i t 
e a s y f o r t h e h o m e g a r d e n e r , 

g o l f c o u r s e s u p e r i n t e n d e n t a n d 
l a n d s c a p e r t o g e t p r o f e s s i o n a l 
r e s u l t s a n d e n j o y b e a u t i f u l 

b l o s s o m s a l l g r o w i n g s e a s o n l o n g 
w i t h a m i n i m u m o f e f f o r t . 

B L O O M C O A T ® W i l d f l o w e r S e e d s h a v e a 
s p e c i a l l y d e s i g n e d , n o n - t o x i c s e e d c o a t i n g 

w h i c h i n c r e a s e s s e e d d e n s i t y a n d a l l o w s 
f o r e v e n s p r e a d i n g w i t h e v e n b l o o m i n g — 

r e s u l t i n g i n a r a i n b o w o f c o l o r e q u a l t o 
n a t u r e s o w n n a t u r a l g a r d e n s . 

B L O O M C O A T ® W i l d f l o w e r s e e d s a r e 
c o n v e n i e n t l y p a c k a g e d i n a v a r i e t y o f s i z e s 

f r o m 1 / 2 o z . t o 5 0 l b s , i n c l u d i n g 5 , 1 O a n d 
2 5 l b r e - s e a l a b l e b u c k e t s , a c c o m m o d a t i n g 

a n y a r e a l a r g e o r s m a l l . L o o k f o r 
B L O O M C O A T ® W i l d f l o w e r S e e d s a t y o u r l o c a l 
g a r d e n c e n t e r o r l a n d s c a p e s u p p l i e r . 



Seville, Hubbard 87, Shenandoah 
atop most recent NTEP test results 

• Seville St. Augustinegrass and Hubbard 
87 and Shenandoah turf-type tall fescues 
have outranked all other commercially-
available cultivars in the most recent tests 
released by the National Turfgrass 
Evaluation Program at Beltsville, Md. 

Seville had an overall quality rating of 
6.3 (of possible 9.0) of the 10 commercial-
ly-available cultivars tested, according to 
1991 data. This particular test was estab-
lished in 1989. 

Hubbard 87 and Shenandoah had mean 
quality ratings of 6.2 at 42 locations across 
the U.S. The results were for the final year 
of a tall fescue test established in 1987. 

Though Seville was tops in the St. 
Augustinegrass ratings, Mercedes and Jade 
had 1991 scores of 6.0 and 5.9, respective-
ly, within the 0.4 tolerance established by 
the LSD (least s ignif icant difference) 
range. 

Also rating high in the turf-type tall 
fescue test was Safari with a 6.1 mean 
score, within the LSD range of 0.1. 

Twilight was tops in genetic color rat-
ings with a 7.4 rating while Twilight had 
the best leaf texture rating, 6.6. 

KY-31 was on top of the seedling vigor 
ratings with 6.3, followed by Jaguar, Tri-
dent, Adventure, Finelawn I, Apache and 
Titan, all within the 0.7 LSD tolerance. 

Trident ranked highest in winter color 
(6.5), followed by Twilight, Rebel, Safari 
and Pacer. Hubbard 87, Bonanza, Titan, 
Thoroughbred, Twilight and Guardian all 
ranked at the top of the spring density rat-
ings. 

Here are 1991 ra t ings for all St. 
Augustine test sites and turf-type tall fes-
cue sites. 

How to use these charts 
• First , choose the tes t site closest to where you are p l a n n i n g to seed. 
Compare the scores of the varieties and select the ones best suited to your 
area. 

Ratings range f rom 1.0 to 9.0, with 9.0 being a perfect turf. Keep in mind 
that no comparitive difference is evident between turf scores closer than the 
LSD (least statistical difference) value. In other words, if one variety scores 
6.5 for your area and another scores 6.9 and the LSD is 0.5, both would be 
equally suited to your area. 

Please note that the following capitalized letters next to test sites indicate 
maintenance practices: 

A = high maintenance C = low mowing 
B = low maintenance D = high mowing 

1991 PROGRESS REPORT/1989 ST. AUGUSTINE GRASS TEST 

QUALITY RATINGS/COMMERCIALLY AVAILABLE CULTIVARS 
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SEVILLE 5.5 7.3 6.7 8.4 6.7 5.0 3.9 7.0 6.3 

MERCEDES 5.2 7.5 6.0 8.3 6.7 4.7 3.7 6.2 6.0 
JADE 6.2 7.3 6.0 7.9 6.7 4.7 2.1 6.7 5.9 
DELMAR 5.7 7.4 7.0 7.4 5.4 4.7 2.7 5.8 5.8 
BITTERBLUE 5.7 6.9 7.3 8.1 5.2 4.3 3.1 5.2 5.7 

FL0RALAWN 4.9 7.8 6.7 6.8 5.5 4.7 3.4 5.2 5.6 
FL0RATAM 4.8 7.5 6.0 6.4 5.8 5.0 3.6 5.2 5.5 
SUNCLIPSE 6.9 3.0 6.3 7.3 6.2 5.7 2.0 6.8 5.5 
RALEIGH 4.2 7.4 4.3 6.8 6.6 4.3 4.0 5.8 5.4 

FX-10 5.9 7.1 5.0 7.7 4.3 4.0 2.4 6.2 5.3 
LSD 0.9 1.7 1.8 0.9 0.9 1.1 1.6 0.5 0.4 

Results of turf-type 
tall fescue trials, 
pages 34, 36 

E L S E W H E R E 

Low-water-use zones 
in the landscape, 
page 40 



Every Aggressor comes with 
two finely-honed saw blades. 

NOW YOU'RE 
14 FEET TALL. 
Introducing the all-new Aggressor™ 
Tree Trimmer from Echo. Everything else 
comes up short. 

The Aggressor's heavy-duty 71-inch shaft lets 
you trim limbs up to 4-1/2 inches thick and as 
high as 14 feet up the tree — from the ground! 
No more shaky ladders. 

At about half the weight of the com-
petition, and wi th standard shoulder 
harness, you'll tr im hour after hour far 
more comfortably. 

And talk about reliability! The Aggressor 
is powered by a commercial grade Echo 21.2 cc 
engine wi th our exclusive Pro-Fire™ Electronic 
Ignition, plus a purge pump equipped carburetor 
for fast, easy starts. Its fuel tank 
holds more than 14 ounces for ^ ^ ^ / * 
extended running time. 

See the Aggressor at 
your nearby Echo dealer. And 

discover how fast and easy tree trimm-
ing can be when you're 14 feet tall. 

For the Echo dealer near you, call toll free 
1-800-432-ECHO. Or write: Echo Incorporated, 
4 0 0 Oakwood Road, Lake Zurich, IL 60047. 

'Ik ECHO 
THE RIGHT TOOL 



1991 FINAL REPORT 

1989 TALL-FESCUE 
TEST 
QUALITY RATINGS 
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HUBBARD '87 5.2 6.5 6.9 6.2 6.8 4.7 7.0 7.1 6.4 7.5 5.9 7.5 4.7 7.5 7.6 6.3 6.3 5.5 6.4 6.6 6.1 

SHENANDOAH 6.0 6.6 6.8 6.2 6.8 4.1 6.9 7.4 6.4 7.7 6.4 7.1 4.9 7.4 7.6 6.4 5.4 5.4 6.2 6.3 5.9 
SAFARI 4.2 6.8 6.6 6.1 6.7 4.4 6.8 6.6 5.9 7.3 5.3 6.7 4.5 7.4 7.3 6.1 6.2 5.3 6.4 6.2 6.2 

GUARDIAN 6.2 6.6 6.8 6.1 6.7 3.1 7.0 6.7 5.7 7.3 5.6 6.9 4.8 7.4 7.1 6.3 5.7 5.2 6.1 6.5 6.1 

AUSTIN 4.8 6.6 6.4 6.2 6.7 5.7 7.0 6.9 6.4 7.7 — 7.0 — 7.1 7.1 6.0 5.4 5.6 6.0 6.0 5.5 

COCHISE 5.7 6.4 6.2 6.0 6.6 5.0 7.1 6.5 5.9 7.5 5.9 6.8 4.6 7.4 7.0 5.8 6.3 5.5 6.4 5.8 6.3 

AZTEC 5.2 6.5 6.8 6.2 6.7 3.4 6.7 6.1 6.0 7.3 6.0 6.6 4.4 7.6 7.2 6.3 5.6 4.9 6.3 5.6 6.4 

MONARCH 5.6 6.2 6.8 6.2 6.7 3.9 6.8 6.3 6.2 7.1 5.9 6.9 4.6 7.1 7.6 5.9 5.7 5.0 6.1 5.8 6.6 

AMIGO 5.6 6.5 6.6 6.1 6.7 4.1 6.7 6.6 6.2 7.5 5.0 6.8 4.7 7.3 7.6 6.1 6.0 5.5 5.9 5.9 3.7 

CROSSFIRE 6.4 6.2 6.7 6.2 6.7 4.4 7.3 6.6 6.1 7.2 5.8 6.8 4.5 7.6 7.5 6.2 6.1 4.7 6.3 5.4 6.4 

AVANTI 4.6 6.5 6.7 6.3 6.7 4.0 6.9 6.5 6.2 7.0 5.7 6.6 4.5 7.9 7.0 6.1 5.7 5.0 6.2 6.4 6.2 

VEGAS 6.2 6.2 6.3 6.1 6.7 4.0 6.5 7.2 5.7 7.0 6.1 6.5 4.7 7.5 7.5 5.8 5.1 5.6 6.4 5.7 6.5 

TRIBUTE 5.4 6.6 6.2 6.1 6.8 4.4 7.1 7.2 6.0 7.0 5.8 6.7 5.0 7.1 7.3 6.2 5.9 5.6 5.8 6.0 5.7 

PHOENIX 4.9 6.4 6.5 6.0 6.7 5.3 6.9 6.8 6.2 7.6 5.8 6.9 4.5 7.0 7.2 6.4 5.9 5.6 6.1 6.0 5.1 

THOROUGHBRED 5.4 6.6 6.4 6.0 6.8 6.1 6.7 6.5 6.3 7.2 5.0 6.9 4.6 6.9 7.1 5.9 6.1 5.0 5.7 6.3 5.1 

ELDORADO 5.0 6.4 6.4 6.1 6.7 5.3 6.6 6.6 6.2 7.1 5.5 6.6 4.6 7.4 7.0 6.0 5.9 5.4 6.2 5.8 6.2 

SHORTSTOP 5.4 6.2 6.5 6.2 6.6 3.2 6.3 6.5 5.8 6.9 5.6 6.6 4.8 7.6 7.3 5.8 6.3 5.4 5.9 5.9 5.7 

OLYMPIC II 6.0 6.4 6.6 6.1 6.7 4.1 6.9 6.2 5.4 6.9 5.5 6.8 4.5 7.0 7.4 6.1 6.1 5.0 5.8 5.2 5.3 

REBEL II 5.4 6.5 6.4 6.1 6.8 5.9 6.9 6.4 6.0 7.2 5.4 6.9 4.6 6.8 7.1 6.4 6.1 5.4 5.7 5.5 5.1 

BONANZA 5.2 6.2 6.5 6.0 6.7 5.6 6.6 6.4 6.0 7.5 5.4 6.9 4.8 6.8 7.1 6.1 6.1 5.1 6.1 5.8 5.4 

WRANGLER 5.4 6.1 6.7 6.0 6.7 5.4 6.3 6.2 6.2 7.3 5.9 7.0 4.7 6.9 6.8 6.2 6.1 5.3 5.8 5.8 5.1 

WINCHESTER 4.8 6.5 6.3 5.9 6.7 4.4 6.8 6.6 6.1 7.0 5.7 6.6 4.6 7.0 7.2 6.0 5.9 5.4 6.0 5.6 5.1 

MAVERICK II 5.1 6.3 6.5 6.1 6.7 4.0 6.8 6.3 5.6 7.1 5.7 6.7 4.1 7.3 7.2 5.7 6.0 4.8 5.7 5.9 5.5 

CHIEFTAIN 4.7 6.4 6.3 6.1 6.7 4.0 6.5 6.3 6.1 7.2 5.4 6.9 4.5 7.1 6.9 6.5 5.9 5.3 6.0 5.6 5.2 

MESA 5.3 6.5 6.2 6.0 6.7 5.9 7.0 7.1 6.0 7.5 5.4 6.6 4.8 6.9 7.2 6.2 6.0 5.4 5.8 5.5 5.0 

ANTHEM 5.1 6.4 6.4 6.1 6.7 3.6 6.9 6.8 6.7 7.4 5.3 6.6 4.5 7.2 6.9 5.6 5.9 5.5 6.5 5.0 5.8 

TRAILBLAZER 4.3 6.2 6.6 6.1 6.8 4.2 5.7 6.2 5.8 7.1 5.3 6.7 4.5 7.4 7.1 5.7 5.9 5.4 6.2 5.3 5.7 

ARRIBA 5.2 5.9 6.8 6.1 6.7 3.2 6.6 6.6 5.9 7.0 5.7 6.7 4.6 7.0 6.6 6.2 5.5 5.0 5.8 6.1 5.3 

SILVERADO 5.0 6.3 6.8 6.1 6.7 3.7 6.6 6.2 6.0 6.8 5.4 6.4 4.5 7.3 7.1 5.8 5.8 5.1 6.0 5.5 6.3 

OLYMPIC 5.3 6.5 6.0 6.0 6.7 5.2 6.4 6.1 5.8 7.3 5.3 6.9 4.3 6.9 7.1 6.0 6.2 5.2 5.5 5.9 4.9 

JAGUAR II 5.0 6.2 6.3 6.0 6.8 4.2 6.9 6.6 6.4 7.1 5.2 6.8 4.4 6.8 7.0 6.4 6.6 5.2 5.7 5.4 4.7 

TRADITION 5.8 6.3 6.1 6.0 6.8 4.4 6.9 6.7 6.2 7.1 5.1 6.7 4.7 6.9 7.2 6.0 5.9 4.8 5.7 5.2 4.8 

TWILIGHT 5.9 6.8 6.3 5.9 6.7 3.2 6.0 6.4 6.4 6.3 — 6.4 4.5 8.2 6.9 5.7 5.8 4.9 7.2 5.3 5.4 

SUNDANCE 4.9 6.4 6.0 6.1 6.7 4.4 6.5 6.7 5.8 7.2 5.6 6.6 4.6 7.1 7.1 5.8 6.1 4.9 6.0 5.8 5.3 

APACHE 5.7 6.3 6.2 5.9 6.7 4.2 6.5 6.8 5.9 7.3 5.7 6.8 4.6 7.2 7.1 5.9 5.8 4.7 5.8 6.1 4.8 

TITAN 5.0 6.3 5.8 6.0 6.7 5.4 7.0 6.5 6.4 7.1 5.6 6.7 4.6 6.7 7.0 6.3 6.0 5.6 5.5 5.3 4.6 

BARNONE 5.0 6.3 6.4 6.0 6.7 5.7 7.0 6.6 6.2 7.0 — 6.6 4.7 6.9 7.1 5.8 5.5 4.9 5.9 5.9 4.6 

TAURUS 5.3 6.5 6.4 6.1 6.7 3.8 6.4 6.4 5.9 7.0 5.6 6.6 4.6 6.8 6.9 6.3 5.9 4.9 5.7 5.8 5.2 

BRAHMA 5.5 6.0 6.5 6.1 6.6 3.9 6.2 6.3 5.9 6.7 5.5 6.9 4.6 7.0 7.2 6.0 6.3 5.0 5.9 6.3 5.3 

CIMARRON 5.1 6.4 6.4 5.9 6.8 4.3 6.3 6.6 6.2 7.2 5.4 6.6 4.3 6.9 7.4 6.1 6.2 4.8 5.8 5.2 4.7 

ARID 5.8 6.2 6.1 6.1 6.7 4.8 6.8 6.3 6.2 6.8 5.7 6.6 4.6 6.6 6.5 5.9 6.0 5.1 5.5 5.5 4.5 

FINELAWN 5GL 5.0 5.8 6.1 6.0 6.7 6.0 6.6 6.5 6.0 6.7 4.8 6.9 4.8 6.6 6.7 5.8 5.6 5.1 5.4 5.5 4.1 

JAGUAR 4.5 6.2 6.1 6.1 6.7 4.8 7.0 6.4 5.8 7.5 5.2 6.9 4.6 6.8 6.4 6.0 5.6 5.7 5.4 5.5 4.5 

REBEL 5.3 6.0 6.2 6.0 6.7 5.9 6.3 6.2 6.2 6.8 4.9 6.6 4.6 6.6 6.6 6.0 6.0 5.2 5.5 5.3 4.4 

CAREFREE 4.5 6.5 6.1 6.0 6.8 4.8 5.6 6.3 6.3 7.0 5.7 6.7 4.6 7.1 7.0 5.8 6.1 5.1 5.4 5.9 4.6 

MURIETTA 4.3 6.0 6.9 6.2 6.7 4.1 6.2 6.2 5.4 6.9 5.3 6.7 4.3 7.1 6.9 5.8 5.8 5.0 5.9 6.0 5.0 
TRIDENT 4.7 6.4 6.0 5.9 6.7 4.9 6.3 6.6 6.1 7.1 5.6 6.6 4.2 6.7 6.8 6.0 5.8 5.1 5.6 5.4 4.2 

ADVENTURE 4.7 6.2 6.3 6.0 6.5 5.3 6.5 6.0 6.0 7.2 5.8 6.8 4.5 6.8 6.5 5.9 5.5 4.6 5.4 5.6 3.8 

EMPEROR 4.6 6.2 6.4 6.2 6.7 2.6 6.4 5.9 5.1 6.3 6.1 6.4 4.5 7.2 6.9 5.9 6.1 4.7 6.0 5.2 5.3 

FALCON 4.5 6.0 5.7 5.9 6.6 4.3 6.7 6.3 5.4 6.8 5.4 6.2 4.6 6.5 6.2 6.0 6.1 4.6 5.4 5.2 3.7 

PACER 5.2 5.7 5.5 5.8 6.6 5.2 6.6 6.2 6.0 6.6 5.4 6.3 4.5 6.5 6.2 5.8 5.6 4.8 5.5 5.0 3.8 

FINELAWN I 5.3 6.0 5.8 5.6 6.5 5.7 6.4 6.1 6.2 6.7 4.8 6.5 4.4 6.2 6.3 5.8 5.9 5.0 5.1 5.2 3.4 

WILLAMETTE 5.2 6.2 5.7 5.8 6.6 4.8 5.9 6.1 5.7 6.5 5.3 6.7 4.4 6.2 6.7 5.9 6.1 5.2 5.4 4.1 3.4 

RICHMOND 4.7 6.1 5.6 5.8 6.6 4.4 6.1 5.8 6.0 6.7 5.2 6.2 4.6 6.3 6.4 5.6 5.8 4.9 5.2 5.2 3.6 
AQUARA 5.1 6.0 5.3 5.9 6.6 4.7 6.2 6.1 5.7 6.3 5.0 6.4 4.4 6.3 6.5 5.4 5.7 4.7 5.2 4.9 3.4 

FATIMA 5.0 6.1 5.3 5.8 6.4 4.9 6.5 6.1 6.0 6.5 5.3 6.0 4.4 6.1 6.2 5.8 5.8 5.2 5.0 5.2 3.3 
TIP 5.1 6.1 5.7 5.9 6.6 4.3 5.8 5.9 5.7 6.5 5.0 6.0 4.2 6.3 5.8 5.7 5.8 5.1 4.9 4.3 3.0 

K4-31 4.4 5.6 4.7 5.0 5.6 6.0 5.2 5.6 5.3 6.0 5.1 5.7 4.2 5.3 5.3 5.1 5.3 4.4 4.4 4.3 2.3 
LSD 0.6 0.6 0.3 0.2 0.3 1.7 0.6 0.7 0.7 0.5 1.1 0.3 0.5 0.3 0.6 0.7 0.4 1.4 0.5 0.8 0.4 



W N O R - A M 
N O R - A M C H E M I C A L C O M P A N Y 

Look to Our Complete 
Product Line to Lock out 
Your Troubles with Turf 

For full information on the products 
of your choice, please fill out the 

coupon and return it to: 
NOR-AM Chemical Company 

c/o Jayson Associates, 6 Mt. Vernon St. 
Suite 249, Winchester, MA 01890 

• BANOL® Fungicide 
• PROXOL® Insecticide 
• NITROFORM® Slow-Release Nitrogen 

• PROGRASS® Selective Herbicide 
• TURCAM® Insecticide 
• NUTRALENE® Controlled-Release Nitrogen 

I am a: • golf course superintendent • lawn care professional • Other _ 
Please Print Clearly 

N A M E . 

COMPANY_ 

Specialty Products Division 
A Schering Berlin Company 

3509 Silverside Road. P.O Box 7495. Wilmington. DE 19803 

CITY_ .STATE_ 



1991 FINAL REPORT 

1989 TALL-FESCUE 
TEST 
QUALITY RATINGS 
COMMERCIALLY-
AVAILABLE CULTIVARS Ad

el
ph

ia
, 

N.
J.

 
M

ar
tin

sv
ill

e,
 

N.
J.

 
Ith

ac
a,

 
N.

Y.
-C

 
Ith

ac
a,

 
N.

Y.
-D

 
M

ar
ys

vi
lle

, 
Oh

io
 

St
ill

w
at

er
, 

Ok
la

. 
Hu

bb
ar

d,
 

Or
e. 

Co
rv

al
lis

, 
Or

e. 
Ki

ng
st

on
, 

R.
l. 

Da
lla

s,
 

Te
x.

-D
 

Da
lla

s,
 

Te
x.

-C
 

Be
lts

vi
lle

 
M

d.
-A

 
Be

lts
vi

lle
, 

M
d.

-B
 

Bl
ac

ks
bu

rg
, 

Va
. 

Bl
ac

ks
to

ne
 

Va
. 

Ri
ch

m
on

d,
 

Va
. 

Va
. B

ea
ch

 
Va

. 
No

rto
n,

 
Va

. 
Ri

tz
vi

lle
, 

W
as

h.
 

Ya
ki

m
a,

 
W

as
h.

 

M
EA

N 

HUBBARD '87 7.2 5.7 5.7 6.1 7.1 5.6 6.8 5.6 6.2 5.1 5.1 7.7 6.9 6.4 6.0 5.9 6.5 4.8 6.8 3.7 6.2 

SHENANDOAH 6.9 5.6 5.1 5.4 7.3 5.9 6.6 5.3 5.9 4.7 5.0 7.7 7.1 6.4 5.6 5.9 6.6 5.3 5.9 4.7 6.2 

SAFARI 6.8 5.8 5.3 5.5 7.1 5.6 6.5 5.1 6.3 4.7 5.2 7.5 6.8 5.9 5.6 5.7 6.0 4.4 6.9 6.7 6.1 

GUARDIAN 7.0 5.7 4.9 5.4 6.9 5.5 6.6 5.3 5.6 4.7 5.2 7.7 6.9 6.2 5.5 5.7 6.4 4.7 6.9 4.7 6.0 

AUSTIN 6.0 5.1 5.2 5.6 6.8 5.5 5.8 5.1 6.2 4.9 4.8 7.4 6.7 6.2 5.1 5.6 5.8 5.0 — 5.3 6.0 

COCHISE 6.8 5.5 5.1 5.6 6.7 5.3 6.4 5.1 6.0 4.8 4.6 7.6 7.1 6.0 5.2 5.8 6.3 4.4 5.1 5.7 6.0 

AZTEC 6.6 5.9 4.7 5.2 6.8 5.3 6.4 4.9 5.9 5.2 4.7 7.7 7.0 6.0 5.4 5.7 6.2 4.5 6.0 7.3 6.0 

MONARCH 6.5 5.6 4.8 5.0 6.8 5.4 6.5 5.1 6.3 4.6 4.7 7.5 6.9 6.1 5.2 5.9 6.2 4.5 4.8 7.7 6.0 

AMIGO 6.1 5.4 5.3 5.6 7.0 5.1 6.9 5.2 6.1 5.1 4.8 7.5 6.8 6.1 5.6 5.6 6.3 4.5 5.6 5.3 6.0 

CROSSFIRE 6.8 5.6 4.7 5.7 6.8 6.0 6.4 4.8 6.3 4.8 5.0 7.5 6.9 6.0 5.5 5.5 6.3 4.2 5.1 3.7 6.0 

AVANTI 6.6 5.5 4.6 5.4 6.7 5.5 6.6 5.2 5.9 5.0 4.8 7.5 7.1 6.0 5.6 5.6 6.1 4.7 6.3 5.0 6.0 

VEGAS 6.9 5.6 4.8 5.0 6.5 5.4 6.5 5.0 5.6 5.0 5.1 7.6 7.1 5.8 5.7 5.7 6.4 4.7 5.9 4.3 5.9 

, TRIBUTE 5.8 5.0 4.5 4.9 6.9 5.7 6.1 5.0 6.2 5.0 4.7 7.4 6.8 6.1 5.6 5.7 6.3 4.8 5.3 3.7 5.9 

PHOENIX 5.9 5.0 4.8 5.5 7.0 5.5 6.0 5.2 6.1 4.8 5.1 7.2 6.7 6.2 5.6 5.7 5.9 4.9 5.7 2.3 5.9 

THOROUGHBRED 5.8 5.3 4.6 4.7 6.9 5.6 5.7 5.2 6.3 4.1 4.8 7.2 6.6 6.0 5.3 5.5 6.0 4.8 6.6 5.7 5.9 

ELDORADO 6.8 5.3 4.5 5.1 6.6 5.4 6.2 5.0 5.4 4.6 5.0 7.5 6.9 5.7 5.8 5.7 5.8 5.1 4.7 4.3 5.9 

| SHORTSTOP 6.3 5.5 4.5 4.6 6.5 5.3 6.4 5.0 5.1 4.5 4.7 7.6 7.0 6.0 5.5 5.8 6.4 4.4 6.0 6.3 5.9 

OLYMPIC II 5.5 5.2 4.9 5.3 6.9 5.7 6.1 4.8 6.0 5.0 5.1 7.2 6.4 5.8 5.5 5.6 6.1 5.3 6.2 5.3 5.8 

REBEL II 5.3 5.4 4.7 5.1 7.0 5.5 6.0 4.9 6.5 4.6 4.7 7.2 6.5 6.2 5.6 5.4 6.1 4.9 5.3 4.3 5.8 

BONANZA 5.6 4.9 4.8 5.1 7.4 5.6 6.0 4.8 6.0 5.0 4.7 7.4 6.7 5.9 5.1 5.6 6.2 4.9 5.3 4.0 5.8 

| WRANGLER 5.7 5.2 5.0 5.2 7.0 5.6 6.2 5.2 5.8 4.7 4.6 7.3 6.4 6.0 5.4 5.4 6.1 5.1 4.4 4.7 5.8 

WINCHESTER 6.1 5.0 4.2 4.9 6.9 5.5 5.4 4.9 6.1 4.9 4.5 7.3 6.7 5.9 5.6 5.7 5.9 5.3 5.6 6.7 5.8 

MAVERICK II 6.5 5.4 4.8 5.3 6.5 5.6 5.9 4.6 6.0 5.0 4.7 7.3 6.8 5.8 5.5 5.5 6.3 5.3 6.7 4.0 5.8 

CHIEFTAIN 5.9 5.4 4.9 5.6 7.3 5.6 6.2 5.1 6.3 4.8 4.4 7.2 6.5 5.9 5.6 5.7 6.1 4.9 5.7 3.3 5.8 

MESA 5.5 4.5 4.5 4.7 6.9 5.5 5.8 4.9 5.5 4.5 4.8 7.1 6.6 6.0 5.0 5.5 6.1 4.9 5.0 5.7 5.8 

ANTHEM 6.9 5.3 4.1 4.8 6.7 5.2 6.2 5.0 5.7 4.5 4.5 7.5 6.7 5.9 5.2 5.6 6.2 4.1 6.7 2.7 5.8 

TRAILBLAZER 6.0 5.1 4.8 5.4 7.2 5.8 6.3 5.5 5.5 5.4 4.8 7.2 6.7 5.6 5.0 5.3 5.6 4.7 6.1 4.3 5.8 

ARRIBA 6.3 5.2 4.7 5.2 6.8 5.6 6.0 5.2 6.1 4.8 4.6 7.3 6.3 6.1 5.3 5.6 6.2 4.5 4.4 5.7 5.8 

SILVERADO 6.6 5.0 4.3 4.9 6.6 5.6 6.8 4.9 6.0 4.7 4.3 7.5 6.6 5.9 5.3 5.3 5.9 3.9 5.3 4.7 5.7 

OLYMPIC 5.1 4.7 5.1 5.3 6.9 5.4 5.6 5.1 6.0 4.6 4.8 7.0 6.3 5.7 5.3 5.8 5.5 4.7 6.3 5.0 5.7 

JAGUAR II 5.2 4.7 4.7 5.2 6.7 5.7 6.1 5.2 6.1 4.5 4.6 7.1 6.6 6.2 5.0 5.2 5.8 4.6 5.3 5.0 5.7 

TRADITION 5.6 4.9 4.5 5.1 6.9 5.6 5.6 5.1 5.5 4.8 4.3 7.2 6.3 5.9 5.4 5.3 6.1 4.4 5.7 5.7 5.7 

TWILIGHT 6.0 5.0 3.8 4.7 6.8 5.2 4.9 4.6 5.3 5.3 5.0 7.2 6.5 5.4 5.0 5.3 5.6 4.3 6.6 5.3 5.7 

SUNDANCE 5.4 5.2 4.0 4.4 6.8 5.6 5.4 4.8 5.6 4.7 4.4 7.1 6.4 5.7 5.3 5.8 5.8 4.8 5.4 5.7 5.7 

APACHE 5.1 4.9 4.6 5.0 7.0 5.5 5.6 5.1 5.8 4.9 4.3 6.9 6.7 5.9 5.7 5.4 5.6 5.2 6.5 2.0 5.7 

TITAN 5.1 4.8 4.3 4.7 6.8 5.7 5.3 4.8 5.5 4.5 4.6 6.8 6.3 5.9 5.6 5.6 6.0 5.2 5.2 4.3 5.7 

BARNONE 5.1 4.9 4.3 5.0 6.9 5.2 5.9 4.9 5.3 5.0 4.8 7.3 6.5 5.8 5.3 5.1 5.7 4.4 5.2 3.7 5.7 

TAURUS 4.8 5.1 4.6 4.6 6.8 5.6 5.5 4.9 5.0 5.0 4.9 7.2 6.1 5.7 5.5 5.1 5.7 5.2 6.0 4.7 5.7 

BRAHMA 5.7 4.8 4.5 5.0 6.7 5.4 5.9 4.9 5.1 4.8 4.8 7.1 6.5 5.4 5.4 5.4 5.3 4.4 5.2 4.3 5.7 

CIMARRON 5.3 4.5 4.7 5.1 7.0 5.3 5.4 4.5 5.5 5.0 4.9 7.3 6.6 5.7 5.4 5.4 5.2 4.6 4.7 5.3 5.7 

ARID 4.5 4.5 4.6 5.2 6.3 5.7 5.3 5.0 5.7 5.0 4.5 6.7 6.2 5.6 5.4 5.3 5.8 4.7 5.4 5.0 5.6 

FINELAWN 5GL 4.7 4.6 4.3 4.9 7.1 5.5 5.6 5.0 5.2 4.9 4.3 6.9 6.3 5.8 5.5 5.5 5.8 5.2 5.8 5.0 5.6 

JAGUAR 4.5 4.5 4.6 4.8 7.0 5.5 5.5 5.2 6.2 4.9 4.8 6.9 6.1 5.9 5.3 5.3 5.7 4.3 5.4 4.7 5.6 

REBEL 4.3 4.3 4.7 5.1 6.6 5.5 5.0 5.1 6.0 4.7 4.5 6.8 6.1 5.9 5.3 5.2 5.5 4.7 5.7 5.3 5.6 

CAREFREE 4.8 4.6 4.1 4.8 6.5 5.3 5.3 5.1 5.2 4.2 4.5 6.9 6.4 5.4 4.9 5.2 5.6 4.9 6.2 5.7 5.6 

MURIETTA 5.5 4.7 4.3 4.8 6.8 5.3 5.9 4.9 5.5 4.5 4.0 7.2 6.4 5.3 4.7 5.0 5.9 4.6 6.0 4.3 5.6 

TRIDENT 5.3 3.6 4.5 4.6 6.6 5.2 5.3 5.1 4.9 4.8 4.8 7.1 6.3 5.4 5.3 5.0 5.4 4.8 5.7 4.3 5.5 

ADVENTURE 4.2 4.5 4.5 5.1 6.9 5.1 5.6 5.1 5.5 5.0 4.3 6.6 5.8 5.5 5.2 5.3 5.3 4.5 5.1 3.7 5.5 

EMPEROR 5.7 4.7 3.8 4.3 6.3 5.2 5.8 4.6 5.3 4.6 4.7 7.1 6.8 5.6 4.7 5.3 5.8 3.8 4.8 5.0 5.5 

FALCON 3.9 4.1 4.4 4.8 6.9 5.5 4.9 4.9 5.4 4.8 5.0 6.4 5.8 5.6 5.3 5.3 5.5 4.8 5.2 6.3 5.4 

PACER 3.6 4.2 4.1 4.4 6.4 5.6 4.5 4.8 4.8 4.7 4.7. 6.6 5.6 5.2 5.1 4.9 5.4 4.7 5.7 5.3 5.4 

FINELAWN I 3.9 3.8 3.9 4.3 6.8 5.5 4.7 5.0 5.5 4.6 4.3 6.4 5.6 5.3 5.2 5.0 5.4 4.9 4.4 3.7 5.3 

WILLAMETTE 3.9 3.3 4.3 4.7 6.9 5.3 4.7 4.7 4.7 4.7 4.4 6.4 5.7 5.3 4.8 5.1 5.1 4.7 6.1 3.0 5.3 

RICHMOND 3.6 4.0 4.1 4.6 6.2 5.3 4.7 4.6 5.1 4.3 4.8 6.5 5.6 5.2 4.7 4.8 5.3 4.6 5.4 3.3 5.2 

AQUARA 3.6 3.7 3.9 4.2 6.8 5.2 4.5 4.7 4.1 4.5 4.6 6.0 5.8 5.2 5.0 5.1 5.2 4.4 5.1 5.0 5.2 

FATIMA 3.3 3.6 4.0 4.4 6.4 5.5 4.5 4.7 4.6 4.4 4.3 6.3 5.5 5.6 5.0 5.3 5.2 4.6 5.6 1.7 5.2 

TIP 3.3 3.5 3.6 4.0 6.4 5.5 4.6 4.9 4.9 4.6 4.8 6.3 5.6 5.2 5.1 5.0 5.0 4.6 5.4 5.0 5.1 

K4-31 2.4 3.1 3.5 3.9 6.4 5.4 3.4 4.6 4.1 4.4 4.2 5.1 4.6 5.0 5.1 4.5 4.4 4.3 4.3 3.7 4.7 

LSD 0.5 0.4 0.6 0.5 0.5 0.5 0.4 0.6 0.8 0.8 0.9 0.4 0.3 0.3 0.5 0.5 0.3 0.7 1.1 2.9 0.1 



Eliminate slipups on the way to the top, 
Mowing wet, undulating 
turf can be an uphill battle 
with standard belt drive 
equipment. Not so with 
Ransomes Pos-A-Drive™ 
mower. The Pos-A-Drive is 
the only mower on the 

market that features cog belt drive and a sealed clutch 
system. As a result, the Pos-A-Drive can take on hilly 
terrain—wet or dry—without slipping. 
•Offer good at participating dealers only. See your local dealers for details. Qualified buyers only. 

Detail 
of cog belt 
drive system. 

And because it offers true positive forward and reverse 
drive—as opposed to reverse assist—operating the 
Pos-A-Drive is a snap. 

From top to bottom, the Pos-A-Drive is designed to help 
you on your way up. No matter what the conditions. 

Call 1-800-228-4444 for the dealer nearest you 
to arrange a free on-site demonstration. 

Built to Last « a A - o a r 

6 2 0 1 Ransomes America Corporat ion • 7 9 0 0 W e s t 78 th Street, Suite 1 0 5 • Minneapol is, M N 5 5 4 3 9 © Ransomes America Corporat ion 1 9 9 2 . All rights reserved. 



Choose Bayleton this year for the same 

ON 
reason everyone chose it last year. 

And the year before that. And the year 

before that. And the year before that. 



Year after year, BAYLETON fungi-

cide has controlled the tough diseases. 

Like summer patch and dollar spot. 

Not to mention a broad spectrum of 

other turf diseases. 

Plus, BAYLETON has provided 

excellent control of powdery mildew 

and rust on ornamentals. 

That's why it's been a leading 

fungicide on the finest courses in the 

country for more than ten years. 

As if that weren't enough, con-

sider the fact that BAYLETON is 

systemic. Which translates into 

longer control. 

Our new water 
soluble packets give 
you consistency in formulation and control. 

Which is all good reason to treat 

your entire course with BAYLETON. 

Especially your fairways, since it keeps 

your customers from tracking disease 

up to your tees and greens. 

For more information, contact 

Miles Inc., Specialty Products, 

Box 4913, Kansas City, MO 64120. 

(800)842-8020. 

It may be the most consistently 

rewarding choice you make. 

MILES ^ 

©1993 Miles Inc. 935637 



Low-water-use zones in the landscape 
If you can group plants by 
water requirements at the 
design stage of a landscape, 
you'll end up saving clients 
water. 

• You don't have to turn to desert plants 
to conserve water, says Ray Rothenberger, 
an extension agent for the University of 
Missouri-Columbia. 

To make landscapes more water-effi-
cient, you need to group plants into at 
least three major water-use areas based on 
yearly water needs, Rothenberger says. 
These zones will fit most sites, but some 
landscapes will use only one or two. The 
idea is to keep the zones separate so that 
only the water necessary is used. 

Low-water-use zones in the landscape 
receive no additional watering after plants 
are established. Natural rainfall is the only 
water source, even during a drought. Plant 
examples for this zone include native 
perennials and shrubs such as forsythia. 

"A good way to determine which plants 
will endure in a landscape without extra 
water is to observe the native plants," 
Rothenberger says. 

In the moderate zone, water is added 
during establishment and drought stress. 
Plants selected for this zone, Rothenberger 
says, should be drought tolerant, such as 
needled evergreens. 

Plants located in the high-water-use 
zone are watered when needed. In this 
zone, plants are selected for special needs 
or hobby in te res t s of the res idents . 
Without regular watering, these plants will 
not survive even minimal drought stress 
without damage, he says. 

Rothenberger suggests that these high-
er use areas be focal points in the land-
scape and kept green and attractive at all 
times. Examples include azaleas, rhodo-
dendrons and annual flowers. 

Rothenberger says plants in the high-
use category need an inch of water a week; 
in 80-90 degree weather, two inches of 
water is needed. "This is rainfall and 
water ing for total watering, so a rain 
gauge is important," he observes. 

"If overhead sprinklers are used," he 
con t inues , "sca t ter some large cans 
around to gauge the time it takes the 
sprinkler to fill an inch. 

"If you get some run-off, stop for a 

Breaking up a client's landscape into 
'hydrozones' can help solve irrigation 
problems. Further refinement can be 
made by 'grouping' plants according to 
water requirements when designing 
the property. 

while and let the water soak in. After a 
couple of t imes, you'll know roughly 
whether it took an hour or two hours to 
accumulate that water that is needed." 

Generalizations about soil are hard to 
make because there are so many different 
types, slopes and infiltration rates. 

"People have done this for a long time, 
but we have had a number of droughts and 
the rainfal l con t inues to be e r ra t ic , " 
Rothenberger notes. "So the people who 
prepare will have less expense and lose 
fewer plants. A well-planned, water-effi-
cient landscape will better survive without 
spending a lot of time and money water-
ing." 

The same principles can be used in 
determining "hydrozones" of your clients' 
landscapes, according to Marsha Prillwitz 
of the California Department of Water 
Resources. 

"Grouping plants together in a hydro-
zone area is one way to save water in the 
long run," she says. "We have very little 
scientific data on plant water needs. But 
we do have very good data on turf and we 
know native plants don't need any supple-
mental irrigation." 

Going native in 
urban landscapes 
• A native plant is any tree, shrub or flow-
er that occurs naturally in a region and is 
ideally suited to grow there. 

"When appropriately placed in the land-
scape, native plants will grow as they do in 
their natural habitat with a minimum of 
care," says Dr. John Frett, ornamental hor-
ticulture professor at the University of 
Delaware. 

"If you're pampering a native plant, the 
most likely reason is an unsuitable loca-
tion." 

Examples: 
• The beech tree does well in a wood-

land setting, but it doesn't stand up to the 
compact soils, foot traffic and concentrat-
ed car exhaust of populated areas. 

• "The spiceplant grows well, requires 
little maintenance and provides a nice 
complement to trees and perennials" in 
Delaware. 

• "Mountain clethra is another exam-
ple of a hardy plant, which in winter dis-
plays its beautiful multi-colored, peeling 
bark, adding interest to an otherwise bare 
landscape." 

• Though they are non-nat ive to 
Delaware, the Norway maple, bridal-veil 
spirea and Chinese dogwood have thrived 
there for a long time. 



Make sure your equipment 
goes the whole nine yards. 

Use Slick 50 Small Engine Formula. It gives mowers, trimmers, cutters and clippers 
the same kind of advanced PTFE treatment ^ ^ y • • • 
that protects your car's engine from wear. ^ ^ ^ J ™ H T 
Your equipment runs longer, with fewer ^ ^ 
breakdowns. So you get to rake it in, " i e Engine Wear 
instead of your repairman. Protector. 
Circle No. 123 on Reader Inquiry Card 



STRICTLY 

GOLF 

Superintendent Bill Black is proud of the way his crews handled heavy rain last 
summer, not to mention the stone bridge, shown here, they built themselves. 

Congressional C.C. 
goes to great lengths 
to handle heavy rain 
• An extremely wet summer was not con-
ducive to maintaining golf courses in the 
East and Midwest last year. It meant that 
superintendents had to go that extra mile 
to provide playable conditions. That was 
much the case at the pres t ig ious 
Congressional Country Club, where U.S. 
senators and congressmen, and business 
leaders, are among 1,700 playing members. 

"Last season started out as a super 
summer because there wasn't any humidi-
ty," notes superintendent Bill Black, who's 
been at Congressional for 13 years. "But it 
turned out to be an extremely wet and 
humid summer." 

When conditions are wet for any length 
of time, certain problems are sure to pop 
up, as they did at the Congressional: 

• "Cutting to almost l/8th of an inch 
can have an effect on golf courses," notes 
Black. "We end up having certain diseases 
and algae." He uses Fore, Manzate and 
Dithane, along with heavier doses of 
Daconil. "They don't control the diseases, 
but they check it," he says. 

A disease-related problem particular to 
the Congressional was drainage. Sand 
bunkers became black-layered because of 
all the m o i s t u r e , which plugged up 
drainage. So Black's crews had to dig up 
all the sand and clear the drains. 

• "There are days you have to restrict 
golf cars, too," Black further notes. "We 
didn ' t allow golf cars over Labor Day 
Weekend. I t ' s not some th ing we like 
to do, but the members are generally 

pretty considerate." 
• Bunker washouts are the most diffi-

cult problem to deal with. "Fridays, the 
bunkers are in great condition and you're 
ready for the weekend," he says, "and then 
a big s torm hits on Friday night . It 's 
impossible to get them back in shape." 

He noted that workers once spent 50 
man-hours on a Saturday pushing sand 
back up in to the bunke r s , "and you 
couldn't tell we did anything." 

Despite summer's rains, Black and his 
crews kept Congressional Country Club's 
ryegrass and bermudagrass fairways and 
Pennlinks greens the envy of area golfers. 
It has been the site of seven Kemper 
Opens and will host the 1995 U.S. Senior 
Open and 1997 U.S. Open. It is also (for-
mer) Vice President Dan Quayle's home 
course. 

Black, a Penn State University gradu-

Overcast weather and a light drizzle, 
typical of last summer's weather, 
doesn't keep crews from mowing the 
Congressional's greens. 

Zoysiagrass 
proliferates, 
page 44 

Opinion: green 
speed kills, 
page 46 

Ways to 
get respect, 
page 48 

Preparing for 
the media, 
page 50 



Oregon Fine Fescue. 
If you give it 

afoot, it won't 
take a yard. 

Sure, we'd like to see 100% fine 
fescue lawns, parks and golf course 
roughs, but some people still pre-
fer to add the rapid establishment 
of perennial ryegrass and the dark, 
luxurious appearance of Kentucky 
bluegrass. If you are one of them, 
we encourage you to include shade 
and drought tolerant fine fescue in 
at least ' /3 of the mixture. 

Fine Fescue Mixes Well 
Fine fescues color and texture is 
agreeable with rye and blue, 
and won't crowd out its companions. 
If you give it a foothold, it won't take 
over a yard, so to speak. 

33% 
FINE 

FESCUE 

33% T 33% 
{ KENTUCKY PERENNIAL J 

BLUEGRASS RYEGRASS 

Percentage by weight 

Fine Fescue is a Survivor 
You'll find that fine fescue may 
be the only turfgrass to grow in 
hot, dry, undernourished or deeply 
shaded areas. It could have just the 
stuff to carry your turf through 
tough times. 
Now, if you still wish to plant 100% 
fine fescue, it's O.K. with us. Just 
call your seed dealer today, and 
specify Oregon grown fine fescue, 

for sure! 

Oregon 
Fine Fescue 
Commission 

866 Lancaster Drive SE Salem, Oregon 97301 • 503/585-1157 • Turf managers: call or write for our series of tech sheets and colorful brochure. 
Circle No. 121 on Reader Inquiry Card 



ate, has been on golf courses virtually his 
whole life. As a five-year-old boy, his back-
yard and playground was Hershey (Pa.) 
Country Club. He was superintendent at 
Founta inhead Country Club in 
Hagerstown, Pa., for 13 years before com-
ing to Congressional. He has easily adapt-

ed to his current surroundings. 
"We have 500 acres I can roam around 

on," he says. "It's difficult to hide in your 
own world any more as a golf course 
superintendent, anyway. 

"The exposure I have with a different 
cross-section of people is something I 

value very much. In a normal job, you 
don't get to meet doctors, lawyers and sen-
ators. 

"You get a nice, crisp day when the sky 
is blue, the grass is green...there's nothing 
like it." 

—Jerry Roche 

Management practices, not turf species, 
are key at this 'course of a different texture' 
'Zoysia...a good grass for 
both high and low handi-
cappers...has a kind of 
bounce to it,' says Dick 
Stuntz. 

• What might work for one golf course 
superintendent might not work for anoth-
er. Likewise, what might work for main-
taining one type of turfgrass might not 
work for another. 

Alvamar Country Club in Lawrence, 
Kansas, is perhaps the prime example of 
this golf course truism. There, superinten-
dent Dick Stuntz maintains zoysiagrass 
fairways and Cohansy bentgrass greens, 
two highly unusual grasses for this part of 
mid-America. 

Yet, using state-of-the-art management 
practices, Stuntz has shaped Alvamar's 18 
country club holes into one of the finest 
and most-honored courses in the nation. 

"Alvamar has had zoysia fairways and 
tees since its inception in 1968," notes 
Stuntz, "so it was a major concern to 
change the grasses I was tending when I 
came here in 1983." He credits his zoysia 
education to Roger Knoll, the superinten-
dent at Old Warson in St. Louis. "I took a 
zoysia lesson from him," Stuntz says. "It 
took some time and work." 

The most difficult aspect of having 
zoysia is not its maintenance but its 
establishment—from sprigs, not seed or 
sod. Yet the positives—at least here, 30 
miles west of Kansas City—far outweigh 
the negatives. 

"Zoysia has a kind of bounce to it," 
Stuntz says, ticking off a number of favor-
able characteristics. "Its dormant play is 
much better than bermudagrass. It's got a 
golden dormant color. It's a good grass for 
both high and low handicap players 
because it's coarser and the ball sits right 

Dick Stuntz likes the look and feel of zoysiagrass 
tees and fairways, and Cohansy bentgrass greens. 
The golf ball easily sits upright on the zoysia (right). 

up on top of it." 
Cohansy is, Stuntz says, "a very sensi-

tive bentgrass." It is finer-bladed and more 
upright, and it has a more consistent tex-
ture than Penncross, the accepted indus-
try standard, Stuntz observes. Though 
Cohansy is highly pythium-tolerant, pesti-
cides mixed from emulsifiable concen-
trates (ECs) will damage it, he continues. 

The zoysia fairways and tees are 
mowed at 7 /16ths of an inch. The 
Cohansy bentgrass greens are mowed at 
6/64ths of an inch to provide stimpmeter 
readings approaching 10, even for the 
Kansas Open, which has been played at 
Alvamar since 1975. 

"The demand for faster greens has 
made our profession more of a profes-
sion" Stuntz says. "It's all relative, but the 
expectation of the golfer from 1967 until 
today is like two different ballgames. If 
this course were maintained like courses 
of the early to middle 1970s, I'd get run 
out of town." 

He blames televised golf tournaments 
and the advent of the stimpmeter, which 
can quantitively measure green speed, for 
golfers wanting faster green speeds. 

This demand has necessitated lower 
cutting heights, which in turn causes an 
increase in Poa annua in fes ta t ion . 
Stuntz 's answer to poa encroachment 
might be applications of Scott's TGR, a 
t u r fg ra s s growth regu la to r tha t has 
shown in university tests to affect poa. 

"But Cohansy is very sensitive, and 
Scott's TGR is touchy stuff," the veteran 
superintendent notes. "So I'm going to 
be right there when we do the mixing 
and applications." 

The Alvamar complex (which also fea-
tures an 18-hole public course with anoth-
er 18 holes on the drawing board) main-
tains a three-acre Cohansy nursery. 

Owner/president Bob Billings, who 
played basketball at the University of 
Kansas with Wilt Chamberlain, keeps com-
munication lines open—out of necessity. 
One of the country club's members is 
David Robinson of the NBA's San Antonio 
Spurs, who owns a home along one fair-
way. He and other basketball stars, like 
Chicago's Michael Jordan, play some of the 
30,000 rounds at Alvamar each season. 
And the adjacent public course plays host 

continued on page 46 



Clearly, grass 
is Basagran T/0 
herbicide's turf. 
No other broad-
leaf herbicide 
works as effectively 
on so many differ-
ent kinds of lawns. 

rTom Bluegrass 
to ? \ugustinegrass, 
Bai }ran T/O can be 
apr d over-the-top to 
control some of your 
toughest weeds with-
out damaging 
established turf. 

And while it's 
gentle on turf, and 
even some orna-
mental varieties, 
Basagran T/O is 
brutal on weeds 
like yellow 
nutsedge, 
chickweed and 
annual sedges. 

Basagran T/O 
even comes in two 

convenient package 
sizes to fit any 
job-pint or 

1 gallon jug. 
Protecting 

your turf has never 
been easier. Call 

1-800-878-8060 today 
for complete information 
on Basagran T/O. 

Simple solutions 
to complex 
problems. 

Always read and follow label directions. Basagran is a registered 
trademark of BASF AG. S 1993 BASF Corporation. JJ8366 BASF 
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to an additional 45,000 rounds annually. 
"I get five compliments for every one 

complaint," notes Stuntz, a 1975 Iowa 
State University graduate. "I focus on the 
negative and try to figure out how to cor-
rect the complaints. You can accomplish 
all your agronomic objectives and still lose 
your job if you don't communicate." 

—Jerry Roche 

An opinion: 
green speed kills 
To the editor: 

I would like to reply to Jim Prusa's arti-
cle which appeared in your August issue. 

Jim says "the best superintendents set 
very high standards for themselves and 
demand the same from those around 
them." This is very true and typifies the 
qualities of the golf course superinten-
dent. He or she is very dedicated, strives 
for the best playing conditions, and is very 
much a professional. 

However, I strongly disagree with the 
statement Jim made when he said, "Let's 
stop searching for ways to lower our stan-
dards." Let's define what the standards are! 

When the standards are excessive speed 
on greens which relate to mowing heights 
of l/10th of an inch or less, then I feel that 
the standards are wrong. What is happen-
ing is that many of the golfers expect day-
to-day conditions at our courses to be like 
those at a major PGA tournament. This 
relates to conditions which bring about a 
decline in the quality of turf found on the 
greens: thin turf, algae, ball marks and old 
cup plugs-mot- healing, djsease, and an 
increase in labor-tcTfiind-water and 
"babysit" all the greens. Even the USGA 
Green Section is preaching the evils of 
excessive green speed. 

The quality of playing conditions on 
golf courses has greatly improved in the 
past decade due to the professionalism of 
the golf course superintendent. I am very 
confident that these condit ions will 
remain at the highest level in the future. 

However, common sense still has to 
prevail when the expectations of the 
golfers reach a point which relate to the 
decline and health of the turf. As one golf 
course superintendent related, "Speed 
kills—the green or the golf course super-
intendent, or both." 

—Dave Fearis, CGCS 
Blue Hills Country Club 

Kansas City, Mo. 

WHAT'S NEW IN 

COURSE^ MAINTENANCE 
Wastewater symposium in Newport Beach, Calif. 
FAR HILLS, N.J.—The USGA, in cooperation with four other golf organizations, will co-
sponsor a Golf Course Wastewater Symposium on March 4-5 at the Newport Beach 
(Calif.) Marriott Hotel. 

Effluent water from sewage treatment plants and wastewater from other sources have 
been playing an increasingly important role in golf course irrigation, as the use of 
potable water for irrigation comes under public scrutiny. The Wastewater Symposium 
will bring together turf managers, engineers, agronomists, architects, manufacturers 
and others. 

For more information, contact Dr. Michael Kenna (405-743-3900) or Dr. Kimberly 
Erusha (908-234-2300) at the USGA. 

Other sponsors are the American Society of Golf Course Architects, the Golf bourse 
Builders Association of America, the National Golf Foundation and the GCSAA. 

Hurdzan notes irrigation changes in greens des ign 
COLUMBUS, Ohio—Golf course architect Mike Hurdzan sees some changes n golf 
course design on the horizon. 

"It appears that there will be more irrigation around greens using two or th ree sys-
tems of sprinkler heads," he notes. "Instead of one sprinkler which applies wa er uni-
formly over a circle, the trend now is to recognize that greens have differei 1 water 
requirements than their surrounding collars, aprons or banks. 

"Therefore, where construction budgets permit, one set of sprinklers is instilled to 
water the putting surface, and another to supplement or separately water the non-
putting areas around the greens. And in some instances, a third set of small law"! heads 
just to water green mounds." 

This evolution is thought to have begun by Eb Steinger at Pine Valley about 1 . vears 
ago. It spread to Augusta National and "now is becoming commonplace on even modest 
budget public facilities," Hurdzan says. 

Mechanics must know turf game 
FAR HILLS, N.J.—Mechanics who work on golf course equipment must know the turf 
business, according to Tim Moraghan, agronomist for championships for the USGA 
Green Section. 

Writing in "Hole Notes," Moraghan says "not just anyone should be assigned the 
responsibility of repairing and adjusting a cutting unit." 

Moraghan says golf course mechanics must have a well-rounded understanding of his 
job, including: 

• an understanding of the principles of mowing and its effect on the turfgrass; 
• a basic knowledge of putting green agronomics; 
• a "golfer's eye" and realizing the premium placed on putting quality; and 
• conscientiousness and pride in the results. 
"Your mechanic must have a thorough understanding of what will occur if the greens 

aren't up to speed," Moraghan notes. 

Rutgers conducts turf schools 
NEW BRUNSWICK, /VJ.—Cook College of Rutgers University is offering three special turf 
schools next month: an advanced turfgrass management symposium (Feb. 8-9), a clinic on 
site analysis and modification (Feb. 17 and 24) and "Advanced Management Program for Golf 
Course Leaders (Feb. 22-26). 

For more information, call (908) 932-9271 or write Office of Continuing Professional 
Education, Cook College, P.O. Box 231, New Brunswick, N.J. 08903-0231. For 
information via fax, transmit to (908) 932-8726. 



A revolutionary leap in the evolution of mowing. 

TO see where rotary mowing is headed, take a good look 

at the sleek new Jacobsen HR-5111.™ It delivers an ll'-plus, 

high-production cut and exceptional trimability in a rugged 

four-wheel-drive package. 

Built for long life in rough country. 

Hydrostatic 4WD, a heavy-duty axle with differential lock, 

and a reliable, fuel-efficient, 51-hp diesel let the HR-5111 

confidently tackle tough hills that stall the competition. 

Our new box-channel steel, straight-line frame takes 

the pounding of tough conditions like no other mower in 

its class. Plus, the full-fiberglass body keeps its good looks 

for years, even in the harshest environments. And it's all 

backed by a 2-year, 1,500-hour warranty.* 

No belts. No pulleys. No kidding. 

Our revolutionary, fully hydraulic cutting 

j f j i system eliminates the maintenance and 

K ^ ^ H adjustments of belt-driven units. It ineor-

^ ^ ^ j j H E porates individual, lifetime lubricated 

R spindle motors which deliver more 

power to knock down tall, heavy grass, 

kjy j y for a clean 1" to 5! " cut. The decks 

• S e e your Jacobsen distr ibutor for full warranty details. 

have a unique, counter-rotating 

spindle configuration producing 

the smoothest rear discharge 

going. 

Smooth operator. 

From the easy-to-read, full instru-

mentation, to the ergonomic con-

trols, the HR-5111 redefines operator 

convenience. What's more, power 

steering, tilt wheel, cruise con-

trol and the adjustable high-back suspension seat keep 

the operator comfortable, for a more productive day. 

For high productivity, 4WD mobility, heavy-duty dura-

bility and operator comfort, there's nothing like the 

HR-5111 on turf. So be sure to ask your Jacobsen distributor 

for a demonstration today. 

THE PROFESSIONAL'S CHOICE ON T I RF. 

JACOBSEN 
TEXTRON 

J a c o b s e n D iv is ion of Textron. Inc 

Circle No. 112 on Reader Inquiry Card 
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Defeating the 'Rodney 
Dangerfield Syndrome' 

by Arthur Jamison 

• Although I have been in this business 
for 10 years, I realize that there is still a 
lot to learn. But the one thing that contin-
ues to really bother me, and that is the 
basic lack of respect for the superinten-
dent as a professional. 

Golf course superintendents must be 
experts at fertilizers, pesticides, equip-
ment, turfgrass, weather and planning. 
Add other topics and hundreds of 
subtopics, and we have more to manage 
than the average person could possibly 
imagine. 

One day, we are involved in the deci-
sion of where we should spend $500,000 in 
improvements, whereas the next day we're 
fixing the toilet paper holder in the 
restroom by the No. 14 green. 

I certainly did not write my thesis in 
college on professionalism. Yet it doesn't 
take a rocket scientist to realize that the 
golf course superintendent does belong 
among the top management personnel in 
his club. 

Exactly where in the hierarchy does he 
belong? Should he be above the manager, 
above the PGA professional? Perhaps, per-
haps not. But I know one thing: if a club 
had to operate without one key person, it 
would not be the superintendent. 

So let's get back to the superintendent 
as a professional. 

How do your members, department 
heads and golfers look at you? As the guy 
with the shovel in his hand? Or do they see 
you as the guy who has the secret ingredi-
ent for making grass grow? 

A parable—I was told this story by one 
of my teachers in college (who, by the way, 
had his master's degree in horticulture): 

After he'd graduated, he was working 
for his father , who owned one of the 
largest landscaping f i rms in the San 
Francisco Bay area. He was servicing an 
account one day and saw a flower bed that 
needed some weeding. As he was bent over 
pulling weeds, he overheard two business-
men comment that if this laborer would 
have graduated from high school he might 
have been able to acquire a better job. 

What a perfect scenario for us superin-
tendents! How many times have you got-
ten "that look" from a golfer? ("The poor 
guy; if he had at least f inished high 

school...") And I think, "how wrong you 
are." I am outdoors all day thoroughly 
enjoying myself, and making damn good 
crispies to boot! 

I once had a golfer ask me why I was 
planting flowers in October. He literally 
laughed at me while informing me that 
they would be dead by winter 's end. I 
intended to inform him that this flower 
was a pansy and could survive the winter, 
but the man was gone before I could 
explain. 

Where's the respect? 
How do you explain your profession? 

Well, I'm still learning, and this last year 
has taught me a lot. 

Number one—is communication. Talk 
with your department heads, members, 
men's and women's golf associations, golf 
and green committees. Let all that knowl-
edge inside your gray matter spill out. 
Take the opportunity, when asked a ques-
tion, to show that you are not just an over-
paid weed-puller. 

(But don't buffalo them. That doesn't 
help anyone. If you don't know, tell them 
you will find out and follow through.) 

I have had the opportunity to explain 
certain problems we are having on the golf 
course, and people have responded 
respectfully because I know what I'm talk-
ing about. 

We have the opportunity each day to 
talk to anyone in the club from the dish-
washers to the president of the men's golf 
association. What opportunities to show 

ourselves off! 
Number two—is the golf course. If you 

have all the knowledge of a turfgrass guru, 
but your members are putting over crab-
grass, you'll have a respect problem. The 
golf course is a huge picture we get to 
paint every day. You can get a lot of 
respect if you use the proper colors. 

We have a way to go yet before we're 
accorded the same respect as the medical 
profession. But my attitude has changed. 
Instead of being sarcastic and reactionary 
in a situation, I fall back on my knowledge 
as a golf course superintendent—or, if I 
don't know the answer, I call a colleague. 

I bet I've made four or five phone calls 
to other superintendents in the last six 
months wanting information. I've always 
learned something I didn't know before. 
Never did I feel they didn't have the time 
to talk to me. 

One thing that has evolved from all of 
this is that more people are coming to me 
for advice or information. More and more 
frequently, I am getting flagged down on 
the golf course to answer questions. It 
makes me feel that all these years of hard 
work are paying off. 

Pay me $100,000 a year and I'll feel 
good, but give me a little respect and I'll 
feel like a king. 
—Arthur Jamison 

is golf course 
superintendent at 

River North 
Country Club in 

Macon, Ga. This is 
reprinted from 

"Through the 
Green," the maga-

zine of the Georgia 
GCSA. 

$100 for your opinions, observations 
• Do you have an opinion or observation 
on the art/science/profession of being a 
golf course superintendent? 

Every month, LANDSCAPE MANAGEMENT 
will publish a super's view of the indus-
try as part of its "Strictly Golf' section. 

We are soliciting the opinions/obser-
vations of golf course superintendents, 
much like those expressed by Arthur 
Jamison this month. 

Topics can range from professional-
ism to employee relations to greensmow-
er selection to treating turf diseases. Or 
anything in between that is of value to 
your fellow superintendents. 

If you have such an idea you wish to 
express, type it, double-spaced, on plain 
white paper, 750 words or less. Send it, 
along with your Social Security number 
and a recent photo, to: 

"Strictly Golf' 
LANDSCAPE MANAGEMENT 

7500 Old Oak Blvd. 
Cleveland, OH 44130 

Upon publication, the superintendent 
will be paid $100 for his or her contribu-
tion. (We reserve the right to edit mate-
rial for length and grammar. Non-
returnable unless accompanied by a self-
addressed, stamped envelope.) 



Maintaining Immaculate Turf ^ 
is a Complex Assignment 

• Super TRIMEC *: Unparalleled broadleaf control for 
cool-weather broadcast or spot treatment of hardened-
off summer annuals such as spurge, oxalis and ground 
ivy. One gallon covers 4 acres. 
• TRIMEC* Classic: Unmatched efficiency for con-
trolling broadleaves when they are actively growing in 
cool-season turf. One gallon covers acres. 
• TRIMEC* Plus: The ultimate post-emergent 
herbicide for outstanding control of crabgrass and 
nutsedge plus all the broadleaves controlled by Trimec 
Classic. One gallon covers up to 1 acre. 
• TRIMEC' Southern: Especially designed to control 
broadleaves in 2,4-D-sensitive southern grasses. One 
gallon covers 4 to 8 acres. 
• TRIMEC* 992: The applicator's formula especially 
designed for tank mixing with liquid fertilizer or other 
combinations. One gallon covers 2.66 to 3.5 acres. 
• TRIMEC* Encore*: A Trimec Complex that replaces 
2,4-D with MCPA. One gallon covers 1.75 to 2.66 acres. 
• TRIMEC* Bentgrass Formula: Especially designed 
for use on bentgrass. One gallon covers 2 to 2.66 acres. 

Weed Control in the 
Environmental Age: 
As turf management has become more sophisticated and 
environmentally significant, it is absolutely essential for 

turf professionals to select a post-emergent 
herbicide that: Has a broad enough spectrum to 
control virtually all problem weeds; provides 
maximum safety to turf and adjacent trees and 
ornamentals; contains products that are environ-
mentally sensitive; reduces overall expenses 
(chemical and labor) to an absolute minimum. 
Read why only Trimec Turf Herbicides can help 
you solve all of these problems. 

Everett Mealman 
Chairman and Chief 
Executive Officer 
PBI/Gordon Corp. 

Broad Spectrum Control: The synergistic 
power of combining 2,4-D, MCPP and 
dicamba in a complex is so dramatic it 
earned Trimec a patent. Customers have 
told us tha t they haven ' t yet found a 
broadleaf weed in their turf that a Trimec 
Complex couldn't control. Spray it right 
with Trimec and your reward is immacu-
late, weed-free turf. 

Maximum Safety: The fact that over 40 
million acres of turf have been treated with 
Trimec to date attests to its outstanding 
margin of safety to turfgrass as well as to 
adjacent trees and ornamentals. 

Minimum Active Ingredients: A broad-
cast spray of Trimec Classic at maximum 
label strength releases about one-third 
ounce 2,4-D; one-sixth ounce of MCPP; and 
four-one-hundredths ounce of dicamba per 
1,000 square feet. 

Reduced Expenses: Labor is the primary 
expense in turf management. Call-backs 
are the budget busters . So today you 
absolutely must have a herbicide that does 
it right the first time. Dependability is 
without a doubt the most important aspect 
of an herbicide. 

From the very first day tha t we intro-
duced Trimec in America, it has been 
famous for dependability. Although other 
3-way herbicides are available, only Trimec 
gives you the absolute optimum in syner-
gistic performance time after time. Why? 
Because of the way we make Trimec 
Broadleaf Herbicides. 

In a s t andard 3-way t ank mix, the 
droplets are not always identical, so there 
can be discrepancies in control. In a Trimec 
complex, every droplet is identical, for weed 
control you can count on — time after time. 

Circle No. 122 on Reader Inquiry Card 

Color code: Red, 2,4-D; yellow, dicamba; blue, 
MCPP; amber, Complex acid. Note: Colors are 
for code only and do not indicate the color of 
the product they are intended to identify. 

The schematic drawing above indicates that, in a 
formulator's tank-mix (left), the molecules of 2,4-D, 
MCPP, and dicamba do not combine to form a new 
molecule. Accordingly, each droplet will be different 
and control may vary from droplet to droplet. 

In a Complex (right), the three acids are reacted 
together to form a salt. Every droplet is identical, 
and thus precisely optimizes the intended synergistic 
activity. 

The differences between a tank-mix and a 
Complex become significant when the goal is 
aesthetic excellence. 

G 
p b i / G Q R c l o n 
c o R p o n a t i o n 
1217 West 12th Street 
P.O. Box 4090 
Kansas City, MO 64101 
816/421-4070 

Trimec® is a registered trademark of PBI/Gordon Corporation. ©1992, PBI/Gordon Corporation 
HERBICIDE 

766-1292 



Taping for TV coverage will take place at the heart of your course. Here a camera-
man and announcer confer on camera angles for coverage of the John Deere Team 
Championship in La Quinta, Calif. 

Preparing your course 
for local, national media 
Photos in your local 
newspaper, commen-tary 
by hometown radio 
personalities, and TV 
sports coverage can 
attract area golfers to 
your course. 

by Steve Trusty, Bob Tracinski 
• It's show time! Broadcast crews and 
print reporters will invade your golf course 
to cover the big event. Reporters and "ana-
lysts" will dissect the payability and aes-
thetics of your facilities; the competence 
and cooperation of your staff. 

Accommodating the needs of these 
invaders will take extra time and lots of 
work, but—done well—the rewards are 
well worth the effort. 

"The exposure is the pay-off," reports 
W. Scott Lewis, superintendent of the TPG 
Stadium Course and The Jack Nicklaus 
Resort Course at PGA West, La Quinta, 
Calif. 

Lewis is accustomed to working with 
the media. The Grand Slam, November 10-
11th, 1992, was followed one week later by 
the John Deere Team Championship Golf 
Tournament. "For the last Grand Slam 
held here, we had eight hours of cable TV 
coverage," Lewis remembers. "Viewers 
could see what we have to offer and think, 
'I'd like to play that course; I'd like to try 
that shot.'" 

Naturally, you try to keep the course in 
top condition for any play, but when TV 
cameras will be rolling, strive to be as 
close to perfect as possible. 

"Watch the details," cautions Lewis. 
"Little things can look pretty big when 
flashed across the TV screen. 

"Once you learn a media-covered event 
is scheduled, do as much advance planning 
as possible. For an event as important as 
the Skins Game or Grand Slam, we find it 
easiest to schedule in reverse. 

"Work backward from the date of the 
tournament to establish the proper timing 
on procedures. Planning is the real key. 
You need to know what can and must be 
done—and when to do it. You want to be 
ready before the first camera shows up." 

For example, Lewis notes, if it's going 
to take 10 days to edge the cart paths, 
work backward from the scheduled event 
to make sure the work is completed. Time 
overseeding so the new grass is ready for 
daily mowing. Increase seeding rates dras-
tically if necessary to attain full turf in a 
limited time span. Green speeds should be 
ideal. Time your topdressing procedures 
accordingly. 

Weather is a major factor to consider. 
What time of year will the event take 
place? What delays could weather condi-
tions cause? What procedures might need 
to be postponed or moved ahead to accom-
modate inclement weather? What materi-
als and equipment need to be on hand to 
compensate for problems? 

Communicate special procedures to 
your staff. For example, if you're going to 

Media 
coverage 

idea file 
• Other ideas from California superin-
tendents W. Scott Lewis and Michael J. 
Tellier: 

• Obviously, you must comply with 
golf rules. Pay special attention to the 
height of cut, bunker raking and bunker 
sand content. 

• Pull sand away from the bunkers, 
hand rake the area and make sure that no 
rocks have been pulled to the surface. 

• The greener the grass the better. 
Deep green shows up well on the TV 
screen and in color photos. Decide on 
mowing patterns and keep them consis-
tent throughout the course. 

• If your course has notorious wet 
areas, make sure those spots are drained 
well in advance of the special event. Have 
extra pumping equipment and squeegee-
type tools on hand in case irrigation 
problems occur. Order extra sand and 
organic wood chips for use if needed. 

• Spend extra care on trimming and 
cleanliness in the perimeter areas as well 
as the course itself. 

• Aesthetics are important. Enhan-ce 
the background prior to the event. 
Reseed thin or lackluster turf. Plant flow-
ers and add more color to existing 
flowerbeds. Use flowers to highlight the 
corporate logo or some distinctive fea-
ture of the facility. 

• Expect to pull in extra help to pre-
pare for a major tournament . Divert 
employees from other departments or 
use temporary personnel for supervised 
tasks. 

• Try to have the course ready when 
the practice rounds start, which is usual-
ly two days ahead. The players don't want 
to cope with changes during the actual 
competition. 

• Once the event starts, make sure all 
crews are out of the way. Alert your staff 
to the procedures to follow. 

• Be prepared for more work at the 
end of the event. There will be lots of 
clean-up. Grass will be matted down. 
Some repairs may be necessary. 

be altering mowing patterns, review the 
material with your staff in time for them 

continued on page 52 



TALK TO 
TERRA 

For the right advice. 
When you need agronomic 

advice, technical support, product 
information, and even employee 
training, Terra's professionals are 
there to help. YouTl get solid 
recommendations and help solving 
problems in areas of seed selection 
and pest control. Plus, youTl have 
direct access to an advanced 
fertility recommendation program 
from our state-of-the-art soil and 
plant-tissue testing laboratory. 
Talk to Terra. 

For your nearest sales 
and service location, call: 

1-800-831-1002 
Ext. 225 

Terra 
Terra International, Inc. 

Terra Centre 
600 Fourth Street 
Sioux City, Iowa 51101 

For the right products. 
YouTl find a single, convenient, 

and competitive source for pesticides, 
adjuvants, fertilizers, micronutrients, 
turfseed, and much more. Choose 
from a line-up that includes all major 
brands as well as our own high-quality 
line of Terra Professional Products. 

For the right service. 
There are over 300 Terra sales 

and service locations in 30 states. 
All it takes is a phone call and 
youTl have what you need, 
when you need it, with no 
need to maintain large 
inventories, and all at 
a price that's 
competitive. 

• « « • • 



Picture perfect means the course looks so inviting that those viewing it can see 
themselves playing on i t—and may make plans to do so. (The Dunes Course at 
LaQuinta Golf and Tennis Resort, LaQuinta, Calif.) 

MEDIA from page 50 
to make the proper adjustments. 

Michael J. Tellier, Golf Course 
Super in tenden t of the Dunes and 
Mountain Courses of the LaQuinta Golf 
Club, LaQuinta, Calif., whose Dunes 
Course served as a venue for the John 
Deere Tournament, also is skilled in work-

ing with the media. He adds these sugges-
tions on course preparation: 

"Communication is vital," says Tellier. 
"The advance production staff for televi-
sion coverage usually comes to the facility 
two months prior to the event. For annual 
events, we start preparing for the coming 
year the day after the current event ends." 

P O L L U T I O N C L E A N - U P I N S U R A N C E 
F O R 

C O M M E R C I A L L A W N C A R E F L E E T S 
A N D E Q U I P M E N T 

Through the National Lawn Care Risk Purchasing 
Group, Inc., Lawn Care firms can now purchase 

pollution clean-up insurance for spills which are the 
result of an automobile accident. 

Reasonably priced clean-up insurance is available 
for all sizes of trucks and production equipment 

providing up to $100,000. in 
annual clean-up costs. 

Coverage is provided by Lloyd's of London and is 
subject to a $2,500. deductible per accident. This 

program will not replace your automobile insurance—it 
will fill a void in your current policy. Consult your 

Agent or Broker to verify that your current policy does 
not provide pollution clean-up protection. 

For further details contact: 

Richard P. Bersnak, Jeanne Bartkus, or Dan Remley 
at: 

M.F.P. Insurance Agency, Inc. 
50 W. Broad St., Suite 3200 

Columbus, OH 43215 
(614) 221-2398 
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52 Landscape Management, January 1993 

The superintendent is 
becoming more recognized 
as a factor in golf course 
success by the media, 
especially over the last 
five years, according to 
Tellier. 

Go over the course with media advance 
personnel, looking for eyesores. "See what 
has to be done and develop a priority list, 
tackling the major problems first; then the 
minor ones," Lewis says. 

Tellier says you should take this oppor-
tunity to determine what camera angles 
they wish to use; to mark areas for towers; 
to determine special angle shots, etc. 
Decide if trees must be trimmed for sight 
lines to make sure the shots will be 
"clean." 

"View the course from the camera's 
perspective," Lewis recommends. "Know 
exactly what will be seen in shots from 
each position. How will normal care proce-
dures affect the camera's picture?" 

There 's always give-and-take with 
media coverage. For example, there may 
be some discussion as to where to set up 
the announcing booth. The area needs to 
provide a good scenic angle, yet be out of 
play. It may be necessary to change a loca-
tion choice to accommodate irrigation or 
computer lines. 

"Keep an open mind," Lewis says. 
The superintendent is becoming more 

recognized as a factor in golf course suc-
cess by the media, especially over the last 
five years, according to Tellier: 
"Commentators like to relay information 
on course care during telecasts, so expect 
them to ask you questions to fill in their 
background material." They want details 
so that people who know the game of golf 
will understand why certain things look 
certain ways. 

Both superintendents agree that some-
thing always comes up, but you can handle 
it if you plan ahead, schedule wisely, antic-
ipate problems, work hard and follow up 
thoroughly . Then enjoy. Good media 
at tention at tracts new golfers to your 
course. 

—Steve Trusty is President of Trusty & 
Associates, which provides consulting ser-

vices to the horticultural trade. Bob 
Tracinski is manager of public relations 
for the John Deere Company in Raleigh, 

N.C. 



We cut this piece of Typar® Pro 
Landscape Fabric to show what 
you can't do with the others. 

Like cut quick slits for plants to 
pass through. Or fast curves that 
follow landscaped contours. 

Typar is easily cut, lightweight 
ana less bulky. So it's faster and 
cheaper for you to install. 

And it's surprisingly tougher. 
With rugged polypropylene fibers 
that resist tearing, even under 
stones, gravel, patios and side-
walks. Typar is also porous, so air, 
water and nutrients can pass right 
through. Your landscaping projects 

look healthy as well as handsome. 
So save t ime and labor whi le 

you control weeds, drainage, soil 
erosion, and heaving of walks and 
patios. 

Get Typar Pro Landscape Fabric. 
And start cutting corners the 

easy way. 

FOR PROFESSIONALS 

^REEMAY 



MSU readies turf for first 
World Cup soccer indoors 

Four first-round games at 
Pontiac Silverdome in 1994 
will showcase the efforts 
of researchers to millions 
of television viewers. 

EAST LANSINGr Mich.—A team of 
Michigan State University researchers is 
promising world-class playing conditions 
for the World Cup soccer games scheduled 
for Pontiac, Mich., in 1994. 

That means only one thing to FIFA, the 
tournament's governing body—turfgrass. 
Real, living, growing turfgrass . FIFA 
reportedly wouldn't have agreed to the 
Silverdome site without the guarantee of a 
real turfgrass playing surface. 

This presents a huge challenge to the 
MSU team headed by Dr. John "Trey" 
Rogers and John C. Stier. The near-perfect 
turfgrass field they're promising will be 
inside the Silverdome. 

The World Cup is a global competition. 
Several hundred million people worldwide 
will follow every kick, every scoring 
attempt of the four first-round games at 
the Detroit-area site June 17-July 17, 
1994. Some of their a t tent ion will be 
focused on the condition of the playing 
field, since these will be the first-ever 
World Cup games played indoors. 

Rogers and research assistant Stier 
updated MSU's World Cup involvement 
last November to about 30 media repre-
sentatives. 

The group crammed into MSU's 
"Silverdome West," a 6,500-sq.-ft. quonset 
structure on the MSU campus about 1 1/2 
hours west of the real Silverdome. Its 

About 2,000 of these hexagonal turfgrass containers will be fitted together to 
make World Cup soccer field inside the Pontiac Silverdome. MSU's 'Silverdome 
West' in the background. 

dome is covered with the same fiberglass 
material and the same forced-air suspen-
sion system as the Silverdome. 

Inside MSU's structure, banks of high-
intensity lights illuminate dozens of 4x4-
foot wooden boxes. The turfgrass in each 
box is growing under slightly different 
conditions—moisture, fertilizers, plant 
growth regulators, etc. 

This past summer the researchers also 
tended and observed test plots inside the 
real Silverdome. 

"We deliberately stressed the grass to 
see what it would take," says Rogers. "And 
it looked bad when the trials were over. 
But it was a successful effort." 

Actually, the turfgrass will be inside the 
Silverdome only for one exhibition game 
in 1993, and, again, for the four games 
over nearly two weeks in June-July 1994. 
Researchers are confident the turfgrass 

field will fare well in the exhibition game. 
It has to perform well for the World 

Cup, Rogers and Stier say. 
The turfgrass is being grown this win-

ter in California by Pacific Sod. It is a mix-
ture of 85 percent Kentucky bluegrass and 
15 percent perennial ryegrass—three vari-
eties of both, two of each chosen for wear 
tolerance, and one of each for shade toler-
ance. 

In April the sod will be cut, rolled and 
shipped by truck to Michigan where it will 
be transplanted into hexagonal metal 
boxes filled with six inches of topsoil (8 
parts sand, one part native sandy loam and 
one part Michigan peat). This work will 
take place in Pontiac. 

Each hexagonal box is seven feet across 
and weighs 3,000 lbs. It will take 2,000 of 
them, plus some triangular and traped-
zoidal boxes, to cover the Silverdome's 

ELSEWHERE 

'Don't call them 
crazy,' says Senator, 
page 56 

Publication made 
for consuming public, 
page 56 



FOUR WHEEL DRIVE 
"GO" POWER 

YEAR-ROUND 
VERSATILITY 

EASY-FOLDING 
CUTTING UNITS 
FOR TRANSPORT 

Now, with the addition of optional 100 HP Turbo and Four Wheel Drive, the 
HYDRO POWER 180 is the ultimate in large capacity mowing performance. 

Mow up to 17 acres/hour with the HYDRO POWER 180 hydraulically pow-
ered deck system — three individual decks cover up to 198" cut. 

The 100 HP Turbo-charged Cummins diesel engine offers added power 
on demand — no need to slow ground speed while mowing in dense turf 
conditions. The extra power also provides a top quality cut and excellent 
clipping distribution. 

The Four Wheel Drive allows increased production in areas previously 
inaccessible to large rotary mowers. Superior traction and hill climbing 
ability are available with just the flip of a switch. 

The Variable Speed Eaton Transmission (204 HP rated) affords the operator 
complete ground speed control. The operator can set the mowing speed 
to meet individual mowing conditions and not be restricted by a two-range 
system as on some competitive models. 

The Two Stage Snowblower and Heated Cab provide year-round versatility. 

The HYDRO POWER 180 just leaves the competition behind when it comes 
to performance. 

[HOWARD PRicEl 
®EOUIPMENTJ 

18155 Edison Avenue Chesterfield, MO 63005 



John 'Trey' Rogers: MSU staff learning 
how to keep turfgrass healthy inside the 
dome. 

John C. Stier: By June 1994 
should be rooted to bottom 
containers. 

the turfgrass 
of metal 

asphalt floor. They will be moved into the 
Silverdome a few days before next sum-
mer's exhibition game, then removed after 
the exhibition game to be reassembled and 
used as an outdoor athletic field. 

"This will give the turfgrass an oppor-
tunity to mature," says Stier. "By the time 
the Field is needed in 1994, the roots of the 
turfgrass should be to the bottom of the 
containers." 

Just prior to the summer 1994 World 

Cup, the field goes inside again. 
The top of each box is slightly wider 

than the bottom, and the sides of the boxes 
are made in two pieces with the upper 
pieces being removed as the boxes are fit 
together. The boxes will fit together tightly 
with at least three inches of soil between 
the field's surface and any metal edges. 

"We will look at the possibility of 
adding soil in the seams but we don't 
think it will be necessary," says Rogers. 

The MSU staff is confident its work 
should add significantly to what's known 
about growing turfgrass in the shade. 

"One possibility would be for shady 
fairways and greens," says Rogers. "A num-
ber of golf courses are already using plant 
growth regulators on problem areas. But 
it's all being done on a 'best guess' basis. 
We think our research should provide 
some answers as to how much to use 
under various conditions." 

Also, it's likely researchers will come 
up with a list of recommendations for 
home lawn care under shady conditions. 

Beyond that, additional work on find-
ing materials that will allow much more 
sunlight (the Silverdome roof only lets in 
10 percent of the available sunlight) may 
hasten the day when permanent indoor 
turfgrass surfaces can be maintained. This 
would allow the playing of outdoor sports 
on a year-around basis in northern states. 

"We think we have a good, sound game 
plan," says Rogers, "But we have a lot of 
research to do." 

—Ron Hall 

Rep. Charles Stenholm: 
don't call them crazy 
INDIANAPOLIS—U.S. Rep Charles 
Stenholm (D-Texas) says it's high time 
that pesticide-using industries and their 
critics, the so-called environmentalists, 
rediscover the seemingly lost art of give 
and take. 

"Compromise is not a four- le t ter 
word," Stenholm told about 200 LCOs at 
PLCAA's annual conference here this past 
November. He asked the audience not to 
brand anti-pesticide critics as extremists. 
"When we say one of them is crazy, they 
say we're crazy," said Stenholm. 

Instead, Stenholm said LCOs should 
"continually" put the facts about the prod-
ucts they use and the good things they do 
in front of their customers and, even, 
Congress. He urged the LCOs to maximize 
the impact of these facts by building coali-
tions with other pesticide-using indus-
tries, particularly agriculture. 

"We have to show the public we can 
deal with their concerns in a very rational 
way," said Stenholm. 

He admitted that neither lawn care nor 
agr icul ture has had much success in 
defending its use of pesticides. And that 
neither, by itself, carries a whole lot of 

Rep. Stenholm tells LCOs to get to 
know 110 new members of Congress. 

political clout. 
But, he pointed out, there are indica-

tions that more and more working people 
are turning away from extreme environ-
mental positions. They're afraid their jobs 
will be affected by even stricter regula-
tions, he said. 

—Ron Hall 

Communicating 
benefits to your 
customer list 
WASHINGTON—"Pesticides in Your 
Environment," a 16-page, full-color pub-
lication, explains to the public the 
health, safety and environmental bene-
fits provided by the specialty pesticides 
you are applying. 

It talks to consumers in language 
they can understand and apply when 
making decisions about specialty pesti-
cide use. For instance: 

Healthy trees can add up to 20 per-
cent to the value of a home. 

Before widespread mosquito control, 
4,000 Americans a year died of malaria. 

The publication is being sold to the 
golf/landscape market through RISE 
(Responsible Industry for a Sound 
Environment), which is depending on 
golf course superintendents, landscape 
contractors and lawn care operators to 
deliver it to the consuming public. 

For order forms or more information 
about the publication, contact RISE, 
1155 15th St., NW, Suite 900, 
Washington, DC 20005; phone (202) 
872-3860; fax (202) 463-0474. 

Quantity discounts are available. 



Use the Turf Care Pros for any 
number of growing problems. 

138 to be exact. 

Professionals count on the Turf Care Pros. And round out your program using Frigate® 
To treat diseases, Daconil 2787® fungicide is with Roundup* to control perennial and 
the cornerstone of your management program. annual weeds. Together with Daconil 2787, 
The broadest-spectrum fungicide on the they all create a complete professional 
market, it controls 18 disease-causing organ 
isms on turf and 55 major ornamental diseases. 
And there's never been a documented case 
of disease resistance to Daconil 2787. 

For pre- and post-emergent 
herbicide control of 
annua l grasses and 
broadleaf weeds, it's 
Dacthal® and Daconate® 
6. On pesky broadleaf 
weeds, use 2 Plus 2. 

* Roundup is a registered trademark of Monsanto Company. 
Always follow label directions carefully when using turf chemicals. 

management program. 
When it comes to turf and ornamental 

care, count on the Turf Care Pros. And 
count out labeled diseases and weeds 
— 138 to be exact. 

ISK Biotech Cor-
p o r a t i o n , Turf & 
Specialty Products 
Division, 5966 Heisley 
Road, P.O. Box 8000, 
Mentor, OH 44061-8000. 

® Registered trademark of ISK Biotech Corporation. 



PRO LITE 

TURFCO 

LOOKING 
FOR A BETTER 
SOD CUTTER? 

Tutfco 
Gives You Two 

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 Better. 

Choice of 
8hp Honda 
or B&S I/C 

engines 

A One lever 
depth 

adjustment 

Available in 
12", 15", 
16", 18" 
cutting 
widths 

Light 
weight for 

easy control 

Inexpensive 
replacement 
_ tires 

Designed 
for easy 

operation 

Choice of 
5hp Honda 
or B&S I/C 

engines 

replacement 
tires 

INFO 
CENTER 

Useful literature and videos for LN readers 
WE ARE NOT DOOMED... 
For anyone who suspects he's 
not being told the whole story 
regarding so-called "global 
warming" (and he's right), 
there 's "Sound and Fury— 
The Science and Politics of 
Global Warming," by Dr. 
Patrick J. Michaels. The 
author—an associate profes-
sor in environmental sciences 
at the University of Virginia— 
shows that the warming of the 
earth over the last century has 
been far less than the doom 
merchants and agenda-toting 
politicians such as A1 Gore 
would have us believe. Any 
warming has been a result of 
natural climatic processes, 
and is beneficial, and Michaels 
backs it up with facts. 
Distributed by the National 
Book Network; $21.95 hard-
cover; $$11.95 for paperback. 
Contact the Cato Institute, 
(800) 767-1241. 

MADE IN THE SHADE... 
David E. Benner, professor of 
ornamental hort iculture at 
Delaware Valley College, 
reveals his techniques and 
low-maintenance solutions for 
a shade garden and teaches, in 
a step-by-step video, how to 
create your own. The 45-
minute video costs $39.95 
plus $3 shipping. Contact 
Benner's Gardens, Inc., Star 
Route Box 86, New Hope, PA 
18938; (800) 753-4660. 

SPRAY ADJUVANTS... 
Thomson Publications has 
released "A Guide to Agricul-
tural Spray Adjuvants Used in 
the U.S." by Lori Thomson 
Harvey. In its fourth edition, 
this book contains most spray 
adjuvants plus 80 new prod-
ucts on the market. Chapters 
are on spreaders/stickers/-
buffers, penetrants, drift con-
trol agents, foam markets, soil 
wet t ing agents and much 
more. The book sells for 
$17.50 plus tax. For ordering 

information, contact Thom-
son Publications, P.O. Box 
9335, Fresno, CA 93791; or 
phone (209) 435-2163; or fax 
(209) 435-8319. 

TREES AND THE LAW... 
"Arboriculture and the Law" 
by Victor D. Merullo and 
Michael J. Valentine is now 
available th rough the 
Internat ional Society of 
Arboriculture. It applies to the 
rights and duties of landown-
ers, municipalities, commer-
cial and consulting arborists 
and others involved in tree 
care. The appendices include a 
checklist and definitions of 
legal terms. To order, send 
$45 (ISA non-member) or $30 
(ISA member) to ISA, P.O. 
Box GG. Savoy, IL 61874. Visa 
and MasterCard orders can be 
phoned to (217) 355-9516. 

PHC SYSTEM...The ISA has 
also published "Plant Health 
Care Management System," a 
program to help arboris ts 
examine and re-think current 
methods and practices, and 
promote a proactive holistic 
approach to plant care that 
focuses on preventive mainte-
nance. Price is $40 for ISA 
members, $55 for non-mem-
bers. Send checks to ISA at 
P.O. Box GG, Savoy, IL 61874 
or phone in Visa/MasterCard 
orders to (217) 355-9516. 

LANDSCAPE COST DATA... 
The 1993 edition of "Means 
Site Work & Land-scape Cost 
Data" is now available to help 
landscapers plan, budget and 
est imate with 100 percent 
confidence. It contains a sepa-
rate unit price section, plus 57 
tables of assemblies costs with 
more than 3000 supporting 
line i tems. To order, send 
check or money order for 
$79.95 plus 4.5% shipping 
and handling to: R.S. Means 
Co., P.O. Box 800, Kingston, 
MA 02364. To order by phone 
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IF YOUR TORO PROLINE NEEDS 
REPAIR, WE'LL LOAN YOU ANOTHER. 
YOU'LL BE BACK VROOMING IN NO TIME. 
In the lawn maintenance business, a broken ^ ^ H ^ H B You I n die unlikely event that a loaner mower 
mower can cost a lot more than the price of ^ ^ ^ ^ ^ ^ ^ ^ is unavailable, you can be assured of your 
repairs. It can cost you business. ProLine dealer's quick turnaround service. 

That's why Toro has introduced the Toro ^ H ^ H H P To introduce you to No Downtime, Toro 
ProLine No Downtime Program: P f v J j I l A another great reason to visit your 

If aToro ProLine mower needs service, Toro ProLine showroom: No Payments, No In-
and cannot be repaired right away, a loaner I ^ y l l terest for 90 days on the purchase of a new Toro 
unit will be made available to qualified ProLine mower. Your ProLine dealer has a full 
customers for a nominal cost. • H < Y • line of mowers, including the exclusive Recycler® 

It's just that simple. Now whenever your I A i J 1 I I decks, to keep you in business day after day 
ProLine mower needs repair, you don't ^ f c I I r i | ^ L Visit your participating Toro ProLine 
have to lose time or profits. Your participat- dealer today to learn why there's never been a 
ing Toro ProLine dealer will have your mower better time for No Downtime. But hurry- our 90 
fixed right away or make a loaner available to day No Payments, No Interest program ends soon. 

The Professionals that keep you cutting. 



or for more information, call 
(800) 334-3509, or to fax an 
order, call (617) 585-7466. 

PESTICIDE GUIDE...Gresham 
Trade Directories is offering a 
1,000-page trade directory, 
"Federally Registered Pesti-
cides," which lists 20,000 prod-
ucts, plus a manufac tu re r ' s 

index. Cost is $175 plus $8 
shipping and handling. Write 
Gresham Trade Directories, 
942 Military St., Port Huron, 
MI 48060, or phone (313) 985-
5028, or fax (313) 985-5190. 

WAGES AND BENEFITS...The 
1992 Associated Landscape 
Contractors of America wage 

and benefit study is now avail-
able. It answers: How much 
will it take to hire a supervisor 
with a hor t degree and five 
years' experience? What is the 
range of typical wages paid for 
similar talent in similar posi-
tions? What is the entry level 
wage for a salesperson with 
great potential but little or no 

experience? Copies are $25 
each for ALCA members, $45 
for non-members . Order by 
mail: ALCA, 12200 Sunr ise 
Valley Dr., Suite 150, Reston, 
VA 22091. Order by phone: 
(703) 620-6363 or (800) 295-
2522. Order by fax: (703) 620-
6365. 

GREEN INDUSTRY 

EVENTS 
JANUARY 

1 5 - 1 6 : WinterGreen '93, Georgia 
International Convention & Trade Center, 
College Park, Ga. Phone: (706) 492-4664. 

16: American Association of Nursery-
men Tree Evaluation Seminar, Hyatt 
Regency Chicago (111.). Phone: (202) 789-
2900. 

17-19: Empire State Tree Conference, 
Suffern (N.Y.) Holiday Inn. Phone: (518) 
783-1322. 

18: Georgia Golf Course Superinten-
dents Mechanics Seminar, Brookstone 
Golf & Country Club, Acworth, Ga. Phone: 
(706) 769-4076. 

1 8 - 2 1 : Eastern Pennsylvania Turf 
Conference & Trade Show, Valley Forge 
(Pa.) Convention Center. Phone: (814) 
863-3475. 

1 8 - 2 1 : Virginia Turf & Landscape 
Conference and Trade Show, Richmond 
(Va.) Centre/Richmond Marriott. Phone 
(804) 340-3473. 

1 9 : Iowa Sports Turf Managers 
Association Meeting, Des Moines (la.) 
Convention Center. Phone: (515) 792-
6433. 

20: Bergen County (N.J.) Landscape 
Contractors Association Swap Meet, 
Shemin Nursery, Mahwah, N.J. Phone: 
(201)934-0716. 

2 0 - 2 3 : National Tropical Foliage 
Short Course, Ft. Lauderdale (Fla.) 
Convention Center. Phone: (407) 886-
1036. 

21-23: Idaho Horticulture Convention 
& Trade Show, Boise (Ida.) Centre on the 
Grove. Phone: (800) 462-4769. 

2 1 - 2 3 : Tropical Plant Industry 
Exhibition (TPIE), Ft. Lauderdale (Fla.) 
Convention Center. Phone: (407) 345-
8137. 

21-23: Turfgrass Management/Park 
Maintenance Training School, Albany 
(N.Y.) Omni Hotel. Phone: (518) 463-1232. 

2 5 - 2 8 : Professional Horticulture 
Conference of Virginia, The Pavilion, 
Virginia Beach, Va. Phone (804) 523-4734. 

2 5 - 2 9 : Turfgrass Ecology and 
Management Short Course, Virginia Tech 
University, Blacksburg, Va. Phone: (703) 
231-8000. 

o 
27: Good Crops , Winter Seminar and 

Mini-Trade Show, Sarasota (Fla.) Hyatt 
Hotel. Phone: (407) 345-8137. 

2 7 - 2 8 : California Associat ion of 
Nurserymen Legislative Days, Sacra-
mento, Calif. Phone: (800) 748-6214. 

27-29: Wyoming Groundskeepers and 
Growers Association Conference & Trade 
Show, Casper (Wyo.) Events Center . 
Phone: (307) 637-7060 or (307) 265-1870. 

2 8 : Connecticut Tree Protective 
Association Annual Meeting, Aqua-Turf, 
Plantsville, Conn. Phone: (203) 257-8971. 

28-29: Michigan Nursery & Landscape 
Association Planting Design School 
Course I, Holiday Inn South, Lansing, 
Mich. Phone: (517) 487-1282. 

31-Feb. 3: Associated Landscape 
Contractors of America Executive Forum, 
Sheraton Tucson (Ariz.) El Conquistador 
Hotel. Phone: (703) 620-6363. 

31-Feb. 2: The Fertilizer Institute 
Annual Meeting, New Orleans, La. Phone: 
(202) 675-8250. 

FEBRUARY 
1-5: National Golf Course Owners 

Association Annual Conference, Disney 
Yacht and Beach Club, Orlando, Fla. 
Phone: (803) 577-5239. 

1 - 5 : Louisiana Turfgrass Short 
Course, Burden Research Conference 
Center, Baton Rouge, La. Phone: (504) 
388-2158. 

3: Michigan Nursery & Landscape 
Associat ion Wetland Restoration 
Seminar, East Lansing, Mich. Phone: 
(517) 487-1282. 

3-4: Ohio State University Athletic 

Field Short Course, Holiday Inn on the 
Lane, Columbus, Ohio. Phone: (614) 292-
7457. 

3-4: New England Grows, Hynes 
Convention Center, Boston, Mass. Phone: 
(617) 964-2366. 

3-5: Mid-America Green Industry 
Convention, Hilton Plaza Inn, Kansas City, 
Mo. Phone: (816) 765-7616. 

3-5: American Sod Producers 
Association Midwinter Conference & 
Exposition, Fairmont Hotel, New Orleans, 
La. Phone: (708) 705-9898. 

4-7: National Landscape Association's 
Management Clinic, The Gait House East, 
Louisville, Ky. Phone: (202) 789-2900. 

6-9: Chelsea America Flower Show, 
Rancho Palos Verdes, Calif. Phone: (310) 
648-6602. 

9: Target Specialty Products Annual 
Seminar & Exhibit, Mesa (Ariz.) Conven-
tion Center. Phone: (310) 865-9541. 

9-10: Tree and Shrub Chemical Usage 
Seminar, Marion County Extension Office, 
Indianapolis, Ind. Phone: (317) 846-7020. 

9-13: National Arborists Association 
Annual Meeting & Conference, St. 
Petersburg, Fla. Phone: (800) 733-2622. 

1 0 - 1 1 : Garden State Nursery & 
Landscape Conference and Trade Show, 
Garden State Convent ion & Exhibit 
Center, Somerset, N.J. Phone: (609) 737-
0890. 

11: Connecticut Turf & Landscape 
Conference, Har t ford (Conn.) Civic 
Center. Phone: (203) 791-8615. 

1 1 - 1 2 : Target Specialty Products 
Annual Seminar & Exhibit, Sequoia 
Athletic Club, Buena Park, Calif. Phone: 
(310) 865-9541. 

12-14: National Golf, Tennis & Resort 
Expo, D.C. Armory, Washington, D.C. 

I Phone:(603)536-4718. 
15: Georgia Golf Course Superinten-

dents Spray Technician Seminar, The 
Standard Club, Duluth, Ga. Phone: (706) 
769-4076. 



KNOWLEDGE IS POWER. Every day, Advanstar opens up a world of knowledge, becoming the 

prime source of information tha t you need for success — through leading publications serving 

diverse bus iness and professional markets . . .product ive exposit ions t h a t deliver -rf^wr 

quality audiences...and sharply focused database market ing services. Look at 

your world in a whole new light. Advonstcir. Serving business' need to know, C O M M U N I C A T I O N S 
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ASK THE 
EXPERT 

DR. BALAKRISHNA RAO 

More on draining wet wood 
The fo l l ow ing comments have been r e c e i v e d f rom readers in 
response to Dr. Rao's answer concerning wet wood problems. 

"As you can see from the fol lowing comments, the practice of 
instal l ing drain tubes for wet wood is c o n t r o v e r s i a l , " says Dr. 
Rao . " T h e statements are cer ta in l y v a l i d , a n d — i n t h e o r y , at 
l e a s t — d r a i n tubes do not appear to be necessary or advisable . 

" In practice, however , many arborists including myself have 
observed dramatic improvement in the condit ion of affected trees 
f o l l o w i n g d r a i n tube i n s t a l l a t i o n , w i t h no a p p a r e n t a d v e r s e 
effects. Addit ional information and/or research is necessary to 
dete rmine w h y s o m e t rees respond w h i l e others do not , and 
whether an al ternat ive method could improve the condi t ion of 
trees without the potential for causing more ser ious in ju ry . " 

From James Burks, arborist consultant, Missouri: Al-
though I enjoy and learn from reading your column, I must take 
issue with your advice in the May, 1992 issue. 

In your answer, you recommended installing a drain tube 
into bacterial wet wood. While this practice was once commonly 
used, it has now fallen into disfavor and rightfully so. 

To help relieve pressure within the tree requires precise 
knowledge as to location of the source of that build-up. Since we 
cannot see inside the tree, our "aim" is nothing more than an 
educated guess. 

If the tube is installed "off target," it does no good. Further, 
drilling through the tree trunk breaks down the tree's natural 
defense boundary, thus allowing disease organisms a potential 
entry into healthy wood. In some cases (such as cabling), the 
negatives of breaking down CODIT walls may be justified; how-
ever, whatever benefits may occur due to the drainage tube 
installation (which have not been shown in the studies I am 
aware of) certainly do not argue for such treatment. 

In my experience, most trees affected by bacterial wet wood 
are healthy despite the unsightly, sometimes malodorous ooze. 
In fact, according to Dr. Jim Feucht in Denver, some evidence 
supports the hypothesis that wet wood may actually lubricate 
tight branch crotches, thus helping prevent or minimize break-
age. 

My advice: do nothing. 
From Jim Boron, Colorado: I am confused. It is my under-
standing that wet wood should never be treated by installing 
drain tubes. 

I understand that wet wood is caused by bacteria that alters 
the wood inside the tree and in the process creates very moist 
conditions, high elemental concentrations, high pH and anaero-
bic conditions. Under these conditions, the affected wood is still 
relatively sound and is compartmentalized such that it does not 
further infect surrounding wood. 

When holes are drilled and tubes installed into this zone, the 
infection is allowed entry into additonal, unprotected portions 
of the tree, and is allowed access as well to the cambial region of 

the hole's entry through the trunk. This cambial region is 
affected also, often causing cankers where there would be other-
wise none. 

Further, upon drying, the interior wet wood region becomes 
aerated, allowing decay-causing fungi to enter and begin a fur-
ther deteriorating process not only in the original zone of wet 
wood, but along the path of hole entry. Upon decay, the interior 
wood is not nearly as strong as the original wet wood, and thus, 
the entire tree may become a hazard. 

It is my understanding, then, that trees affected with wet 
wood should not be treated with drilled holes or with inserted 
drain tubes. If I should be wrong, please let me know. If the 
above information is found to be correct, then please let your 
readers know. 

Improper treatment of our trees deserves no less. 

Plants for black walnuts 
Problem: What kinds of plants can be planted or grown within the 
root spread of black walnut trees? (Calif.) 

Solution: The following information comes from a University of 
California publication. 

The following trees have been reported to grow within the 
root spread of black walnut trees: Virginia pine, red cedar, hicko-
ry, black birch, American beech, white oaks, red oaks, black 
oaks, American elm, tulip tree, papaw, sassafrass, sycamore, 
American crabapple, hawthorne, black cherry, honey locust, 
Canadian redbud, black locust, tree of heaven, staghorn sumac, 
sugar maple, red maple, Ohio buckeye, flowering dogwood, black 
gun and blackhaw viburnum. 

The following shrubs and woody vines have been reported to 
grow within the root spread of black walnut trees: hazelnut, old 
man's beard (Clematus virginiana), American barberry, spice 
bush, wild hydrangea, black raspberry, blackberry, wild rose, 
smooth sumac, dwarf sumac, poison ivy, bitter-sweet, Virginia 
creeper, wild grape, St. John's-wort, maple-leaved viburnum and 
common elder. 

For additional information: 
Brooks, Maurice G. 1951. Effect of Black Walnut Trees and 

Their Products on Other Vegetation. Bulletin 347, West Virginia 
University, Agricultural Experiment Station, Morgantown, W.Va. 

Rietveld, W.J. 1983. Allelopathic Effects of Juglone on 
Germination and Growth of Serveral Herbaceous and Woody 
Species. J. of Chemical Ecology, 9(2): 295-308. 

Dr. Balakrishna Rao is Manager of Research and Technical 
Development for the Davey Tree Co., Kent, Ohio. 

Mail questions to "Ask the ExpertLANDSCAPE 
MANAGEMENT, 7500 Old Oak Blvd., Cleveland, OH 44130. 
Please allow two to three months for an answer to appear in 
the magazine. 
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Most utility vehicles are swell, provided 

your cargo fits perfectly in a four-foot box 

at all times. A quick 

reality check tells us 

that's just not the 

case. We can help. 

We've designed our 
Or fold down and remove 
for flatbed convenience. 

Yamahauler with real life in mind. That's 

Sides stay up for 
regular hauling. 

why we made it a convertible. Its easily 

removable sides disappear in a scant 90 

Yamahaulalotastuff. 
seconds, giving you all the loading freedom of a flatbed. Or leave the sides on and fold down the tailgate. Or leave it 

all up. Or one side up and one side down. You get the idea. All conveniences aside, this is a lot more than a souped-

up golf car. Here's proof: channel- over-tube frame design to support additional payload, stiffer coil springs and 

heavy-duty shocks for added durability, more fajH^BjL. *%ogs in the forward/reverse clutch and larger 

rear axle spline diameter for more reliable j S ^ P ^ ^ v W . transmission, more rugged braking system for 

greater loads. And that's just a start. The heavy Our O.H.V. four-stroke duty wrap-around, shock-mounted front steel 
engine is designed and built 

completely by Yamaha. 

bumper and Metton molded polymer front cowl give you extra protection against obstacles that might cross, or fall 

into, your path. And the frame-mounted trailer hitch lets you add even more haul to your Yamahauler. So, if 

you're looking for a utility vehicle you can truly utilize, go ahead and give us a call. We'll hook you up with a dealer 

who can get you better acquainted with the utility vehicle whose name says it all. W l l k i l f i l • f^W jj 
Better in the long run. 

For more information and your nearest dealer, call 1-800-852-6544 Ext. 145 



New control fabrics promise end 
to weed, root miseries of landscapes 
• Kimberly-Clark's new Checkmate land-
scape fabric is called a "significant break-
through," because of its three-layer con-
struction. 

Two outer layers are tear resistant and 
permeable, allowing air, water and nutri-
ents to reach plants. The middle section is 
made of densely-packed fibers which act as 
a filtering mechanism. 

Laminated together, the three layers 
create a more effective weed barrier that 
encourages nutrients to reach shrubs more 
efficiently than in all other non-woven or 
polyethylene weed control products , 

Kimberly-Clark says. Checkmate can also be 
used as an underlay for walkways, in retain-
ing walls to promote better drainage, on 
slopes to help prevent soil erosion, or any-
where weeds are a problem. 

Checkmate is non-toxic, and the compa-
ny says it conserves soil moisture and helps 
to moderate extreme temperatures. 

Kimberly-Clark says the product is easy 
to use. It can be cut with ordinary scissors 
and fits over existing shrubs or in plant bed 
preparation. Checkmate is flexible, and con-
forms to any ground contours. 
Circle No. 191 on Reader Inquiry Card 

• Vespro, Inc., of San Rafael, Calif, is the 
maker of Control A Root, a new root barrier 
that deflects tree roots away from hardscape. 

Control A Root is made of extruded 
polyethylene and uses an "agonic curl," that 

Checkmate control fabric is supple, flexible and easy to install. 

feeds and directs roots downward. 
According to Vespro, the curl helps to nur-
ture and guide the roots downward. The 
panels are connected by slipping one panel 
into the channel of the other, eliminating 
the need for a fastening strip, and requiring 
less time for the landscapes 

Vespro says Control A Root will not 
crack after it is installed. 
Circle No. 192 on Reader Inquiry Card 
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WildFlower Carpet. 
Instant coverage. Ever-changing color. 

WildFlower Carpet is nationally 
available through quality landscap-
e s , wholesalers and sod yards. For 
more information and the name of 
the dealer nearest you, call 
1-800-247-6945. 

CARPET; 
Instant coverage. 

Ever-changing color. 

WildFlower Carpet adds a 
brilliant display of color to golf 

courses, estate landscapes, com-
mercial developments, even small 
residential areas. And it provides a 

different show every week and 
every month.. .every year. 

With quick, easy installation, 
the 5 sq. ft. mats provide 
instant coverage of established, 
hardy perennial wildflowers. 
Maintenance is surprisingly low. 
Plants begin to bloom in 
8 weeks. 

Wildflower Carpet is a registered trademark of Applewood Seed Co. and is protected by US. Patent #4,941 >282. 
Wildflower Carpet is grown under license and marketed by these quality growers: The King Ranch, Belle Glade, FL and Lexington, KY; Ward Lake Tree Farm, Lakcwood, C O Lake Mountain Turf Farm, Sandy, UT. 



CREEN INDUSTRY 
SHOWCASE 

Fungicide label extended to 
ornamental disease control 

Under an expanded label recently accept-
ed by the U.S. EPA, the broad-spectrum, 
multi-site disease control of ISK Biotech's 
Daconil 2787 flowable fungicide now 
extends to 55 damaging diseases on 78 
species of broadleaf shrubs and trees— 
including conifers—as well as foliage plants 
and flowering plants and bulbs. 

For turf applications, Daconil 2787 
fungicide is now labeled for control of algal 
scum, as well as a broader range of the fun-
gal pathogens that cause dollar spot, brown 
patch, leaf spot, melting-out, brown blight 
and other diseases. 
Circle No. 193 on Reader Inquiry Card 

New sweeper cleans up to 
31,000 square feet per hour 

Parker Sweeper is introducing the 
Parker 27 for quick and thorough clean-
ups, indoors and outdoors. 

Parker says the sweeper is ideal for 

small yards, parks and parking lots. 
The Parker 27 is portable, lightweight 

and, according to the company, sweeps five 
to seven times faster than manual sweeping 
and can clean up to 31,000 square feet per 
hour. 

The Parker 27's broom pressure is 
infinitely variable, and the rotary side brush 
sweeps dust and dirt away from walls and 
corners. 

The sweeper operates in forward and 
reverse directions, and picks up dust and 
small debris, such as cans, bottles, 
cigarettes and paper. 
Circle No. 194 on Reader Inquiry Card 

Color guide a new way to 
diagnose plant health 

ColorBank is a horticultural diagnostic 
guide that uses green color bars to help rate 
the health of all exterior landscape plants 
under company care. 

The 50-page fan-shaped guide includes a 
list of more than 250 common landscape 
plants with their individual healthy color 
rating and the appropriate green color bars 
for quick comparison with your specific 
plants. According to Eubank Con-suiting, 
the guide lets the expert keep track of plant 
"greenness" from one rating period to the 
next. 
Circle No. 195 on Reader Inquiry Card 

New tractor designed just 
for commercial service 

Walker's new Model -T tractor is pow-
ered by a 20-hp Kohler Command V-Twin 
engine. 

Designed especially for commercial ser-

vice, this model packs a powerful engine 
into a compact mid-size tractor to provide 
high productivity without sacrif icing 

maneuverability. 
Walker says the Model-T has the same 

dimensions as other Walker riding mowers. 
Walker is also introducing 48 - to 60-

inch mowing decks for use with more pow-
erful models, as well as an optional parking 
brake. 
Circle No. 196 on Reader Inquiry Card 

Turf herbicide recently 
registered for use in 
Arizona 

Monsanto Company recently announced 
the registration of Dimension turf herbicide 
by the Arizona department of Agriculture 
for use in the state of Arizona. 

Dimension is designed for use by golf 
course superintendents, lawn care operators 
and landscapers to control crabgrass and 
other problem weeds. 

The active ingredient, dithiopyr, is the 
result of new chemistry developed by 
Monsanto. Features include low use rates 
and low soil mobility. 

According to the company, Dimension 
binds tightly to the soil and has low poten-
tial for groundwater contamination or sur-
face run-off. 
Circle No. 197 on Reader Inquiry Card 

New weapon in arborist 
arsenal against oak wilt 

Alamo is a new systemic fungicide from 
Ciba-Geigy for control of oak wilt and Dutch 
elm disease. 

Ciba-Geigy reports successful results 
after more than two years use in Texas 
against oak wilt, and the University of 
Minnesota has confirmed that Alamo is 
effective against both diseases in cooler cli-
mates. 

The company also suggests:: 
• promptly remove infected trees; 
• properly time tree pruning; 
• dispose of firewood in affected areas. 
If applied before symptoms appear, 

Alamo effectively prevents oak wilt and 
Dutch elm disease from damaging trees, 
and may also save some trees with as much 
as 30 percent crown loss. 

Alamo must be injected into the tree's 
flare roots, just below the soil surface, with 
special equipment. 
Circle No. 198 on Reader Inquiry Card 
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101 118 135 152 169 186 203 220 237 254 271 288 305 322 
102 119 136 153 170 187 204 221 238 255 272 289 306 323 
103 120 137 154 171 188 205 222 239 256 273 290 307 324 
104 121 138 155 172 189 206 223 240 257 274 291 308 325 
105 122 139 156 173 190 207 224 241 258 275 292 309 326 
106 123 140 157 174 191 208 225 242 259 276 293 310 327 
107 124 141 158 175 192 209 226 243 260 277 294 311 328 
108 125 142 159 176 193 210 227 244 261 278 295 312 329 
109 126 143 160 177 194 211 228 245 262 279 296 313 330 
110 127 144 161 178 195 212 229 246 263 280 297 314 331 
111 128 145 162 179 196 213 230 247 264 281 298 315 332 
112 129 146 163 180 197 214 231 248 265 282 299 316 333 
113 130 147 164 181 198 215 232 249 266 283 300 317 334 
114 131 148 165 182 199 216 233 250 267 284 301 318 335 
115 132 149 166 183 200 217 234 251 268 285 302 319 336 
116 133 150 167 184 201 218 235 252 269 286 303 320 337 
117 134 151 168 185 202 219 236 253 270 287 304 321 338 
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1. BUSINESS & INDUSTRY 
MY PRIMARY BUSINESS AT THIS LOCATION IS: 
(PLEASE MARK ONLY ONE IN EITHER A. B OR C) 
A. Landscaping/Ground Care at one of the following 

types ol facilities: 
01 • 0005 Goif courses 
02 • 0010 Sports Complexes 
03 • 0015 Parte 
04 • 0025 Schools, colleges. & universities 
05 • Other type of facility (please specify) 

B Contractors/Service Companies/Consultants: 
06 • 0105 Landscape contractors (installation & maintenance) 
07 • 0110 Lawn care service companies 
08 • 0112 Custom chemical applicators 
09 • 0135 Extension agents/consultants for horticulture 
10 • Other contractor or service (please specify) 

C. Suppliers: 
11 • 0205 Sod growers 
12 • Other supplier (specify) 

Which of the following best describes your title: 
(mark only one) 
13 • 10 EXECUTIVE/ADMINISTRATOR 
14 • 20 MANAGER/SUPERINTENDENT 
15 • 30 GOVERNMENT OFFICIAL 
16 • 40 SPECIALIST 
17 • 50 OTHER TITLED AND NON-TITLED PERSONNEL (specify) _ 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT each month: YES • NO • 

Your Signature: _ 
Date: 

Landscape January 1993 
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1WSST.NOUSTRY 
MY PRIMARY BUSINESS AT THIS LOCATION IS: 
(PLEASE MARK ONLY ONE IN EITHER A. B OR C) 
A Landscaping/Ground Care at one of the following 

types of facilities: 
01 • 0005 Golf courses 
02 • 0010 Sports Complexes 
03 • 0015 Parte 
04 • 0025 Schools, colleges, & universities 
05 • Other type of facility (please specify) 

B. Contractors/Service Companies/Consultants: 
06 • 0105 Landscape contractors (installation & maintenance) 
07 • 0110 Lawn care service companies 
08 • 0112 Custom chemical applicators 
09 • 0135 Extension agents/consultants for horticulture 
10 • Other contractor or service (pleasespecify) 

C. Suppliers: 
II • 0205 Sod growers 
12 • Other supplier (specify) 

Which of the following best describes your title: 
(mark only one) 
13 • 10 EXECUTIVE/ADMINISTRATOR 
14 • 20 MANAGER/SUPERINTENDENT 
15 • 30 GOVERNMENT OFFICIAL 
16 • 40 SPECIALIST 
17 • 50 OTHER TITLED AND NON-TITLED PERSONNEL (specify) _ 

I would like to receive (continue receiving) 
LANDSCAPE MANAGEMENT each month: YES • NO • 

Your Signature: 

Date: 
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106 123 140 157 174 191 208 225 242 259 276 293 310 327 
107 124 141 158 175 192 209 226 243 260 277 294 311 328 
108 125 142 159 176 193 210 227 244 261 278 295 312 329 
109 126 143 160 177 194 211 228 245 262 279 296 313 330 
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112 129 146 163 180 197 214 231 248 265 282 299 316 333 
113 130 147 164 181 198 215 232 249 266 283 300 317 334 
114 131 148 165 182 199 216 233 250 267 284 301 318 335 
115 132 149 166 183 200 217 234 251 268 285 302 319 336 
116 133 150 167 184 201 218 235 252 269 286 303 320 337 
117 134 151 168 185 202 219 236 253 270 287 304 321 338 
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At The Andersons, 
We're Gearing Up 
To Help You Look 
Better Than Ever. 

Here at our state-of-the-art plant in Maumee, Ohio, we've been gearing up to provide 
iyou the broadest range of exciting, new and technically advanced fertilizer/herbicide 

combination products ever available. These products have been rigorously field tested 
at universities and golf courses throughout the Midwest and have delivered results that 
exceeded our own high expectations. Now they're ready to deliver for you. 

for 1993. 

"The choice for all 
seasons, the herbicide for 
all reasons" That's how 
Sandoz describes it's new 

I I . 

herbicide, and The 
Andersons has expertly 
incorporated it with 
several results-getting 
fertilizer formulas to pro-
vide you with great new 
combination products. 

for 1993. 

According to Monsanto, 

1 DIMENSION* 
is "The toughest thing to 
emerge since crabgrass." 
This powerful new herbicide, 
in combination with one of 
The Andersons proven 
fertilizer formulations 
provides you with a high-
performance product that 
gets two jobs done with a 
single application. 

the professional's 
partner® 

Andersons 
1-800-225-ANDY (2639) 

for 1993. 

The Andersons proudly 
welcomes a proven 
performer into its 
combination product 
line. From DowElanco, 
makers of TEAM* and 
BALAN*, comes 

GALLERY 
Incorporated with The 
Andersons famous 
fertilizer formulations, 
turf professionals can 
expect to get great 
looking weed-free lawns 
for their customers. 

©BARRICADE Herbicide is a trademark of Sandoz 
Ltd..©DIMENSION is a trademark of Monsanto 
Company.. 'GALLERY, TEAM and BALAN are 
trademarks of DowElanco., ©1992 The Andersons 
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BUSINESS OPPORTUNITIES 

COMMERCIAL EQUIPMENT 

FOR SALE 

C O M M E R C I A L I N S U R A N C E 

f o r 

LAWN C A R E O P E R A T O R S 

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

Columbus, OH 43215 
(614) 221-2398 

Contact: 

Richard P. Bersnak, Pres ident 

or 

J e a n n e Bar tkus 

Circle No. 188 on Reader Inquiry Card 

SOFTWARE 

LAWN 
ASSISTANT 

T o g e l a F R E E OO p a g e i n fo rma-
tion b o o k l e t o n t h e #1 s o f t w a r e 
f o r t h e l a w n a n d t r e e c a r e i n d u s t r y 

C a l l T o l l F r e e : 
1 -800-422-7478 

R e a l G r e e n C o m p u t e r s 
1 970 W i n n e r Street, W a l l e d Lake, M l 4 8 3 9 0 

Circle No. 251 on Reader Inquiry Card 

TRIMS 
MANAGEMENT SOFTWARE 

FOR LANDSCAPE AND 
LAWN CARE CONTRACTORS 

CUSTOMER MANAGEMENT 
ACCOUNTS RECEIVABLE 

ACCOUNTS PAYABLE 
GENERAL LEDGER 

PAYROLL 

Call or write today for your FREE 
Demo Disk and Literature to see 
what TRIMS can do for you! 

LABB SYSTEMS/SOFTWARE 
6 0 1 8 EAST OSBORN ROAD 
SCOTTSDALE, AZ 8 5 2 5 1 

(800)733-9710 

Circle No. 252 on Reader Inquiry Card 

EQUIPMENT FOR SALE 

D/QCrrK l TREE 
Ï s j E l Ï M ^ t r a n s p l a n t e r 
Lightweight. Variable Size Rootball (16" - 28"), 
Component Adaptable (sprayer, logsplitter. dump 
box, post-hole digger) Available in 3 models 
(towable, bucket mount. 3 pt.). 

MID D A K O T A C O R P . 
Box 728 • Garrison, ND 58540 

Phone (701) 337-5619 or 1-800-327-7154 
GSA Contract No. GS-00F-5442A SIN No B37 

SEEDS 

ESP 
Growers and wholesalers of 

qtiality seed since 1974 

• Wild/lowers 
• Native grasses 
• Ornamental grasses 
•Herbs 
• Dried Flowers 

ENVIRONMENTAL SEED PRODUCERS 

P.O. Box2709 
Lompoc, CA 93438 
Ph: 805: 735-8888 

HELP W A N T E D 

¿ I 
C E N T R A L P A R K C O N S E R V A N C Y 

The Central Park Conservancy, a progressive 
non-profit organization, dedicated to the 
restoration and preservation of New York 
City's Central Park, is seeking candidates to 
fill the challenging position of Area Manager. 
Responsibilities will include management of a 
newly instaffed landscape surrounding a 
man-made lake. General maintenance of 
buildings, playgrounds and hard surfaces is 
also included. Daily management of field 
personnel, accurate recordkeeping required. 

Successful candidates must have horticulture 
education/field experience. A valid driver's 
license required. Supervisory experience 
necessary. If you are an organized, 
responsible, quality oriented individual who 
meets these requirements, send resume to: 

Kathleen Dooley, Director of Human Resources 
Central Park Conservancy 

830 Fifth Avenue 
New York, NY 10021 

An Equal Opportunity Employer. M/F/FW 

Next Month 
Reserve this space in the 

Market Showcase 

SAVES 
YOU TIME 

LANDSCAPE 
DESIGN KIT 3 

48 rubber stamp symbols 
trees,shrubs.rocks.step.stones. 
vine. & more. 1/4-1 3/4 in. dia 

$74.95 • $4 501* i A PG STAMP i 
CA wdert add 7 3/4% tu i F W W W l 

AMERICAN STAMP CO. 
12290 Rising Rd . Dept. 1192 
— Wilton. CA 95693 VISA 

UX STOMPS MOT SHOWN MtStfClXj PtKKW (916)687-7102 



BIOT E WS 
For the Latest Developments in Biological, 

Organic and Natural Turf Care! 
With our October premier publi-

cation of Bioturf News, we at 
LANDSCAPE MANAGEMENT magazine 
continued our commitment to give 
you the best possible coverage of 
green industry happenings. 

Bioturf News is our new, bi-
monthly review of current research 
and development in "biological, 
organic and natural" turf care. In 
1993, it will exist independently of 
LANDSCAPE MANAGEMENT. 

Alternative turf care products 
can't be ignored. University re-
search has determined them to be 
viable forms of insect, weed and 
disease control. 

Many of our readers have also 

formed opinions of biological and 
organic products. 

Some say biological and organic 
products are too expensive and 
take too long to show results. 
Others believe customers should 
have a choice. And still others are 
probably wondering what all the 
excitement's about. 

Our job, as an industry informa-
tion source, is not to tell you what to 
think, but to simply relay the infor-
mation to you—as soon as we can 
and in the best way possible—and 
let you take it from there. 

There are two sides to every 
story. Your opinions count, and we 
want to know what you think of 

these products. Have you tried 
alternative products? If so, what 
were the results? To make Bioturf 
News the most useful news source 
it can be, we will always welcome 
your questions and comments. 

Jon Miducki 
Publisher 

Terry Mclver 
Editor 

Bioturf News will be a bi-monthly newsletter reporting on bio-
logical, organic and natural products for the specialty turf 
market. But you have to subscribe in order to receive it. To 
receive your free one-year subscription, please return the 
coupon below to: 

Jon Miducki, publisher 
Landscape Management 
7500 Old Oak Blvd. 
Cleveland, Ohio 44130 

SUBSCRIBE TODAY! 

Name 

Title 

Company 

Address 

City 

Phone 

State Zip 
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ads using blind box number, add $20 to total cost of ad per issue. Send ad copy with payment to Paul Garris, LANDSCAPE MANAGEMENT, 7500 Old Oak Blvd., Cleveland. OH 
44130 or call 216-891-2698. Fax Number 216- 826-2865 

BOX NUMBER REPLIES: Mail box number replies to: LANDSCAPE MANAGEMENT. Classified Ad Department, 120 W. 2nd St., Duluth, MN 55802. Please include box in address. 

p o s i t i o n s w a n t e d 

FREE CLASSIFIED AD 

To all POSITION WANTED " Classified Advertisers! 
' Maximum 40 words * Maximum 2 issues 

Offered as an industry sen/ice - Let LANDSCAPE MANAGEMENT 
help you with your employment needs. For more information contact: 

Susan Ramseth 

LANDSCAPE MANAGEMENT 
7500 Old Oak Blvd., Cleveland, OH 44130 

216-891-2742-Phone 216-826-2865-Fax 

Class "A" golf course supt., with 13 years experi-
ence in the golf/ski industry seeks employment in 
same. Snow-CAT Groomer Operator, Senior 
Level National Ski Patroler, Chairlift Operator. 
Currently employed at the most successful mili-
tary golf course worldwide! Mr. Alan Terry, 221 
Orange Leaf Circle, Anchorage, Alaska 99504-
1589. Home (907)337-2417 Work (907)384-1790 
or 3538. 1/93 

LANDSCAPE SUPERVISOR OR GARDENER: 
Over 25 years professional experience in horticul-
ture. Developing excellent knowledge of land-
scaping and plants. Excellent working relations 
with the public. Proven record of reliability and 
responsibility. Skill and planning, coordinating, 
and supervising projects. Contact Bob Venturi 
(510)236-1077, 5726 Solano Avenue, Richmond, 
CA 94805. 1/93 

Turf IPM position sought. Position could involve 
research, scouting, etc. Master's degree in turf 
IPM. Hard working, but desire a position in the 
northeast. Resume upon request. Timothy Abbey, 
3419 Tulane Drive #24, Hyattsville, MD 20783. 
301-422-1549. 2/93 

b u s i n e s s f o r s a l e 

FOR SALE: Our company is selling all existing 
landscape maintenance and construction contracts, 
we now have in our files for the 1993 season. 
These accounts are located in the north and north-
west Illinois suburbs. All list, personal contacts, 
addresses, phone numbers, bidding information 
past and present, etc., will have to be sold before 
March 1, 1993. All accounts are either commercial, 
individual, or corporate headquarters and will be 
sold as a package and not partially. If you are inter-
ested in more details send your letter to: Pro-Corp., 
P.O. Box 52, Lincolnshire, Illinois 60069-0052. 2/93 

Cemetery For Sale: 15 acre cemetery 1 hour 
Metro D.C. in W. Va. For information contact John 
Thompson. RE-MAX. 301 -739-4800. 1/93 

e d u c a t i o n a l o p p o r t u n i t i e s 

GRAYSON COLLEGE, Denison, Texas: Two-
year technical program in Golf Course and Turf-
grass Management. 18-hole golf course on cam-
pus. Dormitories, placement assistance, financial 
aid and scholarships available. Contact: GCC, 
6101 Grayson Drive, Denison, TX 75020. 903-
463-8653. 5/93 

MOVE UP IN THE GREEN INDUSTRY. 2 year 
AAS Degree program in Golf Course Superintend-
ing, Irrigation Management, Landscape Contract-
ing and Park Supervision. Fully accredited, VA 
approved, expanded learning facilities, new equip-
ment. Graduate job placement assistance avail-
able. For information contact: Golf Course Opera-
tions/Landscape Technology Department, West-
ern Texas College, Snyder, TX 79549. 1/93 

e q u i p m e n t f o r s a l e 

PIPE LOCATOR INEXPENSIVE! Locates, traces 
underground drain, water pipe lines of clay, PVC, 
ABS, steel, cement. Finds sprinklers, valves, 
clogs. Bloch Company, Box 18058, Cleveland, 
Ohio 44118. (216)371-0979. TF 

FOR SALE: Jacobsen 7 gang Hyd. ram lift. Like 
new $12,500. Brower 7 gang Hyd. Lift. Very good 
cond. $8,500. Spin Grinder Supreme Leader. Also 
does relief Grinds and bed knives. Like New with 
all jigs. $10,500. (215)598-7155. 1/93 

JACOBSEN HF-15 7 gang reel mower $9,500 or 
trade for other equipment. Delivery available. Call 
Henry at (405)262-0622. 1/93 

REINCO HYDROGRASSERS and power 
mulchers in stock. Opdyke Inc., (Philadelphia 
Area) 215-721-4444. TF 

e q u i p m e n t f o r s a l e 

NEW AND USED BROUWER EQUIPMENT: 
Mowers - VACS - Fork Lifts - Harvesters - and full 
line of replacement parts. Contact Ed or Glenn 
Markham at 1 -800-458-3644. TF 

FOR SALE: 1986 Vermeer three spade mounted 
on Mack - RD 600, 10 wheeler. Ready to go to 
work. $47,500. Day 508-897-7244, evening 508-
692-2292. 1/93 

FOR SALE: Used Brouwer Sod Harvesters. 
Excellent condition. Ready to go. Call Brian for 
parts. HUBER RANCH SOD NURSERY, Schnei-
der, IN. Phone (800)553-0552. 1/93 

HYDRO-MULCHERS AND STRAW BLOWERS: 
New and used. JAMES LINCOLN CORPORA-
TION, 3220 S. Jupiter Rd., Garland, TX 75041 
(214)840-2440, (800)551-2304. TF 

LAWN SPRAYING TRUCKS- M 976 Chevy-C60, 
new 366 engine, good rubber, 1250 gal. dual 
compartment tank, Myers pumping system, dual 
hose reels. Well maintained. Excellent working 
truck; $6,800. *1977 Chevy-C50, 350 engine, 
good rubber, 800 gal. tank, hypro pump, single 
hose reel. Well maintained. Ready to spray. 
$4,800. Call Ron @ (410)795-7900. 1/93 

NEW/USED EQUIPMENT AND RENTALS— 
Asplundh, Hi Ranger, Holan and Lift-All Forestry 
Bucket Trucks, Chip Trucks and Chippers. Mirk, 
Inc., (216)669-2000, 7629 Chippewa Road, 
Orrville, Ohio 44667. TF 

SPYDERS- New/Used/Rebuilt. Full line of 
replacement parts and update kits. Kubota, Rug-
gerini, Kohler and Onan engines and parts. 
Nichols-Fairfield torque hubs. We repair and 
rebuild Spyder hydraulic pumps and motors. 
FAST SERVICE. Call or write: Mobile Lift Parts 
Inc., 5402 Edgewood Rd., Crystal Lake, IL 60012. 
(815)455-7363, (800)397-7509, FAX (815)455-
7366. 1/93 

BUCKET TRUCKS: Straight Stick, Corner Mount 
and Knuckle Boom Cranes. Brush Chippers - New 
Morbark Disc and Drum Style. New Rayco Stump 
grinders. Best prices anywhere. Used Chippers -
Asplundh, Morbark, etc. 2 to 8 usually in stock. 
Sprayers, Dumps, Stakes, Log Loaders, Crew 
Cab Chip Box Dumps, Railroad Trucks, 50 in 
stock. Sold as-is or reconditioned. We also buy 
your surplus equipment. Opdyke's, Hatfield 
(Philadelphia Area). 215-721-4444. TF 

BUCKET TRUCK: Hi Ranger 65', 57', 50'. Sky-
workers with chip boxes. Asplundh bucket trucks 
with chip boxes. Asplundh brush chippers. Bean 
55 gal. sprayers. Pete Mainka Enterprises, 633 
Cecilia Drive, Pewaukee, Wl 53072. 414-691-
4306. TF 



MANAGEMENT BOOKSTORE 
VOLUMES TO BUILD YOUR BUSINESS VOLUME 

TRUMAN'S SCIENTIFIC GUIDE 
TO PEST CONTROL OPERATIONS 
by G.W. Bennett, J. M. Owens, R.M. Corrigan 
Updated 4th edition. Find answers to hundreds 
of questions about pest control. Learn sound 
techniques for pest management programs for 
hundreds of types of pests. New chapters on 
urban wildlife, pest control for food plants, 
specialized facilities and fumigation. Lavishly 
illustrated, fully indexed. PECO 101 - $69.95 

AiTURGCON 
V 

TURFGRASS MANAGEMENT 
REVISED 
by A.J. Turgeon 
Third Edition. Covers the latest developments 
in turfgrass science and technology. Heavily 
illustrated with dozens of new drawings. 
Provides specific recommendations for 
applying the newest pesticides, fertilizers and 
other materials to combat turfgrass problems. 
LM225 - $62.95 

ARBORICULTURE: THE CARE OF 
TREES, SHRUBS AND VINES 
IN THE LANDSCAPE 
by Richard W. Harris 
Comprehensive coverage of planting, site 
analysis, preparation and special planting 
methods. Includes fertilization, irrigation and 
pruning, and diagnostic chapters on 
non-infectious disorders, diseases, insects and 
related pest management. LM665 - $63.00 

RESIDENTIAL LANDSCAPE 
by Gregory M. Pierceall 
An excellent reference for design 
and development of plantings 
and constructed features for 
residential sites. Illustrations and 
actual residential case study 
examples are used to 
communicate graphic, planting 
and design concepts. 
LM375 - $66.95 

TREE MAINTENANCE 
by Pascal Pirone 
Sixth edition. The care and 
treatment of trees, including 
special sections on 
abnormalitites, diagnosing 
tree troubles, non-parasitic 
injuries and assessing the 
suitability of trees in 
different environments. 
LM760 - $49.95 

TURFGRASS: SCIENCE 
AND CULTURE 
by James Beard 
Comprehensive basic test 
and reference source used in 
many leading university turf 
programs. Includes findings 
of current research complied 
from more than 12,000 
sources. 
LM630 - $62.95 

THE 1991 PESTICIDE 
DIRECTORY 
by Lori Thomson Harvey and 
W.T. Thomson 
A guide to producers and 
products, regulators, researchers 
and associations in the United 
States. For the person who 
needs to know everything in the 
United States pesticide industry. 
LM500 - $75.00 

ORDER TODAY! YOUR SATISFACTION IS GUARANTEED! 
Yes! Please send me the professional books listed below. If I'm not 
completely satisfied, I may return them in 10 days for a full refund. 

Name_ 

Book Number and Title Quantity Price Total Price 
Company, 

Address 

City 

Phone ( 

_State_ _Zip_ 

Please allow 3 to 4 weeks for delivery. 
Postage and Handling $_ 

Tax (CA. CO. CT. G A. IL. MN, NJ, NY. OH. TX) $ _ 

TOTAL $ 

Payment must accompany order Check Enclosed 

Charge my VISA MasterCard American Express 

Account No. Exp. Date 

S ignature Date 

Postage and Handling 
Domestic: Add $5 per order plus $1 for each additional book ordered. 
International: Add $15 per order plus $2 for each additional book ordered. 

Return this coupon with payment to 
ADVANSTAR DATA, 7500 OLD OAK BLVD., CLEVELAND, OH 44130 

Credit Card Orders May Call Toll Free 1-800-225-4569, x839, 
02FP2M or fax your order to (216) 891-2726 



EQUIPMENT FOR SALE 

T R E E SPADE: 1983 Ford F-700, 5 speed truck 
mounted with a 50" vermeer hydraulic tree spade 
to transplant material up to 5" caliper. Equipped 
with large locking utility boxes with shelving and a 
truck cab top rack for extra protection. Total new 
paint job on truck and spade. Extra spade and a 
spare cylinder. Both truck and spade are in excel-
lent condition. $18,000. (804)320-0035; Rich-
mond, Virginia. 1/93 

FOR SALE : Lake Aerator. New, never used. 1988 
Ottervine Sunburst 200. 2 h.p. - 1 phase - 230 
volts - 250 ft. of cable - timer and control panel 
included. Contact J.L. Smith (703)667-7351. 1/93 

F i n n H y d r o s e e d e r s , M u l c h S p r e a d e r s , 
Krimpers, Pit Burners, Fiber Mulch & Tackifiers. 
New & Used. Wolbert & Master, Inc., P.O. Box 
292, White Marsh, MD 21162. 410-335-9300, 1-
800-234-7645. TF 

BUSINESS OPPORTUNITIES 
LET T H E G O V E R N M E N T FINANCE your new or 
existing small business. Grants/loans to $500,000. 
Free recorded message: (707)448-0330. (OL8) 
3/93 

STRATEGIC GUIDE 

"Winning Strategies for Lawn and 
Landscape Contractors-- A 

System for Success" 

This new business manual contains powerful ideas, 
strategies and suggestions that cover all aspects of 
success in this highly competitive industry. Planning 
now, in Winter months, will reduce stress and help 
you implement proven techniques that can triple 
your sales in just one year. 

• Leam how to win up to 85% of all your 
residential and commercial bids while retaining 
up to 90% of your customers each year. 

• Discover proven techniques that can double 
your clientele in just 2-3 weeks. 

• Leam other strategies: hiring and retaining 
productive employees, powerful management 
skills, marketing and advertising, equipment 
management, diversification, education & 
training, handling business stress before it 
gets to your family. 

Sure to become one of your most important 
business documents. It's a blueprint for success-
all in one handy volume. Only $59.95, postage 
prepaid. Tax deductible. 

Order now. Allow 2-3 weeks for delivery. Send 
check or money order to ELC Inc., P.O. Box 9069, 
Colorado Springs CO 80932. For more information, 
call 719-636-3134. 

FOR THE 90s 

BUSINESS OPPORTUNITIES 

F O R S A L E : Well established contracting and 
maintenance business servicing Chicago's exclu-
sive and very wealthy North Shore suburbs. Must 
have good horticulture or landscape architectural 
training and experience. Send resume to Charles 
Fiore III Landscaping, 410 Green Avenue, Lake 
Bluff, IL 60044 (708)234-3630. 1/93 

NOW... L E A R N P R O F E S S I O N A L L A N D S C A P -
ING AND G A R D E N I N G AT HOME! Accredited 
program provides thorough training in all phases 
of commercial and residential landscaping. Diplo-
ma awarded. Free brochure describes program 
and opportunit ies in detail. Lifetime Career 
Schools, Dept. LF0113, 101 Harrison St., Arch-
bald, PA 18403. 9/93 

A R E C H E M I C A L S KILL ING T H E C H E M I S T R Y 
B E T W E E N Y O U AND Y O U R C U S T O M E R S ? If 
you're not growing, you might want to consider 
converting to or adding a NaturaLawn Franchise. 
We are the industry leader in organic-based lawn-
care. We offer reduced franchise fees to existing 
businesses with a minimum of $50,000 in existing 
annual lawn care revenue Natu raLawn® of 
America, 1 -800-989-5444 (C). 2/93 

IS Y O U R J O B IN J E O P A R D Y W I T H T H E 
" M A J O R L C O ' S " ? ? Nitro-Green's Lawn and 
Tree franchises are tailor-made to help your LCO 
career "carry on". Talk to me, Roger Albrecht, 
(800)982-5296. 1/93 

FOR SALE 

MAKE MORE MONEY with safe, efficient employ-
ees. Free catalog of over 100 professional training 
videos available from California Polytechnic State 
University. Perfect for landscape construction and 
maintenance companies, grounds crews, design-
ers, etc. Call 1-800-235-4146. 6/93 

FOR SALE : C O M P U T E R Slice System w/ALTOS 
3068/80 Megabytes hard drive, 2 user w/printer, 
U.P.S. Call Hardy (404)977-0981. 1/93 

Aluminum molds for concrete bird baths and stat-
uary. Various sizes. Call Henry at (405)262-0622. 
1/93 

LAWN SEED: Wholesale. Full line of top quality 
grasses. Improved bluegrass varieties, tall fes-
cues and fine bladed ryegrasses. We specialize in 
custom mixing. Oliger Seed Company, 89 Hanna 
Parkway, Akron, OH 44319. Call collect (216)724-
1266. OH, PA, WV, Ml, IN. TF 

M E Y E R Z -52 Z O Y S I A S O D F O R S A L E . 
V A M O N T A N D T U F C O T E B E R M U D A G R A S S 
S O D . F O R K L I F T D E L I V E R Y . S E R V I N G T H E 
M I D - A T L A N T I C R E G I O N . O A K W O O D S O D 
FARM, SALISBURY, MD 410-742-3086. 3/93 

HELP WANTED 

L A N D S C A P E MAINTENANCE S A L E S — Large 
established landscape, irrigation, and mainte-
nance firm in Tampa Bay area. Experience in bid 
preparation required. Send resume to P.O. Box 
22501, Tampa, FL 33622. 1/93 

HELP WANTED 

B O Z Z U T O L A N D S C A P I N G C O M P A N Y - An 
expanding firm in the Washington, D.C., Maryland 
and Virginia markets is currently looking for quali-
fied, career oriented professional. Opportunities 
are available in our commercial grounds mainte-
nance division for foreman, assistant foreman, 
pesticide foreman, and mechanical positions. 
Benefits include vacation and sick leave, health 
care package, disability and retirement. Send 
resumes to: Thomas W. Davis, 15127 Marlboro 
Pike, Upper Marlboro, MD 20772, or fax to 301-
627-7011 2/93 

PRODUCT ION ASSISTANT : Quality and growth 
oriented company servicing the Chicagoland area 
needs individual to team with landscape manage-
ment manager to provide excellent service to our 
clients. Duties would include routing crews, esti-
mating, servicing lawn care accounts, quality con-
trol, first line discipline, and sales. If you're ambi-
tious, not afraid to work hard, well-organized, 
please send resume to: Ground Pros Inc., P.O. 
Box 28, Elmhurst, IL 60126. 1/93 

L A N D S C A P E MAINTENANCE. Established firm 
with reputation for exceptional quality, seeking 
individual with 4 to 5 years of experience in full 
service lawn and landscape maintenance of high 
profile commercial properties. Must be self-moti-
vated, creative, enthusiastic, and organized with 
strong supervisory skills. Please send resume to: 
The Grounds-Keeper Lawn and Landscape Main-
tenance Specialist, Inc., 251 West Central Street, 
Suite 163, Natick, MA 01760. 1/93 

IS YOUR JOB SECURE? 
Lawn care services available with a 
proven winner. If you like the lawn 
care industry and want to stay in it, 
check out a career with Spring-
Green. There's a lot to choose from. 

* Franchise Opportunities 
* Management/Sales Positions 
* Service Specialist Positions 

Become an important member of 
America's Neighborhood Lawn 
Care Team. Call Spring-Green at 

1-800-435-4051 

L A N D S C A P E M A I N T E N A N C E / S A L E S : Estab-
lished, Full Service Landscape Firm is seeking a 
highly motivated individual to assist in the contin-
ued growth and development of our Maintenance 
Division. Areas of responsibility would include 
client prospecting, estimating, sales and schedul-
ing. Must have strong horticultural and sales/esti-
mating background and 3-5 years proven experi-
ence in Landscape Management. If you are an 
aggressive take charge person, willing to work 
hard for success, please send complete resume 
along with past work history & salary to: Michael 
Guerrisi, Guerrisi Landscape Inc., 25 Ridge Ave., 
Lebanon, PA 17042. 2/93 

L A N D S C A P I N G / O P E R A T I O N S : Hermes Land-
scaping, a well established contracting company, 
is seeking a self-motivated, professional manager 
to handle the operations of a Commercial Land-
scaping and Sprinkler Division. Must have a B.S. 
degree, 2-4 years of experience, people skills and 
hands-on supervisory experience. Send resume 
and salary history to: Hermes Landscaping, Inc., 
P.O. Box 14336, Lenexa, KS 66215. EOE. 1/93 



Landscape Mangement...it's all you really need...pass it on... 

Landscape Mangement...it's all you really need...pass it on... 

Landscape Mangement...it's all you really need...pass it on, 

For 30 years, Landscape Management has been your 
Green Industry source for Business Management 
"How-To" Technical Information, and Industry News. 

Now that we include Lawn Care Industry's coverage 
of the LCO segment, you have more reasons than 

ever to read LM and... PASS IT ON! 

Your crew, a partner, technicians or 
even customers... LM's editorial, 
useful, timely and understandable will 
help you and other professionals with 
your work, and in promoting the 
benefits of healthy attractive turf. 



Landscape/Irrigation (Vice President) Manager 
Needed: You must have an attitude of excellence, 
enjoy a challenge, feel second best is never good 
enough, a history of job stability, commitment, hon-
esty and integrity. You must be able to manage 
people and priorities, proven experience in esti-
mating, job costing, purchasing and thorough 
knowledge of this industry. Degree preferred but 
not essetial, excellent references required. We are 
a 5+ year old full service landscape & irrigation firm 
based in Dallas, Texas, that has experienced con-
tinued growth and success. Excellent salary, bene-
fits and opportunity for the right candidate. Confi-
dentiality required. Please forward resumes and 
references to LM Box 499. 1/93 

HELP WANTED 

SALES REPRESENTATIVE 
Great opportunity for energetic, self-motivat-
ed individual for full-time sales. Interesting 
and challenging work in So. California for a 
distributor of specialty agricultural chemicals. 
PCA licenses and degree in biological sci-
ence required. Excellent company benefits. 

EOE NON SMOKING 
SEND RESUME: 

TARGET 
P.O. BOX 1117 

CERRITOS, CA 90701 

MISCELLANEOUS 

BUSINESS ENVELOPES : FREE C A T A L O G AND 
W H O L E S A L E PRICELIST of the most often used 
printed business envelopes in the Green Industry. 
STOP paying printer's retail prices. C A L L T O D A Y 
AND S A V E (219)865-8485. 1/93 

MARKETING SERVICES 

INCREASE YOUR BUSINESS & KEEP YOUR 
CUSTOMERS with a customized, professional 
newsletter. You choose the articles and title! FREE 
marketing tips and information! Special introducto-
ry offer! For free sample and details, call TotalCon-
trol Inc. (800)432-5528. In Pennsylvania call 
(215)430-3960. 1/93 

SOFTWARE 

TurfWorks ™ - Your Best Buy. Version 4.0 just 
released. Customer/Job Tracking, Automatic Sched-
uling, Invoicing, Receivables/Cash Application, 
Monthly Statements, Chemical Usage Tracking, 
Marketing, Sales Analysis and more. Online help. 
Affordable price. Send $4.00 and disk size for 
demo. Bellanger Group, 50 Clarkson Center, Suite 
422, Chesterfield, MO 63017, 314/537-2025. 2/93 

Route Manager System for schedul ing and 
accounts receivable record keeping. Serving the 
Lawn Care Industry since 1982. List price $350. 
Fortunate Computers, 46 N. 4th Street, Coplay, PA 
18037. 800-275-0620 12/93 

REPS WANTED 

T O S E L L A S U P E R I O R Q U A L I T Y T A C K I F I E R . 
Used by Hydroseeders and Landscapers as the 
agricultural glue that holds seed In place and for 
erosion control. A perfect complimentary line for 
distributors selling equipment and seed to the 
Green Industry. Selected territories open. Send 
resume, product lines, & territory covered to PRS 
Materials, 882 S. Matlack St., Unit E, West 
Chester, PA 19382 (215)430-3960. 1/93 
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112 Jacobesen Div. of Textron 47 
113 Koos, Ine 64 
114 Lebanon Co. (Demographic) 2-3 
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120 Nor Am Co 35 
121 Oregon Fine Fescue Commission..43 
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This index is provided as an additional ser-
vice. The publisher does not assume any lia-
bility for errors or omissions. 



AS MUCH AS WE 
HATE BEING #2, WE 
SURE WOULDN'T 
WANT TO BE IN 

I S SHOES. 
At Shindaiwa, we make one tough trimmer. Which is why in just 10 years, 

our straight-shaft professional trimmers have become the second biggest 
selling trimmers in the nation. Leaving some 20 others behind in the dust. 

You see, at Shindaiwa we build our family of trimmers to have less 
vibration, and more horsepower per cc for the best power to weight of 

any other trimmers in the world. And we hack every one not only 
by a 7-day unconditional money-back guarantee, but by one 

of the strongest servicing dealer networks in the 
country, and a full line of professional machines 

recognized world-wide for their superior 
performance and durability. With a 

track record like that, who's going 
to stand in our way? 

shindaiwa 
WE SIMPLY MAKE THEM BETTER. 

11975 S.W. Herman Rd., Tualatin, Oregon 97062 
For the name of your Shindaiwa dealer, 

call 1-800-521-7733 



Ram I, the proven Kentucky Bluegrass that still provides 
excellent color and top overall performance. 

In national trials under both low and high maintenance 
conditions, Ram I ranked third and fourth respectively in 
overall turf quality. 

Mean Turfgrass Quality Ratings of Kentucky Bluegrass Cultivars for Each Month 
Grown Under H igh Maintenance at Seventeen Locations in the U.S. & Canada 

1991 Data 

Turfgrass Quality Ratings 1-9; 9=ldeal Turf: Months 1/ 

NAME JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC MEAN 

Midnight 5.3 5.7 5.2 5.2 6.4 6.4 6.3 6.3 6.3 6.6 5.9 5.0 6.2 
Unique 6.3 6.7 6.3 5.6 6.2 6.3 6.4 6.3 6.4 6.5 5.5 5.2 6.2 
Glade 3.0 3.8 5.1 5.5 6.1 5.9 6.0 5.8 6.4 6.6 5.7 4.7 6.2 
RAM-I 4.7 4.7 5.3 5.5 5.8 5.8 5.9 5.7 6.3 6.5 5.9 5.5 6.1 

Under high maintenance, Ram I ranked fourth out of 125 entries. 

Mean Turfgrass Quality Ratings of Kentucky Bluegrass Cultivars for Each Month 
Grown Under L o w Maintenance at Sixteen Locations in the U.S. 

1991 Data 

Turfgrass Quality Ratings 1-9; 9=ldeal Turf: Months 1/ 

NAME JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC MEAN 

Midnight 5.3 4.7 6.0 4.8 6.7 5.7 5.3 5.6 6.5 5.7 5.6 6.0 5.7 
Barmax 6.3 5.0 6.0 6.1 6.8 5.8 5.0 4.9 5.5 5.0 4.9 5.0 5.7 
RAM-I 5.3 5.3 4.0 5.1 6.4 5.7 5.1 4.9 5.3 5.6 5.3 4.3 5.5 

Under low maintenance. Ram I ranked third out of 62 entries. 

So whether you're producing sod that will become someone's 
well-manicured lawn or seeding a low-maintenance area, 
count on a proven reliable...Ram I. 

Jacklm Seed Company 
Post Fall. ID 83854 
(208) 773-7581 • (800) 688-SEED 
FAX (208) • 773-4846 

L O F T S 

Lofts Seed Inc. 
Bound Brook. NJ 08805 
(908) 356-8700 
(800) 526-3890 


