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"WHITEMARSH Valley Co untry C lub. 

We've been around a long time — over 75 years. 

The players demand impeccable turf and we deliver. But the highest 
standards around here are those I set for myself. 

I have the future of the course to think about. So, I make sure the herbicides 

I use to keep the course gorgeous are also respectful of 
the environment. I try to make sure the course and the world will be 

around for another 75 years. Pendimethalin is the turf herbicide that 

meets these standards year after year'7 

"I've got some 
pretty broad shoulders. 

The future's 
on them." 

Tony Gustaitis, C G C S 
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OPENING SHOTS 

Late news 
is good news 
for industry 

TERRY McIVER 
E d i t o r - i n - C h i e f 

Word from the Professional Lawn 
Care Association of America as 
we went to press: the Depart-
ment of Transportation has just 
helped cut down on lawn care 

operators' paperwork. 
HM-200—the rule that covered LCOs who 

carry specific quantities of hazardous materials — 
has been modified. Operators no longer have to 
meet training, emergency response phone num-
ber and shipping paper requirements, effective 
Oct. 1, 1997. 

"Until now, even if you 
carried over A gallon of 
gas in your truck, you had 
to have shipping papers," 
explains Tom Delaney, 
PLCAA director of gov-
ernment affairs. 

"Through phone calls 
and comments to the Fed-
eral Register by PLCAA 
members and attendees at 
PLCAA's Legislative Day-
on-the-Hill in Washing-
ton, D.C., the Association 
was able to put pressure 
on the Department of 
Transportation to make 
this change." 

Gasoline containers must be made of metal or 
plastic and conform to Occupational Safety and 
Health Agency requirements, which are less 
stringent than DOT requirements. 

"LCO's will also no longer have to conform to 
state and federal regulations regarding transport 
of 400-gallon-size tanks or smaller mixed with 
two percent or less concentration of a Class 9 ma-
terial, which covers certain pesticides," says 
PLCAA. 

The point is not that product applicators want 
to abolish any and all regulations, just those that 
are unfair, impractical, or redundant. 

The American Association of Nurserymen 
reports ergonomic guidelines to prevent "repeti-
tive motion" injuries will be more of an OSHA 
concern this year. 

It's too early to call this bad news, so for now, 
we'll hope it's good news. It will remain in the 
"good news" category if resulting guidelines are 
sensible and workable. For example, the AAN 
cites a 1994 attempt at ergonomic-related legisla-
tion, which wanted to prevent "lifting or carrying 
anything weighing over 25 pounds without assis-
tance more than once during a workshift." 

Once again, no one wants to ignore legitimate 
worker concerns. I have them, too. As someone 
who uses a typewriter—excuse me, keyboard— 
regularly, I must say carpal tunnel syndrome is a 
concern of mine. But I know the ergonomic 
guidelines that prevent it, and it's up to me to fol-
low them. I also worked a job that required lots 
of heavy lifting, but I knew when to call my 
friend Arnold over to help me. 

Cleveland-based Freedonia Group predicts 
demand for commercial lawn and garden equip-
ment will hit $1.2 billion per year by 2000. 

Growth, says Freedonia Group, will come as a 
result of: 

• favorable demographic trends; 
• a positive outlook for new golf course 

construction; 
• expanding state and municipal spending; 
• commercial and multi-family home con-

struction; 
• high levels of equipment replacement from 

golf course superintendents, municipal mainte-
nance crews and professional landscape firms. 

Responsible Industry for a Sound Environ-
ment (RISE) tells us that legislation proposed in 
New Hampshire will allow local control of pesti-
cides. It's all in the interest of "home rule," a form 
of government New Hampshirites seem to prefer. 

As did a lot of other people, way back in 1776. LM 

Comments? Write Terry at 7500 Old Oak, 
Blvd. Cleveland, OH 44130; phone him at (216) 
891-2709, fax him at (216) 891-2675 or e-mail 
him at lscape@en.com. 

mailto:lscape@en.com


M i n i m i z e s C a l l b a c k s • 

M a x i m i z e s P r o f i t s • 

Customer satisfaction. It's one of the driving forces in the 
lawn care business. And it's what makes Finale® such a key 

to success. Finale is the perfect combination of fast and 
complete, non-selective control of weeds, grasses, woody 

species and conifers. Its unique state-of-the-art technology 
delivers broad-spectrum control in days, not weeks. In fact, 

weeds are dead in just 1 to 4 days. Finale is rainfast in 4 
hours, too. So put new technology Finale on the job, 

and keep the customers satisfied. 

Fast & Effective Weed Control 

HERBICIDE 

Read and follow label directions carefully. AgrEvo USA Company, Wilmington, DE 19808 © 1997 Telephone (302) 892-3000 

Circle No. 101 on Reader Inquiry Card 
AgrEvö 



The Quality Brand 
For Quality Blends 

T U R F BLEND8 

Look for it in Americas leading fertilizers. 

GREAT SALT LAKE M I N E R A L S C O R P O R A T I O N 
8300 College Boulevard, Overland Park, KS 66210 

(913) 344-9302 

Circle 115 

This new single-source reference pimides 
the most current and comprehensive 

information on the basics of turfgrass and 
landscape management available today! 

The Landscape 
Management Manual 

edited by W illiam E. Knoop 

125 pages, softcover. Item #LSMB830 $ 3 4 9 5 

The landscape Management Manual provides 
a unique, single-source reference of comprehensive 
information on a variety of turf and landscape topics. 
Its an ideal handbook for golf course and lawn care 
superintendents and crew members, and is also 
appropriate for schools that teach basic turf and 
landscape management. 

Call 1-800-598-6008 
Fax: 218-723-9146 • Outside the U.S. 218-723-9180 
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INTRODUCING HUSQVARNA'S 

NEW E-TECH™ ENGINE. IN ACTION. 

The Superior Value 

of Husqvarna is 

backed by 308 years 

of manufacturing 

excellence. 

An industry first, Husqvarna s new E-tech™ two-cycle 

engine minimizes smoke and odor. Featuring an innovative 

catalytic muffler system, it reduces emissions with 

little or no loss of power. For more information on this 

© Husqvarna revolutionary advance and 

the full Husqvarna product line, call l-800-HUSKY 62 

or visit our web site at www.husqvarna.com. 

THE FUTURE 

The new E-tech™ engine 

will be standard on a 

number of Husqvarna's 

best-selling trimmers, 

hedge trimmers, and 

blowers beginning in 1997. 

http://www.husqvarna.com


This new single-source reference provides 
the most current and comprehensive information 

on the basics ofturfgrass and landscape 
management available today! 

The Landscape 
Management Manual 

edited by 
William E. Knoop 

125 pages, soflcover 
Item #LSMB830 

$349:> 

% Provides an overall 
understanding of turf 
and landscape care and 
management and covers 
all the basics of the 
green industry 

Covers all the topics both golf course superintendents 
and students of turfgrass and landscape management 
need to know about 

Combines practical information with the tried 
and true basics of management to provide a single, 
practical, affordable and up-to-date text 

Features detailed information, charts, diagrams, 
figures and tables to illustrate key information points 

The landscape Management Manna! provides a unique, 
single-source reference of comprehensive information on a 
variety of turf and landscape topics. It s an ideal handbook 
for golf course and lawn care superintendents and crew 
members, and is also appropriate for schools that teach 
basic turf and landscape management. 

Call 1-800-598-6008 
Fax: 218-723-9146 

Outside the U.S. 218-723-9180 
ADVANSTAR MARKETING SERVICES 

Customer Service Dept. • 131 W. 1st St.. Duluth. MN 55802 

Shipping/Tax: UPS—add $5 per order, plus $1 per additional book. International. Hawaii. Alaska, 
Canada and expedited shipments—call for rates. Residents of CA, CT. GA, IL. MN, NJ, NY, OH and 
TX must add sales tax. Prices subject to change. CODE: 949890 

A proud member of these green industry 
professional organizations: 

Associated Landscape Contractors of America 
12200 Sunrise Valley Dr., Suite 150, Reston, V A 
(703 ) 6 2 0 - 6 3 6 3 

American Association of Nurserymen 
(National Landscape Association) 
1250 I St. N W , Suite 500, Washington, D C 2 0 0 0 5 
C202Ï 7 8 9 - 2 9 0 0 

Golf Course Superintendents Assn. of America 
1421 Research Park Dr. 
Lawrence, KS 6 6 0 4 9 - 3 8 5 9 
(913) 8 4 1 - 2 2 4 0 

Independent Turf and Ornamental 
Distributors Association 
1217 Wayburn 
Grosse Pointe Park, MI 4 8 2 3 0 
(313 ) 3 3 1 - 7 7 3 9 

International Turfgrass Society 
Crop & Soil Environmental Sciences, VPI-SU, 
Blacksburg, V A 2 4 0 6 1 - 0 4 0 3 
( 5 6 1 ) 9 9 6 - 3 0 6 2 

National Arborist Association 
The Meeting Place Mall, P.O. Box 1094, 
Amherst, N H 0 3 0 3 1 - 1 0 9 4 
(603) 6 7 3 - 3 3 1 1 

National Golf Foundation 
1150 South U.S. Highway One, Jupiter, FL 3 3 4 7 7 
(407 ) 7 4 4 - 6 0 0 6 

Ohio Turfgrass Foundation 
P.O. Box 14824, Columbus, O H 4 3 2 1 4 
( 6 1 4 ) 2 6 1 - 6 7 5 0 

Professional Grounds Management Society 
120 Cockeysvil le Rd., Suite 104, 
Hunt Valley, M D 21031 
(410 ) 5 8 4 - 9 7 5 4 

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd., NE, Suite C-135 , 
Marietta, G A 3 0 0 6 8 - 2 1 1 2 
(770 ) 9 7 7 - 5 2 2 2 

Responsible Industry for a Sound Environment 
1156 15th St. N W , Suite 400 , 
Washington, D C 2 0 0 0 5 
(202 ) 8 7 2 - 3 8 6 0 

Sports Turf Managers Association 
1375 Rolling Hills Loop, Council Bluffs, IA 51503-8552 
( 7 1 2 ) 366 -2669; (800) 3 2 3 - 3 8 7 5 

Turf and Ornamental Communicators Association 
P.O. Box 156, N e w Prague, M N 56071 
( 6 1 2 ) 758-5811 



Dependability From Turf ToTreetop. 
STIHL's new Professional Series™ Hedge Trimmers are dependable, 
lightweight heavy-duty power tools. Five different models 
include two extended length hedge trimmers. The new 
hedge trimmers have increased power 
and torque and are equipped with 
STIHL's exclusive Easy-Start™ System 
with ElastoStart™ shock absorbing 
handle, see-through fuel tank, dual 
stage air filter, electronic ignition, 
and anti-vibration system. 
These are hedge trimmers 
designed for people who use 
them all day...everyday. 
And they are backed up by a 
highly trained network of 

independent servicing 
dealers from coast-to-coast. 
The STIHL Professional Series 

hedge trimmers, manufactured exclu-
sively for lawn care professionals and 

c borists, are part of eleven different power 
tools driven by STIHL's all new, made in the USA, 

25.4 cc engine. Common parts mean you could pull 
an air filter, starter rope or other engine part from your 

edger to keep your trimmer going. And, more importantly, 
it means routine engine maintenance is the same, as is 

the fuel mix, saving you both time and money. 
The STIHL Professional Series ...Dependable From Turf to 

Treetop. Call 1-800-G0 STIHL (1-800-467-8445) for more 
information or for the name of your nearest STIHL dealer. 

STIHL 



ASK THE E X P E R T 

BALAKRISHNA RAO 
Manager of Research and 

Technical Development 

for the Davey Tree Co. 

Kent, Ohio 

SEND YOUR 
QUESTIONS TO: 

"Ask the Expert" 
Landscape Management 

7500 Old Oak Blvd. 
Cleveland, OH 44130 

Please allow two to three 
months for an answer to 
appear in the magazine. 

Scales infest oaks 
We are finding scale-like struc-

tures on twigs, as well as on the 
trunks of our oak trees. They are 
mostly grouped, generally laying 
one over the other. The areas where 
they are found are slightly sunken. 
Some have small, black dots on the 
center of what looks like a scale 
cover. What are these? How do we 
manage them? 

— M A R Y L A N D 

From your description it ap-
pears that your problem is re-
lated to a scale and most likely 
it is obscure scale. Obscure 
scale is commonly found on 
species of oak, chestnut and 
hickory. They have also been 
reported on beech, maple, dog-
wood and willow. Obscure 
scale is most prevalent in the 
southern United States. 

With one generation per 
year, obscure scale completes 
growth around mid August on 
white oak and mid July on red 
oak. On pin oak, the crawler ac-
tivity peaks during July then de-
clines, only to have another 
surge in August. 

Managing obscure scale is 
difficult because the scales grow 
in clusters with one laying on 
the other. The layers make pes-
ticide penetration to the target 
crawlers difficult. Also, they lay 
eggs over a long period of time 
and there is an extended period 
of crawler activity. Crawlers can 
settle under the layers of scale 
clusters; therefore, they are not 
readily exposed to insecticide 
treatment. They overwinter in 
the partly grown adult stage 
(second instars). 

There are a few parasites and 
predators of this scale that may 
be effective as biological agents 
or you can treat the infested 
trees with horticultural oil. 
Thorough coverage of twigs and 
trunks is needed. Because they 
grow in clusters, the horticul-
tural oil may not penetrate deep 
enough to manage all of the 
scales. Therefore, in the spring 
treat again with insecticides 
such as Malathion or Sevin. Of 
course, read and follow label di-
rections. 

Scientists are researching the 
feasibility of using systemic 
products such as Merit insecti-
cide to manage scales. Contin-
ued research should help an-
swer questions in managing 
these difficult and destructive 
pests. 

Stumped over sprouts 
Some clients do not want their 

stumps to be removed by grinding. 
Quite often we find sprouts growing 
from cut surfaces. In some cases we 
even find suckers on the roots. How 
can we manage these problems? 

— M I C H I G A N 

Use Roundup in an undi-
luted form or up to a 50 per-
cent solution with water to 
manage sprouts growing from 
the cut surface of a stump. 
Treatments should be made im-
mediately after cutting the tree. 
Apply Roundup on the cut sur-
faces along the edges of the 
trunk on the cambial layer. Use 
a hand sprayer. There is no 
need to apply all over the 
stump. Recutting the stump 
and then treating may be re-

quired if there is more than a 
one-hour delay. 

Roundup may not be effec-
tive is a tree is removed during 
winter. Pathfinder II (Garlon, 
which contains trichlopyr) can 
be used. Generally, this may re-
quire a different type of pesti-
cide applicator license, so make 
sure you have the proper li-
cense. 

To manage sprouts on cut 
stumps near a body of water 
(ponds, rivers, streams, lakes), 
consider formulations such as 
Accord or Rodeo. Roundup 
can't be used near a body of 
water. Again, make sure your 
pesticide applicator license al-
lows you to use these products. 

Do organics leach? 
Do organic fertilizers, such as 

the one containing powder blue, 
leach? Do we need to apply more 
fertilizer in sandy soils than we 
would use in clay soils? Or, should 
we increase the frequency of fertil-
ization? 

— N E W YORK 

Organic fertilizers containing 
powder blue can leach to some 
degree, but at a much lower ex-
tent and not so readily as the in-
organic quick-release fertilizers. 
When using the above product 
in sandy soils, use the recom-
mended rate but increase the 
frequency of your treatment 
schedule. This to compensate 
the fertilizer loss due to leach-
ing through sandy soils. Where 
feasible, incorporate some or-
ganic mulches through methods 
like vertical mulching. 



There's more than 
fertilizer in this bag 

T: here's a total resource. One 
that can help you grow healthy, 
green turf with a strong root system 
and a solid base. Turf that's healthy 
and better able to fight disease, 
pests and everyday wear and tear. 
That resource is Terra. You'll find 
a complete, new line of Terra 
Professional Fertilizers - with 
primary, secondary, micronutrient 
and pesticide packages available. 
Plus, you can count on the support, 
service, assistance and expertise 
it takes to select and use the right 

Working with you. 

Terra 
Terra Industries Inc. 

P.O. Box 6000 

Sioux City, Iowa 51102 

1-800-831-1002 

www.terraindustries.com 

fertilizer. The product 
that will do the job for 

you. For fertilizers, turf seed, 
plant protection products and a 

whole lot more - work with Terra. 
You'll get more. 

http://www.terraindustries.com


HOT T O P I C S 

Weather bends, buries 
and breaks Pacific 
Northwest landscapes 
by L E S L E E J A Q U E T T E 

SEATTLE, WASH.— Combine a Novem-
ber snowstorm with a Christmas snow-
fall of 16 inches, mix in a New Year's 
Eve windstorm and you have a Pacific 
Northwest landscape industry rushing to 
evaluate damage and calculate losses. 

Seattle, in King County, as well as sur-
rounding Washington State counties 
have been declared national disaster areas 
after heavy snow, flooding and mudslides 
caused $250 million in damage. 

"There's a ton to be done, but I'd 
rather not have the work than see the 
trees broken down," says Hendrikus 
Schraven of Hendrikus Schraven Land-
scape, Construction, Design, Inc., of 
Seattle. 

"It will feel like blood money. I'd 
rather see everything survive." 

Analyzing the effects of the worst se-
ries of storms in five years, Schraven esti-
mates 40 percent of his mature nursery 

Tree damage was the most visible sign of 
damage after wind storms hit the Seattle 
area. Wet snow added to the damage later. 

plants are damaged. These plants run 
from $2500 to $5000, but will now 
need at least two years to recover. Ac-
cording to Schraven, one of his $5000 
pines was annihilated. 

"Normally, we'd shake the snow off, 
but the sheer weight of the snow and ice 
snapped off four big limbs. Now there's 
nothing to do but wait and see." 
Leafy trees carry the weight 

Mike Moschcatel, owner of Earth-
works Landscape Services, Inc., of Seat-

tle, notes the November storm—which 
dropped around eight inches of wet 
snow— probably committed the worst 
damage due to leaves still remaining on 
the deciduous trees. The December 
snow was drier but in such quantities 
that the effects were almost identical. 

After surveying 40 of his 150 clients' 
properties, Moshcatel reports half of 
those properties have significant damage, 
with most repair estimates falling in the 
$1000 to $1500 range. The most com-
mon damage includes trees with split 
trunks and lopped off tops. One of 
Moshcatel's commercial accounts—the 
local K-Mart—suffered badly when 13 
of a row of 30-40 ft. maples split in half. 

"These trees would cost $20,000 each 
to replace, and no one's going to pay 
that," says Moshcatel. • 

Some seed supplies hit by weather 
While several seed companies in north 
central Oregon were barely affected by 
recent winter storms, one major seed 
producer experienced significant dam-
age and lost production. 

Jerry Pepin, general manager of Pick-
Seed West, says the Tangent, Ore., com-
pany lost 10 percent of new tall fescue 
and perennial ryegrass as a result of 
heavy rain and snow over the Christmas 

holiday. 
While this figure represents 

25 to 30 percent of new 
plantings, the total amount of 
established field loss runs 
around two percent. Estimated 
total loss looks to be about 
three to five percent. 

Pepin remembers that last 
year's perennial ryegrass crop 
was down due to equally disas-
trous weather. After two years 
of substantial flooding, Pepin es-
timates the 1997 crop could see 

a price increase of as 
much as 10 to 12 
cents per pound. 

"It's a farming 
operation," says 
Pepin. " W e take our 
chances with na-
ture; growing grass 
is no different." 

Tom Stanley, 
marketing director 
of TurfSeed, Hub-
bard, Ore., says the 
company seed supply is relatively un-
touched by the storms, with less than five 
percent damage to production fields. 

Dave Nelson, executive secretary of 
the Oregon Seed Council in Salem, adds 
that his area also survived in good shape. 

"Although some fields were inun-
dated, the rain subsided soon enough to 
avoid submerging the plants for days or 
weeks," says Nelson. L . J . 

Jerry Pepin: TAle 

take our chances 
with nature.' 



West coast nurseries 
survey storm damage 
by LESLEE J A Q U E T T E 

California nurseries, some 
of whom supply landscape 
companies across the U.S., 
have delayed harvesting de-
ciduous and orchard trees 
due to heavy rains in late De-
cember. 

"Not only have rains pre-
vented digging of bareroot 
trees in the state," says Ross 
Hutchings, executive admin-
istration director of the Cali-
fornia Association of Nursery-
men, headquartered in 
Sacramento, "but in some 
cases rains have forced nurs-
eries to wash off roots and re-
spray." 

During the same cluster of 
storms, Washington and Ore-
gon nurseries were spared for 
the most part, says Jeff 
Mclvor, director of marketing 
and communications for the 
Oregon Association of Nurs-
erymen. 

During the second week 
of January, nurseries that use 
container-bound plants were 
not showing major losses, but 
Hutchings reports that some 
grow-in-the-ground nurseries 
have harvested as little as 10 
percent of their bareroot 
crop, when normally 80 to 
100 percent would be dug 
and shipped by early January. 

Hutchings reports that 
Sierra Gold Nursery in Yuba 
suffered much damage when 
the staff was forced to evacu-

ate the premises with only 10 
percent of its deciduous crops 
harvested. 

A majority of the crop at 
the Dave Wilson Nursery in 
Hickman and Reedley, Calif., 
was pulled out of 'heeling-in,' 
which means the trees must 
be pulled out, washed and re-
sprayed at considerable added 
expense. 
Soggy profits 

Hutchings could not com-
ment on how the weather 
damage will affect prices of 
nursery stock. He did suggest, 
however, that it will be hard 
for some individual nurseries 
to show a profit. 

"On the upside, in a few 
years, we may see people re-
landscaping in response to the 
storms." 

Despite strong winds in 
excess of 60 mph, Southern 
California's Monrovia Nurs-
ery Co.—one of the largest 
nurseries in the U.S.—has 
survived with only minimal 
damage. 

General Manager Jim 
Poorbaugh notes only minor 
problems caused by the rela-
tively warm weather. He 
credited the company's expe-
rience in handling bad 
weather. 

Poorbaugh says four of 12 
hoop houses and a 
polypropyline shade were 
torn from their bases. Al-

though these will have to be 
replaced, the plants are fine, 
with no cold or sun damage. 
In addition, there were no 
water problems due to plenti-
ful rainfall prior to the winds. 

"The winds inconve-
nienced us because lack of 
electricity in the office re-

duced productivity," says 
Poorbaugh. 

"It's an irritation to clean 
up, but the quality of the 
plants didn't suffer." • 

Feds satisfied: BF/TG-CL 
deal moving forward 

The acquistion of Barefoot, Inc. by ChemLawn parent 
company ServiceMaster is a step closer to completion, now 
that the mandatory waiting period has expired. 

The Federal Trade Commission and Department of Jus-
tice have not requested further information, thus satisfying 
the government-imposed requirements needed to close the 
transaction. 

As of January 10, ServiceMaster needed to register its 
shares with the Securities and Exhange Commission. The 
tender offer will begin upon fulfillment of this requirement. 
Closing of the transaction is contingent upon participation 
in the tender offer by the holders of at least 75 percent of 
Barefoot's 14.5 million outstanding shares. 

Barefoot is the nation's second largest lawn care com-
pany, with more than 500,000 system-wide customers, 
spanning 103 metropolitan markets, with 53 company 
owned markets, 50 franchises, and annualized customer 
level revenues in excess of $125 million. 

TruGreen-ChemLawn is the nation's largest lawn care 
company, with customer level revenues of more than $630 
million, serving 2.5 million customers through more than 
260 service centers across the country. 

ServiceMaster reports it has more than 6 million cus-
tomers in the U.S. that use its various service companies, 
including Terminix, Merry Maids and American Home 
Shield. • 



People love 
If you think Dodge Ram 

impressive, just wait till you 
see how it works. 

Because 
Ram comes to 
the job site with 
the most available 
payload of any pickup 
and a bed thats designed 
for two-tier loading. 
Convenient cargo tie-downs 

come standard. And using bulkhead 
dividers, you can even separate a 
load into three compartments. 

Inside the roomiest regular and 
extended cabs of any full-

size pickup, you'll find 
a standard driver's 
airbag. And terrific 
options like reclining 

seatbacks, an ingenious 
behind-the-seat storage system. 

and a center console that can double 
as an office...with room for a laptop 
computer, cellular phone and more. 

Dodge's greatest strength, 
though, is a choice of Magnum® 
engines-overall the most powerful 
line of pickup engines on the planet. 
And Ram gives you a choice of two 
V-8s. An awesome 300-horsepower 
V-10. And a mighty Cummins Turbo 
Diesel which, at 440 pounds/feet. 



delivers more standard torque than 
any other diesel you can get. 

It's no wonder Dodge Ram has 
better resale value than Ford, Chevy 

or GMC.t There's just so much 
more to love. 

For still more information, call 
1-800-WORK RAM or visit our Web 

site at http://www.4adodge.com 
Always wear your seat belt for a fully effective airbag. 
tWe calculated resale using avg. trade-in values 
for '94-'95 full-size models vs. MSRPs, published in 
Jan.'95-July'96 N.A.D.A. Official Used Car Guide* 
monthly editions. 

America's Truck Stop The New Dodge 

http://www.4adodge.com


mail; e-mail; fax; etc. 
Asian group a good 
work force 
I enjoyed your article [on His-
panic laborers] in the Oct 1996 
LANDSCAPE MANAGEMENT. I a m a 

retired priest of 8 years and 
play golf about twice a week. I 
have worked as a priest with 
5000 migrant workers in the 
60s and 70s for 15 years. They 
were mostly asparagus, onion, 
potatoes, sugar beet workers. 
At the time I worked with 
them not many got beyond the 
third grade. Many could not 
read or write. Television al-
lowed many older people to 

leam English, mostly watching 
soap operas on rainy days. 

They were a poor, but 
happy people. Not many of the 
luxuries of our affluent society, 
just enough to stay alive and 
move from state to state to 
harvest a crop for us who were 
more affluent. I never met a 
lazy migrant worker in 15 
years. 

I might mention there are 
19,000 Hmong people now liv-
ing in the Twin Cities. They, 
too, are people of the land, 
now in the flow of city life. 
They, too, are good workers, 

never lazy, but farm oriented. 
No doubt they too could fit 
into the green environment 
program. 

Fr. John F. Cody, St. Paul, Minn. 

Wages must increase! 
All I've read about this past 
year in all my trade magazines 
is about Mexican labor this and 
that. 

If you are American born 
and bred, you know the hard 
facts of life in America: 

Fact #1: You cannot support 
yourself, apartment car, gas, 

insurance, food, phone, utilities 
and clothes (not including 
health insurance, girlfriend, a 
family or maybe even a life) 
working for S5-S6-S7 dollars an 
hour. You have a calculator, do 
the math. 

There are plenty of Ameri-
can men and women that love 
to work outdoors and would 
love to work in all areas of the 
green industry. What stops 
them? Fact #1! Americans are a 
lot of things, but we're not that 
stupid. 

There are a lot of companies 
who hire and train competent 

TAG/KLIN. 
vJ S e e d C o m p a n y 

Advent perennial ryegrass isn't only beautiful — it's resilient. To heat. Drought, 

spring after spring. All of which makes Advent an excellent choice for home 



American people and actually 
pay them a decent wage for 
their efforts. They understand 
if you want to live and stay in 
America you have to earn a cer-
tain amount of money. 

Corporate America has been 
using cheaper labor for years, 
laying off Americans and mov-
ing operations to some sweat 
shop in Asia. Corporate Amer-
ica never once said "We cannot 
fill these positions." They read-
ily admit they can make more 
money and compete in our 
markets by moving and hiring 
foreigners. 

More money; more com-
pany profits are the only rea-

son for hiring cheaper labor. 
Stop blaming hard working 
Americans who care about 
themselves and their future. 
Shut up and bite the bullet. 

Change will only start with 
you and me. Remember your 
American parents. Just because 
all your friends are jumping off 
the bridge, will you? 

Jerome A. Lesak, J.L Land 
Development Kirtland, Ohio 

Web site request 
I would like to see a question 
and answer "Bulletin Board" 
section where people can tell 
their story or talk about certain 

green industry subjects. You 
could also include a monthly 
test where one could answer 
questions related to green in-
dustry topics. It would be a 
good way for you to get a han-
dle on what users know and 
don't know. I am generally sat-
isfied with what I find on other 
green industry web sites, how-
ever, it is difficult to search for 
specific things. By the time I 
find something I'm interested 
in, I have spent too much time 
looking. Some links in your 
web site to other web sites 
would be great 

Blake Moore, Utah 

Omission noted 
The December disease control 
article only listed Daconil 
(chlorothalonil) as the product 
to use for various turf and or-
namental disease control prob-
lems. Echo chlorothalonil fungi-
cides—which compete directly 
with Daconil—were not men-
tioned. I ask that you add a 
supplemental note or article in 
your future editions recogniz-
ing our Echo products. 

AC. Assad, business manager, 
Sostram Corporation. 

(LM regrets any inconve-
nience caused by the omission. 
Look for a thorough disease con-
trol article in May. ed.) 

Stress. And the worst kind of summer conditions you'll find around the world. So it keeps bouncing back, 

lawns, golf course fairways, tees, roughs — any place where you need a great comeback. 

5300 West Rivertoend Avenue. Post Falls. Idaho 83854-9499. Phone 208-773-7581. FAX 208-773-4846 © 1996. Jacklin Seed Company 
TURF-TYPE PERENNIAL 

RYEGRASS 



They're hot, they're here! 
Exciting new product releases promise to help 
make turf and landscape management more 
efficient and productive. 

by GARY B U R C H F I E L D 

Rogers Innovative sprayer 
shroud cuts chemical drift. 

ost of you 
will feel the 
budget 
squeeze 

again in 1997. That's why 
you're always looking for ways 
to handle tasks faster, easier, 
more economically and still 
please homeowners, commercial 
clients and golfers. 

Check out these products be-
fore the season really gets under-
way. You may find something 
among these new offerings that's 
going to make a big difference in 
your operation for 1997. 
Insect control advances 

Mach 2 will make grub and 
caterpillar control easier. It's a 
product of RohMid LLC, a 
marketing company formed by 

American Cyanamid and 
Rohm and Haas. Dr. John 
Thomas, Mach 2 marketing 
manager, says the new product 
has three major advantages: 

• preventive as well as cu-
rative effect on susceptible 
pests. Existing products typi-
cally do one or the other, but 
not both; 

• control of two 
major insect classes, 
the coleopterins 
(grubs and chafers) 
and the lepi-
dopterins (sod web-
worms, cutworms, 
armyworms); 

• outstanding 
environmental and 
health safety pro-
file.The EPA is re-
viewing Mach 2 
under the "reduced risk" fast-
track process. 

Mach 2 will be available in 
liquid formulation this season, 
granules and Mach 2-fertilizer 
combinations in 1998. 

Thomas: no watering 
in with Mach 2. 

DowElanco's Conserve SC 
(suspension concentrate) is also 
on the EPA's "reduced risk" fast 
track and is expected to be la-
beled for the turf and orna-
mental market by the third 
quarter of 1997. 

Mark Urbanowski, new 
product marketing manager, 

says Conserve SC 
tests, under its Ex-
perimental Use 
Permit label in 
1996, led to "very 
positive feedback" 
from users. 

Primary markets 
for Conserve, Ur-
banowski says, are 
golf courses for 
control of cut-
worms and army-
worms, and the 

lawn care industry for control 
of sod webworms and army-
worms. It will also be used to 
control up to a dozen different 
pests on ornamentals. 

Conserve SC is in a new 
chemical class calle,d "spin-
osyns" which kill insects 
through ingestion or on con-
tact. It has the properties of a 
biological control product, with 
the efficacy of a synthetic. 
Low use rate, wide control 

Golf course superintendents 
and sod growers will welcome 
a new fungicide, Heritage, 
about to be released by Zeneca 
Professional Products. 

The active ingredient in 
Heritage is azoxystrobin, a 
compound patterned after a 
natural fungicide discovered in 
mushrooms in Europe. 



The all-new power forwards. 
We' re p r o u d to 

announce powerful new 
additions to our line-up. 
Our F-60 Series front 
mowers with features and 
pricing that are going to 
score a lot of points. 

These 4WD mowers 
include many techno-
logical breakthroughs for 
increased turf perfor-
mance. The Auto Assist 
4WD with Dual-Acting-
Overrunning clutch system 
delivers turf saving traction. In forward and 
reverse. It automatically transfers power to all 4 
wheels when you need it. So, when the going 
gets tough, you get traction and reduced turf 
damage instead of wheel spinning. Or, you can 

c h o o s e t o 
engage 4WD 
on-the-go. 

A durable, 
independent 
h y d r a u l i c 

Visibility and maneuverability will increase your 
productivity. 

PTO clutch makes it 
possible to engage and 
disengage PTO driven 
implements on the move. 

Kubota's E-TVCS 
diesel engines deliver 
maximum power while 
minimizing vibration 
a n d n o i s e . A n d , 
enhanced combustion 
efficiency reduces fuel 
c o s t a n d l o w e r s 
emissions. 

The F-60 S e r i e s 
includes 22, 25 and 30 horsepower 4-wheel 
drive mowers as well as a 25 horsepower 
2-wheel drive model. 

If you're looking for the ideal combination of 
comfort, power and efficiency for your team, 
you've just found a winning line-up. 

For more information, please write to: 

K u b o t o 
KUBOTA TRACTOR CORPORATION 

P.O. Box 2992, Dept. LM 
Torrance, CA 90509-2992 

or call Toll Free 
1-888-4 KUBOTA ext. 403 

1-888-458-2682 ext. 403 

Financing available through Kubota Credit Corporation 

Available with 60 " 
or 72 " side discharge 
mower or 60 " rear 
discharge mozver. 



Manage provides 'one dose' nutsedge 
control, says Monsanto. 

Zeneca's Dr. Dave Ross says 
Heritage: 

• provides broad spectrum 
control of brown patch, 
Pythium, anthracnose, take-all 
patch, summer patch and snow 
mold; 

• has an extended use in-
terval of 14-28 days; 

• has a low use rate: 2- to 
4-ounces of product per 1000 
sq.ft.; 

• will gain EPA registration 
under "reduced risk" status. 
Spray drift reducer 

Rogers Innovative, Saska-
toon, Saskatchewan, is expand-
ing marketing efforts for its 
Windfoil front-mount sprayers. 
The Windfoil unit replaces the 
mower deck with a spray tank 
and boom unit which covers 5-
foot spray swath or up to 12-ft. 
6-in. swath with the wing 
model. Rogers Innovative also 
offers a 15-ft. spray boom unit 
for use on golf courses, as well 
as hose-fed walking booms in 
widths from 30- to 80-inches. 

Bio control via irrigation 
Eco Soil Systems of San 

Diego, Calif., devel-
oped an on-site "fer-
mentation vessel" and 
piping to inject con-
trol bacteria into the 
golf course irrigation 
system. Superinten-
dents lease the system 
from the company, 
which services the 
tank monthly to re-in-
noculate the system 
with fresh bacteria 
cultures and replenish 
the media. 

Doyle says the 
company has licensed 
a special strain of bac-
teria—P seudomonas 

aureofacean— from Michigan 
State, which is showing good 
control of Pythium, summer 
patch, dollar spot and anthrac-
nose. Other bacteria cultures 
are available for combatting ne-
matodes and other turf disease 
problems. 
Weed and feed 

Commercial turf managers 
who like the action of 
DowElanco's Confront 
broadleaf weed control, but 
prefer granular application, can 
opt for O.M. Scott's 30-5-5 
Fertilizer Plus Confront. Con-
front has proven effective 
against the common broadleafs, 
plus giving good control of 
clover, oxalis and spurge. The 
Scotts formulation is the only 
one which offers Confront in 
granular form. 

Scotts is introducing two 
additional granular 
fertilizer/herbicide combina-
tions. One will be a 14-0-14 
formulation, the other 0-0-15, 
both with Monsanto's Dimen-
sion pre-emergence herbicide 
for crabgrass, goosegrass, foxtail 
and barnyardgrass control. 

DowElanco's Team Pro—an 
improvement over the com-
pany's Team product—is used 
to manage broadleaf weeds, 
such as spurge and oxalis in 
warm- or cool season turf. 

Monsanto's Manage, for 
yellow and purple nutsedge is 
available this year in "one dose" 
water soluble packets. Manage 
can be used on any turfgrass, 
including sod or seeded areas 

once they are well established. 
Riverdale Chemical Com-

pany has readied two broadleaf 
herbicides—Cool Power and 
Horsepower. By combining the 
DowElanco active triclopyr 
with a phenoxy herbicide and 
dicamba, the strengths of three 
different chemistries are used 
to control broadleaf weeds. 

Cool Power and Horse-
power combine MCPA, tri-

Seed more resistant 
Turf-Seed is bringing out five new 

perennial ryegrass varieties, says Tom 
Stanley, director of marketing. They are: 
Cataline, Manhattan 3, Citation III, Road-
runner and 2M3. Two tall fescues, Mata-
dor and Tar Heel, are also new, along 
with Opti-Green bluegrass and Discovery 
hard fescue, Tiffany chewings fescue and 
Sea Breeze slender red creeper. 

Jacklin Seed Company has two new 
bluegrass varieties this summer, Award 
and Nuglade. Stanley: five new 

"These new grasses may well make perennial ryegrasses, 
bluegrass fairways feasible again," says Jacklin's Dr. Doug Brede 
say. "They tolerate low cutting height and heavy use, but don't 
thatch up their first year or two like A34 or Touchdown." 
Built-in insect control! 

Brede says Jacklin also is working on a new endophyte fun-
gus strain they located in Asia, which is being tested in one of 
their new bluegrass varieties. "If the tests continue to go the 
way they have so far, within two or three years we may be offer-
ing a Kentucky bluegrass with built-in control for cutworms, 
webworms and armyworms, along with resistance to fungus 
such as dollar spot, and with high drought tolerance." 

Besides relocating their corporate headquarters to Winston-
Salem, North Carolina, Lofts Seed is coming out with a new bill-
bug resistant Kentucky bluegrass this year, called Eagleton. Vicki 
Wallace, Lofts technical agronomist, says Eagleton showed up 
well in Rutgers University trials and NTET tests. 

"It's a Mid-Atlantic type bluegrass, but it's widely adapted 
across the country," Wallace says. Lofts also is introducing two 
new perennial ryegrasses in 1997: Palmer III and Prelude III. 
Low maintenance buffaloes 

Buffalograss is a way to lower the cost of turf care inputs. For 
the first time, commercial quantities of seeded buffalograss are 
available. Using materials developed by Dr. Terry Riordan at the 



SEED FROM O R E G O N 

the strength 
and durability 

the tolerance 
to drought & disease 

the quality! 

Look for the grown in Oregon label. It puts all 
others in a lower class. A lush, healthy deep 
green turf is your reward for selecting superior 
seed. The worlds leading turf grass breeders 
have been perfecting it for more than 20 years. 
The tough, vibrant turf will not only tolerate drought, 
but survive cold winters. 

When you select Turf Type Tall Fescue seed from Oregon you 
can be sure you will enjoy your "good judgment" decision 
year after year. 

Oregon Tall 
Fescue Commission 
1 1 9 3 Royvonne , Suite 11 

Sa l em , O R 9 7 3 0 2 
5 0 3 - 5 8 5 - 1 1 5 7 

your good judgment 
Will tell you to select 

turf type 
Tall Fescue seed from Oregon 

the beauty 
of the blades 



clopyr and dicamba for im-
proved performance on hard-
to-control weeds such as 
clovers, spurges, oxalis, wild 
geranium and wild violet. 

Cool Power is an ester foru-
mulation, designed for greater 
efficacy in cool weather. The 
amine Horsepower can be used 
in warmer temperatures. 
Turf 'booster' 

Turf managers this year have 
a new "biostimulant" product to 
boost grass performance. The 
product, BioEdge 
WSP is marketed by 
Terra Industries in 
water soluble pack-
ets for easy tank 
mixing with other 
fertilizer and/or pes-
ticides. 

Bob Yarbor-
ough, Terra's north-
em division profes-
sional products 

Yarborough: expects 
wider use for product 

manager, says BioEdge en-
hances soil microbial activity, 
promotes increased root growth 
and includes nitrogen-fixing and 
phosphorus-solubilizing bacte-
ria that enable plants to better 
utilize nutrients. 

"It's a proven combination 
of humic acids, cold water 
kelp, natural sugars and amino 
acids, along with beneficial bac-
teria," Yarborough says. 

BioEdge is available in two 
formulations: BioEdge WSP 0-

0-12 and BioEdge 
WSP (Fe) 0-0-3, 
with 10 percent 
chelated iron. "The 
initial market has 
been golf courses, 
but we expect 
more professionals 
to use it on other 
turf areas this year," 
says Yarborough. 

Terra also intro-

University of Nebraska, the Native Turf Group is offering two 
varieties of seeded buffalograss: Cody and Tantaka. According to 
Dave Stock of Stock Seed Farms, Murdock, Neb., the new vari-
eties are based on research begun in 1988, with the goal of de-
veloping true turf-type buffalograss that develops thicker sod, 
greener color and which greens up faster in the spring. 

Stock says there is growing interest in buffalograss, especially 
in areas where water is a critical factor. "Of course, with seed, 
cost of establishing buffalograss is greatly reduced. Seeding will 
run $1,000-$ 1,300 per acre, whereas putting in plugs can run up 
to $10,000 per acre." 

For those who need or prefer vegetative buffalograss, Rior-
dan says the new turf-type varieties show improved quality, 
thicker sod development (both to reduce weed growth and im-
prove harvesting capabilities for sod producers), more tolerance 
for low mowing height and better cold tolerance. 

G.8. 

The Polecat mows around poles and on both sides of roadside 
structures. They're already being used in California and Colorado. 

duces a golf course mapping 
program to help superintendents 
make more precise fertilizer and 
pesticide applications. It's 
known as Precision in Turf. 
Save time, costs 

Ciba's Primo continues to 
gain popularity 
with turfgrass man-
agers. Dr. Joe Di-
Paolo, Ciba Turf & 
Ornamental Prod-
ucts, says Primo re-
duces mowing time 
by slowing grass 
growth, but it's also 
an excellent prod-
uct for improving 
overseeding and 
sod establishment. 

"Applying Primo one to five 
days before overseeding slows 
turf growth, giving the new 
seed a better chance to germi-
nate and get established. We've 
seen increased 'seed catch' of 
50 percent to 100 percent. 
Likewise, putting it on sod two 
weeks before harvest slows top 
growth, promotes tillering and 
enhances color and density," 

DiPaola: Primo helps 
sod establishment. 

says DiPaolo. 
Roadsides an easy mow 

The Polecat, from TK Indus-
tries in Laramie, Wy., is the 
brainchild of Bob Kenison, a for-
mer mining engineer. It mows 
around poles and on both sides 

of guard rails, fences, 
barriers or mail 
boxes. 

Units are in use 
in California (where 
roadside herbicides 
are banned) and 
around Denver's 
new airport. 

Looking for a ver-
satile digging ma-
chine in 1997? Con-
sider the The Dingo 

Digging System, "a hydraulic 
power plant on wheels," with 
more than 30 attachments to 
choose from. Dingo reports 
that most attachments can be 
changed in less than a minute 
by one person. Dingo is head-
quartered in Fort Mill, S.C. LM 

—Writer Gary Burchfield is based 

in Lincoln, Neb. 



LM REPORTS 

ZERO-TURN 
MOWERS 
These mowers increase productivity 
with their quick maneuvering ability 
and compact design. 

Over the last 25 years, commercial, zero-turn riding mow-
ers have been gaining market share, as evidenced by the num-
ber of manufacturers producing them today and the large 
number of machines operating on properties. 

The Outdoor Power Equipment Institute (OPEI) reports 
that almost half of the commercial riding mowers sold during 
1993 were transmission steer (lever steering) zero-turn type 
machines. 
More productive 

Operators routinely claim doubling the amount of mowing 
output after changing from midsize walk-behinds or conven-
tional steering wheel riders to zero-turn riding mowers. 

Of course, the production gain depends on the type of 
areas being mowed, but generally, landscaped turf with combi-
nations of small and open turf areas is "typically" where zero-
turn riding mowers have an advantage. 

Production gains are the direct result of increased maneu-
verability: 

^ ability to quickly maneuver, with very little lost motion, 
means the mower spends more time "in the grass." 

^ ability to maneuver in tight areas, which reduces travel 
time. 

^ ability to maneuver easily, which facilitates trimming and 
covering irregular-shaped areas. 
Reduce or maintain labor 

Increasing productivity gives zero-turn operators two 
options: reduce their labor force or maintain it and grow their 
businesses. Either way, labor savings easily offset the higher 
purchase price of a zero-turn rider and the investment to train 
workers to operate a "lever steering" machine (a common 
objection of "steering wheel" proponents). 

Some zero-turn owners claim it is actually easier to teach 
proper operation of a lever-steering rider than a midsize walk-
behind. 

SOURCE: WALKER TALK. USED BY PERMISSION OF WALKER MFG. CO. 

Excel: 2500 compact is built with high-capacity mowing deck. 

Scag: cutting heights easy to change from driver's seat. 

Grasshopper: outfront decks reduce secondary trimming 



ZERO-TURN MOWERS 

BUNTON 
(502) 966-0550 
Circle No. 250 

The new "Twister" zero-turn 
mower features a new, innovative 
finger-tip, electric, deck height ad-
justment. The feature lets the opera-
tor make quick and easy deck height 
adjustments, based on various situa-
tions, such as curbs, sprinkler heads, 
or tree roots. Ergonomie, contoured 
seat and control panel provide ex-
ceptional all-around visibility of cut-
ting deck and all four tires. 

BUSH HOG 
(334) 460-2595 
Circle No. 251 

New Bush Hog zero-turn mow-
ers deliver top appearance and effi-
ciency, says the Mobile, Al.-based 
company. Engine options include 
air-cooled, 18-hp Briggs & Stratton, 
or 22-hp, Kohler Command en-
gines; or 20-hp Kawasaki engines. 

COUNTRY CLIPPER 
(515) 872-2544 
Circle No. 252 

The new mid-mount, zero-turn 
radius mower—Model 2200M— 
maneuvers well and has cutting 
widths of 48- and 60-inches. It offers 
the same high production capabili-
ties of larger mowers, says the Cory-
don, Iowa company. Overall length 
is 74-inches, tire width is 48-inches. 

ENCORE 
(402) 228-4255 
Circle No. 253 

Encore's new Z48 is built with 
features that improve cutting per-
formance and durability. Zero radius 
turning adds efficiency to mowing, 
and eliminates the need for small 
trim mowers. The rider is compact 
enough to maneuver in confined 
areas. Wide wheel base and over-
sized rear wheels give exceptional 
stability on hills. 

EXCEL 
(800) 395-4757 
Circle No. 254 

The 2500 Compact mower is 
built with high-capacity, deep-tun-
nel mowing decks. Hydraulic deck 
lift is standard, and a 22-hp Kohler 
Command engine provides the 
power. Excel says the 2500 Com-
pact has "the world's fastest edger 
attachment." The mower turns 
within its own length, on counter 
rotating, independent drive wheels. 

ZIPPER 
(316) 775-7766 
Circle No. 265 

The Zipper TS commercial 
mower decks swing into the near 
vertical position for easy, time saving 
maintenance and cleanup. The elec-
tric deck lift makes curbs and obsta-
cles a snap to crossover LM 

A BAC-VAC catcher installs quickly 
and is easy to remove and empty. 
The Excel Hustler 3000 features an 
air-cooled Kohler Command engine 

EXMARK 
(402) 223-4010 
Circle No. 255 

The Lazer Z is a zero-turn mid-
mount with hydraulically-dampened 
steering, for smooth control. A low 
center of gravity and wide drive-tire 
stance provide exceptional traction 
and unmatched stability. An Instant-
Adjust system lets the operator eas-
ily change cutting heights from 1 -A 
inches to five-inches from the com-
fort of the fully-adjustable seat. 

GRASSHOPPER 
(316) 345-8621 
Circle No. 257 

The Model 725K from Grasshop-
per is the company's largest air-
cooled unit. The mower is powered 
by a 25-hp Kohler Command V-
Twin OHV engine for extra power to 
optional equipment. The 72 5K is 
compatible with all Grasshopper 
decks, including the Combo 
Mulching Deck, which is available 
for all Grasshopper dual-path, hy-

drostatic direct-drive, zero-radius 
power units. 

KEES 
(402) 223-2391 
Circle No. 258 

The Kees Hydro provides 
smooth, positive and responsive fin-
gertip control for instant forward, 
reverse and turning without slip-
page on inclines or in wet condi-
tions. The results are increased pro-
ductivity and greatly reduced 
operator fatigue. 

STEINER 
(330) 828-0200 
Circle No. 262 

The Model 202 "floats" over 
uneven terrain with a unique 

exclusive, dual-point floating front 
end. Two mounting joints in the 
front axle allow vertical travel at each 
wheel. The company says the 
mower will provide an unbeatable 
cut on uneven terrain. 

RANSOMES 
(800) 228-4444 
Circle No. 259 

Ransomes' Bob-Cat ZT 200 of-
fers true zero-turn capability. Tires 
are 23 x 10.50-12 for increased 
floatation. The wide design means 
peak performance on hills. A 22-hp 
Kohler command engine with dual 
hydrostatic drive brings power to 

the task at hand, and six 
anti-scalp rollers produce 
a quality cut. 

SCAG 
(414) 387-0100 
Circle No. 260 

The SSZ is available in 
48-, 52- and 61-inch cut-
ting widths, and cutting 
heights can be conve-
niently changed from the 
operator's seat. Engine 
options include 18-, 20-
or 22-hp Kohler Com-
mand models. Additional 
features include a conve-
nient electric blade en-
gagement clutch, tapered 
roller bearing spindles and 
an oversized five gallon 
fuel tank. 

SNAPPER 
(770) 954-2500 
Circle No. 261 

The Snapper Z-Rider line of mid-
mount mowers offer joystick steer-
ing and maneuverability. Snapper Z-
Rider have been designed to serve 
the varying needs of commercial 
users. Fingertip maneuverability is 
possible due to the single-lever joy-
stick that enables point-and-go 
steering. A pivoting front axle and 
20-inch rear tires help to provide 
maximum traction and stability. 

FERRIS 
(800) 933-6175 
Circle No. 256 

The newest mower to the Ferris 
line is the Pro Cut Z zero-turn riding 
mower. The Pro Cut Z features an 

mower deck that flexes and moves, 
for an even and clean cut. The cush-
ioned hydrostatic levers give opera-
tor smooth control with minimal 
training. Twin hydrostatic controls 
provide a steady ride and smooth 
power, while a single park lever and 
cutting height handle allow for fast, 
easy adjustments. 

TORO 
(612) 888-8801 
Circle No. 263 

The Z Master is a out-front type, 
zero-radius tractor. The Z320 is 
equipped with a 20-hp Kohler Com-

mand vertical shaft engine. The 
Z325 has a 25-hp Kohler Command 
vertical shaft engine. With a forward 
ground speed of up to eight miles 
per hour and a reverse speed of 
four miles per hour. 

WALKER 
(970) 221-5614 
Circle No. 264 

Walker zero-turn mowers are 
easy to clean and maintain, thanks 
to the new tilt-up deck option. A 
hinged deck carrier frame, large re-
tractable handle on front of the 
deck and roller wheels on the back 
provide quick, easy tilt-up of the 
deck assembly. One person can tilt 
the deck up and then lower to the 
normal operating position in less 
than 15 seconds. 



by S T E P H A N I E C O H E N 

Iandscape contractors, designers and 
architects are always looking for 

the perfect perennial,' which 
I they expect to excel in the fol-

lowing categories: 
• long season of bloom; 
• very little insect or disease problems; 
• adaptable to a wide variety of soil 

types and climates; 
• low maintenance, little dead-

headding, staking, fertilizing and dividing; 
• great looking foliage from spring to fall; 
• more than one season of interest. 
This miraculous plant in reality doesn't 

exist unless your materials are made of 
plastic] However, for both commercial and 
residential sites there are some perennials 
that come close to these high expectations. 
Please remember that the following sug-

gestions are my preferences, and each per-
son in the field is very likely to give you a 
different list. Perennial people are a very 
feisty and opinionated group. 

Most of the perennials listed below can 
fulfill the requirements mentioned before. 
Commercial landscape designers must also 
consider drought tolerance, since many 
plantings have no sprinkler systems and are 
not generally watered. For either commer-
cial or residential work, plant in rather 
large drifts for maximum effect with those 
plants that have a long season of bloom. 
Shade plant favorites 

One of the areas that I feel is now ex-
ploding is shade plants. There are now 
many new cultivars of Heucheras ('Velvet 
Knight', 'Chocolate Ruffles', Raspberry 
Regal'), Heucherellas ('Rosalie', 'Bridget 

SUGGESTIONS FOR 'PERFECT' PERENNIALS 
Coreopsis verticillata 
Scabiosa columbaria 
Rudbeckia fulgida 
Kalimeris pinna ti fida 
Achillea 
Calaminthat pepeta 
Leucanthemum maximum 
Eupatori urn ma cu latum 
Gaura lindheimeri 
Heliopsis x helianthoides 
Monarda x 

Phlox paniculata 'David', 
Lamium maculatum 
Dicentra eximia 
Corydalis lutea 
Geranium 
Iberis sempervirens 

Nepeta cultivars 
Malva sylvestris 
Veronica 

Hemerocallis 

'Moonbeam' or 'Zagreb' 
'Butterfly Blue' or 'Pink Mist' 
'Goldsturm' 
'Hortensis' 
'Apple Blossom 
'White Cloud' 
'Becky' 
'Gateway' 
'Whirling Butterflies' 
'Summer Sun' 
'Marshall's Delight' 
or 'Jacob Cline' 
'Shortwood' 
'Shell Pink' 
'Luxuriant' 

'Max Frei' 
'Autumn Beauty' 
(reblooms in fall) 

'Zebrina' 
'Goodness Grows', 'Icicle', 
'Sunny Border Blue' 
'Trophy Taker' daylilies 

Threadleaf Coreopsis 
Pincushion Flower 
Black Eyed Susan 
Japanese Aster 
Yarrow 
Calamint 
Shasta Daisy 
Joe Pye Weed 
Wand Flower 

False Sunflower 

Garden Phlox 
Dead Nettle 
Fringed Bleeding Heart 
Yellow Bleeding Heart 
Cranesbill 
Candytuft 

Catmint 
Rose Mallow 
Speedwell 

Bloom'), Lamiums ('White Nancy', 'Shell 
Pink', Elizabeth de Haas'), and Pulmonar-
ias ('Pierre's Pure Pink'). These provide 
good foliage color and interesting flowers. 

There are always new Hostas, but 'Pa-
triot' seems to be high on the list of what 
has been selling. 

As far as sun plants, there are always 
great new daylilies on the market, particu-
larly rebloomers: 

• 'Stella de Oro' and her siblings 
• 'Joan Senior' 
• 'Stephanie's Dream' 
• 'Fairy Tale Pink' 
• 'Barbara Mitchell' 
• 'Happy Returns' 
Dr. Darrel Apps and Centerton Nurs-

ery are selecting and selling daylilies with a 
high bud count of 30 or 40 buds which 
they call "Trophy Taker" daylilies. This is a 
change from the old-fashioned kind that 
barely bloomed two or three weeks. 

There are now many more cultivars of 
our sun-loving native herbaceous flowering 
plants and grasses. Many of those listed are 
natives because they are easy care plants 
once they are established. Certain cultivars 
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Seeding? 

are better because—in the case of Phlox or 
Monarda, they get little or no mildew. 

The biggest opportunity for the green 
industry is to combine perennials and an-
nuals in commercial settings. 

If your clients can be educated to see 
the beauty, diversity, ease of maintenance, 
and eventually lower long run cost, our 
landscapes would be more colorful and 
ecologically diverse. 

Think of ways to build landscapes that 
clients will accept and that will result in big-
ger sales for the contractor and designer. LM 

The author is an instructor in herbaceous 
plants at Temple University, and education 

director for Waterloo Gardens, Devon/Exton, 
Pa. 

ALWAYS READ AND FOLLOW 
LABEL DIRECTIONS. 

FOR SEASON LONG 
CONTROL IN ESTABLISHED 
TURF AREAS. USE 
BENSUMEC M 4 LF 
PRE-EMERGENT GRASS 
& WEED HERBICIDE. 

Rudbeckia and miscanthus dominate this 
residential site. 

Variegated grasses with daylily. 

ennial sources 
G r e e n l e a f Enterprises Kur t B luemel , Inc. 
17 W . M a i n St. 2 7 4 0 G r e e n e Lane 
Leola, PA 1 7 5 4 0 B a l d w i n , M D 2 1 0 0 3 
(717 ) 6 5 6 - 2 6 0 6 (410 ) 5 5 7 - 7 2 2 9 

D u n v e g a n Nursery J.Van H o o r n & Co. 
1001 S. N e w St. P.O. Box 814 , 2 7 6 1 7 
W e s t Chester , PA Rt. 176 
1 9 3 8 2 Island Lake, IL 6 0 0 4 2 
( 6 1 0 ) 3 4 4 - 7 5 6 6 ( 7 0 8 ) 5 2 6 - 1 8 1 1 

N o r t h c r e e k Nursery Amer ican O r n a m e n t a l 
RR#2 f Box 33 ^ p e r e n n i a l s 
L a n d e n b e r g , PA 1 9 3 5 0 29977 S.E. W e n t z Lane 
(610) 2 5 5 - 0 1 0 0 Eagle Creek, OR 9 7 0 2 2 

( 5 0 3 ) 6 3 7 - 3 3 0 9 5 
B a b i k o w G r e e n h o u s e 
7 8 3 8 B a b i k o w Rd. Terra N o v a Nursery 
Ba l t imore , M D 4 3 0 9 S.W. Cul len Blvd 

2 1 2 2 3 3 7 Por t land, O R 9 7 2 2 1 
(800) 8 3 5 - 7 6 1 7 (503) 2 2 4 5 - 9 5 4 3 

B l u e m o n t Nursery C e n t e r t o n Nursery 
2 1 0 3 Blue M o u n t Rd. R.D. 5, Box 4 4 4 9 8 B 
M o n k t o n , M D 2 1 1 1 1 Br idge ton , NJ 0 8 3 2 0 
(410 ) 3 2 9 - 6 2 2 6 (609 ) 4 5 5 - 0 9 2 6 

j ¥ * * - ' (T J ' % ' 



New look for Liberty Cannas 
Although cannas have been in cultiva-

tion for more than 400 years, medieval gar-
deners would be stunned by the changes in 
modern-day varieties. 

The tall, large-leaved plants originate 
from South America and the West Indies, 
and are spectacular in bloom. 

In the mid-70s, hybridizers were quick to 
fill the need for compact-flowering cannas 

with short sturdy stems. Jack Roberson, 
owner of American Daylily & Perennials, 
Grain Valley, Mo., was one of the f irst suc-
cessful canna hybridizers. His compact Lib-
erty canna is trademarked, and known for 
its dwarf growth habit and tendency for 
rapid increase. It is also tolerant of heat, rot 
and leaf roller worm. 

Two varieties you should consider are: 

Knock out the 
competition.., 
with the only pre-emerge that 
prevents establishment of 
undesirable grasses in newly 
seeded stands. 

• Can be applied prior to, at 
the time of, or after seeding. 

• Highly effective crabgrass 
control. 

• Convenient, sprayable 
formulation. 

TUPERSAN* 
WETTABLE POWDER HERBICIDE 

Bensumec and Tupersan are trademarks of PBI/Gordon Corp. 
© 1996. PBI/GORDON CORPORATION. 

Circle 126 

Liberty Cantaloupe: clear melon bloom. 

Liberty Scarlet: grow on three-foot stalks. 

Liberty Cantaloupe Canna, with a 
mouth-watering clear melon bloom, for 
use with ornamental grasses or soft-colored 
perennials. The blossoms are set on stalks 
that reach to more than three feet high, 
with clean, bright green foliage. 

The Liberty Scarlet Canna features extra 
large, seven-inch flowers of bright, lipstick-
red, set against unusual burgundy foliage 
on three foot stalks. 

Liberty Scarlet increases rapidly, but is 
slow to set seed, and maintains a clean look 
long into the season. • 

SOURCE: AMERICAN DAYULY & PERENNIALS, (816) 224-
2852; FAX: (816)443-2849. 



Bio weed control's promise 
The work of Dr. Nick Christians and others 

at Iowa State University is unlocking the 

potential of "natural" weed controls. 

by R O N H A L L / M a n a g i n g E d i t o r 

When Dr. Nick 
Christians started 
working with 
com gluten meal 

11 years ago he wasn't looking 
for a "natural" weed control. In 
fact, he wasn't looking for a 
herbicide at all. He was doing 
experiments focusing on 
Pythium. 

What he discovered, 
though, has since developed 
into one of the first commer-
cially available "natural" pre-
emergence herbicides for the 
turfgrass market. It provides a 
valuable, if still expensive, tool 
for turf managers. 

It's also the first in what is 
certain to be a family of natural 
herbicides for turf and other 
crops too. Iowa State Univer-
sity has gained patents on the 
use of com gluten meal, and 
other natural products, in the 
manufacture of these preemer-
gence products. All of this re-
sulted after Christians discov-
ered that something in com 
gluten meal, which he was 
using as a laboratory growing 
medium, inhibited root devel-
opment in germinating plants. 
"It seemed to be a growth regu-
lator effect," he explained. 

He noticed that after nor-
mal germination, the bentgrass 
plants toppled over and died. 
This occurred as growing con-
ditions dried. He identified the 

source of the activity as com 
gluten meal (CGM), a by-
product of the wet milling 
process of com. 

But what was it about the 
CGM that he was using, which 
was 60 percent com protein, 
10 percent nitrogen by weight, 
that caused germinating plants 
to die? 

The question kicked off 
months of painstaking labora-
tory work by Dianna Liu, a tal-
ented student who had just fin-
ished her masters in food 
chemistry. Liu first developed a 
water soluble CGM extract. It 
contained a high level of the in-
hibitory compounds. From this 
extract, Loo was able to iden-
tify five distinct compounds 
that had biological activity in 
the CGM extract. They are 
called dipeptides. (Since then, 
Liu has also isolated a promis-
ing pentapeptide from CGM.) 

Products arising from these 
discoveries are now entering the 
turfgrass market. Because the 
CGM is 10 percent nitrogen by 
weight, it fertilizes turfgrass as 
it provides weed control. 

Gardens Alive, a company 
specializing in natural products, 
was the first to gain a license 
from Iowa State to market a 
CGM-based pre-emergent/fer-
tilizer combination for turf. It 
called the product A-Maizing 
Lawn. One application—20 lb. 

per 1,000 sq. ft.—in the spring 
provides 2 lbs. N, plus the nat-
ural herbicide. A second appli-
cation in mid August provides 
added control plus another 2 
lbs. of N. The Indiana company 
sold the product mail order the 
past two seasons. Sales were 
stronger than expected, said 
Christians, despite the prod-
uct's hefty price tag. 

Iowa State is in the process 
of licensing others to market 
the natural preemergence 
product. The price should fall, 
he explained. Even so, it can't 
compete pricewise with chemi-
cal preemergence. 

"It's going to expensive," 
said Christians. "If you want to 
use a standard weed and feed, 
you can do it cheaper. 

"It's not going to be like a 
standard such as pendimethalin 
or whatever you happen to be 
using that gives 90 percent 
control the first time." 

In fact, the com gluten 
meal's activity seems to be cu-
mulative. Christians' field tests 
showed 60 percent control of 
crab grass with the first season's 
application, about 80 percent 
for second-year applications 
and 90 percent the third. 

Further studies have shown 
that the CGM product has ac-
tivity against many broadleaf 
weeds too, including black 
medic, black nightshade, chick-
weed and dandelions. LM 

COMPARISONS OF THE PERCENTAGE OF CRABGRASS CON-
TROL IN KENTUCKY BLUEGRASS PLOTS TREATED WITH GRAN-
ULAR CORN GLUTEN MEAL (CGM) IN 1991 THROUGH 199S. 

Percent Crabgrass Reduction 
lbs. CGM lbs N 1991 1992 1993 1994 1995 
1000 sq. ft. 1000 sq. ft. 

0 0 0 0 0 0 0 
20 2 58 85 91 70 36 
40 4 86 98 98 97 88 
60 6 97 98 93 98 93 
80 8 87 93 93 87 75 

100 10 79 94 95 86 75 
120 12 97 100 100 98 84 

COMPARISONS OF THE PERCENTAGE OF BROADLEAF WEED 
REDUCTION IN KENTUCKY BLUEGRASS PLOTS TREATED WITH 
GRANULAR CORN GLUTEN MEAL (CGM) IN 1994 AND 1995 

Percent Weed Reduction 
CLOVER DANDELION 

lbs. CGM lbs N 1994 1995 1994 1995 
1000 sq.ft. 1000 sq.ft. 

0 0 0 0 0 0 
20 2 81 56 71 49 
40 4 90 64 100 77 
60 6 98 93 100 89 
80 8 100 76 98 96 

100 10 94 84 100 98 
120 12 90 93 100 100 
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Turf Management 
for Golf Courses 
by James Beard 
642 pages, hardcover 
Item #LSMB615 
$96.00 

Managing 
Turfgrass Pests 
by Thomas LWatschke, Peter H. 
Demoeden & David J. Shetlor 
361 pages, hardcover 

• Item #LSMB766 
I $69.95 

Turfgrass Science 
and Management 
by Robert D. Emmons 
451 pages, hardcover 
Item #LSMB805 
$51.95 

Controlling 
Turfgrass Pests 
by Shurtluff, 
Fermanian Si Randell 
449 pages, hardcover 
Item #LSMB220 
$74.00 

Nursery and Landscape 
Weed Control Manual 
Second Edition 
by Robert P. Pice Jr. 
290 pages, softcover 
Item #LSMB814 < 
$29.95 

Turfgrass: 
Science and Culture 
by James Beard 
685 pages, hardcover 
Item #LSMB630 
$88.00 

Human Resource 
Management for Golf 
Course Superintendents 
by Robert Milligan & Yom Moloney 
184 pages, hardcover 
Item #LSMB824 
$34.95 

Coif Course 
Management and 
Construction 
by James CBaloghSi 
William J. Walker 
976 pages, hardcover 
Item #LSMB617 $79.95 

Turfgrass Manage-
ment Information 
Directory 
edited by Keith Kamok 
115 pages, softcover 

« Item #LSMB820 
I $24.95 

Pests of Landscape 
Trees and Shrubs 
An Integrated Pest 
Management Cuide 
by Steve H. Dreistadt 
327 pages, softcover 
Item #LSMB812 
$32.00 

Superintendent's 
Handbook of Financial 
Management 
by Raymonds. Schmidgall 
150 pages, hardcover 
Item #LSMB825 
$34.95 

Diseases of 
Turfgrasses 
Third Edition 
by Houston B. Couch 
434 pages, hardcover 
Item #LSMB816 
$84.50 

Handbook of 
Turfgrass Insect Pests 
edited by Riá L Brandenburg & 
Michael C. Villani 
140 pages, softcover 
Item #LSMB829 
$30.00 

Management of 
Turfgrass Diseases 
by J. M. Vargas Jr. 
294 pages, hardcover 
Item #LSMB764 
$65.95 

Call 1-800-598-6008 
Fax: 218-723-9146 • Outside the U.S. 218-723-9180 

ADVANSTAR MARKETING SERVICES • Customer Service Dept. • 131W. 1st St, Duluth. MN 55802 • Shipping/Tax; UPS—add 
$5 per order, plus $1 per additional book. International, Hawaii, Alaska. Canada and expedited shipments—call for rates. Res-
idents of CA, CT. GA, IL, MN. NJ, NY, OH and TX must add sales tax. Prices subject to change. 

Lawns Basic Factors, 
Construction and 
Maintenance of Fine 
Turf Areas Third Edition 
by Jonas Vengris & 
William A. Torello 
195 pages, softcover 
Item #LSMB811 $15.50 
Color Atlas of 
Turfgrass Diseases 
by Toshikazu Toni <& 
James B. Beard 
140 pages, hardcover 
Item #LSMB831 
$79.95 

| Guide to Coif Course 
Irrigation System 
Design and Drainage 
by Edward Pira 
4130 pages, hardcover 
Item #LSMB832 
$59.95 

CODE: 949970 

Turfgrass 
Management 
Fourth Edition 
by A J. Turgeon 
406 pages, hardcover 
Item #LSMB815 
$82.00 



SPRING FERTILITY: 
test first, then apply 

Don't be in a hurry to fertilize in the 
spring. Get a soil test and wait until the 
turf is growing. 
By D R . BILL K N O O P / T e c h n i c a l E d i t o r 

Knoop: don't be too early with 
warm-season applications. 

Nitrogen is 'number one' in its 
ability to produce high growth. 

Iust as many managers 
have been busy over the 
winter months getting 
equipment ready for the 
next season, it's time to 
make plans for the land-

scape fertility program. 
The goal of any fertility pro-

gram is to supply the landscape 
with all the nutrients it needs 
and can use on a timely basis. 
Our job is to determine just 
what nutrients the landscape 
needs. It makes no sense to 
apply unneeded or unused nu-
trients. Many needed nutrients 
are already available and we 
may not need to apply them. 
Major nutrient sources are the 

soil, air, water and the decom-
position of organic matter. 
Many landscape plants can 
grow very well just on these, 
but when plants like the 
turfgrasses are planted and 
grown in highly dense popula-
tions, the natural supply of nu-
trients may not be adequate. 

There isn't any totally accu-
rate way to determine just 
what nutrients or fertilizer a 
landscape needs, but a soil test 
will provide a fairly good idea. 
Now is absolutely the best time 
to test the soil. It's been a long 
time since any fertilizer was ap-
plied and none of the plants are 
using any significant amounts. 
You should get an accurate in-
dication of the soils' nutrient 
status. With all the concern 
about the environmental dan-
gers of over fertilization, there 
is no reason not to soil test. 
Know the soil pH 

It's possible that the soil test 

results will indicate that it's not 
necessary to apply some of the 
nutrients that have been a part 
of the fertility program in the 
past. Another valuable part of 
soil testing is that of determin-
ing soil pH. Remember, the 
soil probably contains nearly all 
the nutrients the landscape 
needs but these nutrients could 
be tied up chemically with 
other elements. Research has 
shown that when the soil has a 
pH of around 6.5, most plant 
nutrients are in an available 
form. Here again it makes 
sense to take advantage of 
these naturally occurring nutri-
ents by simply following any 
pH adjustment recommenda-
tions detailed on the soil test 
report. 

Even though the soil test re-
port indicates which nutrients 
the landscape needs and what 
fertilizer to use and maybe fer-
tilizer rates, and application 
timing, there are still several 
fertility management decisions 
to make. 

Just about every landscape 
will need some nitrogen. Nitro-
gen is "number one" in its abil-
ity to produce high growth 
rates. Research has proven that 
fast growth rates aren't neces-
sarily desirable. This means ni-
trogen should only be applied 
in modest amounts. Plants pre-
fer nitrogen that is in its nitrate 
form. Nitrate nitrogen can get 
into the plant and be used by 
the plant quicker than any 
other form of nitrogen. All the 
other forms of nitrogen must 



go through changes to the ni-
trate form in the soil before 
they can get into the plant. 
Many of these changes depend 
on soil organisms such as bacte-
ria. Soil organisms are not too 
active in cold, wet soils. Under 
these environmental conditions 
only nitrate nitrogen may stand 
a chance of being used. 

The value of using a slow-
release nitrogen source for 
most landscapes has been well 
documented. Just realize that 
the slow-release nitrogens do 
not all become available the 
same way. The application of 
one of them during environ-
mental extremes may be a 
problem. 
W h e n g r o w t h begins 

The first application of fer-
tilizer in the spring, north or 

south, at least for turf, should 
be when growth begins. Many 
feel this should take place after 
two or three mowings, not on 
the first, sunny spring day. 
Note the optimum tempera-
ture range for both root and 
top growth of the cool-season 
and warm-season turfgrasses. 
Only when the whole plant is 
actively growing will it take up 
the highest percent of fertilizer 
nutrients. It doesn't make a lot 
of sense to apply a fertilizer 
during unfavorable environ-
mental conditions. Remember 
we can fertilize cool-season 
turfgrasses in the fall because 
the soil temperatures are still 
favorable for root activity. 

A common mistake is to 
fertilize warm-season 
turfgrasses too early in the 

spring. Many times green-up 
occurs but the plant still may 
not be warm enough to take 
advantage of any fertilizer. Peo-
ple not totally familiar with the 
normal growth cycle for warm-
season turfgrass complain 
about their turf not being re-
sponsive to early spring fertil-
izer applications. Note the op-
timum growing temperatures. 
Many times the plant is simply 
not warm enough to begin ac-
tive growth even though it may 
have greened up. 

Lawn service companies 
usually do not have the chance 
to apply fertilizer to their lawns 
at the absolutely best time. 
Chances are that because of 
work load some lawns will be 
fertilized before the best time 
arrives. Think about using a lit-

tle nitrate nitrogen in those first 
days of the round. It should 
provide some response while 
the slow-release material is 
waiting to kick in. 

As for the trees and the 
other woody plants, they usu-
ally get enough nutrients from 
the turf fertilizer. If there is a 
need for even more fertilizer 
for the woody plants, applica-
tions are made during late win-
ter and early spring, long before 
the turfgrasses need any. 

Don't be in a hurry to fertil-
ize in the spring. Get a soil test 
and wait until the turf is ac-
tively growing. LM 

A World With Trees... with productive land clean air and water; 
and habitat for wildlife 

Trees Make a World of Difference 

Trees Make a World of Difference. Between rivers filled 
with silt and mud, and clear-running streams that are 

home to fish and wildlife. 
Trees Make a World of Difference. Between farm fields 

that blow away to the next county, and productive land 
where crops and precious topsoil are protected by field 
windbreaks. 
Trees Make a World of Difference. Between living in a 

home unprotected from summer heat and cold winter 
winds, and a home surrounded by trees that shade the sun 
and block the wind. 
Conservation Trees conserve precious topsoil, control 

energy costs, and make life more enjoyable and productive. 
^ ^ Find out how 

Conservation Trees 
can make a world CONSERVATION TREES 

of difference for you. For your free 
booklet write: Conservation Trees, The 
National Arbor Day Foundation, 
Nebraska City, NE 68410. 

The National 
Arbor Day Foundation 

A World Without Trees 



Nothing is perfect. But new CHIPCO® ALETTE® SIGNATURE" fungicide is the perfect choice when it comes to 

enhancing turf vigor and quality during those peak stress periods. 

You already know how effective CHIPCO ALETTE is when used in 

tankmix combination with FORE® or CHIPCO® 26019 fungicides, CHIPCO 

ALETTE SIGNATURE now lets you apply a tankmix of DACONIL 

ULTREX® or generic mancozeb as well. It's designed to give you 

Rhône-Poulenc Ag Company, 2 T.W. Alexander Drive, Research Triangle Park, NC 27709. CHIPCO and ALETTE are registered trade-
marks of Rhône-Poulenc. Signature is a trademark of Rhône-Poulenc. Fore and Dithane are registered trademarks of Rohm & Haas. 



the same high levels of protection against Rhizoctonia and Pythium you've come to expect from CHIPCO ALIETTE, 

plus cost-effectiveness that no other turf stress management option can offer. And, CHIPCO ALIETTE SIGNATURE 

not only helps your turf stay more vigorous and healthy, but it actually enhances its appearance, 
too. This year, let new CHIPCO ALIETTE SIGNATURE fungicide take some of the stress out of 
your life. Because, goodness knows, you've got enough problems to worry about. 
C O N T A I N S P A T E N T E D T E C H N O L O G Y 

Daconil Ultrex is a registered trademark of ISK Biosciences. As with any chemical, always read and follow instruc- R h o h e j k x j l e n c 

tions on the label before using. For additional product information, please call 1-800-334-9745. © 1997 Rhone-Poulenc Ag Company 
Circle No. 132 on Reader Inquiry Card 



ALL NEW 

RIDE IT IT'S SIMPLY THE BEST! 
Our HOWARD PRICE 360Z is designed with features that 
the competition simply overlooked. You can tackle tough 
jobs with ease and get superior results from the comfort of 
the operator positon. Our floating front axle follows the turf 
contours to give the driver a smooth ride. It also absorbs 
ground shock and prevents frame stress and failure. Our 
offset deck adds a unique trim capability by reaching a little 
further under shrubbery to minimize string trimming. The 
wide discharge chute allows free flow of clippings for 
dispersal. Add our five micro-adjustable anti-scalp rollers 
and you have a cutting combination that's unmatched. 

At HOWARD PRICE, our engineers have gone the extra 
mile to provide the operator great comfort and superior 
control. The adjustable hydraulic dampened steering 
control levers provide a custom setting for the operator 
while eliminating the jerking motions found in other brands. 
When you look at the total 360Z package, you'll understand 
why we say, RIDE IT.....IT'S SIMPLY THE BEST!! 

18155 Edison Avenue 
Chesterfield, Mo. 63005 lIWEilPJPJl 
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Read this before 
buying that mower 

A quality, high-production mower is sometimes the 
reason—the only reason—the professional contrac-
tor can turn a profit in the cut-throat mowing indus-
try. Here's why. 

by J . P A U L L A M A R C H 

1can't raise my prices! 

That's the number one complaint from mowing 
contractors across the country. Getting a profit is 
almost impossible. Employees are working to their 
limit and overhead is about as "lean and mean" as it 
can get. 

Contractors that are managing to get a profit at-
tribute the profit to using the right mower. When 

the time comes to purchase a new mower for contrac-
tors who haven't yet made the quantum leap to high 
productivity mowers, the equipment dealer is ap-
proached with a little dread and much apprehension 
and very little cash on hand. 

Without profit, it's almost impossible to make 
plans for that elusive tomorrow: the day I buy 
a high-productivity mower. 

Lowest price not everything 
No matter how much we are told that, "this mower 

will last longer, go faster, cut better and save money," 
we always have a problem with the price. But "lowest 
price" does not take everything into the financial pic-
ture. As a matter of fact, our fixation on lowest price is 
often the cause of poor profit picture and troubling 
cash flow. Remember, the expense of that high pro-
ductivity mower must be examined carefully in con-
junction with the reduction of labor expense and down 
time savings. 

The past five years have been 'sink or swim' for 
contractors. 

There are just too many contractors out there As in 
many other sectors, there is just too much supply and 
not enough demand. Asking higher prices is difficult; 
profits are not materializing and cash flow is eroding. 

Let's look at mowers from a different angle; the 
productivity factor. Let me share with you a process 
that I use to determine which mower is the best dollar 
value - not just a lower price. 
The scenario 

I need a new mower and I am looking at three dif-
ferent mowers that I think will do the job for me. As 
an example, I have 1000 acres of grass to cut each year, 
33 acres per week for 30 weeks. The mower I now use 
operates for four days per week and cuts eight acres 
per day. There are no restrictions on the sites such as 
gates to block accesses and most of the sites are lA acre 
or more. 

I have a choice of three machines: 
1. A 36-inch residential riding mower priced at 

$1500. This is the same type of mower I am now using 
and is just about all I can afford. 

2. A 36-inch commercial walk behind 
priced at $3000 is obviously better built 
and will cause me less down time. But 
there's that cash flow problem. The pay-
ments will increase my overhead and I 
would have to finance the purchase. 

3. A 48-inch commercial riding tractor is the 
mower I would really love to have. Of course I'd have 
to win the lottery for that one, priced at $9000. 

Because I don't have a lot of money to spend I'll 
most likely purchase the $1500 machine. But I still 
want to see how these mowers measure up on dollar 
value when I use this process. 

Table 1 lists the three mowers. 
Calculate acres per hour 

I have found that mowers do not operate at 100 
percent capacity; usually the capacity is closer to 80 



TABLE 1 MOWER CHOICES USED IN THIS 
PRICING SCENARIO 

Residential Commercial Commercial 
Riding Mower Walk Behind Tractor 

Cutting width 36 inches 36 inches 48 inches 

Price $1500 $3000 $9000 

Cutting speed 4 mph 6 mph 6 mph 

Min. per acre 50 min. 34 min. 25 min. 

percent. To figure out how many acres I 
can cut at 80 percent capacity, I use the 
formula: 
MPH X width of cut -r120 = acres per hour 

Therefore, in the example of the 36-
inch riding mower, I multiply the mph (4) 
x the width of the cut (36-inches) and di-
vide by 120. 
(4x36) -r by 120 = 1.20 acres per hour 

Now I divide 60 minutes (one hour) by 
1.20 and get 50 minutes. As you can see in 
Table 1, the $ 1500 mower takes 50 min-
utes to cut an acre versus 25 minutes for 
the 48-inches mower, even though the 48-
inch mower costs six times as much. 

I need to know the cost of each mower 
per hour so that I can help determine 
which is the best mower for the job. To 
determine the cost of the mower, you have 
to know: 

this formula. This 
is important so that 
over the lifespan of 
the mower not 
only will I have 
money from my 
hourly charge to 
pay for the mower, 
but I will also have 
funds to buy the 
eventual replace-

ment mower later. By dividing the ex-
pected lifespan of the mower by 2, you au-
tomatically build in return on investment. 

Let's use the $ 1500 mower as an exam-
ple. The dealer told me that if I use this 
mower for 834 hours to cut 1000 acres 
each year, he would recommend that I 
trade it in after two years, and if I take care 
of it, it might last three years. The mower 
I have right now is just about exhausted. It 
has lasted three years. 

You can see in Table 2 that the cost per 
equipment hour for the $ 1500 mower is 
$ 1.20. If I use this mower for 834 hours 
for 3 years at $1.20 per hour, I will have 
collected $3000 (i.e. 834 hours x 3 x $1.20 
= $3000). That is $ 1500 more than I paid 
for the mower. This extra $1500, plus the 
residual value of the mower upon trade-in 

$!500 mower 
(3 years t 2 ) X 
(834 hours) 

Cost = $1.20/hour 

1) The cost of 
the mower, includ-
ing financing costs. 

2) The lifespan of 
the mower in years. 

3) Hours of use 
per year. 

Note in Table 2 
how the $1500 
mower only costs 
$1.20 per hour versus the 48-inch mower 
at $7.18 per hour. If the purchase decision 
was to be made strictly on mower cost per 
hour I can assure you that I would be buy-
ing the $ 1500 mower. 

Note also that in all cases of comparison 
the equipment cost per hour includes re-
turn on investment. 
Equipment cost per hour 

I incorporate "return on investment" in 

TABLE 2 EQUIPMENT COST FORMULA 

Dollar cost of equipment divided by lifespan of equipment 
in years divided by 2, multipled by hours of use per year. 
Cost per equipment hour based on 1000 acres per year 

S3000 mower 
(4 years t 2 ) X 
(567 hours) 

Cost = $2.65/hour 

S9000 mower 
(6 years -r 2) x 
(417 hours) 
Cost = $7.18/hour 

TABLE 3 HOURLY COST CALCULATIONS 

time should cover the cost of a similar re-
placement mower. 
Employee cost per hour 

I pay $8 per hour for my employees to 
operate my mowers. I also pay state and 
federal taxes, so that my payroll burden is 
40 percent, or an additional $3.20 per 
hour. ($8.00 per hour x 40 percent payroll 
tax) My total employee cost per hour is 
therefore $11.20. 

Down time, or the time spent loading 
and unloading trucks, travelling to and 
from the job site and two coffee breaks per 
day adds up to 20 percent of the work day, 
or two hours of each 10 hour day. Who 
pays for this down time? 

Of course I can only charge my cus-
tomers for my employees' productive time 
(i.e the time employees spend working on 
the customer's property). 

Therefore, to determine the real cost of 
my employee, I need to incorporate the 
down time in the employee hourly rate, so 
that the customer actually pays for the 
(unproductive time ) down time. 
Employee cost per hour per machine 

To do this, I divide the hourly pay of 
the employee plus the payroll burden by 
the percentage of down time less 100%. 
The formula follows: 

DOWN TIME FORMULA: 
$8.00 per hour + $3.20 payroll burden 

100% - 20% down time 
$11.20 
80% 

= $14.00 
In other words, an employee who is 

paid $8 per hour actually costs me $14 per 
hour. 

Now, if you incorporate both employee 
and mower costs per hour, you will notice a 

substantial difference 

Mower cost 

Employee cost 
per hour 

Cost per mower 
hour 

Total cost 
per hour 

$1500 

$14 

$1.20 

$15.20 

$3000 

$14 

$2.65 

$16.65 

$9000 

$14 

$7.18 

$21.18 

between the three 
mowers. Table 3 
shows hourly costs. 
Better cash flow, 
lower production 

Even though the 
$ 1500 mower costs 
less to operate per 
hour in comparison 



TABLE 4 TOTAL COST PER ACRE 
$1500 m o w e r $3000 m o w e r $9000 m o w e r 

Employee/ 
equipment cost 
per hour 

$15.20 $16.65 $21.18 

Acres per hour .83 .57 .42 

Cost per acre $12.62 $9.49 $8.90 

to the other two mowers, it just takes too 
long to cut one acre. This will become 
clear when you look at Table 4. Note that 
the $ 1500 mower takes 50 minutes to cut 
an acre. To calculate this into hours, you 
divide 50 minutes by 60 minutes, which 
equals .83 hours. 

Even though the $1500 mower is so 

I used a 40 
percent overhead 
for this example. 
See Table 5. This 
seems to be the 
average overhead 
for maintenance 
companies across 
North America. 
Conclusion 

Incredible as it may seem in this case, 
the $9000 mower proves to be not only 
more productive per acre, but does the 
job twice as fast, allowing for more sales! 

On the 1000 acres I cut each year, the 
$9000 mower saves me $7440 ($25.24 
per acre for the $ 1500 mower less $ 17.80 
per acre for the $9000 mower multiplied 

by 1000 acres ). 

TABLE 5 CHARGE TO CUSTOMERS PER ACRE 
Tota l cost per acre = 1 0 0 % - (overhead % 

1500 mower $3000 mower 

$12.62 $9.49 

100% - (40%+10%) 100% - (40%+10%) 

= $25.24 =$18.98 

much easier on my cash flow, this mower 
is not as productive. I cannot afford a 
$ 14.00 per hour employee on a $ 1500 
mower for 50 minutes per acre vs. 25 
minutes per acre for the 48-inch mower. 
It seems incredible, but the mower that 
costs six times more than I can afford to 
pay is actually more affordable than I first 
realized. 
Customer cost 

Let's take this argument to its conclu-
sion to see what I would have to charge 
my customers. In the final analysis, it is 
the customer who pays! To determine 
this charge per acre, I need to use my 
costs per acre, shown in Table 4. 

Using the JPL mathematical estimat-
ing formula, divide: your company over-
head + desired profit into costs per acre 

+ desired prof i t ) 

$9000 mower 

$8.90 

100% - (40%+10%) 

= $17.80 

This almost pays 
for the mower in 
its first year of 
savings! 

Put your own 
figures into the 
above tables, so 
you can accu-
rately establish 
what you should 

be charging your customers per acre. 
This is the only way you can find out 
which mower can do the job for you in a 
way that makes dollars and sense! LM 

J. Paul Lamarche is author of What the 
Market will 'Bare', a step-by-step estimat-

ing/pricing manual For information, write: 
JPL, 82705 Metier Rd., RR#3, Welland-
port, Ontario Canada, LOR 2 JO or fax: 

(905) 386-7450. 
E-mail address is 

pla ma rch @freenet. npiec. on. ca 

AIR-COOLED, WATER-COOLED ENGINES 
New Zero Turn Mowers from Bush Hog de-

liver top appearance and efficiency. 
Choices include mowers with air-cooled, 18-

hp Briggs & Stratton engines or 22-hp Kohler 
Command engines; or water-cooled, 20-hp 
Kawasaki engines. 

Deck sizes are 48- 52- and 61-inches, and are 
rounded for closer trimming. Decks are made of 
10-gauge steel with 7-gauge side skirts. 

Comfortable seating—adjustable, high-back 
cushion seat and large footrest—and easy-to-use 

controls prevent operator fatigue. 
Six gallon fuel tanks and a forward speed of 8 

mph are other features. 
For more information, contact Bush Hog at 

(333) 872-6261 and mention that you saw it in 
LANDSCAPE MANAGEMENT, or 
Circle No. 282 

AIR-COOLED MODEL HAS MANY 
ATTACHMENTS 

Grasshopper's new Model 725K zero-radius 
outfront mower is the company's largest air-
cooled unit. A 25-hp Kohler Command V-Twin 

OHV engine provides extra power for all the 
mower's optional equipment. 

The 725K mower is designed to be compati-
ble with all Grasshopper mowing decks, includ-
ing the Combo Mulching Deck. The Combo 
Mulching Deck is available for all models of 



EVERYday YEARafteryear 
GRASSHOPPERS cut and trim acres and ACRES of 

OFFICE parks, cemeteries, apartment 

COMPLEXES, school GROUNDS and city PARKS. 
(And they never ask for Friday off.) 

No one builds a zero-radius mower that lasts like 
a GRASSHOPPER, with robotic-welded steel 
construction and highest quality components, such 
as the state-of-the-art hydrostatic direct-drive systems 
and fuel-efficient engines. Designed with proper 
weight distribution and high flotation, Grasshopper 
provides maximum traction with minimum tracking. 
Selectability gives you a quality cut. Grasshopper, 
with its exclusive Combo Mulching™ Deck*, gives 
you lots of choices in varying conditions. You can 
match your equipment to your application with 
your choice of deck size and horsepower options. 

Easy to operate. Even beginning operators get the 
feel of Grasshopper's dual-lever control in no time. 
So natural that operators can mow long hours 
without tiring. 
Year-round versatility. A full line of productive 
attachments lets you put Grasshopper 
maneuverability to work all year long. •patent pending 

MOVE UP TO 

GRASSHOPPERABILITY 

$ 
grass hop per abil i ty tu 

the ability to make all the right moves for 
mowing quality and timesaving productivity. 



Grasshopper dual-path, hydrostatic direct 
drive zero-radius power units. 

The Combo Mulching deck comes in 
five sizes, from 44-inches to 72-inches, and 
has a "one deck does it all" feature that lets 
the operator bag, discharge or mulch using 
the same deck. 

The Quik-D-Tatch mounting system lets 
operator easily switch to one of Grasshop-
per's year-round attachments. A variety of 
attachments are available: multi-purpose 
dozer blades for work in dirt, sand, gravel 
or snow; rotary brooms for sweeping away 
dirt, debris or up to eight inches of snow; 
heavy-duty snowthrowers with 180-degree rota-
tion discharge spout. 

For more information, contact Grasshopper 
at (316) 345-8621 and say you spotted it in LAND-
SCAPE MANAGEMENT, or 
Circle No. 283 

SIMPLICITY AND CONVENIENCE 
FEATURES 

Dixon's ZTR1001 uses the Dixon Z-Drive 
transaxle for hydrostatic performance at a gear 
drive price.The Z-Drive is a simple, convenient 
machine. Hand levers provide the operator with 
light, natural control and use operator presence 
switches for safe mower operation. 

Other innovative features include a laser-cut 
steel frame with 'A' frame handles for strength 
and durability and a single point deck lift for 
quick mowing height adjustment. 

The low-profile design for the power unit on 
the Dixon ZTR1001 features the 15-hp Kohler 
Command Pro Series engine. The fuel tank is lo-
cated away from the engine, which makes for 

and comes with either a 50-inch or 60-inch 
mower deck. Hydraulic lift is standard equipment 
which allows easy maneuvers over curbs and 
other obstructions. Placement of the steering 
yoke and instrument panel permits operator al-
most unlimited visibility across the mower deck. 

The yoke steering on the Promaster 350 deliv-
ers a fast zero-turn radius and the out-front cut-
ting produces a smooth cut with excellent trim-
ming capabilities and better operator visibility. 

For more information about Gravely Promas-
ter mowers, contact the company at (910) 777-
1122, or 
Circle No. 285 

outstanding maneuverability in tight comers 
where larger front-mount mowers cannot go. It's 
powered by an 18-hp, 3-cylinder diesel engine, 
and features a hydrostatic transmission and a sin-
gle pedal to manipulate both speed and direction. 

The 4WD GF1800 features a unique 2-pedal 
2WD/4WD change-over process. This foot-con-
trol 4WD can be activated whether the mower is 
stopped or on the go. 

For the operator, the GF1800 offers a wide, 
semi-flat deck with lots of leg room and a large 
comfortable high seat. All gauges are placed in 
front of the operator for easy viewing while 
working. 

There's more, including an optional grass 

HIGH PRODUCTIVITY MOWER 
Jacobsen's Turfcat mower comes with power-

ful, 23- to 45-hp engines, in either gas or diesel. 
The Turfcat is an all hydraulic, 2- or 4-wheel 

drive machine for smooth operation. 
Decks are available as side- or rear-discharge 

rotary decks, Mulcherizer rotary mulching decks, 
and Fine Cut Flail decks. 

Cutting width options are 72-inch, 60-inch, 
and mowing speeds reach up to 6 mph for maxi-
mum productivity. Snow blower, debris blower 
and rotary brush are available for year-round per-
formance. 

For more information on the Jacobsen line of 
professional mowers, call the company at (414) 
637-6711 and mention LANDSCAPE MANAGEMENT, or 
Circle No. 286 

catcher in a choice of hopper or bag types, plus 
other performance-enhancing operations that 
make mowing more efficient. 

For more information, contact Kubota 
at (310) 370-3370 or, 
Circle No. 287 

MOWER IS QUICK, WITH BAGGING 
OPTIONS 

Scag's new Turf Runner is designed to 
outperform any mower in its class, says 
the Mayville, Wise, company. 

The Turf Runner—as its name im-
plies—is quick. It is designed to deliver ex-
ceptional bagging performance and single 
lever change-over to side discharge. 

Scag says the mower provides better 
versatility to the commercial cutter, as it 

can convert from a rear bagger to a side dis-
charge mower with the flip of a lever. 

MOWER GETS TO THOSE HARD-TO-
REACH SPOTS 

The Kubota GF1800 2WD and 4WD front-
mount mowers make short work of any grass cut-
ting job. The GF1800's compact design provides 

safe refueling. Three mowing deck options are 
available (36-, 42- and 50-inches) to allow the 
ZTR 1001 to be customized to the commercial 
cutter's needs. For more information, contact 
Dixon at (316)251-2000 or, 
Circle No. 284 

HYDRAULIC LIFT STANDARD HERE 
The Gravely Promaster 300 is available with 

either 18, 20 or 25-hp Kohler Command engines 



There's no need to remove the bagging deck 
to install a costly side discharge deck. 

This innovative design (patent pending) al-
lows more cutting time by allowing the operator 
to respond to changing grass conditions in the 
field. In addition, the Turf Runner's heavy-duty, 
12-inch diameter blower cleanly transfers the 
grass cuttings from the extra-deep deck to the 
bagger. It has a large, five gallon gas tank and a 
7.5 mph ground speed. For more information, 
contact Scag Power Equipment at (414) 3870-
0100, or 
Circle No. 288 

360 DEGREES OF MANEUVERABILITY 
The new Z Master Z222 Hydro Zero Radius 

Tractor from Toro is a high-performance rider 
with 360 degrees of maneuverability. The Z Mas-
ter is equipped with a 22-hp Kohler Command 
vertical shaft engine that can cover 25 acres a day 
at speeds up to 8 mph. Industry comparison 
studies show that the new Z master is 17 percent 
faster in ground speed than a leading national 
brand. The patented Recycler cutting technology 
also increases productivity 38 percent over bag-
ging, says Toro. 

The mower's hydrostatic drive system pro-
vides maximum power, precise speed control and 
smooth handling at all times. This is accompanied 
by a hydrostatic oil cooling system which features 

Ross wheel motors and shuttle valves that chan-
nel hot oil directly to its oversized oil cooler. 

The sleek, floating deck design provides oper-
ators with the flexibility to either mulch, bag or 
discharge clippings in order to leave the lawn 
looking perfectly manicured. The Z222 is avail-
able with a 52-inch Recycler deck; 52-inch or 60-
inch side-discharge deck, along with baggers that 
fit both sizes. 

Contact Toro at (612) 888-8801 and tell 
them you saw it in LANDSCAPE MANAGEMENT, or 
Circle No. 289 

EDGER ATTACHMENT SPECIAL TO 
WALKER MOWER 

The Stevens Coulter Blade Edger attachment 
has been developed as an attachment for the 
Walker Mower. The self-tracking coulter disc on a 
swing arm smoothly and quickly trims grass 
along the concrete edge of sidewalks, curbs and 
walking paths. There are big labor savings, less 
mess and no flying debris in comparison to the 
rotary blade type edger. 

Simple mechanical blade engagement (elimi-
nating expensive hydraulics), a quick-mount 
bracket on the tractor, self-sharpening blade, sin-
gle hitch-pin height adjustment are plusses. 

For more information, contact Walker Manu-
facturing Company at (970) 221-5614, or 
Circle No. 290 

18 COMMERCIAL MOWERS AVAILABLE 
John Deere has a wide variety of mowers for 

the commercial user, from the 13-hp GS30, to 
the 28-hp F1145 diesel. Mower decks range in 
size from 336- to 54-inches. The seven models in 
the GS Series are backed by a 3-year, limited war-
ranty. Contact Deere at (919) 832-7421, and 
mention LANDSCAPE MANAGEMENT, or 
Circle No. 291 LM 

PICKS U P A N Y T H I N G , NCLUDING T H E B O T T O M L I N E . 

18 hp 

Kohler 

engine 

Vacuums 

turf and 

pavement 

PRO VAC 1050 

SGRAVELY 

Wet or dry 
conditions 

Optional 

6" X 10y 

hose 



WIN 
$500! 

Announcing: the second annual LAND-

SCAPE MANAGEMENT "Emerald Awards" 
LANDSCAPE MANAGEMENT magazine is 
offering a $500 first prize to the win-
ner of a random drawing to be held 
on July 1 ; 1997. Second prize is 
$300 and third prize $200 in cash. 
To be eligible for the drawing, sim-
ply fill out the questionnaire at right 
and return it to LM's editorial offices. 

Answers to the questions will determine our "1997 
Emerald Awards" winners, to be revealed—along with 
the contest winner—in our August issue. 

CONTEST REQUIREMENTS: Contestants must be owners or employees 
of landscape maintenance companies or lawn care companies; or mainte-
nance employees of a golf course or country club, including superinten-
dents and assistant superintendents; or an athletic field manager or 
member of an athletic field maintenance crew; or manager or member of 
a facility landscape management crew. Employees of Advanstar Commu-
nications and their families are not eligible. 

All questions on this entry form must be completed, and all blanks 
filled. One entry per person. No more than five entries from any one 
employer will be allowed. Entry forms will appear in the February-June, 
1 9 9 7 i s s u e s o f LANDSCAPE M A N A G E M E N T . 

Completed questionnaires should be mailed to: Emerald Awards, 
LANDSCAPE MANAGEMENT, 7 5 0 0 O l d O a k B l v d . , C l e v e l a n d , O H 4 4 1 3 0 . T h e y 
must be received by noon, July 1, 1997. 

A random drawing of all eligible entry forms will be held the after-
noon of July 1, 1997. Winners will be notified within 24 hours. 

OFFICIAL ENTRY FORM 
Q U E S T I O N : 
W H A T IS Y O U R FAVORITE 
BRAND NAME OF: 

riding mower? 

CHECK HERE 
IF YOU DO 
NOT USE 

• 
walk-behind mower? • 
turf fertilizer? • 
pre-emergence herbicide? • 
post-emergence herbicide? • 
turf insecticide? • 
turf fungicide? • 
plant growth regulator? • 
compact tractor? • 
turf aerator? • 
pick-up truck? • 
leaf blower? • 
line trimmer? • 
chain saw? • 
Kentucky bluegrass? • 
perennial ryegrass? • 
turf-type tall fescue? • 
turfgrass mix or blend? • 
biological control product? • 

NAME: 

EMPLOYER: 

CITY/STATE: 

PHONE NUMBER: 

(AC ) 



New 20% Lower Application Rate* 



Week 1 Week 2 Week 3 

Week 7 Week 8 Week 9 

Now You Can Use Daconil U 
For A Great Looking Course Week / 

What could make spray-dry Daconil Ultrex' fungicide 
even better? How about a new, enhanced Super 
Weather Stik™ formulation? Testing shows you can get 
exceptional results with this new formulation at appli-
cation rates 20% lower than before.That means you 
can now tighten your schedule for even better disease 
control without a significant increase in overall cost. 

You could even use Daconil Ultrex every time 
you spray, either alone or tank mixed, and actually 
cut your costs by reducing your use of expensive 
systemic fungicides. 
A special free offer to try an even better approach. 
Because Super Weather Stik Daconil Ultrex fungicide is 
so effective at these new low rates, we've been able to 



Week 4 Week 5 Week 6 

Week 10 Week 11 Week 12 

Itrex Every Time You Spray 
\fter Week After Week After Week. 

develop a whole new spraying program using it at 
regular seven day intervals. As the photos above show, 
this program has been getting great results at courses 
like Shaker Heights Country Club, near Cleveland, 
Ohio, and it can do the same for you, giving you better 
disease resistance management and a healthier, greener 
course than you've ever had before, while still supporting 

your cost containment efforts. And to prove that to 
you, we've created the Daconil Ultrex Challenge — 
with enough free product for you to test this program 
on one green or fairway all season long. Ask your 
distributor for all the details. It could change your 
whole approach to disease control. 

ISK B I O S C I E N C E S " 



Daconil Ultrex 
Chlorothalonil Fungicide 

With its breakthrough Stable Suspension TechnologyDaconil Ultrex fungicide 
goes into suspension in less than a minute and stays in suspension even after six hours. 

And You Still Get Fast, Thorough Mixing 
Plus Easier Disposal, Too. 

There's a lot more to like about 
Super Weather Stik Daconil 
Ultrex than its new reduced rate. 
Like the way it goes into suspen-
sion faster and stays in suspen-
sion for consistent spraying from 
start to finish with less settling 
out and fewer problems with 
clogged nozzles. Or how it pours 
so completely out of the bag 

that it eliminates all need for 
rinsing to make disposal easier, 
too. Plus the superior sticking 
and staying power of our Super 
Weather Stik formulation for 
exceptional broad-spectrum 
control of some 70 diseases that 
attack turf, ornamentals, and 
trees. And the fact that there's 
never been a documented case 

of disease resistance to a Daconil* 
brand fungicide in over 25 years. 
More good reasons Super Weather 
Stik Daconil Ultrex is a great 
choice for you. ISK Biosciences 
Corporation,Turf & Specialty 
Products, 1523 Johnson Ferry Rd., 
Suite 250, Marietta, GA 30062. 

ISK B I O S C I E N C E S 

Always totaw label directions carefully when using turf and ornamentals plant protection products. ® Regetered trademark of ISK Biosciences Corporation. ™ Trademark of ISK Biosciences Corporation. 
'For best results, we recommend using 20% lower application rates on a 7-10 day schedule Section 12(aX2XG) of FIFRA provides that it is unlawful for any person 1o use any registered pesticide in 
a manner inconsistent with its labeling"; quoted language is defined in section 2(ee) of FIFRA and expressly excludes the act of "applying a pesticide at any dosage, concentration, or frequency less 
than that specified on the labeling unless the labeling specifically prohibits donation from the specified dosage, concentration, or frequency" Thus, in the absence of specific label prohibitions, it is not 

unlawful under section 12(a)(2XG) to use a registered pesticide at a dosage, concentration, or frequency less than that specified on the labeling of the pesticide 

AG-A397 I 

Dry Generic 
Chlorothalonil Fungicide 



T H I N K TANK 

Better greens 
a worthy 
USGA goal 

JAMES T. SNOW 
Guest columnist 

he United States Golf Association 
Green Section's Specifications for a 
Method of Putting Green Construction 
was introduced in I960, and through 
several revisions has remained the 

most widely-researched and successful method in 
the world. 

When built and maintained properly, USGA 
greens have provided excellent results over many 
years for golf courses in most regions of the United 
States and the world. Nevertheless, through the 
years, a number of problems and questions have 
arisen, and since 1990, the USGA has taken sev-
eral important steps to address these concerns. 

• The specifications re-
ceived a thorough review 
and updating by a com-
mittee of prominent scien-
tists, and the latest revision 
was published in 1993. 

• Standardized labo-
ratory procedures were 
developed by a commit-
tee of scientist and labora-
tory practitioners, and in 
1995, the procedures 
were approved by the 

American Society of Testing and Materials, the 
largest standards organization in the U.S. 

• A laboratory accreditation program was es-
tablished by the Green Section in 1996, through 
the American Association for Laboratory Accred-
itation (ASLA), to help ensure the best possible 
results for golf courses that test materials for 
green construction. Three laboratories have be-
come accredited thus far, and several more are 
completing necessary steps. 

• In 1996, the USGA's Turfgrass and Envi-
ronmental Research Committee initiated research 
projects at 12 universities to increase our scien-
tific understanding of green construction methods 
and materials. Some of these studies will cover a 
period of five to 10 years. More than $850,000 
has been allocated, and additional studies will be 
funded as other questions arise. 

• The USGA established a Construction Edu-
cation Program in 1996 to help educate and pro-

EM 
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Pelican Hill, nature's partner 
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An easy way to track equipment 

P A G E 1 6 G 
Seattle course faces big cleanup 

P A G E 1 9 G 
Good tees need feeding, aerating 

vide the latest information to golf course archi-
tects, builders, developers, superintendents and 
others about green construction and other golf 
course construction and renovation topics. 

The Green Section is working with the Golf 
Course Superintendents Association of America 
(GCSAA) and the National Turfgrass Evaluation 
Program (NTEP) to test new bentgrass and 
bermudagrass varieties on golf course practice 
greens built to USGA recommendations. Con-
struction will be financed in part by the USGA, 
and it is hoped that construction can begin during 
the spring and summer of 1997. We are in the 
process of identifying fifteen courses located in 
various climatic zones throughout the country 
that will participate in these variety trials, which 
are expected to last for five years. Green con-
struction is one of the most visible aspects of golf 
course management, to superintendents and 
course officials alike. Greens are one of the most 
costly features on a golf course to build and main-
tain, and the USGA is committed to providing 
the best possible information on green construc-
tion and management to everyone involved. LM 

Guest columnist James T. Snow is national 
director of the USGA Green Section, 

Far Hills, N.J. 



j ^ e e p these guys off your course. 

MERIT® Insecticide is remarkably ^ j ^ ^ ^ ^ ^ ^ ^ H p F normal conditions, M£R/T can give you residual soil 

effective. Both on the course. And off. An insect control up to four months or longer in turf. In short, it 

application of AiERJT on your course in the spring will controls grubs and keeps controlling them. If that was all it 

provide excellent residual grub control through the fall. Under did, that might be enough to make it your insecticide of choice. 

Bayer ALWAYS READ AND FOLLOW LABEL DIRECTIONS. © 1997 Bayer Corporation Printed m U SA 97S35Aooi6 



But when you add in its low application rate of only 0.3 

pound of active ingredient per acre, you have a pretty 

remarkable product that presents less exposure than current 

insecticides to birds and fish. A product so good, even the 

Greens Committee will love it. To find out more, contact 

Bayer Corporation, Specialty Products, C T 

Box 4913, Kansas City, MO 6412o. P j 

(800) 842-8020. 



Bermuda breakthrough! 
Morris Brown found Champion * growing where it 
shouldn't heTest results show it to be a valid candi-
date for use on southern putting greens. 

by BILL K N O O P , P H . D / T e c h n i c a l E d i t o r 

anee in a while something comes along in 
, our business that's so far ahead of what 
I we have had that it's hard to believe. 

It may be a new management tech-
nique, a new piece of equipment or even 

a chemical that does a much better job of 
controlling a pest without hurting the environment. 

The latest big breakthrough is bermudagrass. 
Those of you who have been around this business a 
few years may know the names of some turfgrasses 
that set new standards for the respective variety. 
Some examples from the past are Merion Kentucky 
bluegrass, Manhattan perennial ryegrass and 
Penncross creeping bentgrass. These three represent 
significant improvements over the others of the 
same variety that we were using. 

For years there has been a certain amount of 

T h e C h a m p i o n b e r m u d a 

has f o o l e d gol fers w h o 

t h o u g h t t h e y w e r e 

p u t t i n g o n bentgrass. 

S t i m p m e t e r read ing goes 

b e y o n d 10. 

pressure on golf courses in the south to provide 
bentgrass putting greens. Since all the bentgrasses 
are cool-season turfgrasses, growing them success-
fully in the south has been a challenge that is second 
to none. Bentgrass greens have been perceived by 
many golfers to have a better quality putting surface 
than bermuda, but some suggest that the movement 
in the south to bentgrass putting greens may be 
more of a fad. In other words, if "Club A" has bent-
grass greens, then "Club B" must also have bentgrass 
greens. For whatever reason, many southern golf 
courses have bentgrass greens, and there aren't too 
many people that won't admit that a good bentgrass 
green probably may putt better than green planted 
with either Tifdwarf or Tifgreen. 
Closely resembles bentgrass 

Champion is the new dwarf bermudagrass that 
can form a putting surface denser than most of the 
bentgrasses. Those who have putted on a Champion 
green concede that they wouldn't have known it 
was a bermuda green if they hadn't been told. 

The most interesting fact about Champion is that 
it was not a product of some very large university or 
company breeding program. Like some of our other 
turfgrass varieties, Champion was simply "found," 

by Morris Brown in 
1987. 

Brown, of Coastal 
Turf Inc., Bay City, 
Texas, noticed a very 
small, different look-
ing, bermudagrass 
growing in a Tifdwarf 
green that was estab-
lished way back in 
the 1960s. Morris has 
spent a significant 
part of what spare 
time he has had look-
ing for grasses grow-
ing where they 
shouldn't be, or for 
grasses that just look 
or act differently 
than they should. 
Champion was one 



When You're 
Clearly The Best 
You Stand Alone. 

When it comes to spray pattern indicators, there are lots of imitators 
crowding the field. 

But there's only one original—Blazon? 
Blazon is specifically formulated for turf applications, and will not stain you 

or your customers. Because it's a highly water soluble liquid, Blazon disperses 
quickly in the spray tank, and won't interfere with pesticides. 

Give us a call at 1-800-845-8502 for more information. And see for 
yourself why Blazon is clearly best. 

J I B , 
MILLIKEN 
CHEMICALS 

PO Box 1927 

BlaJJön 
Spartanburg, SC 29304 SPRAY PATTERN INDICATOR 

www.millikenturf.com BY MILLIKEN CHEMICAL 

http://www.millikenturf.com


Champion bermudagrass 
is reported to have good o f t h e s e a n d i l s e e m s t o b e a naturally-occurring 
tolerance to close mow- m u t a n t of Tifdwarf. 
ing, at heights below M o r r i s ^ ^ because this n e w 

bermudagrass looked very promising as a putting 
green grass, there were many tests that needed to be 
run to make sure it was as good as he thought. He 
turned this new bermuda over to Dr. Jim Beard of 
the International Sports Turf Institute. Beard had 
previously led the turfgrass research program at 
Michigan State and Texas A&M universities. 
Gene print taken 

The first step in analyzing Champion's potential 
was to take it's genetic "fingerprint." This revealed 
that while Champion is distinctly different than 
Tifdwarf, Tifgreen or Tifway, it does share some ge-
netic identity with Tifdwarf. Since its closest relative 
is Tifdwarf—and Tifdwarf is the choice for many 
bermuda putting greens, Beard conducted a series of 
comparison tests between Champion and Tifdwarf. 

Most rounds of golf are played during the sum-
mer months. In the south, when play is at its peak, 
bentgrass greens can be under their greatest stress. 
This has caused some serious problems. Summer 
care of bentgrass, according to many superinten-
dents, has been significantly higher in both materials 
and labor costs. 

We now can plant a bermuda that will produce 

Better density, no 
seed heads 

All the tests that Dr. Beard conducted were 
replicated and analyzed statistically. The results 
were very interesting: 

1. Champion had nearly twice the shoot den-
sity of Tifdwarf, when mowed at % inch. 

2. Champion produced more than twice as 
many stolons as Tifdwarf at % inch. This may help 
to explain Champion's higher density. 

3. While Champion has a high lateral growth 
rate, it has less than half the vertical leaf growth 
rate as Tifdwarf. This should mean that the 
putting quality of a green should remain high 
longer and after mowing. 

4. Champion's leaf blade is about 14 percent 
finer than Tifdwarf. 

5. No seed heads have ever been observed on 
Champion. 

6. In a wear test using a machine that traveled 
over the green 1900 times, Champion had about a 
third of the wear damage as Tifdwarf, cut at % 
inch. 

7. Champion recovered 3.4 times faster from 
wear as Tifdwarf. 

8. Champion proved to be able to withstand 
lower temperatures and have better recovery 
from the cold than Tifdwarf. 

B.K. 

the putting quality we've always associated with 
bentgrass. And the hotter it gets, the better the 
green. 

We will be on the verge of a whole new trend in 
the south: back to bermuda! • 

For more information on Champion, contact 
Morris or Mike Frown, at (800) 463-8873; (409) 

245-3231. 



You Dorit Want 
To See On 

Your Course. 

Golf was never meant to be a water sport. 
But standing water, poor drainage and water waste are all symptoms of a larger problem— 

compacted soil. Water can't move through it. Roots can't grow in it. And surface moisture evaporates too 
quickly to do your turf any good. 

Wetting agents can help water squeeze through the cracks, but they do little to improve the soil 
condition. Healthy turf needs healthy soil. 

The answer? Invigorate™ Soil Conditioner. Invigorate is a unique liquid polymer system—not a 
wetting agent. Invigorate works deep to get to the heart of the problem. As Invigorate polymers unwind, 
they actually repair the soil structure; breaking up the crust for a healthier growth medium. 

This improved soil structure: 
• helps restore proper aeration • helps improve root growth • reduces water usage 
• drains standing water • makes better use of fertilizers 
For sand trap drainage problems, use Invigorate ST". This organic liquid polymer blend can be 

applied to sand traps and bunkers by broadcasting or by pouring directly * into standing water. 
Give us a call toll-free at 1-800-845-8502 for 

MILLIKEN m o r e information. And see for yourself how Invigorate 
CHEMICALS can get rid of your unwanted water hazards. 

PO Box 1927 
Spartanburg, SC 29304 

www.millikenturf.com 

http://www.millikenturf.com


Don Hoos explains how these coastal California cours-
es were designed and built with the wildlife in mind. 
They're irrigated with reclaimed water, and much of the 
acreage wasn't touched. 

by S t e v e a n d S u z T r u s t y 

U Environmental issues will continue to play 
a bigger and bigger role in what golf 
course superintendents do and how we 
approach things," says Don Hoos, director 
of agronomy for Pelican Hill Golf Club 

near Newport Coast, Calif. 
"The 400 acres of Pelican Hill were part of a 

huge area of ranch land which The Irvine Company 
owns and has developed in stages. It took them 
seven or eight years to work through the planning 
and approval processes to get the okay to begin con-
struction. Environmental issues have been a top pri-
ority from the planning stages through course con-
struction and in our maintenance practices." 

Pelican Hill is an environmentally sensitive area. 
A popular surfing beach is on the stretch of Pacific 
Ocean adjacent to the complex. Crystal Cove State 
Park is nearby. 

Two challenging, beautiful and decidedly differ-

ent golf courses lie within Pelican Hill—the tradi-
tional tree-lined Ocean Course and the Links 
Course, more reflective of the native California 
landscape. 

Hoos notes that only 200 of the 400 acres of Pel-
ican Hill are in turf. And, while provisions of the 
original agreement called for 13.7 acres of California 
coastal scrub as habitat for the gnat catcher, an en-
dangered bird species, the native plant material was 
integrated into 40 acres of the Links Course design. 
Also, many natural areas were left undisturbed dur-
ing construction. 
State-of-the-art irrigation 

Both courses irrigate with reclaimed water from 
the local Irvine Ranch Water District. Each course 
has a separate Rain Bird Maxi computer-controlled 
irrigation system, and its own weather station to 
supply the évapotranspiration data on which irriga-
tion is based. Turf and native areas are irrigated sep-
arately. Because the native soil is heavy clay, water is 
applied in small amounts at a time, with the cycle 
repeated as necessary for optimum moisture levels. 

Hoos says, "The Irvine Company set up a monitor-
ing program for storm water runoff which measures 
for pesticides, nitrates, and any other kind of pollution 
that could possibly run off from a golf course. The 
program is entering its fifth year and, to date, there's 
been no measurable discharge from the courses." 



Hoos: open communications with the public, improved interview process and a more thor-
ough background check procedure for perspective employees have lowered turnover. 

One step ahead of regs 
Pelican Hill complies with, and strives 

to stay a bit ahead of, the stringent Califor-
nia pesticide programs and regulations. 
"The state agencies have done a very good 
job overall of implementing these regula-
tory programs. They took the educational 
approach, setting up the parameters, taking 
steps to insure that those affected under-
stood the programs and regulations, and 
giving us adequate time to comply. I think 
it's been a much more effective way to 
bring people into compliance and get them 
focused on environmentally compatible 
practices than just establishing the regula-
tions followed immediately with non-com-
pliance checks and fines." 
A watchful eye 

Hoos points out that many issues of 
community concern revolve around initial 
development and construction of golf 
courses. Each community wants to insure 
the course will not adversely affect the en-
vironment, or the residents' quality of life. 

Once the course is completed, mem-
bers of the community immediately sur-
rounding it keep a watchful eye on changes 
in course design, removal or replacement 
of trees, shrubs and other landscaping fea-
tures, irrigation patterns and applications 
of fertilizers, fungicides and other pest con-
trol products. Though golfers' concerns 
center more on the playability of the 
course, environmental factors are an issue. 

"When people see spray tanks out on 
the course and operators in protective 
clothing, they wonder if they should be 
protected too, and if what's taking place is 
dangerous. Open communication outreach 
programs can help address these concerns." 

Looking to the future, Hoos says, "I 
think the turfgrass breeding based on ge-
netics is going to be exciting as more infor-
mation becomes available about DNA and 
the location of the different genes that con-
trol different parts of the plant. I'm sure 
the major emphasis will be on food and 
fiber. But I hope this industry will also ben-
efit and we can see some improvements in 

turfgrasses for disease resistance, insect re-
sistance, cold hardiness and more. That 
will make our jobs easier and we'll have 
less reliance on pesticides." 
Thoughtful hiring 

On-course environmental programs 
need the full support of crew members. 
Yet, the future is sure to hold the same 
employee challenges which are now a con-
stant on golf courses across the United 
States. Pelican Hill has a current employee 
turnover rate of from five to 10 percent. 
Hoos notes that an upgraded interview 
process and a more thorough background 
check procedure for perspective employees 
has helped bring them to that rate. 

"We also participate in a pilot program 
with the INS (Immigration and Naturaliza-
tion Service) to verify the validity of appli-
cants' green cards, to make sure they are 
authorized to work in the U.S. We make 
people aware of that when they come in to 
interview for the hiring process. It does dis-
courage illegal aliens from applying for 
jobs. This saves us time upfront and prob-
lems later on. 

"By concentrating on hiring good peo-
ple, we've also been able to step up our 
training programs because crew members 

are more receptive and respond better to 
the training. Greater competence levels in 
our personnel has helped us to adhere to 
maintenance procedures and policies and 
to reduce our overall maintenance costs." 

Hoos commends efforts to promote the 
professional image of the superintendent. 
He gives much credit to the Golf Course 
Superintendents Association of America 
(GCSAA). 

This past November Pelican Hill was 
the site of the 10th annual John Deere 
Team Championship Golf Tournament. 
The event brings together teams comprised 
of a course superintendent, pro, club man-
ager and club president. A John Deere rep-
resentative joins the team for the finals. 

Adds Hoos, "Superintendents today are 
more focused on the big picture of how 
our courses are perceived by golfers, the 
community and the public. We'll need to 
incorporate all the education, training, re-
sources and technology available to keep 
our courses and our role as superintendents 
in a positive position on environmental is-
sues in the future." • 



NOT EVERYONE ON A GOLF COURSE 
WANTS LONG DRIVES AND LOW SCORES. 

Golfers worry about Sentinel 
TURF FUNGICIDE 

breaking par. You'd rather break the strangle-

other systemic fungicides. And it won't quit 

working at critical times, either. Like, say, just 

hold turf diseases can put on your fairways, before tournament weekend. What's more, 

tees and greens. Sentinel " fungicide can help. Sentinel offers the protection you need at far 

Sentinel offers the longest control and best lower rates than competitive products— 

performance on brown patch, dollar spot, anywhere from nine to 100 times less active 

summer patch and 11 other turf diseases—at ingredient. That minimizes worker exposure 

the lowest rates. Sentinel controls the toughest and lessens the environmental lqrad. When it 

diseases 20-35% comes to performance, Sentinel has proven 

longer than itself on 12 different varieties of turfgrass. 

Available 
from: 

Agra Turf 
Searcy, AR 

501-268-7036 

Agri turf 
Hatfield, MA 

413-247-5687 

Benham Chemical Co. 
Farmington Hills, MI 

810-474-7474 

Cannon Turf Supply, Inc. 
Fishers, IN 

317-845-1987 

E.H. Griffith, Inc. 
Pittsburgh, PA 
412-271-3365 

Fisher & Son, Inc. 
Malvern, PA 

610-644-3300 

George W. Hill & Co., Inc. 
Florence, KY 

606-371-8423 

Grass Roots Turf Supply 
Mount Freedom, NJ 

201-361-5943 



Not to mention hundreds of courses nationwide. 

So while no one will ever say, "You really got 
• / ' ¿> • J> • J '- ' 

ahold of that residual" or "wow, low rates," -

you'll have the personal satisfaction of knowing 

you're using the best possible fungicide around. 

For details, call your authorized Sentinel 

distributor, Sandoz sales representative or 

call 1-800-248-7763. 

L O N G E S T C O N T R O L 
B E S T P E R F O R M A N C E 

L O W E S T RATES . 

AC A M R A 7 Always read and follow label directions. Sandoz Agro, Inc., 1300 E. Touhy Ave., Des Plaines,1L 60018. 
^ I l i ^ l r W J B Sentinel is a trademark of Sandoz Ltd. ©1995 Sandoz Agro, Inc. 

Metro Milorganite, Inc. 
Bedford Hills, NY 

914-666-3171 

Professional Turf Specialties 
Champaign, IL 
217-352-0591 

Regal Chemical Co. 
Alpharetta, GA 
800-621-5208 

Turf Industries, Inc. 
Dallas, TX 

214-241-0545 

Turf Industries, Inc. 
Houston, TX 
800-288-8873 

United Horticultural Supply 
Aurora, OR 

503-678-9000 

Turf Supply Co. Wilbur-Ellis Co. 
Eagan, M N Auburn, WA 

612-454-3106 800-275-6920 
Circle No. 133 on Reader Inquiry Card 



This "Big Board" 
tracks equipment 

A veteran golf course mechanic says you dont have to 
he too fancy to track the condition and costs of your 
maintenance equipment. 

Golf course superintendent Steve Geller and 
mechanic Joe Pope developed an easy and ef-
ficient way to track the condition of the 
equipment at Cedar Point Club, Suffolk, Va. 

"It's real simple," explains Geller. "We 
have a white board that's 6 feet by 4 feet, and 
we can write on it with eraseable markers. We 
bought some ribbon-type marking tape and 

made enough columns on the board to list our 66 
pieces of equipment." 

Each piece of equipment is given a number on 
the board. For instance, in the number one column 
is a greens mower. Number 19 is a Ford tractor, and 
so forth. The numbers themselves, and the order 
they're displayed, is not particularly significant. 
What is important is the data following each listing. 

Superintendent Steve Geller, left, and mechanic Joe 
Pope in Suffolk, Va., developed this big board to track 
maintenance on all the mechanical equipment used at 
the Cedar Point Club. They say employees like it. 

The second, one-inch wide column behind each 
equipment listing, for instance, contains green or red 
notations, green indicating that that particular piece 
of equipment is operable, red meaning that it's 
being repaired or serviced. 

Subsequent columns on the big board show, at a 
glance, the number of hours of operation on each 
piece of equipment, when its next PM (preventive 
maintenance) is due—either in hours or by calendar 
date—and when the last PM was done. 

"It was an inexpensive system to put together," 
says Pope, formerly an airplane mechanic in the U.S. 
Navy. "I think you can buy about everything you 
need at an office supply store." 

Pope says workers at the golf club seem to ap-
preciate being able to easily tell the status of the 
equipment at the course. 

"The board is right behind my desk and next to 
the key locker where we keep the equipment keys," 
says Pope "Whoever Steve (Geller) assigns to the 
equipment can just glance up and see right away 
whether the equipment is up or down, or whether 
it's getting close to a PM (preventive maintenance). 
It's worked real well for us." 

Beyond the big board, Pope says that he's devel-
oped, and uses, a form that details the on-going 
maintenance and repair history for each piece of 
equipment. 

"At the end of the year I total each piece of 
equipment up and I give Steve a report on what 
each piece of equipment costs to maintain for the 
year, including parts," explains Pope. • 



The new % \ \ You won't find it in the shop. 
LF-128. 

Change a Thanks to the exclusive 
k: reel. \ \ \ 

FlashAttach™ reel-mount 

system, the new Jacobsen LF-128 

fairway mower spends more time where it 

belongs-on your fairways. The patented 

FlashAttach system makes changing 

any reel as easy as pulling a 

pin. No tools. No headaches. 

No more than 30 seconds of 

your time. After all, we know you have 

better things to do than change reels on fairway 

mowers. Call 800-727-JAKE for your nearest 

Jacobsen distributor or visit us on the World Wide 

Web at www.jacobsen.textron.com. 

THE PROFESSIONAL'S CHOICE O N TURF 

TEXTRON 

http://www.jacobsen.textron.com


If i5 years of being the foremost 
fungicide isn't enough, might we 

snare you with our drum? 



Ever since its introduction, BAYLETON Turf and Ornamental 
Fungicide has been one of the most popular products of its kind. 

And no wonder. Its systemic action is not only effective, it keeps 
the control you need from being washed away or mowed o f f . So you 
can apply BAYLETON wbenever-and wherever—you want. 

And now, that famous BAYLETON control is available in a 
convenient new package. The drum. It not only keeps BAYLETON 
fresh and dry, it enables you to use exactly how much you need. 

That's especially important when you tank mix BAYLETON for 
even broader control. Its ability to be used in combination with other 
products is one of the most outstanding features of BAYLETON, and 
now, that's even easier to do. 

To find out more, contact Bayer Corporation, Specialty Products, 
Box 4913, Kansas City, MO 64120. (800] 842-8020. 

ALWAYS HEAD AND FOLLOW LABEL DIRECTIONS Bayer® 
© 1997 Baytr Corporation PrmteJ m U SA 97Sf0A(X)40 S S S S S S S S S S S S 



Course mops up 
after winter floods 
Superintendent Rick McDow estimates a 550-
hour clean up and repair job needed to get 
Ballinger back in shape. 

by LESLEE J A Q U E T T E 

If the Ballinger Park 
Municipal Golf Course 
were a bathtub, it 
would have the world's 
biggest ring, from flood 

waters that covered the course 
in December. 

Included among the flotsam 
and jetsam floating along what 

used to be fairways are pop 
cans, a soccer ball, railroad ties, 
cedar logs, four rowing skiffs 
that were lifted from a shore-
line, and a 30-foot boat dock. 

The damage done to this 
nine-hole public golf course lo-
cated 13 miles north of Seattle 
on Lake Ballinger, is extensive. 

Superintendent Rick 

McDow estimates more than 
two-thirds of the 3 5-acre course 
was covered for several days in 
late December/early January, in 
what looks like a tidal slosh. 

McDow and assistant super-
intendent Andrew Waiters es-
timate the flood had left twice 
as much damage than any they 
have seen in 12 years. Beyond 
dozens of logs, railroad ties, 
docks and assorted junk, the 
flood took out five of six 
bridges on the course. 

Situated in park lands adja-
cent to the lake, the course sits 
at an elevation of 280 feet. 
With two recent snowstorms 
and record-breaking rainfall, 
the lake rose more than six feet 
to reach within a few feet of 
the pro shop. 

During the rainy months, 
guests often play while wearing 
rubber boots, and only the two 
holes closest to the lake be-
come saturated. This year, 
every hole on the course had 
some standing water around it. 
Monumental clean up 

The damage is great and 
the clean up is going to take 
weeks. A lower budget doesn't 
help either. 

For starters, McDow esti-
mates the clean up will take a 
minimum of 300 man hours 
with an additional 50 spent to 
replace the five lost bridges. 
But is there more rain to come? 
McDow thinks so. 

More than 100 cedars and fir 
trees will have to be removed 
from Ballinger Park. 

Seattle's rainfall passed the 
52-inch mark in 1996, which is 
15 inches above average for a 
year, and McDow sees no rea-
son to believe the monsoons 
will abate just as winter begins. 

The prognosis for the repair 
time—as of mid-January—was 
that the course would have to 
remain closed till March. 

McDow recalls that during 
the course's best year—1987, a 
drought year—61,000 rounds 
were played. In comparison, 
wet 1996 saw only 35,000 
rounds. Given the way 1997 
has roared in, McDow antici-
pates an all-time low for 
rounds played. 
Lost revenue, lost trees 

Beyond increased labor 
needs and lost revenue, at least 
100 cedar and fir trees will 
probably die and have to be re-
moved as a result of the flood. 

McDow explains that while 
the cedars can withstand "wet 
feet" every now and then, they 
can't endure it for days at a 
time, and the firs can't tolerate 
flooding at all. Some of these 
trees are 15 years old and 
worth thousands. 

Shaking his head as if he's 
losing good friends, McDow 
says the cost is inestimable. 
Ironically, he notes that the 50 
or so enormous, large leaf 
poplars on the course will sur-
vive just fine. 

"Poplars are the dirtiest, 
filthiest tree you could have on 
a course, but, fortunately, 
nothing can kill them." 



MACRO-SORB® 
Amino Acid Fertilization 

MORE UNIFORM AND LASTING GROWTH. 
MAXIMUM PROTECTION FROM STRESS. 

A m i n o acids, the building blocks of all 
protein matter, are natural molecules 
that take part in all of a plant's 

physiological processes. The action of amino acids 
stimulates the natural processes that control the 
photosynthetic activity and water and nutrient use 
efficiency of the plant. 

By providing the same natural L form amino acids a 
plant normally produces, Macro-Sorb* greatly 
reduces the energy required for their production 
and translocation. The energy saved can then be 
used for other vital processes resulting in a healthy 
and efficient plant that is more able to withstand the 
rigors of stress. 

Macro-Sorb* is a unique formulation of select 
L amino acids designed to enhance your existing 
programs. It is tank-mix compatible with soluble 
fertilizers, pesticides, fungicides and plant growth 
regulators. Applied together, Macro-Sorb® wil l 
improve the efficiency of these treatments by 
increasing their absorption and translocation within 
the plant. And its ISO 9001 certified so you can be 
assured of batch to batch consistency. 

Best of all. Macro-Sorb® is economical to use and 
it protects the environment. 

Macro-Sorb® — a true systemic. It's new... 
it's unique... and nothing else works quite like it! 

For more information about Macro-Sorb call 
Nutramax Laboratories' at: 800-925-5187 

Platinum Tee Club 

n u T R a m a x 
X LABORATORIES, INC. 

Agriculture Division 
Baltimore, Maryland 



Clean-up strategy for 
wet, wet turf 

• Focus the budget dollars on survival. Get the course clean 
and safe. 

• Expect lots of hand work, due to high saturation. 
• Plan to bring in heavy equipment in April, June at the 

latest. 
• Logs, timbers, docks will have to be sawed into manage-

able pieces and carried to trucks. 
• Ryegrass will have to be brought in well in excess of the 

usual 500 pounds used in a year. 
• Fungicide applications on greens and tee boxes will have 

to go beyond the usual two per year applications. 
U. 

Andrew Watters, left and Rick McDow found some dry ground to 
walk as they surveyed Bellinger's flood damage. Pest damage mounts 

Crows, Canada geese and 
mallard ducks are expected to 
do more damage. Crows are 
the worst, says McDow. 

"The critters will chew up 
this turf like crazy. Going after 
insect larvae, they will peck the 

course to death." 
Mallards dive to chew up 

thousands of tufts of turf, 
pieces of which will be seen 
floating in the receding lake. 

Mud, water, pine needles, a 
variety of plant and human 
crud edge the course like a 

dozen ugly bathtub rings. 
"Floods are all a part of the 

game," says McDow. "Still, it's 
hard to accept, because, taken 
in conjunction with our ailing 
equipment and lost revenue, it 

makes everything snowball 
downhill." • 

—The author is a writer/photog-
rapher based in Edmonds, 

Wash. Photos by Leslee Jaquette 

THREE O U T OF FOUR W H O FLY PREFER MERIT®. 

Now you can get excellent control of mole crickets and control the amount of insecticide going 
into the environment. Just use a pre-hatch application of MERITK) Insecticide. Because MERIT is effective 
at low rates, you use less. Which is good news for golfers, golf course workers, fish and birds. 
But not mole crickets. 

To find out more, contact Bayer Corporation, Specialty Products, Box 4913, Kansas City, MO 
64120. (800) 842-8020. For mole cricket control, nothing else will fly. 
© 1997 Bayer Corporation Printed in U S A 97S35AOOI5 ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
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Tee recipe: 
FEED WELL, AERATE OFTEN 

the tees. 
"Have the outside edges of the tees di-

rected down the line of flight. This eliminates 
complaints that, 'the tee markers are never 
straight."' 

Other Eastwood tee tips: 
• Fertilize every three to four weeks, 

along with the greens. 
• Use a good, slow-release fertilizer. 

Don't try to save a couple dollars per bag. 
• Fill or seed divots weekly. 
• In most cases, strip and level tees every 

five years. This will keep up with settling on 
the edges and a build-up in the middle due 
to topdressing. 

"We use the sand buckets 
with ryegrass seed mixed in. 
On downtimes, we send a crew 
around with the sand mix," 
says Coldiron, who also follows 
an aggressive fertility program 
at Boone Links/Lassing Pointe 
in Florence, Ky., as does Corey 
Eastwood of Stockdale Coun-
try Club, Bakersfield, Calif, 
(see sidebar). 

'We have the sand-based, 
bentgrass tees on Lassing 
Pointe and the push-up clay 
tees at Boone Links, which are 
bluegrass/ryegrass," explains 
Coldiron. "They're all begin-
ning to transform to the rye-
grass, because we've gone to an 
aggressive topdressing program. 
We use a seed blend that con-
tains a lighter colored rye, that 
tends to match in with the 
bentgrass. We do get some 
growth variations with the rye-
grass, but we're mowing tees 

often enough that it's really not 
a problem. 

"But the reality of it is, on a 
par 3s, with the amount of play 
and divots that we have, there's 
just no way to keep the bent 
aggressive, even though we 
went with Penncross." 
Move the markers 

'We have a system in which 
rangers and employees in the 
Turf Center move the tee 
markers many times each day," 
says Coldiron. "Between the 
clubhouse staff and our staff, 
we keep those things hopping, 
especially on busy days. We 
can run 300-400 golfers 
through. If those markers aren't 
moved, you can tell right off 
the bat. ' LM 

Golfers at Boone Links/Lassing 
Pointe are good about using 
divot repair sand. 

It also helps if the golfers cooperate. These 
two superintendents know to keep tees healthy 
and neat. 

Spike marks and ball div-
ots damage greens. 
Tees, on the other 
hand, get spiked, but 

they also get thumped by 
golfers' clubs, and, particularly 
on Par 3s, shredded by irons. 

To keep tees in shape, you 

need help from golfers in addi-
tion to smart agronomics. 

Jerry Coldiron's golfers are 
good about using the divot mix 
stationed on all par 3 tees and 
shorter par 4s, but he doesn't 
hesitate to jump in with crew 
support. 

Aerify four times/year 
"Everyone concentrates on green aeration, but it's very easy 

to let tee aeration slip away," says Corey Eastwood, superinten-
dent at Stockdale Country Club, Bakersfield, Calif. 

"Tees should be aerated four times a year if the seasons allow 
it" says Eastwood. "Follow with your green mix topdressing to 
improve percolation and compaction." 

"Build tees as large as possible," advises Eastwood. "Make 
tee enlargement a priority unless turf areas are restricted by gov-
ernment agencies. 

"Mow tees in a square or rectangular pattern. You'd be sur-
prised how many square feet this will add to 
playable tee area. 

"If tees must be round or oval, only do the 
cleanup lap once per week. This will elimi-
nate the mower wear area on both ends of 



A S S O C I A T I O N NEWS 

USGA turf info 
on the Web 

OPEI spins EXPO web 
The Outdoor Power Equipment Institute now reports the latest on its Expo 97 show 

when you visit the new EXPO web site: http://EXPO.mow.org. 
OPEI reports the home page is designed to give an overview of EXPO, with links to 

more in-depth information by show categories. Included at the site are a listing of all the 
power and manually-operated products on display at the Louisville show, and a listing of 
seminars planned for the three-day event. The attendee section features all the highlights 
of EXPO 97, including daily schedules, Sunday night concert information, hotel lists and 
pre-registration information. A special section has been written for exhibitors, with ex-
hibit rates and an application for exhibit space. 

The Expo is scheduled for July 26 through July 28, 1997. For more information, visit 
the web site. If you're not on the net yet, call (502) 562-1962. • 

Three associations join to train 
'ambassadors' 

The GCSAA has joined up with Re-
sponsible Industry for a Sound Environ-
ment (RISE) and the Professional Lawn 
Care Association of America (PLCAA) in a 
public outreach effort called the "Ambas-
sador Speakers Program. " Goal of the pro-
gram is to motivate and prepare industry 
representatives to educate the public about 
the green industry's environmental benefits 
and to address consumer concerns. A day-
long training session was held in Cincin-
nati, Ohio, recently for 16 representatives. 
The pilot program has enlisted eight lawn 
care operators and eight golf course super-
intendents from Ohio, Michigan and Penn-
sylvania. Following the training, each Am-
bassador agreed to give presentations on 
industry and consumer issues to civic, com-
munity and school groups in 1997. 

"We teach the basics, but the basics 
count: how to prepare an outline from a 
presentation, how to get rid of the butter-
flies, how to prepare a speech," explains 
Elizabeth Lawder, RISE communications 
director. "Our goal is to have about 60 am-
bassadors." 

"We start with a little background, but 
we want to give a vocational [message] as 
well," says PLCAA President, Terry Kurth 
of Barefoot Grass, Madison, Wise. "What 
we're after is to try to get people in a high 
school group to get interested in the green 

industry," says Kurth. "Realistically, they are 
our future employees, our future customers 
and they could be the future regulators. 

"I have spoken to high school classes in 
my area about what I do for a living," says 
Kurth, "and it's amazing to hear the posi-
tive comments from students after they 
learn about the benefits of the green indus-
try. This type of program will prepare our 
industry to talk to a wide variety of groups 
and will positively influence our industry's 
public image." 

"As an association, we have put a pre-
mium on enhancing the image of the golf 
course superintendent," says Bruce 
Williams, CGCS, Bob O' Link Golf Club, 
Chicago. "I believe it is important to com-
municate to both golfers and non-golfers 
the positive impact that green industry pro-
fessionals have on the environment. This 
program not only provides a vehicle to 
communicate that message, but helps cre-
ate and reinforce the positive image of envi-
ronmental stewardship to which we ad-
here." 

The groups are seeking engagements for 
speakers in Ohio, Michigan and Pennsylva-
nia. Anyone who knows of a school or civic 
group that would be willing to hear about 
the benefits of healthy turf is asked to call 
Debbie Rudin at (309) 691 -2041. • 

The USGA's Turfgrass Information File 
(TGIF) now appears on the World Wide 
Web. The site contains turfgrass research 
data and management literature. Find it at: 
www.lib.msu.edu/tgif. 

GCSAA: super 
certification 
program turns 25 

The Golf Course Superintendents As-
sociation of America is in the 25th year of 
its certification program. 

The goal of the program has always 
been to maintain a comprehensive curricu-
lum of study for member superintendents 
including: turfgrass management; pest con-
trol; safety and compliance; financial man-
agement; and organizational management. 

To qualify, individuals must be cur-
rently employed as a golf course superin-
tendent, have completed a level of post-
secondary education, possess 
superintendent experience and pursure 
GCSAA seminar continuing education 
units. The applicant then has one year to 
complete a comprehensive, six-part exam 
and go through the attesting process. 

The GCSAA membership figure re-
cently topped the 16,000 mark. 

"This growth in membership not only 
mirrors the overall growth of the game, 
but also reflects our industry's commit-
ment to professionalism," says GCSAA 
President, Bruce R. Williams, CGCS, of 
Bob O' Link Gif Club, Highland Park, 111. 

For more information on steps toward 
certification, contact the GCSAA at (913) 
841-2240. 

http://EXPO.mow.org
http://www.lib.msu.edu/tgif


THINK TANK

Respect, 
responsibility 
are better 
motivators

RON HALL
M a n a g i n g  E d i t o r

S
ome of you are building your employee 
compensation plans now.

You want your plans to do three 
things: attract good employees, motivate 
them and retain them.

You want to get the most for your money. 
Production. Quality. Profit. Maybe you’re look
ing at offering financial incentives or commissions 
to motivate them even more.

Be careful. You may discover that the incen
tives that you offer key 
employees can do more 
harm than good.

That’s what Scott 
Brickman of The Brick- 
man Group told about 
300 fellow landscape pro
fessionals at last Novem
ber’s ALCA Conference 
in Cincinnati. The Brick- 
man Group is one of the 

largest and most success
ful landscape companies 
in the United States.

Scott Brickman said 
his company has changed 
its philosophy concerning 
compensation. It’s de
cided to move away from 
using incentives and com

missions to motivate key employees. He said the 
decision didn’t come without a lot of top-level 
soul searching.

“What we realized, what became apparent to 
us was that our incentive plans where we paid 
bonuses to branches that met certain hurdles, 
took away from sharing and teamwork between 
branches within the organization,” he said.

That’s not to say that Brickman employees saw 
their compensation chopped. They received the 
equivalent of their salaries plus the bonuses, said 
Brickman.

“It was a fairly hard leap for us to make. It was 
an expensive leap,” he admitted to his colleagues.

Rather than emphasizing monetary incen
tives and commissions, the company focused on 
building job descriptions with each category

P A G E  4 L
UTEP's desert grounds a big job

P A G E  8 L

Pricing to meet today's market

P A G E  1 4  L

Give your ballfield the season off

P A G E  1 6  L

Why community service works

P A G E  2 2 L

Your trucks needsTLC with PM

P A G E  2 3 L
Heritage Lawns goes commercial

tied to an appropriate “range” 
of salaries.

A successful landscape 
company functions like a great 
basketball team or a famous 
orchestra. All players add their 
talents toward a single goal,
Brickman said. It’s not like a 
bowling team where you add 
up all scores and the highest 
score wins.

The things that really make a 
difference with employees, he 
added, are things like security, trust, respect, “and 
really giving employees responsibility.” LM

Brickman: finan

cial incentives 

often aren't such 

hot motivators

Questions? Comments? Phone Ron at
216/891-2636; fax him at 216/891-2683 or e- 
mail him at lscape@en.com.
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Merit® and 

you re guaranteed 
a call-back.

Next year.

Nothing is more aggravating 

than call-backs. Not only is your 

customer upset, call-backs can upset 

your whole schedule.

That's why A iERTP1 Insecticide is 

fast becoming the insecticide o f choice fo r  

the people in your field who want only the 

best fo r  their business, their customers and 

their workforce.

The residual action o f M E R IT  means 

you can depend on one application to keep 

your customers' lawns free o f serious grub 

damage all season long. You have enough 

to worry about. Timing your grub

application shouldn't be one o f them.

And since A iERIT works 

ifferently, it is used at lower rates and 

presents less exposure to people, pets and the 

environment. And that's something good to 

tell your customers, simply because today, 

that's what your customers want.

Bottom line, your customers are 

satisfied. And nothing's better fo r  your 

bottom line than that.

To find out more, contact Bayer 

Corporation, Specialty Products,

Box 4913, Kansas City, M O  

64120. ( 800)  842- 8020.

B a y e r ® ALW AYS R EA D  A N D  FO LLO W  LA B EL D IR E C T IO N S  ©  1997 Bayer Corporation Printed in U  S A  97S 35A 00H
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Veteran grounds foreman Tony Sullivan relies on soil tests, efficient 
irrigation and the dedication o f  his 2 5-person crew to maintain 

UTEP’s unique and varied landscapes.

By D O N  D A L E

A
 landscape manager 
needs to be sharp to 
work at a university 
with over 15,000 stu
dents. Making his job even 
more interesting is the fact that 

the university, the University 
of Texas at El Paso (UTEP), lies 
in the Chihuahuan Desert but 
has a variety of landscaping.

Tony Sullivan, UTEP’s 
ground maintenance foreman, 
relies on solid turf and land
scape management fundamen
tals to keep the grounds— 
which must fit in with UTEP’s 
Bhutanese architecture—look
ing good.

This campus is “built on 
bedrock” in the stony hills east 
of the city. The soils are alkali, 
and short on sulfur.

“The turf tends to not be as

lush or green,” says Sullivan 
who swears by soil testing. Reg
ularly he sends samples to a re
liable consultant at a profes
sional soil testing laboratory. If 
he doesn’t, he realizes, the turf 
can get away from him quickly. 
This is especially true on ath
letic fields which are being con
structed or renovated.

“By soil testing you get a 
good idea of what you need to 
apply to your soils and your 
turf,” says Sullivan, who spent 
20 years in grounds mainte
nance in the U.S. Air Force be
fore coming here.

He says that not only the 
long-term health of the turf 
benefits, but also the budget. A 
lot of money has been saved 
here on chemical amendments 
that might have been used in

Tony Sullivan: soil tests tell you what products to apply, and they 
help save money!

guessing how to improve yel
low or dying grass.

Sullivan says that common 
bermudagrass is the standard 
on campus. That is not written 
in stone, though.

“In one new field we had 
fescue, but it wasn’t holding up 
well,” he says of UTEP’s new 
women’s soccer field. So he re
sodded it with Tifway 319 
bermudagrass.

Winter overseeding is not 
customary on campus fields, 
but the new soccer field is an 
exception.

“We have a small sod farm,” 
says Sullivan. It’s a small area 
set aside for sod cutting. If an 
area is going to be disturbed by 
construction, a crew member 
cuts and transplants sod for 
later use.
Irrigation? You bet!

Irrigation is a big deal in a 
region that brags about seven 
or eight inches of rain annually. 
Most of the campus has been 
converted to automatic con
trollers, and even those are 
being upgraded.

“We’re in the process of in
stalling Maxicom computerized 
sprinklers,” says Sullivan. Those 
eventually will be controlled 
from one central computer. 
“We’ll also have soil moisture 
sensors, and the system will be 
able to detect breaks.”

Drip irrigation is a must, 
and it’s installed even in the 
most isolated little planter. The 
exception is where native 
plants such as ocotillo and bar
rel cactus make up the display.

rrhe soil here is so dicey that 
turf crews use hand sprayers to 
apply soil wetting agents prior 
to fertilizing. The wetting 
agents are irrigated in for a few 
days before nutrients go on. 
Tricky tree maintenance 

Tree maintenance can also 
be tricky. Many campus trees 
are deciduous, but there are also 
a lot of Mondale pines and Ital
ian cypress. The trend is toward 
more drought-tolerant trees 
such as mesquites and palo 
verdes, both native to the area.

“We have a lot of mulber
ries,” Sullivan says. Those are 
the fruitless variety, but the 
pecans and pistachios on cam
pus bear fruit.

Tree nutrition is done 
mainly through drip injections, 
but he also uses Mauget equip
ment to inject nutrients right
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into the cambium layer of 
trees. The same equipment can 
be used to control insect pests 
such as elm leaf beetles.

Palm tree pruning is another 
problem, but the UTEP crew 
handles its using a High Reach. 
“The tall ones we do once a 
year,” says Sullivan. “The small 
ones that might obstruct a side
walk, we do more often.” 
Well-delegated, busy staff

Sullivan has developed an

efficient method of using his 
23-person staff. Two are as
signed to irrigation installation 
and maintenance, and three, 
including Sullivan himself, hold 
pesticide application licenses.

The rest of the crew is di
vided into more general duties. 
Generally, they maintain the 
same couple of buildings and 
their surroundings. This instills 
a sense of pride and ownership 
in the crews, he believes.

“We know who’s supposed 
to do it,” Sullivan says. If the 
pruning, edging, planting and 
trash hauling have not been 
done in a certain area, it’s easy 
to determine who’s responsi
ble. Mowing, on the other 
hand, is done by most everyone 
over a two-day period.

Sullivan’s department is ex
tremely safety conscious. UTEP 
provides free goggles, lifting 
belts, gloves and coveralls. His 
budget for this equipment is 
$3,500. “We also budget 
$1,200 for training. Also our 
people attend defensive driving 
training,” explains Sullivan.

Safety not only reduces haz
ards to workers, it saves the uni
versity money. Sullivan points 
out that in the past three years, 
due to the safety programs, 
UTEP’s physical plant has re
duced it’s workman’s compen
sation costs by $600,000.

One luxury that Sullivan

Drip irrigation is part of the 

installation of a new planter.

likes about the university, in ad
dition to its well-designed phys
ical plant office and workshop 
area, is a 2,800-square-foot 
greenhouse. It’s used as a nurs
ery, particularly for the 
drought-tolerant plants that go 
in around campus. He also 
raises a few flowers for beds.

The nursery also provides 
the plants for the university’s 
annual plant sale which raises 
funds for the grounds.

The UTEP campus is fond 
of its unusual vegetation, but it 
is moving toward more of a na
tive look.

This is seen in low-use areas 
such as medians along streets 
and on slopes adjoining build
ings and parking lots.

These drought-tolerant 
plantings need very little main
tenance or irrigation, and they 
bear the striking look of the 
southwestern deserts. □

—Don Dale is a freelance uniter 
based in Willcox, Ariz.
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Gator® utility vehicles, gas or diesel 2- or 4- 
wheel drive, are surefooted workhorses that 
really carry a load —  turff trail or no trail at all. 
Give one a test on your job site today. (Price 
includes 4x2 with heavy-duty all-purpose tires, 
front shock kitr bumper; windshield, brush guard, 
bedliner and RPM kit. Dealer setup, freight, 
taxes and miscellaneous charges not included.)

Our Second Annual Sale Exclusively for Commercial and

Cure Of
Commercial Front Mowers are available in seven 
models — 17.5- to 28-hpr gas or diesel. All have 
patented 2-pedal hydrostatic drive, a welded 
steel frame for strength, and power steering.
The F1145 has on-demand or full-time 4-wheel 
drive. A variety of attachments is available.

955 Tractor. Great deal on a 
great hydrostatic compact. Standard 

features include mechanical front-wheel drive 
and a 33-hp 3-cylinder liquid-cooled diesel 
engine. Patented 2-pedal hydrostatic drive. 
Independent live PTO. Power steering for superb 
handling. Planetary final drives. Fast 5-minute 
attachment hookup.

m
n D.r c Mm VW

KfG’s

Subject to approved credit. For commercial-use installment credit purchases only.
A 20 percent down payment is required (except for the GS Series walk-behinds —  see offer above, right).



D e e r e

GS Series commercial walk-behinds are built 
to last. And with a new everyday low price, the 
36-inch GS30 is as easy to own as most lesser 
spec’d mowers. You can mix and match over

head valve power units (1 3 ,1 4  
^ * A N s ..  and 17 hp) with 48-, 

and 54-inch decks. Five- 
speed gear transmission 
with reverse. Knee- or 
hand-operated shift lever.

Mil
770 Price Fighter Tractor is powered by a 

24-hp, 3-cylinder diesel engine and has a 
sliding-gear transmission with 8 forward and 

2 reverse speeds. Power steering for superb han
dling. Continuous live 540-rpm PTO. Plus the

quickest implement hookup 
in the business —  just 5 
minutes or less, without 
tools. Get your hands on 
one of the best values in 
compact tractors today 
—  the 770.

Most John Deere commercial 
equipment dealers are participating in the 
1997 Takinf Care of Business promotion. 
To find the one nearest you, just call the 

toll-free number above. All offers are good 
through May 31,1997.

Financing For 60 Months

5200 Tractor. Lease it today with 2 -wheel drive, 
loader, turf tires, weight box and RPM parts kit 
at a great low price. The 5200 has a three- 
cylinder, 40-PT0-hp engine and a collar-shift 
transmission with 9 forward and 3 reverse 
speeds. Plus in-line-shift capability for 
loader work. (Lease amounts and 
monthly payments do not include 
insurance or any applicable sales 
or rental taxes or fees.)
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Fight low bids with 
value, reputation

You will likely always have to deal with competitors who
undercut on bids. You can fight back—and gain clients—if  you 

stress the value o f  the work you do and if  you know the eco
nomics o f the green industry.

by J O H N  C A L S I N ,  JR.

I
ricing is as bad now as 
I’ve ever seen it,” says 
a successful landscape 
contractor of long 
standing and excellent rep
utation in the Philadelphia 

region. “I have gotten dis
couraged/’ he continued, “about writing ar
ticles about this particular subject because 
the people who should read them don’t; 
or, they’re not interested.”

He sounded despondent, almost melan
choly as he finished by saying,

“It’s a dilemma that’s been with us for 
a long time, as long as there have been 
contractors, and it’s going to be with us 
forever.”

Is there a pricing dilemma in the green 
industry, in which people hungry to 
make any kind of money are hurting the 
image and pricing structure of the true 
professionals?

Or is it just the American 
Way: to offer a lower priced 
bid in the hopes of getting the 
job? The answers may sur
prise you.
Overhead a reason?

David Minor is president 
of Minor’s Landscape Ser
vices, Fort Worth, Texas. He 
is also completing his term as 
1995-96 president of the As
sociated Landscape Contrac

tors of America.
When asked if there is a low pricing 

problem, he answered, that “it all depends 
on the perspective you’re coming from. If 
you’re the low-priced operator, it’s not a 
problem. If you’re the high-priced opera
tor, it is.

“I hate that word,” says Minor, when 
asked about ‘lowballing.’ “I really don’t 
know what that word means, to tell you 
the truth.”

To some extent, Minor believes that 
low pricing is a function of the difference 
in overhead between companies.

“I’ve run up against people who have 
put prices on the street that are a lot lower 
than mine, that are satisfying the customer 
quite nicely,” says Minor. “It’s frustrating 
for me because maybe their overhead is a 
little lower, or maybe they’re working out 
of their garage. Maybe they do the work 

themselves, and they’ve bought 
themselves the job, but that’s 
the American, free enterprise 
system.

“I have a different outlook 
than my peers on this,” says 
Minor, who employs about 175 
people. “I think there is a little 
too much feeling sorry for one’s 
self about not being able to price 
competitively.”

Minor agrees that some ser
vice providers who put lower

Minor: Consider free 

enterprise system.

than average prices on the street.
“They don’t have insurance and don’t 

have the technical qualifications like we 
do, but the bottom line is the customer is 
buying that service. There are a lot of cus
tomers out there where that stuff isn’t im
portant to them. This depends on the mar
ketplace.”
The meaning of value

Joel Lemer does not believe there is a 
low pricing dilemma in the green industry. 
A leading land
scape industry con
sultant, Lemer be
lieves the customer 
just needs to be ed
ucated to the value 
of the work he or 
she will be paying 
for. The first step, 
says Lemer, is to be 
able to justify your 
fees to yourself, be
fore you talk to the 
customer.

Can the contractor answer this ques
tion: What gives value to what a landscape 
contractor does?

Lemer believes that part of the answer 
to this is in customer variables such as curb 
appeal, increasing property values, increas
ing your own stock among your neighbors, 
or increasing a home’s resale value. He sees 
landscaping as the only home improve
ment that increases as it matures.
Make the clients want you

Lerner does not compete with low- 
ballers. He says a client has to want him. 
“So I make them want me. If they want a 
lowballer, that’s great. I’ll be here next 
year. I just can’t compete with someone 
who is a lowballer. I feel for a guy who 
has a lawn mower and a pickup truck.

Lerner: notoriety 

brings leverage to 

price higher.
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Low pricing w ith
Frank Ross of Ross-Payne & Associates, 

Chicago, III., believes there are times when 
pricing a job at a loss can be part of a com
pany's profit motive.

Ross does not believe every company 
that prices low is trying to buy work for 
cash flow purposes.

"Why price below break even? I can 
think of several reasons," says Ross. Those 
reasons include:

—Marketing strategy: price the base bid

He’s got to eat.”
“I’m not a run-of-the-mill landscaper,” 

explains Lemer. I’ve got a lot of notoriety 
in the Washington, D.C. area,” says Lemer, 
who writes a garden column for the Wash
ington Post, and hosts “The Garden Show” 
on WWRC-AM.
Trends and 'talking points'

Lemer sees niche marketing as an im
portant slice of the pricing pie. He believes 
reputation is very much a starting place for 
being able to charge higher prices.

“You have to create a reputation for 
yourself and a hook for yourself,” says 
Lemer. With notoriety, Lemer explains, 
comes the leverage to price higher. Part of 
the way he achieves this is through what 
he calls “talking points.”

A talking point helps one associate the 
name of a company with its specialty. He 
mentions a friend’s company, called 
Wildlife Habitat.

“If people want to know how to create 
wildlife habitats, which is a tremendously 
hot trend today,” says Lemer, “they’re 
going to call Wildlife Habitat.”

If possible, Lemer suggests using trends 
to make yourself into a very much in de
mand organization rather than worry about 
lowballers.
Landscape Econ. 101

What must someone who may be new 
to the green industry consider important?

“They’ll need a course in economics,” 
says Lemer. A beginner needs to be in 
touch with the profit-loss statement and

profit m otive
thinly, then make it up on either changes 
to contract or extras;

—'Loss leader' the first phase of a pro
ject because you know that once on the job 
you can negotiate the next phase or 
phases;

—Possibly, when attempting to open up 
a new market or expand an existing one, to 
penetrate a geographical area where an
other landscape contractor has been serv
ing clients for many years.

Ross believes these are some of the 
solid, profit-minded reasons why a knowl
edgeable contractor, who knows how to 
bid correctly, "would very easily and ener
getically bid a job at a loss.

"The very good contractors out there, 
that's what they do. I would never price a job 
at or below my break even, even if I didn't 
have a profit motive associated with it." □

J.C

when to look at those numbers.
“It is important to figure out the real 

cost of operating your business. Then, fig
ure out what you’ve got to make beyond 
that. In all fairness, there is some trial and 
error (concerning how much to charge) 
when you’re new.”
Fair and careful pricing

Ed Laflamme began his landscaping ca

reer as a moonlighting grass cutter.
Today, he leads Laflamme Services, Inc, 

Bridgeport, Ct. In landscaping for 25 years, 
Laflamme employs more than 100 full
time employees. He believes price slashing 
will likely remain an industry problem.

“It’s a relatively easy business to start. 
Everybody and his uncle who is out of

cont. on page 12L

EV ER Y  TR A IL E R  H A S T W O  PRICES!
That's a "New" price and a "Used" price. Do your shopping 

based on the second price — the USED price. That's where you 
can judge the real value of a NEW trailer.

A used Wells Cargo trailer will always have a higher resale 
value than any other comparable trailer. The tough part is trying 
to find a used Wells Cargo. People don't wear them out.
Sometimes they outgrow them... then you might find one.
Check with your Wells Cargo dealer.

Ask about the Wells Cargo Financing Program. The easiest way 
to get the trailer you want right now!

C A LL (8 0 0 ) 348-7553 
Fo r N E W  Literature Prices  

Check us out on the Web: WWW.WELLSCARGO.COM
Circle 140
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CUSTOMER SATISFACTION
Puts You In Control. What happens when you

meet a customer face to face? Are you confident? Are you in 
control? With Barricade® preemergence herbicide, you will be. It 
controls crabgrass and 29 other tough weeds -  without staining. 
That means fewer callbacks and more satisfied customers. With low 
active ingredient, Barricade also minimizes worker exposure and 
lessens the environmental load. What's more, it can be safely applied 
to both turfgrass and ornamentals.

It's 5 a.m. and you're facing a fifth straight day of rain. Who could have predicted it? Fortunately, 
you're in control. You’ve already taken advantage of the flexibility that only Barricade provides. 
Unlike any other preemergence herbicide, an early application of Barricade -  even when applied 
as early as fall -  provides season long control. So even if the weather doesn't cooperate, you 
don't have to worry about lost opportunities. With the lowest water solubility, Barricade also 

M ore stays where you put it -  even on slopes and hillsides.

APPLICATION FLEXIBILITY
Puts You In Control.



M ore

NEW BUSINESS
Puts You In Control, in the lawn care business,

a competitive edge isn’t something that would be nice to have. 
It's something that's essential if you want to maintain existing 
accounts and see more new account activity. No other 
preemergence herbicide gives you more of a competitive edge 
than Barricade. Its non-staining formulation and long-lasting 
control make it the predictable, worry-free ■ ■■ 
tool that can put you in control right now.
To learn more about Barricade and how 
it can help build your business, talk 
to your authorized Barricade distributor 
or formulator. Or call NOW

Barricade
HERBICIDE

CRABGRASS PREVEDER  
ON FERTILIZER

1.800.248.7763. YOU’RE
In Control.

A  SANDOZ Always read and follow label directions. Sandoz Agro, Inc., 1300 E. Touhy Ave.. Des Plaines, IL 6 0 0 18. Barricade is a trademark of Sandoz Ltd. ©  1996 Sandoz Agro, Inc.
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Ed Laflamme, at right, prices services with 

an eye toward value for clients who know 

how to crunch the numbers.

cont. from page 9L

work can cut grass/’ says Laflamme. 
“There’s not much overhead to start. So 
they arrange their pricing structure with 
the overhead they have at the time.” 

Laflamme’s customer base is about 90 
percent commercial, and he approaches his 
pricing fairly and cautiously.

“I don’t want to be known as the high 
price provider. In my market, that’s sui
cide,” says Laflamme. “I’m in an area of as

tute businessmen, 
Fortune 500 
companies. Those 
people want 
value for their 
money. They 
don’t necessarily 
want a cheap 
price, but they 
don’t want to pay 
a lot of money ei
ther. Their whole 

out on service dollars. deal *s value. Am 
I getting value for

Ross: industry missed

my money?”
A key is sound financial management, 

says Laflamme, which is where someone 
such as Frank Ross comes in.

Ross, president of Chicago-based Ross 
Payne & Associates, has been a consultant 
to the construction and green industries for 
30 years, and is author of “Pricing” and “Fi
nancing Your Business.”

“The contracting movers and shakers in

1975—the leaders 20 years ago—aren’t 
around today,” says Ross. “That’s because 
they simply did not pay attention to the fi
nancial side of the business. They just 
thought that was going to take care of it
self. Obviously, it didn’t.”

Ross has strong opinions on the impor
tance of financials to a green industry pro
fessional, and says neglect in pricing has 
had a ripple effect.

“If the industry had learned as much 
about finance and financial management— 
especially in the area of estimating—as it 
has learned about horticulture, equipment

The contractor has to he 
able to explain the value 
o f  a landscape.

and people management, this would be, 
absolutely, bar none, the most wealthy in
dustry going. But what we forgot was the 
financial side of things.” □

—John Cabin, Jr., of Lighthouse Writing 
Services, is based in West Chester, Pa.

Keep on doing what you do best
Larry lorii, president, Down to Earth, Wilmington, Del.

{iGood lawn care companies and landscapers should look at the fly-by-nighters 
from a different perspective. You make a bid, and a fly-by-nighter comes in 20 
percent lower than you and you lose the job. I believe you ’ve got to learn to sell 
yourself.

“1 give out a four-page portfolio that includes commercial and residential references, 
my pesticide license number and insurance contacts to every prospective customer. 
Then I give them a bid. If they don’t want you at that point, you probably don’t 
want their business, anyway. ”

Ron Kujawa, president, KEI Enterprises, Kudahy, Wis.

“Pricing is a big problem. Until we get people more in tune with following good 
business practices, we’re not going to be an industry that attracts many 
venture capitalists.

“How can we address these [pricing and competition] concerns and maintain a 
good level of service at fair prices, not just come in and cut and slash prices?” 
Kujawa says.

Jim Huston, industry consultant, Englewood, Colo.

“You’re always going to have lowballers. Lowballers are ’grinding’ people. I 
advise my clients to go after good customers, recognize a quality standard, 
and market aggressively.

“There’s a psychology of going broke that works in the lowballer. When you’re in a 
financially distressed situation, you don’t analyze a bid correctly, you don’t analyze 
labor, other costs, add overhead, add net profit. We say, ’thb job b going to bring 
us free and clear of all our costs. ’

“When you get someone going broke, they say, here’s a $100,000 job they want 
done for $60,000. The fact that they’re going to lose money on it is not a problem. 
All they think is, ‘Here’s $60,0001 can throw at old bilb. ’

“The fact b  he will lose money and dig himself a bigger hob. ’’
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Any commercial mower will cut grass, but Scag 
commercial mowers also cut your cost. How? By 
optimizing performance at every turn. Making 
routine field service and com m on wear-part 
replacement simple and easy. And, by offering a 
complete product line that has been voted by pro-

fessional cutters like you as being the best in dura
bility and long lasting value.

If you're being tempted by cheaper competitive 
machines, check out the cost cutters at your Scag 
dealer today. And while you're at it, ask about our 
new 3-year limited spindle warranty.

■

97-01 °1996. All rights reserved Scag Power Equipment, Division o f Metalcraft o f Mayville, Inc. 1000 Metalcraft Drive, Mayville, WI 53050
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This field is closed!
It’s possible to take a field out 

o f play for a year. Start by 

proving the field is overused.

By D A V I D  D . M I N N E R

g | f your playing fields are in serious 
need of a long-term rest, develop a 
program where one or more field 
are taken out of play for at least 

IflH K  one year. Impossible? Try this.
As an example, let’s use four soccer 

fields that are intensely used spring and fall. 
All attempts at coring, drill seeding, and 
other reestablishment practices have not 
produced acceptable grass cover because 
there has not been enough time for grass to 
reestablish and mature.

Explain to parents, coaches and others 
that a one-year rest period is important so 
that the field can be used continuously for 
the next three or four years.
Fair warning

Don’t announce at the start of soccer 
season that you want to renovate a field and 
that it won’t be available for play. Instead, 
get involved in scheduling for the entire 
soccer league. Find out when it has its first 
meeting so that you can present your plan 
for providing a safer facility by removing

one field each year for renovation. Be firm, 
and don’t accept any period less than one 
year to rest the field.

Explain that 95 percent grass cover may 
occur two months after seeding, but it will 
take at least one year for plants to produce 
enough biomass to form a protective mat 
of grass that is more traffic tolerant and 
shock absorbing. Insist that a game sched
ule for next season be produced without 
using the field. Once the schedule has been 
set without using the “rested” field, you’re 
home free. If you approach the planning

committee after the game/practice sched
ules are set, they will be reluctant to 
change the schedule to rest a field.
Use sod to reestablish

Next year repeat the process: play on 
three fields and rest one. This three-year ro
tation will improve the playing conditions of 
all fields. Sodding is preferred when reestab
lishing the “rested” field. Don’t compromise 
the renovation process by sodding and then 
allowing play before the full one-year rest 
period is over.

Take a positive approach. Let the com
mittee know that they will affect field con
ditions when they use their expertise to 
make the schedule work with one less field. 
Acknowledge that the dollars spent on seed, 
coring and other materials will be more ef
fective since the “rested” field won’t wear 
out as fast as the others.

Don’t say, “it will sure make my job 
easier”. Some may perceive that as laziness.

What you mean to say is that your time 
and resources spent on renovation will be 
the same, but the field performance will 
improve. □
—David D. Minner is an associate professor

in the Department of Horticulture at Iowa 
State University.

Concentrate on high-traffic spots
Identify high traffic areas on each field and concentrate resources on those areas to 

provide a better return on your investment. High traffic areas of a football field (10,000 

sq. ft. center plus side lines) that require more resources are usually six to 10 times smaller

than the entire area in and around the field (60,000 to 

100,000 sq. ft.). If you are treating the 

entire field area with one management 

program then you can reduce input from 

lower traffic areas and increase input on 

higher traffic areas. High traffic areas re

quire additional coring, seeding, fertility, 

and topdressing with amendments such 

as sand, calcined clay and compost. □

D.M.
Low Traffic=38,000 sq. ft.
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Walker Keeps Maine Contractor in the Mowing Business

Get The Competitive Edge
Steve Bennett, Scarborough, Maine, has been in the 
landscape contracting business since 1971. He nearly quit 
the business in the early 90s when he became increasingly 
frustrated by losing jobs to competition, lowering prices, 
and marginal profit levels. He needed a competitive edge. 
Then, in the spring of 1994, he purchased a Walker Mower 
and wrote to tell us what happened:

WALKER MANUFACTURING CO. • DEPT. LM

“By the end of the season, my son and l  found that we had
reduced our mowing times by as much as 
Mowers allowed us to expand our weekly mowing 38% from 
the previous year without having to have extra personnel. ”

For your Free video, call 1*800-828-8130, 
Dept. 027*5. ($3 .95  shipping charge. Visa/M l 
accepted.) Or send check or money order for 
$3 .95  payable to: Video Fulfillment Services, 
027-5, P.0. Box 3 85070 , Minneapolis, MX 
55438 . Allow 2-4 weeks delivery.

5 9 2 5  E. HARMONY RD.
FORT COLLINS, COLORADO 8 0 5 2 5
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Charity projects
are people pleasers

Sodding Kennedy Park was Ruppert's primary training event and largest community service 

effort. Employees gained a lot of satisfaction in restoring this Washington D.C. park.

Talent, tools and materials
provide a community with
nearly $200,000 worth o f
park improvements.

by  AM Y S N Y D E R ,  R u p p e r t  
L a n d s c a p e  C o m p a n y

I
t ’s 5:30 a.m., rainy and dark, as 
650 employees from Ruppert 
Landscape Company reach 
Kennedy Park in northwest Wash
ington, D.C., to turn a run-down 

community park into a functional, beauti
ful neighborhood recreation area.

The park is the cornerstone of commu
nity-driven revitalization efforts made pos
sible by a partnership between the public 
and private sectors.

This uniting of talents, tools and materi
als provided community residents with 
nearly $200,000 worth of park improve
ments.

A partner in this undertaking was Clark 
Construction, which donated half the 
value of the work. The end result? A brand 
new little league baseball field, an irrigation 
system, repaired fencing, upgraded play
ground equipment, new picnic areas, re
stored blacktop recreation lots, and a 2,500 
sq.ft, educational sensory garden of shrubs 
and perennials, and other landscaped areas.

The Washington Park renovation is 
Ruppert’s largest goodwill undertaking, but 
it is by no means the only pro-bono work 
that is performed. Donated plant material 
and labor, sponsorship of school and com
munity projects, and shared horticulture 
knowledge are a few of the ways Ruppert 
gives back to the community. The argu
ment of whether it makes sense to give 
such services away for free is a valid one.

16L LANDSCAPE MANAGEMENT

However, when able to see the advantages, 
giving back to the communities in which 
we live and work actually makes good 
business sense.
What price employee satisfaction?

Aside from filling a need within the 
community, charitable work can go a long 
way in increasing employee satisfaction. 
Many employees appreciate the opportu
nity to use their everyday skills to benefit 
others; this in turn equates to increased mo
tivation and overall job gratification. A com
pany may look at the total expenditure of 
time and materials given during a large char
itable event, and question whether the ben
efits derived are actually worth the invest
ment. But when you break the contribution 
is broken down in terms of number of em
ployees who participated in the event, then 
the investment becomes more tangible.

For example, a contribution of $50,000

February  1 9 9 7

is significant. If, however, your company 
has 500 employees, and you can manage 
the event so that each of those employees 
receives $100 worth of pride, satisfaction 
and motivation through their involvement 
in the event, then the company’s participa
tion was valuable.

The key to managing the event success
fully is to keep employees involved and in
formed throughout the process. After the 
event, publicize both the deeds and the 
outcome so that employees can see the re
sults of their contributions.

If the company is to be recognized or 
given an award for its contribution, it’s a 
good idea to have a front-line employee ac
cept the award on the company’s behalf. 
This adds to the employees’ sense of ‘own
ership’ of the project, and is an invaluable 
expression of the company’s appreciation 
of its employees.



POWERFUL -  handles a 
30" auger with ease.

MANEUVERABLE -  goes 
where other trenchers can’t.

VERSATILE -  cultivator is one o f  
over 30 attachments.

COMPACT -  an entire system 
fits on one 12’  trailer!

DINGO -  A fully integrated 
landscape system
• Two pump, 3000 PSI hydraulic system delivers incredible power.
• Most attachments can be changed in less than 60 seconds by a single person.
• The entire system can be pulled to the jobsite behind a pickup truck. No 

more ‘not having what you need.’
• The Dingo is a fully integrated landscape system. All 

attachments are made specifically for the Dingo.
• Choose from over 30 attachments. Systems 

available for contractors doing irrigation, 
fencing, utility work, masonry and general 
building.

Dingo ... saves timet saves money.
Incredible morale booster! Saves 
so much labor it’s unbelieveable!

Charles Wilson,
Wilson Landscaping, Frankfort, KY

The Dingo was the answer to our 
labor problems.

Wes Antrim, Sheryl Kreh 
Down to Earth Landscaping, Atlanta, GA 
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The new City Slicker... Only from Dixie 
Chopper. At 9500 dollars, this machine 
is without a doubt the best buy in the 
72" category. Any operator can hop on 
this machine and casually mow 4 acres 
per hour. Give them 60 minutes in the 
seat and they’ll be mowing 5 acres ca
sually. This machine takes little more 
trailer space than a 50" walk behind and 
will outperform 4 of them. You can take 
four 50" walk behinds and four operators 
and mow four acres per hour total, or you 
can take one City Slicker and one opera
tor and mow a minimum of four acres per 
hour. Which would you rather do? Your 
bottom line is what’s at stake here. If 
you can take three less machines and 
three less operators and do at a mini
mum, the same amount of work, it’s a 
no-brainer. Now, with no payments for 6 
months, the City Slicker will have plenty 
of time to pay for itself. Do the math your
self, use your own numbers; the solution 
is the same... You can’t afford to own 
one.

tefl® W sm sM l®<il 
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THE WORLD'S FASTEST LAWN MOWER

800 - 233-7596
Circle No. 111 on Reader Inquiry Card
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Charitable giving provides employees with 

another reason to want to work for you.

Good public relations
From a marketing standpoint, tremen

dous public recognition can be gained from 
performing community service activities.

Having your company’s name heard in 
connection with a good deed leads to a 
positive public association. Signs or other 
promotional material acknowledging your 
company’s contribution to a project, or 
media coverage of community support, are 
a few examples of marketing benefits. 
Potential business benefits

Gains in both sales and recruiting ef
forts can often result.

There is always the possibility that 
someone you worked with, or who heard 
about or saw your service efforts may be 
impressed enough to give your company 
some paying business. Additionally, partici
pating in a charitable event will provide 
your company with video footage, letters 
of commendation, press clips and slides or 
photographs, all of which can be used as 
sales tools.

In addition to charitable activities, moti
vating the existing workforce can help to 
attract prospective employees who have

similar values. It’s always advantageous to 
give potential employees yet another rea
son to want to work for you.
Expanded knowledge

Another unique benefit comes when 
you work in conjunction with other organi
zations. In projects you support, you get to 
know organizations that you may not nor
mally have contact with—government 
agencies, community groups, large corpo
rations, small non-profit organizations.The 
experience:

► gives you ideas about how other or
ganizations operate;

► confirms policies and procedures that 
are a part of your company;

► serves as a catalyst for change;
► better enables your company to un

derstand how these organizations operate;
► increases the potential for future pos

itive business endeavors.
Corporate responsibility

Although more of a moral reason than a 
business one, if a charitable need exists 
within the community and your business is 
capable of providing that product or service, 
then there is a certain obligation to do so. All 
relationships, including those between cor
porations and the communities which sup
port them should be a give and take.

Can giving a charitable contribution 
be a rewarding experience? While it is hard 
to part with time and money, the answer is 
yes if your contribution is handled as an in
vestment, and managed as such. Not only 
will your company have an opportunity to 
give something back to the community, but 
it can also gain something in the process: 
gratified employees, contact with potential 
clients, new ideas for effective business 
practices, and a reputation for being a good 
corporate citizen. If it’s done right, the in
vestment will pay for itself. □

The Ruppert Co. has offices in Maryland, 
Washington, D.C., Virginia and 

Georgia. Photos courtesy Ruppert.

GET A NEW  
CORE AERATOR FAST!

Call today,we ship your core plug aerator tomorrow*
GUARANTEED! Or you get free freight!

Let's say you're thinking about getting a turf 
aerator, but just haven't gotten around to it. Then 
your phone rings. The caller asks, "Do you aerate?" 
Suddenly, you need an aerator RIGHT NOW! Don't 
lose the business. Call Millcreek.

Millcreek has three types of professional coring 
aerators, all built for rugged use, priced very 
affordably, and extremely profitable.

Whatever your choice, there's a Millcreek coring 
aerator sitting right here with your name on it.
Call now and get your new aerator FAST!

Popular Millcreek Front-Mount 
Aerators fit most commercial mowers

Standard 3-point hitch models come 
in sizes up to 105" wide. Tow-behind 
models also available.

* For orders called in by 1 PM Eastern time.

Rugged Turf Equipment You Can Afford

1- 800- 879-6507
2617 Stumptown Road, Bird-in-Hand, PA 17505

Circle 121
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CNA has been designing 

customized insurance 

programs for more than

limits for trees, shrubs 

and plants -  whether 

they're in-transit, leased

25 years. We even have one specifically manicured for or installed. We also provide coverage for on-site pollu-

the landscape contracting industry. It's more than just tion accidents. To learn why we're the perennial favorite

basic property protection, it offers additional CUM of landscape contractors, call 1-800-CNA-6241.

W E  K N O W  Y O U R  B U S I N E S S SM

mm
Associated Landscape 

Con tractors of America

T h is  program  is underw ritten  by one or more of the C N A  p ro p erty-casu alty  com panies. C N A  is a registered service  m ark o f the C N A  F inan cia l C o rp o ra tio n . 
T h is  advertisem ent is not a co n tract. O n ly  the p o licy  can p rovid e  the actual d escrip tio n  of services, terms, co n d itio n s  and exclu sions.

Circle No. 109 on Reader Inquiry Card
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for equipment
Develop a preventive mainte

nance schedule for your vehi
cle and equipment fleet. It 

saves you money by reducing 

unexpected costs.

by RON HALL / Managing Edi tor

P
reventive maintenance (PM) 
is the most vital service that 
your trucks, and for that mat
ter, other major mechanical 

equipment receives.
There are many good reasons for PM, 

but three are foremost:
► equipment safety;
► road call prevention (resulting in un

budgeted expenses and lost production), and 
► protection of the equipment.
Vehicles and equipment age. Operator’s 

habits vary. Without complete, easy-to-use 
records of the way your vehicles perform, 
and the way your mechanics service vehi
cles and equipment, you cannot know how 
well your PM program is working.

But what exactly is PM? Ron Turley, a 
nationally known fleet maintenance expert, 
describes it as a thorough, yet efficient, in
spection of a vehicle or piece of equipment 
to determine its condition. It should be 
conducted using an easy-to-understand, 
easy-to-update form. The form is a general 
road map to the detailed inspection of each 
vehicle: a list of items to be examined, ad
justed and, if necessary, replaced before an
ticipated failure.

The replacement of items nearly worn 
out can be planned for the next PM inter
val, the parts obtained and then time 
scheduled for this activity. The PM should

pinpoint and correct, if possible, any prob
lems or potential problems before they 
cause a breakdown or bigger problems.

The items necessary for a complete pro
gram include:

a good form that “leads” the me
chanic through the PM,

an accurate PM schedule. Generally, 
a PM is done at a scheduled number of ve
hicle miles or hours of operation,

► a well-trained mechanic, 
a quality control program.

“A lube and oil jockey will find little or 
nothing wrong with the vehicle,” says Tur
ley who, before starting his own business, 
managed the huge UPS vehicle fleet. “We 
want a problem finder.

“If all you’re getting out of PM is an oil 
change and a grease job, it ought to take 12 
or 14 minutes,” he adds. “Generally, a PM 
will uncover some problems. If it never 
does, you might as well send your trucks to 
a Jiffy Lube.”

But, even an ace mechanic should fol
low a pre-established PM procedure using 
a PM checklist. “A good PM form should 
lead the mechanic through the PM in a 
logical sequence,” says Turley. The process 
starts as soon as the mechanic drives the 
vehicle into the shop and surveys the con
dition of its cab and instrumentation.
A systematic inspection

Then, using the PM checklist, the me
chanic begins the systematic inspection of 
components such as battery and cables, flu
ids, brakes, shocks and springs, hydraulics, 
electrical wires and connections, tires and 
anything else that needs periodic attention. 
An efficient way to do this is to start at one 
end of the vehicle, say the left front wheel, 
then work in a circle around it, says Turley.

To be efficient, a PM should allow the 
mechanic to do everything he can reach

from one spot before he moves on to the 
next spot. It shouldn’t require him to re
trace his steps. In the process he notices 
such things as water and oil leaks, cracked 
sheet metal or frame members, crimped or 
rubbing hydraulic lines, loose or lost bolts, 
fraying belts.

While a vehicle/equipment PM should 
be thorough, it shouldn’t be exhaustive.
For instance, if a mechanic can check the 
calipers and brake pads without pulling a 
wheel, why pull it? Or, why change the oil 
in your vehicles at 3,000 miles if an oil 
sample analysis from your vehicles tells you 
that you don’t need to change oil and fil
ters until, say, 4,500 miles?

“You have just wasted 50 percent of 
your PM labor, and 50 percent of the cost 
of oil, and 50 percent of the cost of filters,” 
says Turley who recommends having an oil 
company test samples from fleet vehicles. 
45 minutes max

As a rule of thumb, the PM on a pickup 
truck should take place every 3,000 to 
6,000 miles (or 90 days) and require no 
longer than 45 minutes; a medium diesel 
vehicle every 8,000-10,000 miles (or 120 
days) and take from 1XA to 2 hours.

“A PM is not just a lubrication and an 
oil change. It’s an inspection of a vehicle,” 
says Turley. “A good PM program should 
uncover every little thing that’s wrong with 
that vehicle, and sometimes the big things 
too, before the driver or operator com
plains. It will substantially improve the up
time of your vehicles.” □

—Ron Turley Associates, Inc. offers fleet
managment software and support services. 

Call (800) 279-0549 (USA) and (800) 
473-5338 (Canada) or E-mail: 

sales@rtafleet.com.
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Jim Leszuk, president of Heritage LC# and assistant 

Karen Doyie.

A 'commercial’ 
success

Connecticut’s Jim Leszuk is glad he redirected his 

company away from the residential and toward the 

commercial lawn care market.

H
eritage Lawns,
Inc., headquarters 
in Plainville, 
Conn., made a 
bold move last

year, and it paid off. After ex
periencing its first full season 
committed strictly to the com
mercial market, Jim Leszuk, 
Heritage’s owner and presi
dent, is all smiles. Currently 
servicing only schools, indus
trial parks, condo complexes 
and businesses, Heritage is 
carving a niche for itself that 
seems to be working well.

In early 1996, Leszuk real
ized that Heritage Lawn’s resi
dential customers were once 
again the target of the national 
lawn care chains.

“Every spring we get a certain 
percentage of customers who 
just can’t refuse the pricing tac
tics of these quota-based compa
nies,’’says Leszuk. “I understand 
that times are tough. I’m just like 
everybody else; when someone 
offers you the same service for 
less money, you feel you owe it 
to yourself to try it.

“For years we’d have cus
tomers leave and then come 
back when the condition of 
their landscapes suffered. Every 
year we would lose a small per
centage of customers and get

some new ones. But all the pa
perwork and marketing cost 
time and money.

“Every year it got harder and 
harder to compete in the resi
dential market without sacrific
ing quality. This was not the way 
we wanted to go,” says Leszuk.

After much thought and 
market research he decided to 
focus one commercial work.
He sold his residential division.

“We have found in the com
mercial market that price is less 
likely to be the determining fac
tor. The decision maker in a 
company is more likely to pay 
attention to results as it could be 
his reputation or even position 
on the line. If the properties look 
good, so does the manager,” says 
Leszuk. “And the properties are 
looking better than ever.

“With diversification it 
seems quality suffers in so 
many cases, so by focusing on 
just one area of the market ser
vice could only get better.” 
Personal service

Heritage is now able to train 
their employees and purchase 
equipment specifically for com
mercial properties.

“We are big enough to han
dle 100-acre properties but 
small enough that our cus
tomers can call and speak to

me anytime they wish, and I 
will know what they are talking 
about,” says Leszuk.

“I know all the properties. I 
keep in touch with my con
tacts. Personal service really 
means a lot to people and I 
take pride in the properties we 
service. Communication is key 
in this business especially 
where most of our programs 
are based on IPM (integrated 
pest management) methods.”

Leszuk says his commercial 
clients appreciate the level of 
service Heritage is now able to 
offer them. That, of course,

bodes well for Heritage too.
“Overhead is down and re

ferrals are up,” says the owner.
“This move has really 

helped morale around here too. 
Although we miss our residen
tial customers, it’s nice not hav
ing to explain about dog spots 
or race race to a lawn 'full of 
weeds’ and find one dandelion 
under the deck,” he adds.

The shift allowed Heritage 
to strengthen its tree & shrub 
program and offer organic lawn 
care options. The company is 
also expanding its service area 
to western Massachusetts. LM

Heritage Lawn Care's offices are in Plainville, Conn., but the 

company is moving into western Massachusetts, too.
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A NEW DAY IS

I N T E R N A T I O N A L  
L A WN ,  G A R D E N  & 
POWER EQU I PMENT

EXPO 97
Circle No. 170 on Reader Inquiry Card

LAWN AND LANDSCAPE 
PROFESSIONALS:

MARK YOUR CALENDARS!
Be in Louisville next July as EXPO dawns on 
a brand new day: Saturday. America's largest 
new products showcase offers over 600 indoor 
exhibits -  outdoor power, non-power, and 
leisure products -  attracting over 30,000 
visitors from around the country and 
around the world!

PLAN AN ENTIRE WEEKEND 
AROUND EXPO

Exciting Friday and Saturday night dining 
and entertainment. Unique attractions includ
ing a Riverhoat Casino Tour. And the city of 
Louisville itself.

D O N T FORGET EXPO'S 
OUTDOOR DEMO AREA

Over 20 acres of commercial and retail 
products waiting to he put to the toughest 
test -  yours.

G ET THE COMPETITIVE EDGE
You'll he an expert on the latest trends and 
merchandising programs in the industry after
an EXPO visit.

ENERGIZE YOUR BUSINESS
Dynamic seminars that can help you and your 
business are now absolutely free. Yes, free!

EXPO 97 IS THE 
MUST ATTEND EVENT IN 1997

Lawn and landscape professionals, commercial 
cutters and outdoor service business opera
tors. Be there!

Call today for free registration 
information. Experience the 

outdoor product action at E X P O  Q7.
502-562-1962 

Fax: 502-562-1970
Sec our site on the Internet at 

http:/!EXP( ). mou\ org
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This card is void after April 15, 1997 

NAME (please print) 
TITLE 
FIRM 
ADDRESS 
CITY 
PHONE( 

_STATE ZIP_ 
J . _FAX (_ 

INTERNET/E-MAIL ADDRESS 

I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: • Yes • no 
Signature: Date: 

1. My primary business at this location is: (check ONE only) 
01 • 250 GOLF COURSES 

CONTRACTORS/SERVICE COMPANIES 
02 • 255 Landscape Contractors (installation and maintenance 
03 • 260 Lawn Care Service Companies 
04 • 265 Custom Chemical Applicators (ground and air) 
05 • 270 Tree Service Companies/Arborists 

06 • 275 Landscape Architects 
07 • 280 Land Reclamation and Erosion Control 
08 • 285 Irrigation Contractors 

• Other (please specify) 
INSTITUTIONAL FACILITIES 

Sports Complexes 16 • 325 Condos/Apartments/Housing 
Parks Developments/Hotels/Resorts 
Right-of-Way Maintenance for Highways, 17 • 330 Cemetenes/Memorial Gardens 
Railroads or Utilities 18 • 335 Hospitals/Health Care Institutions 
Schools, Colleges, Universities 19 • 340 Military Installations or Prisons 
Industrial or Office Parks/Plants 20 • 345 Airports 
Shopping Centers, Plazas or Malls 21 • 350 Multiple Government Municipal Facilities 
Private/Public Estates or Museums • Other (please specify) 

SUPPL IERS & CONSULTANTS 
Extension Agents/Consultants for Horticulture 25 • 370 Manufacturers 
Sod Growers/Turf Seed Growers/Nurseries 26 • Other (please specify) 
Dealers/Distributors/Formulators/Brokers 

09 • 290 
10 • 295 
11 • 300 

12 • 305 
13 • 310 
14 • 315 
15 • 320 

22 • 355 
23 • 360 
24 • 365 
2. Which of the following best describes your title? (check ONE only) 
27 • 10 Executive/Administrator- President. Owner, Partner. Director, General Manager, Chairman of the Board, 

Purchasing Agent, Director of Physical Plant 
28 • 20 Manager/Superintendent- Arborist, Architect, Landscape/Grounds Manager, Supenntendent, Foreman, Supervisor 
29 • 30 Government Official- Government Commissioner, Agent, Other Government Official 
30 • 40 Specialist- Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist, Certified Specialist 
31 • Other Titled and Non-Titled personnel (please specify) 

3. SERVICES PERFORMED (Check ALL that apply) 
31 • A Mowing 
32 • B Turf Insect Control 
33 D C Tree Care 
34 • D Turf Aeration 
35 • E Irrigation Services 

36 • F Turf Fertilization 
37 • G Turf Disease Control 
38 • H Ornamental Care 
39 • I Landscape/Golf Design 
40 • J Turf Weed Control 

41 • K Paving. Deck & Patio Installation 
42 • L Pond/Lake Care 
43 • M Landscape Installation 
44 • N Snow Removal 
45 • O Other (please specify) 

4a. Do you specify, purchase or Influence the selection of 
landscape products? • Yes • No 

4b. If yes, check which products you buy or specify: 
(check ALL that apply) 

46 • 1 Aerators 
47 • 2 Blowers 
48 • 3 Chain Saws 
49 • 4 Chipper-Shredders 
50 • 5 De-icers 
51 • 6 Fertilizers 
52 • 7 Fungicides 
53 • 8 Herbicides 
54 • 9 Insecticides 
55 • 10 Line Trimmers 

56 • 11 Mowers (reel/rotary) 
57 • 12 Snow Removal Equipment 
58 • 13 Sprayers 
59 • 14 Spreaders 
60 • 15 Sweepers 
61 • 16 Tractors 
62 • 17 Truck Trailers/Attachments 
63 • 18 Trucks 
64 • 19 Turfseed 
65 • 20 Utility Vehicles 

5. Do you have a modem? • Yes • No 
6. Do you subscribe to an on-line service? • Yes • No 
7. Is CD-ROM available in your workplace? • Yes • No 

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

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

N O P O S T A G E 
N E C E S S A R Y 

IF MAILED 
IN T H E 

U N I T E D S T A T E S 

POSTAGE WILL BE PAID BY ADDRESSEE 

ADVANSTAR COMMUNICATIONS INC 
PO BOX 5054 
PITTSFIELD MA 01203-9697 
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BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

POSTAGE WILL BE PAID BY ADDRESSEE 

N O P O S T A G E 
N E C E S S A R Y 

I F M A I L E D 
I N T H E 

U N I T E D S T A T E S 

A D V A N S T A R C O M M U N I C A T I O N S I N C 
P O B O X 5 0 5 4 
P I T T S F I E L D M A 0 1 2 0 3 - 9 6 9 7 

February 1997 
This card is void after April 15, 1997 

N A M E (please print) 
T I T L E 
F I R M 
A D D R E S S 
C I T Y 
P H O N E ( 

. S T A T E Z I P 
J . _ F A X (_ 

I N T E R N E T / E - M A I L A D D R E S S 

I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: • Yes • no 

Signature: . -Date: . 

07 • 280 Land Reclamation and Erosion Control 
08 • 285 Irrigation Contractors 

• Other (please specify) 

1. My primary business at this location is: (check ONE only) 
01 • 250 GOLF COURSES 

CONTRACTORS/SERVICE COMPANIES 
02 • 255 Landscape Contractors (installation and maintenance 06 • 275 Landscape Architects 
03 • 260 Lawn Care Service Companies 
04 • 265 Custom Chemical Applicators (ground and air) 
05 • 270 Tree Sen/ice Companies/Arborists 

INSTITUTIONAL FACILITIES 
09 • 290 Sports Complexes 16 • 325 Condos/Apartments/Housing 
10 • 295 Parks Developments/Hotels/Resorts 
11 • 300 Right-of-Way Maintenance for Highways, 17 • 330 Cemeteries/Memorial Gardens 

Railroads or Utilities 18 • 335 Hospitals/Health Care Institutions 
12 • 305 Schools. Colleges, Universities 19 • 340 Military Installations or Prisons 
13 • 310 Industrial or Office Parks/Plants 20 • 345 Airports 
14 • 315 Shopping Centers, Plazas or Malls 21 • 350 Multiple Government Municipal Facilities 
15 • 320 Private/Public Estates or Museums • Other (please specify) 

SUPPL IERS & CONSULTANTS 
22 • 355 Extension Agents/Consultants for Horticulture 25 • 370 Manufacturers 
23 • 360 Sod Growers/Turf Seed Growers/Nurseries 26 • Other (please specify) 
24 • 365 Oealers/Distributors/Formulators/Brokers 
2. Which of the following best describes your title? (check ONE only) 
27 • 10 Executive/Administrator- President, Owner, Partner, Director. General Manager. Chairman of the Board, 

Purchasing Agent, Director of Physical Plant 
28 • 20 Manager/Superintendent- Arborist. Architect. Landscape/Grounds Manager, Superintendent, Foreman, Supervisor 
29 • 30 Government Official- Government Commissioner, Agent, Other Government Official 
30 • 40 Specialist- Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist. Certified Specialist 
31 • Other Titled and Non-Titled personnel (please specify) 

3. SERVICES PERFORMED (Check ALL that apply) 
31 • A Mowing 
32 • B Turf Insect Control 
33 D C Tree Care 
34 • D Turf Aeration 
35 • E Irrigation Services 

36 • F Turf Fertilization 
37 • G Turf Disease Control 
38 • H Ornamental Care 
39 • I Landscape/Golf Design 
40 • J Turf Weed Control 

41 • K Paving, Deck & Patio Installation 
42 • L Pond/Lake Care 
43 • M Landscape Installation 
44 • N Snow Removal 
45 • O Other (please specify) 

4a. Do you specify, purchase or influence the selection of 
landscape products? • Yes • No 

4b. If yes, check which products you buy or specify: 
(check ALL that apply) 

46 • 1 Aerators 
47 • 2 Blowers 
48 • 3 Chain Saws 
49 • 4 Chipper-Shredders 
50 • 5 De-icers 
51 • 6 Fertilizers 
52 • 7 Fungicides 
53 • 8 Herbicides 
54 • 9 Insecticides 
55 • 10 Line Trimmers 

56 • 11 Mowers (reel/rotary) 
57 • 12 Snow Removal Equipment 
58 • 13 Sprayers 
59 • 14 Spreaders 
60 • 15 Sweepers 
61 • 16 Tractors 
62 • 17 Truck Trailers/Attachments 
63 • 18 Trucks 
64 • 19 Turfseed 
65 • 20 Utility Vehicles 

5. Do you have a modem? • Yes • No 
6. Do you subscribe to an on-line service? • Yes • No 
7. Is CD-ROM available in your workplace? • Yes • No 

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



S U P P L I E R S CORNER 

Gary D. Curl has been named 
business manager for Ameri-
can Cyanamid's Turf and Or-
namental Products Group. Curl 
had held the post of senior 
marketing manager at the 
company since 1994. As busi-
ness manager, Curl handles 
sales and marketing responsi-
bilities for the green industry's 
professional lawn care and 
golf course markets. 

Flowtronex PSI of Dallas will 
purchase Commercial Pump 
of Swanton, Ohio. Flowtronex 
is the world's largest maker of 
golf course pumping systems 
with the industry's largest sales 
and service network. Commer-
cial Pump will retain its name 
and personnel. Dave Brock-
way, president of Flowtronex 
PSI, says the buy will improve 
the company's service to golf 

courses, particulary those in 
the Midwest. 

R.F. Morse & Son, Inc., New 
England supplier of seed, fer-
tilizer, chemicals and power 
equipment, has acquired 
Earth Works, Inc., the soil 
restoration specialists based in 
Old Greenwich, Ct. Richard 
Canning, president of RFM says 
the buy will help Morse ex-
pand operations within the 
golf course market in New 
York and New Jersey with soil 
restoration, custom overseed-
ing, Hydroject aeration, fertil-
ization and other turf manage-
ment services. 

Pursell Industries, Inc. and 
Pursell Technologies, Inc. 
were co-hosts and sponsors of 
the first Pursell Cup Charity 
Golf Challenge at Shoal Creek 

Country Club, Birmingham, AL. 
The event raised $20,000 in 
support of charitable efforts 
related to juvenile diabetes. 

Seed Research of Oregon, 
Inc. now has a Web Site. Their 
site, www.peak.org/-sroseed, 
includes information on com-
pany research; turf grass vari-
eties; information on endo-
phytes; and a list of SRO 
product distributors. The com-
pany also offers information 
on how to obtain the Seed Re-
search Seed Specification Man-
ual, Golf Courses of North 
America. 

Also on the web is Terra In-
dustries. The address is: 
www.terraindustries.com. 
"Our initial purpose is to pro-
vide our customers easy access 
to product information," says 

Web Site Manager, Jeff Keiser. 
"Ultimately, we anticipate our 
site will handle order entry 
and product tracking, and link 
other information sources use-
ful to our customers." Terra 
produces and markets nitro-
gen fertilizer, control products 
and seed. 

By calling up Reading Body's 
web site— www.reading-
body.com—truck equipment 
specifiers/buyers have immedi-
ate access to a multitude of 
truck equipment options. 

Vermeer joined the informa-
tion superhighway. Use your 
computer to access www.ver-
meer.com to get to Vermeer 
Manufacturing's latest at-
traction on its web site, Ver-
meer at Work, a collection of 
field story summaries detailing 
Vermeer equipment getting 
the job done. 

The lastest edition of Walker 
Talk is on Walker's web site 
(www.walkermowers.com), 
along with product informa-
tion and a section for inquiries 
about local distributors and 
dealers of Walker mowers. 

Agro-Tech 2000 has merged 
with Organica, Inc., Great 
Neck, NY. Agro-Tech 2000 de-
velopes and markets environ-
mentally-friendly products for 
golf courses, sports turf and 
landscapers. Organica is a 
biotechnology company. Agro-
Tech 200 will retain its name. 
"The difference for our cus-
tomers is that now a wider 
range of more effective natu-
ral products will be available," 
said Peter van Drumpt, CEO of 
Agro-Tech 2000. 

Info center 
V I D E O S A N D L I T E R A T U R E F O R T H E G R E E N I N D U S T R Y 

COMPOST MARKETING KNO\N-HO\N...Winning the Organics Game: The Compost 
Marketer's Handbook, contains more than 250 pages of data and real-life examples relat-
ed to marketing organic products in bag and bulk forms. Topics covered include: retail 
markets; sports turf markets; agricultural markets; and sales management. The book is 
authored by Rodney W. Tyler, former vice-president and current marketing committee 
member of the Composting Council. The book sells for $59.95. To order, call ASHS 
Press at (703) 836-2418; fax orders are taken at (703) 836-6838. 

EROSION INSIGHTS...The Erosion Discussion newsletter is a new technical publication 
from North American Green to professionals with erosion and sediment control con-
cerns. The newsletter provides insight into industry standardization, regulation and 
advancements in materials and technologies. A free subscription can be yours by calling 
the North American Green Technical Services department at (800) 772-2040. 

PLANT HEALTH CARE CATALOG...Plant Health Care, Inc. offers a free 12-page brochure 
on products essential to the 'plant health care' approach, including mycorrihizal fungi, 
beneficial bacteria, natural soil conditioners and time-release water-absorbing gels. The 
catalog also provides information and technical information on the natural systems 
apprach to plant health that is reported to help plants live longer at lower maintenance 
levels. To order, call (800) 421-9051. 

http://www.peak.org/-sroseed
http://www.terraindustries.com
http://www.walkermowers.com


Events 
FEBRUARY 

5-7: Turfgrass Producers 
Int'l Midwinter Confer-
ence, Savannah Marriott 
Riverfront, Savannah, Ga.; 
Tom Ford, (847) 705-9898; 
(847) 705-8347. 

6-7: Northern California 
Turf & Landscape Council, 
Santa Clara Convention 
Center, Santa Clara, Calif.; 
Phil Reiker, (510) 505-9600. 

6-7: Northern California 
Turf and Landscape 
Council Expo; (510) 505-
9600; (510) 505-9609. 

6-9: Association of Pro-
fessional Landscape De-
signers Winter Confer-
ence, St. Petersburg Beach, 
Fla.; Jack Lagershausen, 
(312) 201-0101; (312) 
2010214. 

10-12: GCSAA Golf 
Course Conference & 
Show, Las Vegas Conven-
tion Center, Las Vegas, 
Nev.; Rebecca Spriggs, (800) 
472-7878. 

11-12: Pa. Nurserymen & 
Allied Industries Confer-
ence, Hershey Lodge and 
Convention Center, Her-
shey, Pa.; Pat Stroble, (717) 
238-1673. 

12-13: ALCA University" 
workshop, managing 
front-line employee per-
formance, Hinds Commu-
nity College, Raymond, MS, 
sponsored by Hinds Com-
munity College, Mississippi 
Nurserymen's Association 
and ALCA. Call ALCA at 
(800) 395-2522. 

13: PLCAA Workshop, 
"Heads-Up Training— 
How to Teach in the 

Workplace," featuring 
practical teaching tips and 
techniques that you can im-
plement on the job immedi-
ately; New Brunswick, N.J. 
For a brochure, contact 
PLCAA at 1000 Johnson 
Ferry Rd. NE, Suite C-1135, 
Mariettaa, GA 30068; (800) 
445-3466. 

16-18 Ohio Tree Care 
Conference & Trade 
Show, Worthington, Ohio. 
Sponsored by the Ohio 
chapter of the ISA. Call 
(614) 433-0045. 

16-19 ALCA Executive 
Forum, Acapulco, Mexico. 
Call ALCA at (800) 395-
2522. 

17: ALCA University 
workshop, managing 
front-line employee per-
formance, The Holiday Inn 
West, Hilliard, Ohio, spon-
sored by Ohio Nursery and 
Landscape Association, Ohio 
Landscapers Association and 
ALCA. Call ALCA at (800) 
395-2522. 

18 19 OSU Professional 
Lawn Care Short Course 
Holiday Inn on the Lane, 
Columbus, Ohio. Phone 
Barbara Bloetscher (614) 
292-4230. 

19-22 Outdoor Power 
Equipment Distributors 
Assn. Meeting, Sheraton El 
Conquistado Resort, Tucson, 
Ariz. For reservations (800) 
325-7832. 

21-22 ALCA Masters in 
Management San Fran-
cisco. Call ALCA at (800) 
395-2522. 

22-March 2 Sou the rn 
Spring Show, Charlotte 

Merchandise Mart, Char-
lotte, NC. Call (704) 376-
6594. 

24-25 Turf and Grounds 
Exposition, Holiday Inn 
Suffem, Suffern, NY. Con-
tact New York State Turf-
grass Association (518) 783-
1229. 

25-26 Southern Illinois 
Grounds Maintenance 
School, Gateway Conven-
tion Center, Collinsville, IL. 
Contact Ron Com well (618) 
692-9434. 

25-28 In te rna t ional Ero-
sion Control Conference 
and Trade Exposition-
Nashville, TN. Call Interna-
tional Erosion Control Asso-
ciation (800) 455-4322 or 
(970) 879-3010; E-mail: 
ecinfo@ieca.org. 

25-27 Athletic Field Con-
struction & Maintenance, 
Rutgers University, New 
Brunswick, NJ. Phone (908) 
932-9271. 

25-27 Western PA Turf 
Conference & Trade 
Show, Pittsburgh Expo-
Mart/Radisson Hotel, Mon-
roeville, Pa. (412) 837-1402 
or (814) 863-3475. 

26: New Jersey Land-
scape '97, Meadowlands 
Exposition Center, Secau-
cus, NJ. Call Skip Powers 
(201) 664-6310. 

3: Michigan Forestry & 
Park Association Winter 
Meeting, 1 loliday Inn 
South Convention Center, 
Lansing, Mich. Phone (517) 
482-5530 or fax (517) 482-
5536. 

4: Turfgrass Managers of 
Western North Carolina 
Conference, Great Smokies 

Holiday Inn Sun Spree Re-
sort, Asheville, NC. Contact 
the Turfgrass Council of NC 
at (910) 695-1333. 

5-9: FloralScape '97, 
Cleveland (Ohio) Conven-
tion Center. Sponsored by 
the Cleveland Botanical Gar-
den. Call Ann Fairhurst-
Stephens, (216) 721-1695. 

7-9: The Tampa Spring 
Expo, Florida State Fair-
grounds, Sheraton Tampa 
East. Call the Tampa Bay 
Wholesale Growers Associa-
tion, (813) 960-1457. 

9: Arborist Field Day & 
Jamboree 
Florida State Fairgrounds 
(part of the Tampa Spring 
Expo). Call (813) 960-
1457. 

7-9: Capital District Gar-
den & Flower Show 
Knickerbocker Arena, 
Albany, NY. Call (518) 
356-6410 ext. 418 or 
(518) 786-1529. 

8-16: Chicago Flower & 
Garden Show 
Navy Pier on Chicago's 
lakefront. For show infor-
mation call (312) 321-
0077. 

9 Arborist Field Day & 
Jamboree 
Florida State Fairgrounds 
(during Tampa Spring 
Expo). Call (813) 960-
1457. 

12-13 Reinders 13th Turf 
Conference 
Waukesha Expo Center, 
Waukesha, Wis. Contact 
Ed Devinger, Reinders 
Inc., (414) 786-3301 or 
(800) 785-3301. LM 

mailto:ecinfo@ieca.org


Containment System Design 
Chemical Storage, Mixing and Handling 
by Fredric R. Haskett 
100 pages, hardcover Item #LSMB809 $p$S $49.95 

lis comprehensive guide to compliance covers everything you 
need to know about storing, mixing and recycling chemicals. Areas 
covered include Planning, the Containment Facility, Equipment 
Standards, Site Standards, Emergency Response Procedures 

IVsts of 
Ornamental 

Trees, Shrubs 
and Flowers 

A Color Atlas of 
Pests of 
Ornamental Trees, 
Shrubs and Flowers 
by David V.AIford 
448 pages, hardcover 
Item #LSMB810 $89.95 

Diseases and Pests 
of Ornamental Plants 
by Pascal Pirone 
566 pages, hardcover 
Item #LSMB410 
$79.95 

Turf Managers' 
Handbook 
by W.H.Daniel & HP. Freeborg 
437 pages, hardcover 
Item #LSMB110 
$39.95 

Diseases of 
Trees and Shrubs 
by Wayne Sinclair, Howard Lyon 
& Warren Johnson 
575 pages, softcover 
Item #LSMB430 
556.50 

Insects that Feed 
on Trees and Shrubs 
by Warren Johnson & 
Howard Lyon 
560 pages, hardcover 
Item #LSMB690 
$57.50 

Tree 
Maintenance 
by P.P. Pirone 
514 pages, hardcover 
Item #LSMB760 
$49.95 

The Shrub 
Identification Book 
by George Symonds 
379 pages, softcover 
Item #LSMB720 
$19.50 

Urban Trees 
A Guide for Selection, 
Maintenance, and 
Master Planning 
by Leonard J. Phillips, Jr. 
273 pages, softcover 
Item #LSMB801 $37.00 

The Tree 
Identification Book 
by George Symonds 
111 pages, softcover 
Item #LSMB750 
$17.95 

Tree, Turf and 
Ornamental 
Pesticide Guide 
by W. I Thomson 
170 pages, softcover 
Item #LSMB813 
$18.50 

I Ornamental 
Horticulture 
Science, Operations & 
Management 2nd edition 
by Jack E. Ingels 
554 pages, hardcover 

I Item #ISMB807 $53.95 

The Landscape 
Lighting Book 
by Janet Lennox Moyer 
282 pages, hardcover 
Item #LSMB822 
$79.95 

Landscaping 
Principles & Practices 
4th Edition 
by Jack f . Ingels 
401 pages, hardcover 
Item #LSMB806 
$35.95 

Landscape Plants 
Their Identification, 
Culture, and Use 
byFerrellM. Bridwell 
560 pages, hardcover 
Item #L5MB808 
S54.50 

Call 1-800-598-6008 
Fax: 218-723-9146 • Outside the U.S. 218-723-9180 

ADVANSTAR MARKETING SERVICES • Customer Service Dept. • 131W. 1st St., Duluth, MN 55802 • Shipping/Tax: UPS—add 
$5 per order, plus $1 per additional book. International, Hawaii, Alaska. Canada and expedited shipments—call for rates. Res-
idents of CA, CT. GA, IL. MN, NJ, NY, OH and TX must add sales tax. Prices subject to change. 

Landscape Design 
A Practical Approach 
3rd Edition 
by Leroy G.Hannebaum 
446 pages, hardcover 
Item #LSMB821 
$82.00 

Landscape 
Architecture 
A Manual for 
Site Planning and Design 
by James Ormsbee Simonds 
331 pages, hardcover 
Item #LSMB803 $73.00 

LANDSCAPE 
MANAGEMENT 

COOE 949970 



PRODUCT REVIEW 

Stihl blower more powerful; 
handy attachments 

Stihl's BG 75 blower/vacuum is larger and more 
powerful than its predecessor. It has a 1.55 cubic 
inch (25.4 cc) engine that goes from zero to 134 
mph without breaking a sweat. It produces an air 
flow rate of 377 cubic feet per minute yet it weighs 
just 9.8 lbs. Special features: electronic ignition, Elas-
toStart shock absorbing handle and an extra large 
fuel tank. 

Options include a large-capacity Vacuum Kit and 
a Gutter Kit using a series of plastic tubes to extend the blower's reach more than 10 feet. 

C o n t a c t St ihl Inc. a t ( 8 0 4 ) 4 8 6 - 9 1 0 0 , a n d m e n t i o n LANDSCAPE MANAGEMENT, o r 

Circle No. 292 

Vermeer s wireless control adds versatility 
Vermeer Manufacturing Company offers wireless 

remote control for its stump cutter line. The radio re-
mote control system option provides the operator 
more flexibility when positioning the machine in tight 
areas, and freedom of movement in an operating 
range of up to 100 feet from the machine. Currently 
available on the SC 1102 and SC 502 gearbox-driven 
stump cutter with Vermeer's Auto Sweep feature. 

Powered by a common 9-volt battery, the device, 
weighting 3 lbs., will control the rate of the direction 
of the stump cutters tongue, moving the cutter wheel 
in and out of stumps. It also runs the up/down wheel 
positioning mode, and the swing of the cutter wheel in 
its sweep pattern. It's equipped with an emergency 
stop control. 

Call Vermeer toll free at (888) 837-8337 and tell 
them you read about its remote control in LM or, 

Circle No. 293 

Riverdale s gran-
ular fungicide 
ready for action 

Patchwork 0.78% Granular 
Fungicide is available from 
Riverdale. It is labelled for the 
preventive treatment of 
Necrotic Ring Spot, Summer 
Patch, Fusarium Blight, Take-

All-Patch, and Spring Dead 
Spot. It is cleared for use on 
golf courses (including greens 
and tees), parks, athletic f ields, 
sod farms and similar commer-
cial and residential areas. The 
product contains Rubigan. 

Learn more about Patch-
work, available in 20-lb. bags, 
by calling Riverdale Chemical 
Company (800) 345-3330 or 
(708) 754-3330, or 

Circle No. 294 

Plant Saver gets plants off to strong start 
Plant Health Care, Inc.'s Mycor Plant Saver mixed into the soil, ensures better survival and growth of new plantings by increas-

ing feeder root growth and function. It can be used on all perennials, shrubs, vines and landscape plants. It is particularly helpful 
for new and existing plants grown in landscapes, urban environments, and other turf sites with drought conditions and com-
pacted soils. 

Mycor Plant Saver is a granular formulation that contains a blend of slow-release fertilizer, chelated micronutients, organic pro-
teins, humic acids, nitrogen-fixing/phosphorus-solubilizing bacteria and superior strains of endo- and ectomycorrhizal fungi. 

For more information or to request PHC's catalogue, "Green for Life: A Survival Guide," call (800) 421-9051 and tell them LAND-
SCAPE MANAGEMENT i n f o r m e d y o u , o r 

Circle No. 295 



Less noise from two-
stroke blower 

Echo reports its blowers have substan-
tially reduced dBa ratings for much quieter 
operation. 

The company calls its new PB-46LN 
"the quietest two-stroke blower on the 
market today. It meets or exceeds virtually 
all current noise standards without sacri-
ficing performance." 

Features include: 
^ Echo commercial-duty, 44.0-cc, dual-

piston ring, engine with Pro-Fire electronic 
ignition and purge-pump equipped carbu-
retor for fast, easy starts and steady 
power flow. 

^ Fully adjustable hip-throttle assem-
bly with cruise control is designed in for 
improved control and superior user com-
fort and durability. 

^ 65 dBa at 50 feet, which is a 50 per-
cent reduction over the preceding model, 
the PB-4600. 

For more information, contact Echo at 
(847) 540-8400, and be sure to say you 
read it here, or 

Circle No. 2 % 

High power and torque with this blower 
The 225HBV blower from Husqvarna weighs 11.2 pounds, and has the high 

power and torque already included in other Husqvarna blowers. 
The blower has a 25.4-cc cylinder volume, and a maximum air velocity of 128 

mph. 
Advancements in ergonomic design include springs and rubber mounts to sepa-

rate the engine from the handles, which Husqvarna calls its Low Vib anti-vibration 
system. The natural blowing force lifts the unit slightly, to cause an ideal wrist 
angle that also promotes user comfort. 

The blower features an optional 16:1 mulching capacity. All 
that is needed to turn the 225HBV into a high-powered mulching 
vacuum is a kit that includes the necessary tubes, bag and strap. 

For more information, contact Husqvarna at (704) 597-5000 
a n d m e n t i o n LANDSCAPE 

MANAGEMENT, o r 
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New blower 30 percent stronger 
The new 11 -hp commercial blower from Little Wonder makes quick work of 

clean-up jobs. The fan and fan housing 
have been enlarged to increase air flow, 
and the discharge chute has been 
widened to maximize performance. 

A 10-inch pneumatic front wheel 
and two 10-inch pneumatic rear 
wheels make it a breeze to push this 
unit over even the toughest terrains. 

An adjustable, ergonomically-de-
signed handle with a new, anti-vibra-
tion grip improves the balance and the 
feel of the machine. 

To leam more about all Little 
Wonder machines, call the com-
pany at (215) 357-5110, and say 
you saw it here, or, 

Circle No.297 

Affordable two-way radio 
SMR Direct has made two-way radio communication more afford-

able, with basic service that starts at $19.95 per month for unlimited 
air time, and no charge for all radio equipment. 

Equipment can be shipped by 2-day delivery at no charge. 
For more information, call SMR at (800) 516-8993 and tell them 

y o u go t t h e message in LANDSCAPE MANAGEMENT, o r 

Circle No. 298 



Ranked Among the Best 
Franchise Opportunities in America! 

Success 
Magazine 

GOLD 
100 

Entrepreneur 
Magazine 

Franchise 
500 

Income 
Opportunities 

Platinum 
200 

Business 
Start-ups 

The Top 
150 

• Proven Leaders in the Lawn Care Industry 
• 17 year Track Record of Successes 

• In-depth Training 
Exclusive Territory • Extensive Support 

ptomtKxmfj vy 

Call Roger Albrecht at: 1 800-982-5296 

FOR A FLOWER DISPLAY 
THEY'LL TALK ABOUT ALL YEAR LONG! 
Order Now For Spring Delivery and Planting! 

Toll Free 1 -888-TIP-TOES (847-8637) 

100 PLANET LILY...$65 delivered 
1000 PLANET LILY...$560 delivered (conn AS states) 
Complete planting instructions with shipment 

MC/VISA/AMEX accepted 
GCSAA members have pre-approved credit. 
Cemet., Cities. Hosp.. Hotels. Univ.. Zoos - We accept P.O.'s. 

SCHIPPER 
& CO. USA 

"Our Roots Are Bulbs" 

Circle No. 136 

The Ultimatel 
Wheelbarrow 

No more wheelbarrows! Add speed, efficiency, productivity and profit to 
your landscaping ana erosion control projects with an 

^upressMower 
• Blows organic mulch with a range of up to 350 ft with a flow rate of up 

to 55 cu. yds. per hour. 
• One man operates the system by remote control for "on demand" 

adjustments in flow rate. 
• Features automatic feed & dust suppression systems (patents pending). 

800-285-7227 

Plant Health Care 
Call or write for our PHC "Green for Life" 
catalog of biologically based products for 
Green Industry Professionals. 
Mycorrhizal Fungi 
Beneficial Bacteria 
Botanical Extracts 
Water Management 

Plant Health Care, Inc. 
4 4 0 W i l l i a m P i t t W a y 
P i t t s b u r g h , P A 1 5 2 3 8 



L NI M A R T 

Are Geese a Nuisance at 
Your Golf Course? 

ReJeXiT 
Can Help! 

® 

Do you have a problem with geese "dropping" 
in on your game? If so, tell your grounds keepers 
about ReJeX-iT* AG-36 Bird Aversion! The safe, 
harmless and humane way to rid your course of 
unwanted Geese and their residue. 

Contact your local turf supplier, 
lawn care center, or phone 

1 8 0 0 H A D B I R D 

Circle No. 130 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

D e 

ARTICLES 

N E W S ITEMS 

ADVERTISEMENTS 

POINTS 
Reprints of Landscape Management 
articles, advertisements, news items or special 
announcements are available through Advanstar 
Marketing Services. Customized to meet your 
specific needs, reprints are highly effective when 
you use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 
• Train and educate key personnel, new hires 
• Enhance press kits 
• Compile reference materials 
• Track trends and emerging technologies 

r T T T Î ï R T T ^ l 
management 

ADVANSTAR MARKETING SERVICES 

1-800-736-3665 
216-891-2742 
FAX: 216-891-2727 

PRO'-fect: having all professional qualities 
for performance and longevity. 

THE PROFECT 
Professionals need PROformance. That's 
why our new PROFORCE TBC-2510 trimmer^ 
has more quality features than others in^ 
its class. At 11.6 lbs. with l .3 hp, it 
has excellent power-to-weight 
and outstanding 
acceleration. ] grfT^ T h e N e w 

A heavy-duty P R O F O R C E 
2 5 1 0 Brushcut te r 

'anti-vibration system 
combined with a SOLID-STEEL 

drive shaft and the new BRAIN® 
autofeed cutting head ensure smooth 

and reliable cutting power. The engine has 
been tested to last over 1500 hours and 
complies with new emission standards. 
To enjoy PROfection, see your Tanaka dealer 
or call 2 0 6 - 3 9 5 - 3 9 0 0 

There's More 
* TOLlKEfABOUT 

Tanaka 
Tanaka equipment is 

used exclusively at 

Circle No. 138 

NEW PUBLICATION! 

Containment 
System 
Design: 
Chemical Storage, 
Mixing and Recycling 
by Fredric R. Haskett 

Item #668 $74 .95 

Find out how to prepare your company for the scrutiny 
of government regulators. Learn how your operation can 
comply with new regulations. Understand the legal implica-
tions of compliance versus noncompliance. Discover the 
difference between the cost of recycling finished product 
residues and the cost of disposal. 

Areas covered in this comprehensive guide include: 
Planning, The Containment Facility, Equipment Standards, 
Site Standards, Emergency Response Procedures, and more. 

Call 1-800-598-6008 
Outside the U.S. call 216-826-2839 

Advanstar Market ing Serv ices 
7500 Old Oak Blvd. • Cleveland, OH 44130 

Price subject to change CODE: 949511 



M A R K E T S H O W C A S E 

FOR SALE SERVICES 

Every month the Market Showcase offers 
readers of Landscape Management a com-
plete and up-to-date section of the products 
and services you're looking for. Check it out 
every month, or you might miss out. 
For all ads under $250, payment must be 
received by the classified closing date. VISA, 
MASTERCARD, & AMERICAN EXPRESS 
accepted. Send to: Advanstar Marketing 
Services, 7500 Old Oak Blvd., Cleveland, OH 
44130 
BOX NUMBER REPLIES: Landscape 
Management LM Box #, 131 W. First St., 
Duluth, MN 55802 
FOR ADVERTISING INFORMATION AND AD 
PLACEMENT, CONTACT: DESNISE ZAPPOLA, 
216-891-3162, 1-800-225-4569, (ext. 162), 
Fax 216-826-2865 

EDUCATIONAL OPPORTUNITIES 

Zi^^c * CERTIFIED 
TURf GRASS PROFESSIONAL 

"Principles of Turfgrass Management" is 
a home study course to help you master 
up-to-date turfgrass management prac-
tices and procedures. Covers all regions 
and seasons of the U.S. Certification by 
PLCAA and The University of Georgia. 
Call 1-800-325-2090 for a brochure or 
write: Turfgrass, Georgia Center, Room 
164, UGA, Athens, GA 30602-3603. 

Learn LANDSCAPING 
I TRAIN AT HOME for an exciting hobby or profitable career Start your I 
• own spare or full time contracting business, wotfc m the garderVnursery | 
B field or landscape your own property - we show you how Diploma • 
| awarded FREE BROCHURE descnbes opportunities No salesmen w f l 

Wiif or call today! 1-800-324-9221 
Lifetime Career Schools, LF0127 

I 101 Harrison St., Archbald. PA 18403 
^ ^ c c r v O t K ) M*fTfear Ostanca Education & Training Conner 

E Q U I P M E N T FOR SALE 

M W M ' W J / 

PICKUP INSERT DUMPER 
For FRFF brochure, call toll free 24 hr. 

1-800-755-3867 
WF. SHIP NATIONWIDE 

FOR SALE 
Established Garden Center and 

Landscaping Business, Marquette, Ml 
Owners Retiring. Contact Timbercrest 

i J - r l L i Garden Center, 
Landscape and Sprinkler Systems. 
Southwest Kansas. Good Clientele. 
Owner Wants to Retire. 

For Detai ls Call Dean 316-624-1231 

FRANCHISE OPPORTUNITIES 

EMEF3ALD 
GREEN« 

L A W N CAPE III 

Be in business for yourself, not by 
yourself...join our growing family of 
franchise partners. 

Enjoy the benefits of: 

• Strong brand affiliation with exclusive 
Scotts* products 

• Powerful sales/marketing programs 
• Exclusive territory rights 
• Complete agronomic and horticultural 

training 
• Ongoing technical and business support 
• Financing available 

For a FREE OPPORTUNITY KITCall... 

800-783-0981 
e-mail: 74157,77@compuserve.com 

..featuring 

products 

MISCELLANEOUS 

5 0 X 7 5 X 12 
a $10,129 

Build it yourself and save MONEY 5,000 sizes, ail bolt-together ALL 
STEEL BUILDINGS. Call today for a price quote and a brochure 

HERITAGE BUILDING SYSTEMS 
8 0 0 - 6 4 3 - 5 5 5 5 

C u s t o m 
D e c a I K ì t s 

Easy to Order-Easy to Apply 
Boost Your Image Economically 

Call or Write: 
Sun Art Decals Inc. 
885 W. Bag ley Rd. 
Berea, OH 44017 
216-816-0290 
800-835-5551 
Fax:216-816-0294 

Need Customer Service? 
Subscription Information? 

Call 1 -800-346-0085 , ext. 477 

The B e n e f i t s Of 
C L A S S I F I E D 

A D V E R T I S I N G 

IMPACT 
Command immediate attention and 

get fast action with the dynamics of clas-
sified advertising! 

EXPOSURE 
Reach highly-targeted, market-specific 

businessprofessionals, industry experts 
and prospects. 

VALUE 
Select from a variety of classified 

display options to meet specific needs on 
a timely basis cost-effectively. 

RESULTS 
Generate sales leads, maintain market 

presence, conduct market testing, 
promote existing lines, introduce new 

products and services, or recruit the best 
— bottom-line, classifieds offer you an 

excellent return on investment! 

w 
ADVANSTAR 
A Division of Advanstar Communications Ine 

7 5 0 0 Old Oak Blvd. , 
C l e v e l a n d , OH 4 4 1 3 0 

mailto:77@compuserve.com


C L A S S I F I E D S 

H E L P W A N T E D 

Landscape 
Designer/Estimator/Manager 
W e l l e s tab l i shed l a n d s c a p e d e s i g n / b u i l d 
company seeks highly motivated, well orga-
nized self-starter t o jo in our t eam effort . 
Individual should have a min imum 2 year 
degree in O r n a m e n t a l H o r t i c u l t u r e a n d 
2 years exper ience in the landscape field. 
Must have ability to schedule and manage 
p lant ing crews, des ign , e s t i m a t e and sell 
projects . C o m p e t i t i v e salary and benef i t 
package. Send pay history and resume to: 
Green Biz Nursery & Landscaping, Inc., 

P.O. Box 64995, Fayetteville, NC 28306, 
or fax to (910)433-9052. 

MANAGERS 
SUPERVISORS 

CREW FOREMEN 
Scian's Landscaping, Inc., one of Southern New Jersey's 
largest and fastest growing landscape contractors, is cur-
rently seeking take charge, self motivated landscape pro-
fessionals to join our management team. These positions 
require a minimum of 1-3 years supervisory experience in 
either grounds maintenance, landscape construction, tree 
removal or irrigation systems. Horticultural desgree is a 
plus. We offer an excellent compensation program and 
employee benefits package commensurate with experience. 
For immediate, confidential consideration, please 
send or fax resume to Scian's Landscaping. Inc., 
444 ( o m m c r c c Lane . W e s t Ber l in . N.I 08(191. 
Attention: Jo Anne Crouch. FAX (609) 768-5236. 
PHONE (609) 768-5915. E O E / M F 

M A N A G E R S - G R E E N I N D U S T R Y 
Senior Managers. Small Business Owners - Please apply. 
ENVIRONMENTAL CARE. INC., one of the largest, fastest 

national Green Industry companies is expanding 

P1 
Industry. Experience in financial mgmt, people mgmt, 
customer service, sales needed. Person must be self 
motivated, energetic, creative with entrepreneurial qualities. 
Excellent benefits & compensation packaae. EOE. 
Send confidential resume to: Environmental Care, Inc., 
825 Mabury Road, San Jose, CA 95132. 

in No. Calif. Bay Area market. Positions require 3-5 vears 
oroven track record in managing a business in the Green 

Landscape Designer/Estimator Needed 
Well established landscape/build company seeks 
highly motivated, well organized, self starter to join 
our team effort. Must have a minimum of 3 years 
experience in landscape field and a knowledge 
of ornamental horticulture. Must have ability 
to communicate well, design, estimate and sell 
projects. Competitive salary and benefits package. 
Send resume to Gradco, Inc., 7341 Cahaba 
Valley Road, Birmingham, Alabama 35242. 
Attention Mike Summers. 

ggsili? w&mm 
One of No. VA's Most Successful Landscape firms 
has opening for Designer/Estimator & Production 
Manager. Must have minimum of 2 years experi-
ence. Excellent growth opportunity and benefits 
package. 

Call 7 0 3 - 3 5 2 - 7 5 5 5 
SALES E N V I R O N M E N T A L C A R E , I N C . is 
expanding markets in No. Calif. Bay Area. Must 
have 3-5 years experience and strong track record 
in sales. Need to be articulate w/strong interper-
sonal and organizational skills. Knowledge of local 
markets and property management a plus. Excellent 
growth potential, full benefits. Send resume: 825 
Mabury Road, San Jose, CA 95133 EOE 

M A N A G E M E N T 
O P P O R T U N I T I E S A V A I L A B L E ! 
A n e s t a b l i s h e d S o u t h e a s t - b a s e d l e a d e r in 
p r o f e s s i o n a l l a n d s c a p i n g , m a i n t e n a n c e a n d 
i r r i g a t i o n s e r v i c e s h a s i m m e d i a t e o p e n i n g s 
f o r s e v e r a l e x p e r i e n c e d a n d w e l l - q u a l i f i e d 
individuals for the fol lowing posi t ions: 

- VP/General Manager - Sales Director 
- Irrigation Manager - Field Superintendent 

O u r client is looking for people who are truly 
c o m m i t t e d to this bus iness and w h o des i re a 
u n i q u e o p p o r t u n i t y t o w o r k f o r a c o m p a n y 
tha t is expe r i enc ing the kind of rapid g rowth 
that will lead to f u t u r e a d v a n c e m e n t . 

I n t e r e s t e d a n d q u a l i f i e d c a n d i d a t e s s h o u l d 
e i the r t e l e p h o n e , fax or mail the i r r e sume to: 
FSJ S e r v i c e s , Inc . , G r e e n S e a r c h " D i v i s i o n . 
550 Spalding Drive NE. At lanta . Georgia 30328 
Tele. (770) 392-1771 Fax (770) 392-1772 

Ero unas Maintenance 
and Enhancement 

Supervisors & Managers 
Become a part of one of Maryland and Virginia's 
fastest growing team of landscape professionals. 
Come and work for a company that recognizes 
qual i ty as a dai ly occur rence and knows that 
customer satisfaction is a successful driving force. 
Positions are full-time with exceptional compen-
sation, benefits, and advancement opportunities. 
Mail or fax your résumé today to: Tom Davis, 
Bozzuto Lanscaping Company, 15127 Marlboro 
P ike , U p p e r M a r l b o r o , M D 2 0 7 7 4 , Fax No. : 
301-627-7011. 

Join America's leading irrigation and landscape 
lighting distributor. Century Rain Aid. as we continue 
to grow. Century is now accepting applications for 
branch management positions for the Philadelphia 
and New Jersey markets. Irrigation experience and 
a college education are preferred. Century offers 
industry competitive wage and benefit programs. 
Please send your resume and salary requirements to: 

Century Rain Aid. 31691 Dequindre Rd.. 
Madison Heights. Ml 48071, Attn: Wayne MILLER. 

PRE-EMPLOYMENT DRUG SCREENING REQUIRED. 
CENTURY IS AN EQUAL OPPORTUNITY EMPLOYER. 

AGRONOMIST 
Large private lawn care co. in Buffalo N.Y. needs 
motivated turf expert. A 4 yr. degree and 5 years 

exper. is required. Training and safety background 
helpful. Benefit package includes mid 30's to start. 

Send resume to: Funk Lawn Care. 
330 Fi l lmore Ave. , Tonawanda, N.Y. 14150 
or contact Bill or Bob at 1 -800 -FUNK-LAWN 

^ LAWN CARE SALES 
^VF Would \ou like to 

' f l x "work in the sunshine"? 
Nationally known company is looking for aggres-
sive Sales Reps, to work in the Tampa Bay area. 
Great benefit pkg. Paid vacation and year round 
work . B a s e pay of 1 7 - 2 2 K plus c o m m i s s i o n . 
Send resume to P.O. Box 12510. Oldsmar, FL 54667. 

Every month the Market Showcase offers 
readers of Landscape Management a com-
plete and up-to-date section of the products 
and services you're looking for. Check it out 
every month, or you might miss out. 
For all ads under $250, payment must be 
received by the classified closing date. VISA, 
MASTERCARD, & AMERICAN EXPRESS 
accepted. Send to: Advanstar Marketing 
Services, 7500 Old Oak Blvd., Cleveland, OH 
44130 
BOX NUMBER REPLIES: Landscape 
Management LM Box #, 131 W. First St., 
Duluth, MN 55802 
FOR ADVERTISING INFORMATION AND AD 
PLACEMENT, CONTACT: DESNISE ZAPPOLA, 
216-891-3162, 1-800-225-4569, (ext. 162), 
Fax 216-826-2865 

H E L P W A N T E D 

Heyser Landscaping, Inc. 9 cont inu t ing to 
build on a 68 year repu ta t ion , is now 
hiring supervisors , fo repersons , assis-
tant fo repersons , for specialty display, 

I p lant ing and m a i n t e n a n c e crews in 
I the sou theas te rn P A , no r the rn NJ 

a n ( l D E areas . Excel lent wages and 

I benef i t s including: 

Paid holidays, vacation and sick time; 
heal th , denta l , life, S T / L T disabi l i ty 
insurance; vision and prescription drug 
plans; 401 (k) pension plan; uniforms 

Send resume and salary requirements to: 
Heyser Landscaping, 4(H) North Park 
Avenue , Norristown, P A 19403, 
or fax to (610) 630-1288 

The City of San Antonio 
is seeking an individual for the position of City 
Arhorist. Responsibilities include enforcing the 
Tree Preservation Ordinance and supervision of 
professional and technical staff. Applicants must 
have a Bachelor ' s degree f rom an accredited 
university in Forestry. Arboriculture. Landscape 
Architecture or related field and two years expe-
rience in arbor icul ture , forestry, or a related 
field. Salary range is $35.220 to $52.836 annually. 
I n t e r e s t e d ind iv idua l s send r e s u m e s to the 
Human Resources Department. PO Box 839966, 
San Antonio. Texas 78283-3966, or fax resumes 
to (210) 207-4026, a t t en t ion : H o m e r Smith . 
Closing Date: Open. EOE. 

Grounds M a n a g e m e n t 
DuBrow's Nurseries, Inc., a full service Horticultural 
corporation, has immediate openings for all levels 
of management. Individuals will be servicing upscale 
corporate and condo management clientele. Must 
possess a related college degree, with excellent 
communication skills, bilingual a plus. Competitive 
salary and full company benefits. 

Please tax resumes to: DuBrow's, attn. Michael 
Branch, fax: 201-992-6050. E.O.E. M/F 



C L A S S I F I E D S 

Environmental Care, Inc. the largest landscape 
maintenance company in the United States has 
positions available in Phoenix, Arizona. We are 
seeking career minded, experienced indivduals 
to be Account Managers. Qualified indivduals 
will be team oriented with excellent customer 
service skills. Benefits include medical, dental, 
life insurance, and 401K. 

Send resume to 2902 E. Illini. Phoenix, 
Arizona 85040 or FAX (602) 276-8191, 
Attn: Bill Kademacher. EOE. Pre-employ-
ment drug/alcohol screen required. 

LANDSCAPE/IRRIGATION SUPERVISOR 
Excellent opportunity to join a growing industry 
leader. We seek an energetic, team-oriented, and 
self-motivated individual with good communication 
and organizational skills. Ability to coordinate 
materials and equipment and capacity to run crews 
efficiently a must. Good compensat ion and 
advancement for right candidate. 

Send resume or call: 
Terrafirma Inc., 3780 E. Morgan Rd.f 

Ypsilanti, Michigan 48197 
(313)434-3811 

M A I N T E N A N C E S U P E R V I S O R S The Brickman 
Group, Ltd., one of the nat ion's largest and 
fastest growing full sen/ice landscape companies, 
has an immediate need in principal cities east of 
the Mississippi for maintenance supervisors with 
2-5 years experience. Brickman seeks energetic, 
t eam oriented col lege graduates with proven 
leadership, communicat ion and interpersonal 
skills. Brickman offers full-time positions, excel-
lent advancement opportunities and exceptional 
c o m p e n s a t i o n and benefi ts with an industry 
leader building on a 56-year tradition of uncom-
promis ing cus tomer serv ice . For i m m e d i a t e 
confidential consideration, please send or fax 
your resume with an indication of your geographic 
p r e f e r e n c e s and wi l l ingness to re loca te to: 
The Br ickman Group, Ltd., Corporate Off ice, 
3 7 5 S. F l o w e r s Mi l l R o a d , L a n g h o r n e , PA 
19047, 215-757-9630, EOE. 2/97 

LANDSCAPE Chapel Valley Landscape Compa-
ny, Award-winning, quality-oriented landscape firm 
is looking ahead to spring and expansion! In antici-
pation of a busy "growing" season, we are seeking 
reliable, motivated team players to fill the following 
vacancies in the M D / V A / D C areas: F o r e m e n , 
Ass is tan t F o r e m e n , Crew W o r k e r s . W e offer 
excellent compensation, employee development, 
and benefits in a drug-free environment. EOE. 
Send resume or call: HR Dept. , Chapel Val ley 
Landscape Company, PO Box 159, Woodbine, 
MD 21797, 301 -924-5400. 3/97 

FLORAPERSONNEL, INC. In our second decade of 
performing confidential key employee searches for 
the landscape/horticulture industry and allied trades 
worldwide. Retained basis only. Candidate contact 
welcome, confidential, and always free. 1740 Lake 
M a r k h a m Road, Sanford, FL 3 2 7 7 1 . P H O N E 
(407)320-8177. FAX (407)320-8083. 12/97 

SERVICE MANAGER Join a fast growing company 
in Southwestern Connecticut. Ambitious, highly 
motivated individual with good communications 
skills, management capabilities and mechanical/ 
equipment talent to take charge of lawn care and 
mowing operations. Send your resume and salary 
requirements to: President, P.O. Box 214, Greens 
Farms, CT 06436. 2/97 

H E L P W A N T E D 

Landscape Chief Est imator Aggressive, estab-
lished commercial landscape contractor searching 
for experienced leader knowledgeable in site devel-
opment, grading operations, landscape & irrigation 
installation, and landscape maintenance. Computer 
experience mandatory; Lotus 123 release 5 or 
Excel preferred. Successful candidate must be 
professional, organized, team oriented and skilled 
in management . Remarkable opportunity for a 
career . Sa la ry -D .O .E . Submit credentials and 
employment references via fax @ (702)252-7031 
and mail to: Gothic Landscaping, Inc., c/o Chief 
Est imat ing Posit ion, 4565 West Nevso Drive, 
Las Vegas, Nevada 89103. 2/97 

Landscape Installation Foremen - North Carolina 
commercial landscape firm is seeking qualified 
personnel for Charlotte operations. 2 years experi-
ence and/or Horticulture degree. We offer compet-
itive salary plus incentive plan, excellent benefits, 
and unlimited opportunities. Respond to: HR Man-
ager, Southern Tree & Landscape Companies, 
PO B o x 7 0 6 7 , C h a r l o t t e , NC 2 8 2 1 7 . Fax 
(704)375-7555. 2/97 

H E L P W A N T E D R E L O C A T E T O P O R T L A N D , 
O R E G O N and join our growing, full service land-
scape business dedicated to quality since 1964. 
Experienced arborists, applicators, construction 
and maintenance crew leaders desiring to join our 
team should contact our office below. Drug testing, 
dr ivers l icense and good driving record are 
required. Tree Care Unlimited, Inc., PO Box 1566, 
5600 SW Rosewood St., Lake Oswego, OR 97035, 
503-635-3165 (office), 503-635-1549 (fax). 4/97 

G r e a t O p p o r t u n i t y - O p e r a t i o n s M a n a g e r . 
Showcase Landscape, a leader in Minneapolis, 
St. Paul has a great opportunity for the position of 
Operat ions Manager . The qualif ied applicant 
should have good organization skills, and a solid 
background in Grounds Management. Responsi-
bilities include: Grounds Main tenance , Land-
scape, Irrigation, and Snowplowing. Solid support 
staff and sales staff already in place. We need a 
leader who is committes to customer satisfaction 
and is able to actively find ways to lower costs. 
Please send resume and salary requirements to 
S h o w c a s e L a n d s c a p e 7 0 8 6 Quant ico Lane, 
M a p l e G r o v e , M N 5 5 3 1 1 , or cal l S t e v e st 
(612)425-5296. 2/97 

FRANCHISE SUPPORT Join Illinois based leader 
in lawn and tree care franchising since 1977. 
Spring-Green seeks individual with green industry 
background to train and support franchise owners 
in the use of our marketing and operating systems. 
Qualified candidate must have college degree, be 
self-motivated and people-oriented. Excellent com-
pensation package includes company car, medical, 
life, 401K and bonus opportunities. Fax resume to: 
Franchise Support 815-436-9056. 2/97 

BRANCH SALES MANAGER National Lawn Equip-
ment, Parts & Accessories Supplier expanding 
into the Northeast, Mid Atlantic and Southeast. 
Need articulate individual with retail management 
experience. Computer literate. Several markets 
avai lable . Send resume with salary history & 
requirements to: Landscapers Supply, P.O. Box 
459, Spring Valley, NY 10977-0459. 8/97 

MARKET SHOWCASE 
GOLF COURSE MARKETPLACE 

CLASSIFIED ADVERTISING 

For all ads under $ 2 5 0 , payment must be received by the classified closing 
date. We accept VISA. MASTERCARD & AMERICAN EXPRESS. Credit card 
orders are accepted by phone. 

ISSUES CLOSING DATES 
April 1997 3/6 
May 1997 4/8 
June 1997 5/8 
July 1997 6/6 

August 1997 7/8 
September 1997 8/7 

October 1997 9/8 
November 1997 10/8 
December 1997 TBA 
(Please call Sales Rep to confirm dates.) 

S E N D A D C O P Y WITH PREPAYMENT TO: 
Denise Zappola, LANDSCAPE MANAGEMENT, 7500 Old Oak Blvd., Cleveland, 
OH 44310. For more information call: 1-800-225-4569 or 
216-891-3162, Fax: 216-826-2865. 



AD I N D E X E Q U I P M E N T F O R S A L E F R A N C H I S E O P P O R T U N I T I E S 

SPYDERS- New/Used/Rebuilt. Full line of replace-
ment parts and update kits. Kubota, Ruggerini, and 
Kohler engines & 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, Crystal Lake, IL 
60012. (800)397-7509, FAX (815)455-7366. 12/97 

F O R S A L E 

B U C K E T T R U C K : 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. 800-597-8283. 12/97 

Protect yourself and your applicators from granular 
fertilizer and pesticide dust when operating Lesco 
and Scott's commercial spreaders with the Applica-
tor's Friend shield. Now only $35 .95 ! Riverside 
Gardens, Inc. 1-800-595-2774. 3/97 

Send Blind Box Replies to: 
Landscape Management 

Classified Ad Dept. 
131 W. First St. 

Duluth, MN 55802-2065 
(Please include box number in addres) 

' Is Your Business Stagnate? 'Looking for better 
products? 'Does your business require profession-
al marketing experience? 'Or, do you want to add 
lawn care to a new or existing business? Now is 
the t ime to cons ider a f ranch ise with N A T U -
R A L A W N O F A M E R I C A , the leader in organic-
b a s e d lawn care . D u e to our env i ronmenta l ly 
responsible approach, we are the fastest growing 
lawn care company in the U.S. For details, contact 
us on the Internet at w w w . n l - a m e r . c o m or call 
Randy Loeb, Franchise Development Manager at 
800-989-5444 8/97 

S E R V I C E S 

Advertise your business on the I N T E R N E T and 
find LOCAL and REGIONAL customers interested 
in your services. You've been hearing about it, 
but is your c o m p a n y tak ing a d v a n t a g e of it? 
H a v e us develop your own home page on our 
Internet Directory. Call LandscapeUSA Internet 
D i rec to ry S e r v i c e s t o d a y ! ( 8 0 0 ) 9 6 6 - 1 0 3 3 
ht tp: / /www.lanscapeusa.com 2/97 

W H O L E S A L E D I S T R I R U T O R 

Needed to market environmentally friendly, liquid, 
slow-release fertilizer products direct from manu-
facturer. Ken Franke, P.O. Box 123, Plato, M N 
55370; 800-832-9635. 12/97 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

Reprints of Landscape Management articles, advertisements, 
news items or special announcements are available through 
Advanstar Marketing Services. Customized to meet your specific 
needs, reprints are highly effective when you use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 
• Train and educate key personnel, new hires 
• Enhance press kits 
• Compile reference materials 
• Track trends and emerging technologies 

ARTICLES 

N E W S ITEMS 

ADVERTISEMENTS 

m • V I i L - l r f . V J 
management 

ADVANSTAR MARKETING SERVICES 
1 - 8 0 0 - 7 3 6 - 3 6 6 5 
2 1 6 - 8 9 1 - 2 7 4 4 
FAX: 2 1 6 - 8 9 1 - 2 7 2 7 

101 Agrevo 3 
160 American Cyanamid 45 
102 American Cyanamid/Lawn . .Cv2 
103 American Cyanamid/Golf . .Cv2 
104 Bayer Corp 14-15G 
105 Bayer Corp 18G 
106 Bayer Corp 2-3G 
107 Bayer Corp 2-3L 
108 Bush Hog Cv3 
109 CNA Insurance 21L 
110 Dingo Diggers 17L 
111 Dixie Chopper 18-19L 

Dodge Chrystler 12-13 
113 Grasshopper 37 
114 Gravely 39 
115 Great Salt Lake Minerals 4 
116 Howard Price 32 
117 Husqvarna 5 

ISK Biosciences/Golf . . . .40A-D 
170 Int'l Lawn Garden Expo . . . .24L 
118 Jacklin Seed 14-15 
119 John Deere 6-7L 
120 Kubota 17 
121 Millcreek 20L 
122 Milliken 5G 
171 Milliken 7G 
123 Nitro Green 48 
124 Nutramax 17G 

Nutramax/Bellyband Golf . . Cvl 
125 Oregon Tall 19 
126 PBI/Gordon 24-25 
127 Plant Healthcare 48 
128 Rexius 48 
130 RJ Advantage 49 
132 Rhone Poulenc 30-31 
133 Sandoz Barricade 10-11L 
134 Sandoz Sentinel 10-11G 
135 Scag 13L 
136 Schipper 48 
137 Stihl 7 
138 Tanaka 49 
139 Tee 2 Green Cv4 
141 Terra/North 9 
142 Terra/South 9 
143 Textron/Jacobsen 13G 
144 Walker 15L 
140 Wells 9L 

This index is provided as an additional 
service. The publisher does not assume 
any liability for errors or omissions. 

http://www.nl-amer.com
http://www.lanscapeusa.com


Grab Bag 
Back to grass: more 
reasons why 

Dr. Richard Cayton of the 
New Jersey Turfgrass Associa-
tion agrees that the support 
for artificial turf just isn't there 
as it once may have been. 
"Grass is much more forgiving, 
and the economics of synthet-
ics are frightening," says Cay-
ton. Nor is synthetic turf 
"maintenance free," as many 
have been led to believe. 

"Maintenance [of artificial 
turf] is just as high," Cayton 
says, "and it has to be replaced 
every six to 10 years. And 
there are non-hit related in-
juries such as cleats grabbing 
in the surface." 

Pesticides in 
perspective 

A part per million is equal to: 
one ounce of salt in 62,500 

pounds of sugar; or, 
one inch in 16 miles; 
one second in 16 days. 
1 part per trillion amounts 

to a pinch of salt in 10,000 
tons of potato chips or one 
inch in 16,000,000 miles. 

How wet is it? 
A contest by the Oregon 

Statesman Journal asked read-
ers to answer that very ques-
tion, during a period of heavy 
rain. Here are three of the best 
one-liners: 

It's so wet that... 
"...our alphabet runs from H20." 
"...my sponge cake is leaking." 
"...I saw a catfish using a litter 
box." 

COURTESY LARRY KASSELL 

Trooper uses entomology on the job 
Name: Jack Webb. 
Occupation: Delaware state trooper. 
Specialty: Forensic entomology. 
Those are the facts, ma'am. And Webb, an 

entomologist from the University of Delaware, 
has made forensic entomology—a little known 
branch of criminology—his crime fighting niche. 
Webb has catalogued the types and progression 
of insects that mark corpse decomposition in the 
mid-Atlantic area of the U.S. 

Pig carcasses were left to decompose on the 
university research farm, and Webb returned to 
the scene every so often to capture nesting 
insects and catalog them as to species, cycle of 
life and time of collection since the pig's death. 
Webb has five boxes of insects, from flies the size 
of pinpoints to large beetles. The catalog of 
insects has helped solve homicides in Delaware 
and surrounding states. 

"I knew I always wanted to do something posi-
tive with my life," says Webb. 

"Troopers are here to help and to protect." 

PHOTO BY CHRISTINA MUZZI 

Charlie's description of a customer 
Charlie Racusin, top man at Environmental Landscape Services, 

Inc., Houston, donned a chef's outfit at the 1996 ALCA Conference to 
to describe the "recipe" for success. The main ingredients? Quality of 
service and high-touch service, said Charlie. He added the following 
description of today's customer: 

"I am much more demanding than I was years ago. I've grown ac-
customed to better things. My needs are more complex. I'm perfectly 
willing to spend more money with you; I have more money to spend, 
but I insist on good service. I am above all, a human being and I'm 
sensitive, especially when I'm spending my money... .My ego needs 
some nourishment including a friendly, personal greeting from you. 
It's important that you recognize my importance, that you appreciate 
my business." 

Grab Bag features brief observations and prognostications throughout the green industry. 
If you have an unusual photo or comment you'd like to share with us, please send it in... 



Mr. Contractor, we know that top appearance and competitive pricing are the 
one-two punch you want to deliver to your competitors. Because top appear-
ance and competitive pricing are what your customers want. You get both with 
Bush Hog's new Turf Champ Zero Turn Mowers. 
One - The best appearance delivered by any Zero Turns. 
Two - Unmatched efficiency because Bush Hog's Turf Champ Zero Turn 

mower line offers a choice of rugged mowers that let you match your 
equipment to your applications. 

Check out these features: 
• Air-cooled 18 HP Briggs & Stratton and 22 HP Kohler 

Command engines 
• Water-cooled 20 HP Kawasaki engines 
• 48-, 52- and 61-inch wide decks 
• 10-gauge steel decks with 7-gauge stiffeners 
• Standard anti-scalp rollers 
• 90-degree deck tilt for easy maintenance 
• Hydraulically-dampened steering levers 
• Adjustable seat 
• Large footrests 
Give your competitors the one-two punch. Call or write for free 
literature today. 

IPiMHOG 
TURF AND LANDSCAPE TOOLS 

We Make You Look Your Bestf 
ZERO-TURN MOWERS • TRI-DECK FINISHING MOWERS • 

AIR TUNNEL FINISHING MOWERS • REAR DISCHARGE FINISHING 
MOWERS • FLAT DECK FINISHING MOWERS • GT42 POWERED 

ROTARY CUTTERS • BOX BLADES • ROLL-OVER BLADES • SINGLE 
ROLLER PULVERIZERS • DOUBLE ROLLER PULVERIZERS • 

PLUGGERS • BACKHOES • LANDSCAPE RAKES - ROTARY TILLERS 
• REAR BLADES • POST HOLE DIGGERS • SQUEALERS • ROTARY 

CUTTERS • CHIPPER/SHREDDERS • FRONT END LOADERS 

m m m i m m 
DIVISION OF ^ ^ A L L I B O PRODUCTS CORPORATION 

Dept. LM-02 • P.O. Box 1039 • Selma, AL 36702-1039 • (334) 872-6261 

Card 



"I've Specified Penncross For 33 Years 
Why Mess With Success?" 

' T 've been in business 33 years as a 
lgolf course superintendent, 
contractor, consultant and golf course 
owner. Of the nearly 500 greens I've 
built or rebuilt, 95% have been planted 
with Penncross creeping bentgrass. 
The customers specified PennLinks on 
the others. 

As a certified golf course builder, 
my company is currently working on 
six courses in three states, and all will 
have Penncross greens. 
Why? Because I believe 
Penncross has already 
been where all of the other 
bents are trying to go. 
Penncross can take the 
extremes of heat, humidity 
and cold we experience 
here, plus the daily wear 

Tee-2-Green 
Corp. 

PO Box 250 
Hubbard, OR 97032 

1-800-547-0255 
503-651-2130 

FAX 503-651-2351 

and tear of spikes, ball marks and 
divots. But the real value is in its rapid 
establishment. In today's economy, a 
golf course must generate revenue 
quickly to recoup land, construction 
and startup expenses. I can seed 
Penncross anytime the soil is warm 
enough to germinate and have green 
grass in five days. We're then mowing 
the greens in 13 to 16 days. This 
pleases both investors and owners. 

We mow Penncross 
between 5/16" and 1/8", 
and this is fast enough to 
please the most demand-
ing golfer we get. 

I plan to specify 
Penncross for years to 
come. Why would anyone 
mess with success?" 

Penncross is available from your dealer in the distinctive 
burlap bag or 25 pound 'Penn Pail'. Order yours today. 


