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Changing the Course.

ow, golf course superintendents can

change the course of turfgrass disease

control with HERITAGE, a completely
new fungicide with a novel mode of action.
HERITAGE will give your golf course round-the-
clock protection against devastating diseases. With
its powerful combination of preventative and curative
activity and its high level of effectiveness against 18
of the toughest turf diseases, HERITAGE will make
an outstanding difference in the quality and health
of your turfgrass.

I'he active ingredient in HERITAGE is based

on naturally occurring fungicides, called strobilurins,
which are found in certain mushrooms.

HERITAGE has a novel mode

of action which is different than any
other fungicide now on the market.

[t has both preventative and curative
activity and is absorbed into

the leaf blades and stems

New HERITAGE" Fungicide.
Changing the Course of Disease Control.

as well as taken up by the roots. This ensures that
your golf course is protected from the devastating
effects of turfgrass diseases.

HERITAGE is the only fungicide available
that controls both brown patch and Pythium, as
well as take-all patch, summer patch, anthracnose
and snow mold —an unprecedented advantage for
the turf professional’s disease program. HERITAGE
is also effective against certain fungicide-resistant
pathogens, making it an extremely useful tool in

resistance management strategices.

ZENECA Professional Products



Superintendents will find that HERITAGE
is exceptionally compatible with the environmental
balance of their courses. HERITAGE poses minimal
risk to birds, mammals and fish, and its low use rates
and extended application intervals mean less active
ingredient is released into the surroundings.

For more information on HERITAGE
Fungicide and how it’s changing the course
of disease control, contact your Zeneca Sales
Representative or call Zeneca Professional Products

Toll Free at 1-888-617-7690.

Once you learn about the powerful,

round-the-clock protection this new fungicide
ofters, you'll agree that it’s time to change the
course of your turfgrass disease management

program, with HERITAGE.

Heritage
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Material costs will hike landscape
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56 TAMING THE HEMLOCK
WOOLY ADELGID
Reduce this pest through cultural
controls, like bird feeder placement,
and chemical tactics, such as
diazinon and malathion in
June/July.

DEBORAH SMITH-FIOLA,
PH.D.
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This was supposed to be a testimonial ad,

but we couldn’t get anyone

The Pentagon isn’t exactly famous
for small talk. So when we asked
them for a word about Lofts Seed,
they gave us two: No comment,
Luckily, their beautifully landscaped
campus speaks for itself. And it
clearly says that Lofts outranks

the competition.

Lofts Seed has been used to
produce some of the most beautiful
grounds in America since 1923.
From the Pentagon to Central Park
to Boston’s Fenway Park, you'll

find a wide variety of our top quality

stock mixtures such as Summer
Stress, Ecology Mixture and Tri-
Plex Ryegrass. Plus, custom mixes
for DOT projects, hydroseeding,
reclamation areas and sports turf.

Lofts developed such industry
staples as Preakness Kentucky
Bluegrass, the Palmer line of

. to talk.

perennial ryegrasses and
the Rebel family of ;
turf-type tall fescues. “
Our seasoned agronomists
provide technical advice,
support and recommen-
dations for any site or
situation. And our
distribution network
stretches from coast to
coast, providing exception-
al service and delivery.

So trust your next job to the turf-
grass seed that some consider top
secret. And give your competitors
something to talk about with Lofts.

N \.’
Call Lofts Seed toll-free
at 1-888-LOFTS CO

www.turf.com

Where Great
Grass Begins
Circle No. 118 on Reader Inquiry Card
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- A New Salt Company Is Born.

In truth, it's a company you already know well. But with resources we've never been
able to offer until now. Cargill Salt has acquired the North American salt production,
processing and distribution of Akzo Nobel Salt. Basically, we now have salt in all the
places we didn’t. Water conditioning, food, deicing, agriculture. No matter what your
reason for using salt, we've put together one incredible company to bring it to you.

To leam more, contact us at www.cargill.com or 1-800-CARGILL.

More Salt. More to offer. G ﬂm“_l
SALT

Circle No. 105 on Reader Inquiry Card
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OPENING SHOTS

Industry likes
growth, now
just wants an
ordinary day

TERRY McIVER
Editor-in-Chief

6 LANDSCAPE MANAGEMENT

oing business in the green industry this
year will be greatly influenced by the
cost of materials and availability of good
labor.

These issues remain from last year, when read-
ers we surveyed admitted that the ‘traditional’
labor force no longer exists in the industry.

At that time, we reported that half of all em-
ployees were either foreign, female or 65 and up.

Now, whatever the makeup of the 1997-98
green industry workforce, it’s just plain harder to
fill the ranks. Especially with good workers.

This year we've found
that 38 percent of those
surveyed credit their suc-
cess to reliability of their
work force. Even ahead of
customer renewals or new
customers. Affordable
wages were named by a
scant five percent as being
related to success. Pay
what you must, just find
some good help!

Near full employment
doesn’t help the dearth of
able bodied bodies. And
then there’s the ones who
disappear from sight after
six months on the job.

“In our industry, we can’t pay them enough to
compete with others around here,” says Paul
Guthrie of Tuscaloosa, AL.

“Some of these contractors are paying $12 per
hour for someone to push a wheelbarrow. In our
business, we can’t compete.”

As far as competition, we're told it’s fierce,
and not always “fair.” Contractors we surveyed
were divided over whether or not competition
was fair. Either low-balling companies were to
blame, or companies stayed away from jobs they
knew they'd eventually lose in a bidding war.

Others hold out against low pricing guys,
and/or accept the situation as it exists.

“There are companies out there that [price
too low to cover cost of materials],” says Jeffrey
Sheehan, president of Confidence Landscaping,
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Campbell, CA. “They're out of business in a few
years. Many of our potential clients, a significant
percentage, are just price shopping and they re-
ally don't care [about quality], as long as they can
get something... There's always a market for the
low-price guy.”

“You get inexperienced people popping up in
our industry, and that drives the price down,”
says William Canon of Canon Russeau Land-
scape, Carleton, MI. “We look for customers who
know who we are and that we can perform. We
look for projects that have limited bid access.”

Forty-two percent of landscapers expect rev-
enues to increase in 1997. Twenty-two percent
expect revenues to stay the same.

Golf course supers are concerned over the
availability of mechanics with know-how.

“We're finding out that an equipment man-
ager is probably more important than an assistant
superintendent, just because equipment is so ex-
pensive, it's so sophisticated now, you have to
have good maintenance for equipment,” says Bob
Foos of Lake Shore CC, Rochester, NY.

Superintendents are playing it smart in areas
they can immediately control, such as safety. Jobs
like tree climbing are subbed out. It's also less ex-
pensive that way.

On the athletic turf front, budgets continue to
be the big penalty managers face. To get the dol-
lars you want, you have to get the people who
hold the purse strings, “to look at it from a safety
standpoint and an aesthetic standpoint,” says
Roger Bowman of the University of Delaware.

The green industry is far from being a sleepy-
eyed business that just gets by. It's as active as
ever, and the challenges are great in every sector.

How are you getting through the current
green industry year? To get in touch, call
800/225-4569, x709.

E-mail to: tmciver@advanstar.com
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Brown Patch And Dollar Spot
Give You Two Choices.

Do a lot of explaining.

TWO excellent
preventative/curative
fungicides with different
control spectrums.

PROSTAR Fungicide controls

brown patch, plus 7 other
common turf diseases including fairy ring. With 2
to 3 weeks residual (versus 1 week), its unique class
of chemistry is ideal for resistance management
rotated with other fungicides. It also tank mixes
with many other turf products.

Prevent them with
ProStar and ProStar Plus.

PROSTAR PLUS™ Fungicide controls both
brown patch and dollarspot. A premix that utilizes
the lowest labeled rates of PROSTAR and Bayleton,
the combined “synergistic” action is more effective
than either agent alone. And it provides up to 30
days protection, even at these lowest labeled
component rates.

PROSTAR and PROSTAR PLUS both have
premeasured water-soluble packaging. Both are
non-phytotoxic to all fine turfgrasses, and neither
will um rfere with growth wuulluux programs.

Go with the obvious choice for best results.

ProSI'ar + ProStar Plus

or, Inc. Read and follow label directior
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This new single-source reference provides
the most current and comprehensive information
on the basics of turfgrass and landscape
management available today!

The Landscape
Management Handbook

edited by ; ‘#
William E. Knoop & ¥ 2
O

125 pages. softcover
Item #L.SMB830
$3485

W 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 Managemenl Handbook provides a
unique, single-source reference of comprehensive informa-
tion 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 Depl. © 131 W, Ist S, Duluth, MN 55802

Shipping/Tax: UPS—add $5 per order, plus $1 per additional book. Interational, Hawali, Alaska,
Canada and expedited shipments—call for rates: Residents of CA, CT, GA, IL, MN, NJ, NY, OH and

(:.'mon!|

TX must add sales tax. Prica subject to change. CODE: 950071
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INEWEYANBh speed
pPoYETRAIeEYEttaciiment
The most cost effective way to maintain irrigation he.
Cleans and cuts perfectly in under four seconds

Frees valuable labor time
OpUmlzes use of o~

Made of high quality injection-molded plastic,
Powerhead attaches easily with a bolt and a washer



Before

Powerhead Distributor

Atlantic Division
Phone: 410-548-2200

Canada Division

Phone: 5619-268-8001

Great Lakes Division
Phone: 517-333-8788

Gulf States Division
Phone: 813-628-0496

Phone: 402-330-1910

Pacific Division
Phone: 503-678-9000

Southern Division

Phone: 409-731-1017

Western Division
Phone: 209-253-5700

Approximate 85% saving
in cutting time

Time taken Time taken
with Powerhead by hand

This simple and
effective tool is used for
both golf and landscape

maintenance.
Satisfied customers
acclaim Powerhead as
the most efficient way to
keep irrigation heads
clear of grass.
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professional organizations:

Associated Landscape Contractors of America
150 Elden Street, Suite 270, Herndon, VA 20170
(703) 736-9666

American Association of Nurserymen
(National Landscape Association)

1250 I St. NW, Suite 500, Washington, DC 20005
(202) 789-2900

Golf Course Superintendents Assn. of America
1421 Research Park Dr

Lawrence, KS 66049-3859

(913) 841-2240

Independent Turf and Ornamental
Distributors Association

1217 Wayburn

Grosse Pointe Park, MI 48230

(313) 331-7739

International Turfgrass Society

Crop & Soil Environmental Sciences, VPI-SU,
Blacksburg, VA 24061-0403

(561) 996-3062

National Arborist Association

The Meeting Place Mall, P.O. Box 1094,
Ambherst, NH 03031-1094

(603) 673-3311

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

Ohio T Foundation
P.O. Box 14824, Columbus, OH 43214
(614) 261-6750

Professional Grounds Management Society
120 Cockeysville Rd., Suite 104,

Hunt Valley, MD 21031

(410) 584-9754

Professional Lawn Care Association of America
1000 Johnson Ferry Rd., NE, Suite C-135,
Marietta, GA 30068-2112

(770) 977-5222

Responsible Industry for a Sound Environment
1156 15th St. NW, Suite 400,

Washington, DC 20005

(202) 872-3860

Sports Turf Managers Association
1375 Rolling Hills Loop, Coundil Bluffs, IA 51503-8552
(712) 366-2669; (800) 323-3875

Turf and Omamental Communicators Association
P.O. Box 156, New Prague, MN 56071
(612) 758-5811

PLCAA-
GROWING LEADERS FOR SUCCESS
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Visit PLCAA’s
Web Site:
www.plcaa.org

Ribfication!

This new single-source relerence provides ]‘
the most current and comprehensive
information on the basics of turfgrass and }
landscape management avallable today! L e

The Landscape
Management Handbook

edited by William E. Knoop
125 pages, softcover, Item #1L.SMB830  $34%

The Landscape Management Handbook provides
a unigue, 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 Sarvice Dept. « 131 W. 15t St., Duluth, MN 55802

Shipping/Tax; UPS—add $5 per order, plus $1 per additional book. Intemational, Hawaii, Alaska
Canada and expedited shipments—call for rates, Residents of CA. CT, GA, 1L, MN, NJ, NY, OH and
TX must add sales tax Prices subject 1o change. CODE: 950072
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ASK THE EXPERT

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 Bivd.
Cleveland, OH 44130

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

Q. I allowed a balled river birch

< to go dry for almost a week before I

planted and watered it. It had al-
ready budded and less than five
percent of the leaves survived. Will
this tree find a way to put out new
leaves or is it toast?

~WISCONSIN

A. Plants store energy re-
serves produced during photo-
synthesis the previous season in
the root system. These stored
carbohydrates help produce the
new root and shoot growth that
occurs following transplanting.
Depending upon the mainte-
nance practice of the nursery
where the river birch was
grown, the energy reserves may
vary. However, many absorbing
roots are cut off during the
process of digging and
balling/burlapping a tree. Only
a few large roots remain with
the plant.

In addition to loss of stored
carbohydrates, root loss reduces
the amount of water absorbed.
The resultant water stress has a
negative impact on all plant
functions including photosyn-
thesis, which further depletes
carbohydrates. Water, either
too much or too little, is the sin-
gle most common cause of
transplant failure.

However, trees have good
recuperative potential, and will
often reestablish from the trans-
plant shock. Depending upon
the reserve carbohydrates in the
root system and available water,
your tree may produce new
leaves. In doing so it will further
deplete the nutrients in the root

July 1997

system so the tree must pro-
duce more carbohydrates to
survive. During this recovery
period maintain the health of
the tree through proper
mulching, watering and fertiliz-
ing. Water deeply and infre-
quently. Generally two inches
of water per week is sufficient
for clay soils while sandier soils
may require more water. Be
aware that stressed trees will be
prone to other insect and dis-
ease problems. Monitor for
pests and diseases and provide
appropriate treatment.

Borer larvae eat pine
terminals

Q. In our nursery we found
some borer activity on Scotch pines
and white pines. Most of the dam-
age is on their terminals. From out-
side we don't see frass. In most
cases there are some small holes
right above the end of the discolored
damaged terminals. When cut open
the terminals had tunnels which
are packed with sawdust-like frass.
It is on both ends of the terminals.
What is the problem? What is the
remedy?

~-PENNSYLVANIA

A. The pest problem sounds
like Eastern pine shoot borer.
This pest, since it feeds on the
pith of terminals, can cause ex-
tensive damage to both Scotch
pines and eastern white pines.
They can also damage all two
and five-needle pines, Douglas
fir and white spruce. While
feeding, the larvae first tunnel
downward along the pith area,
and then go upward. In the pith
area the frass pellets will be

packed very tightly on either
end of terminal tunnels. The
frass is not pushed out by the
insect. By late June larvae chew
oblong or oval holes just above
the base of the lower end of the
feeding tunnels. Look for the
packed frass with red brown
bark tissue in the pith area on
both tunnel ends. This is char-
acteristic of Eastern pine shoot
borer. By contrast, the pine
shoot beetle also makes tunnels,
but it produces circular holes
which may have sap flow but
not frass. The European pine
shoot moth and Nantucket pine
tip moth generally burrow into
buds and stems and do not re-
strict their feeding to the pith.
Normally, there will be only
one larval feeding per terminal.

The Eastern pine shoot borer
overwinter as pupa in duff, and
adults emerge around late April
or early May when pines break
buds. They lay eggs on needles.
The eggs hatch into tiny larvae
which tunnel into the pith.
After feeding, the larvae drop to
the ground and overwinter as
pupa in cocoons. Generally, by
July the infested terminals will
be empty. The damage from
Eastern pine shoot borer is lim-
ited to main terminal leaders
and lateral terminals. This de-
forms and stunts the tree.

Generally, insecticidal treat-
ment is not needed unless more
than 10 shoots per tree are
damaged with three years of
harvest. Shear or selectively re-
move infested branches to man-
age this insect. LM



There’s more than
fertilizer in this bag.

-I-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

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.

»Terra

Terra Industries Inc.

P.O. Box 6000

Sioux City, ITowa 51102
1-800-831-1002
www.terraindustries.com

Working with you.
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At Echo, we've been giving landscaping professionals exactly what they need for over twenty-five years: superior outdoor power
equipment that more than performs...day after day after bumping, jostling, banging, hard-working day.

The result? Power equipment that exceeds professional demands for quality, durability and dependability. Echo Pro Performance.
Built by the team that knows what professionals need. Maybe that's why more landscaping professionals choose Echo than any other
brand of outdoor power equipment. For more information on Echo Pro Performance products call 1-800-432-ECHO (3246).




THE Power To BREAK
THE SOUND BARRIER.

Power blowers that deliver maximum performance with minimum sound.

That's Echo Pro Performance. Like our revolutionary Quiet ™ Power Blower.
The ideal blower for use in locations where sound levels are an issue. At only
65 dB(A)*, it's the quietest backpack blower in the industry. And of course,

it's powered by our legendary, world-class, two-stroke engine. Just what you

would expect from the company that invented the power blower.

\\\\\\\\\\\\\\\\\ » \'

* Per ANSI B175.2-1990 at wide open throttle

ECHO

The Pro Performance Team

© 1997 Echo, Inc.
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HOT TOPICS

KC airport’s controlled burn
aids native grasses, forbs

Airport workers
used leaf blowers
to make sure the
controlled burn
stayed that way.

The Kansas City Aviation Department's re-
cent controlled burn at the Kansas City Interna-
tional Airport should enhance the appearance
and health of the native grasses there. The pro-
gram involves planting and cultivating native
grasses, forbs and flowers to foster a natural envi-
ronment and improve wildlife habitat. Lower
maintenance costs and less fertilizer and herbicide
use are other benefits.

Taking care to gauge wind speed, airport
workers started the controlled burn along the in-

bound parkway at

Pest forecast ‘decision support’ tool released

Pest Forecasting Group Inc. (PFG) of
Wilmington, DE/Falls Church, VA, and
Data Transmission Network (DTN) of
Omaha, NE, have combined to offer
PFG’s new turf pest forecasting service,
PestForeCast, to DTN's subscribers via
their satellite information delivery system.

The first of PFG’s three new turf
management decision-support tools,
PestForeCast-Turf Insects, premiered
with DTN in June. PestForeCast-Turf
Diseases is scheduled to be released this
summer, and PestForeCast-Turf Weeds
will be available in the spring of 1998.

PFG's PestForeCast-Turf Insects advi-
sory service provides subscribers with a

the airport during
off-peak airport
times. Air trafhic
controllers used
the airport’s three
runways to pre-
vent aircraft from
taking off and
landing in the
smoke. Workers
used leaf blowers

of the 344 U.S. climate zones.
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series of weekly national maps forecast-
ing the likely presence and activity of

each of 16 major turf insect pests. Each
map represents PFG's estimate of the

likelihood that a damaging stage of a par-  black turfgrass ataenius, and cutworms,
ticular insect species is present and can
be found by scouting at any site in each

Using current weather data, degree-
day modeling, and insect growth phe-
nologies, PFG employs Geographic In-
formation System technology to color
code each zone to show four levels of
estimated risk for turf damage and the
growth stage of the insect posing that
risk. PFG monitors the annual develop-

to “corral” the fire, and keep adjacent “regular”
grass from igniting, while water supplies were
ready if the fire spread too far.

“Fire has always been a factor determining
which plants grow in prairies, and it can control
most woody plants and herbaceous weeds,” says
Jerry Brown, field maintenance superintendent
for the Aviation Department.

“At the same time," adds Brown, “[fire] can
stimulate desirable plants by reducing competition
from cool-season grasses. These grasses use large
quantities of soil moisture and nutrients that could
be available for native warm-season grasses, which
are more productive and moisture-conserving.”

Aviation Department Field Maintenance per-
sonnel determined that it is likely that the typical
method of contending with the grass produces
more pollutants than the actual burning. When
smoke is produced from grass fires, it is composed
mostly of water vapor, carbon, carbon monoxide,
carbon dioxide and very small amounts of nitro-
gen oxides and hydrocarbons. There is little long-
term effect on air quality because of the low lev-
els of possible pollutants, says the Department,
which suggests that mowing the grass, raking, bal-
ing and hauling the bales to storage produces pol-
lution from the internal combustion engines. O

ment of such well known turf insect
pests as chinch bugs, sod webworms,
mole crickets, and Japanese beetles,
along with lesser known but equally
damaging species like masked chafers,

so turf managers don't have to waste
valuable time record keeping and calcu-
lating the accumulated degree-days
needed to best employ some of today's
new environmentally friendly biological
or biology-based control materials.
For all industry categories
PestForeCast-Turf Insects can be used
by all levels of turfgrass management
from innovative IPM strategies on envi-
ronmentally sensitive highly managed



DowElanco gets go-ahead for Conserve SC

DowElanco’s new product, Conserve
SC turf and ornamental insect control, has
received an accelerated registration for
sale in the U.S. under the Environmental
Protection Agency's “Reduced Risk” regis-
tration program.

Conserve is derived from a naturally
occurring organism and offers excellent
control of sod webworms, cutworms and
army worms, as well as many ormamental
insect pests. Conserve, the first turf and
omamental product in the new spinosyn
chemical class, combines the efhicacy of
synthetic insecticides with the benefits of
biological insect pest control products. Be-
cause of this, Conserve offers numerous
features and benefits to lawn care and
landscape operators including:

» excellent efficacy on target insect
pests;

P quick activity. Insect pests exhibit
symptoms in minutes and turf and plant-
feeding damage ceases immediately.

P a caution label. Studies on Con-
serve show very low impact on mam-
mals, the environment, birds and preda-
tory beneficials;

P a low dose rate. Conserve is highly

fine turf sites to customer responsive cu-
rative treatments at low maintenance
lawn care locations, Each map'’s easily
understood graphics can be used by golf
course superintendents to alert course
personnel to the possibility of insect in-
festations in their daily scouting activi-
ties. The 16 weekly maps can help busy
sports and facilities managers to sched-
ule scouting sessions when they are
likely to be most productive.

Landscape and lawn care operators
can let the service calculate the likely
progress of insect infestations while they
take care of the pressing needs of running
a business. Further, they can use the
maps to help their application personnel

active at very low use rates

» low odor;

P activity on pests by ingestion and
contact exposure;

P no plant phytotoxicity according to
current tests;

P a unique mode of action which
makes it compatible with resistance
management and Integrated Pest Man-
agement programs.

In addition to providing control of
lepidoptera such as Eastern tent caterpil-
lars, gypsy moth larvae and bagworms,
Conserve also controls sawflies, thrips
and pod gall midges.

“We know Conserve will be a great
product for lawn care and landscape op-
erators who are currently battling sod
webworms, cutworms and armyworms.
This is because, above all of the prod-
uct’s other attributes, it is highly effica-
cious on these pests,” says Mark Ur-
banowski, new products marketing
manager for DowElanco.

“Professionals involved in Experimen-
tal Use Permit testing of Conserve in
1996 had great results at very low use
rates,” says Urbanowski. O

master the often complex tasks of decid-
ing if insects are present and if sites need
to be scheduled for follow up actions.

PestForeCast-Turf Insects' develop-
ment is the result of a collaborative ef-
fort between the principals of PFG,
Christopher Sann and Robert Weinland
under the supervision of Ohio State
University turfgrass entomologist Dr.
David Shetlar.

PestForeCast-Turf Insects is avail-
able through DTN's Optional services,
and is priced at $45.00 per quarter. For
further information, contact DTN
Weather Center at (800) 610-0777. O
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Christian’s PDC Associates Inc.
is “open for business”

Phil Christian is reopening his landscape
management consultant business under
the name of PDC Associates,
Inc. In 1995, Phil entered into a
short-term venture with The
Davey Tree Expert Company to
develop PDC's landscape man-
agement software. That con-
cluded, Christian says he’s
again consulting with land-
scape management contractors
and real estate management
companies. He can be reached
at (770) 893-2080; e-mail pdc@mind-
spring.com.

Environmental buys U.S.
Lawns

Environmental Care, Inc., Calabasas,
Calif., the largest professional landscape
management and horticultural services
company, just got larger with its aquisi-
tion of U.S. Lawns of Orlando, Fla. US.
Lawns reports current annual sales of $8
million through a network of 24 compa-
nies in Alabama, Colorado, Florida, Mary-
land, Pennsylvania, Texas and Connecti-
cut. ECI, a subsidiary of Environmental
Industries, Inc., reports annual sales of
more than $90 million. ECI service centers
are located in Arizona, California, Col-
orado, Florida, Georgia, Nevada, North
Carolina and Texas.

38 pass Penn State program
Thirty-eight students were awarded cer-
tificates from the Golf Course Turfgrass
Management Program of Penn State Uni-
versity. Coordinator Heather Treaster says
most students enroll in the two-year pro-
gram with an eye to a career in golf
course management. “Our program pre-
pares them for that, in four, eight-week
terms,” says Treaster. Curriculum includes
turf/tree/shrub identification, establish-
ment and maintenance; drainage equip-
ment; irrigation; and insect and disease
control. Treaster says up to 80 students
apply for the program each year. For
more information, call (814) 863-0129.
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SUPPLIERS CORNER

AgrEvo North America re-
aligned its Professional Prod-
ucts Group to include the com-
pany’s Green Industry Group.
The Group is based in Mont-
vale, N.J.,, as part of the AgrEvo
Environmental Health business
team, and includes a full line
of turf and ornamental prod-
ucts. The new management
team includes Curtis Orrben,
national sales manager for the
Green Industry Group; Jim
Widman, national accounts
manager for the Professional
Products Group; and George
Raymond, marketing manager
for the Group.

RohMid L.L.C,, a joint venture
of Rohm and Haas Company
and American Cyanamid, has
named Fred Belledin and Chris
Shadday to its board of direc-
tors. Belledin is sales manager
for Rohm and Haas agricul-
tural chemical products in N.A..
Shaddy is the company’s new
turf and ornamental product
manager for N.A.

work Weather Center this
spring sold its 10,000th sub-
scription, to Sand Barrens Golf
Club in Swainton, NJ. The DTN
service features 48-color
Doppler radar maps, updated
every 15 minutes, and includes

VIDEOS AND LITERATURE FOR

Retaining wall reference... VERSA-LOK Reta
the release of a new Specifier’s Referer
tion bulletins, details and specificatio ch
able reference for any architect, landscape

segmental retaining walls. Call (800) 770-43

more than 100 weather maps,
including four satellite maps
and 20 regional radar maps.
DTN is based in Omaha, Neb.
Visit DTN’s web site at
www.dtn.com.

DoweElanco initiated the sec-
ond year of a two-year Experi-
mental Use Permit (EUP) for
Conserve SC Turf and Orna-
mental insect control. Con-
serve is derived from a natu-
rally-occurring organism and
offers control of many insect
pests. It will be the first turf
and ornamental product in the
new spinosyn chemical class.
The EUP for Conserve is being
operated in the golf, lawn
care, landscape, nursery and
arborist markets. DowElanco
anticipates federal registration
by the third quarter of 1997
under the EPA’s “Reduced
Risk” registration process.

all current diesel engines it sells
in the U.S. market (E-Series en-
gines) comply with EPA Tier 1
Emission Regulations. The reg-
ulations go into effect on Jan-
uary 1, 1999, for diesels rang-
ing from 25-50 hp. One year
later, the regulations expand
to include diesels below 25 hp.
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Products is expanding its
product line into new insecti-
cide markets. Novartis recently
purchased Merck & Co.’s global
crop protection business. No-
vartis will sell Merck’s Avid miti-
cide/insecticide in ornamental,
nursery and landscape markets,
and plans to develop new uses
and formulations for
abamectin, the naturally de-
rived, active ingredient in Avid.
The Scotts Company is build-
ing a 450,000 sq.ft. warehouse
at its Marysville, Ohio head-
quarters. Construction began
in May on the facility which
will house an average monthly
inventory of $15 million in
products. Robert Inman, com-
pany vice president of distribu-
tion, says the added space will
consolidate much of the com-
pany’s central Ohio invento-
ries. “That will, in turn, im-
prove our ability to service our
customers,” says Inman.

Dr. Charlie Rodgers, turfgrass
plant breeder, joined Seeds
West, Inc., Roll, Ariz. Dr.
Rodgers will work in the com-
pany’s warm-season turfgrass
breeding program with Dr.
Arden Baltensperger.

signed a letter of intent to ac-

quire Exmark manufacturing
Company, Inc. Exmark employs
about 190 people in a 164,000
sq. ft. facility and projects sales
in 1997 of about $50 million.
Steve LaNasa is new national
sales manager for Toro's Land-
scape Contractor Group.
Valent promoted Jeff Cole to
manager of marketing ser-
vices, responsible for monitor-
ing supply and distribution of
company products. Anita Dale
became senior marketing man-
ager for the Walnut Creek, CA,
company, and Sandi Jacobsen
product manager for Select
and Cobra herbicides.

received EPA registration for
revised labeling on Eagle turf
fungicide. The revised label
adds over 90 landscape orna-
mentals on which Eagle may
be applied, for control of dis-
eases such as powdery mildew,
rust and others. For turf, the
label adds instructions for
using higher application rates
for certain diseases, with corre-
spondingly longer application
intervals, up to 28 days. For a
specimen label write to Rohm
and Haas, Turf/Ornamental
Market Manager, 100 Inde-
pendence Mall West, Philadel-
phia, PA 19106. (800) 987-
0467. Or, via the Internet at
http:/Awww.rohmhaas.com.

named Ed Gajewski business
director, marketing services for
the Speciality Products Depart-
ment. A graduate of the Uni-
versity of Wisconsin, Gajewski
has been with the company
for more than eight years. LM


http://www.dtn.com
http://www.rohmhaas.com

Results from LANDSCAPE MAN-
AGEMENT'S 1997 reader survey
show that rising costs for both
materials and labor are forcing
turf and landscape professionals
to become more budget con-
scious than ever before.
On-going issues like pesticide
use and govermment regulations
remain, but conemns, such as

the need for reliable labor, have k‘ s

come to the forefront as new
challenges. The green industry,
like about every other industry
in the United States, is scream-
ing for honest, reliable labor, but
at a price it can afford to pay.

There is also a concern
about the growing shortage of
skilled and experienced equip-
ment technicians.

The survey was conducted
by Readex, Inc., and is based
on 574 usable responses from a
sample of 1000 recipients, for a
57 percent repsonse rate, in line
with accepted standards for rep-
resentative survey response.

—The editors

Ly
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More than half of landscapers surveyed by LANDSCAPE
MANAGEMENT say cost of materials influenced pricing, and they
had experienced trouble finding dependable help.

by SHARON CONNERS/Contributing editor

or landscape contractors, preparing a
bid is not as easy as a stroke of the
pen. Project cost is a mixture of is-
sues. A LANDSCAPE MANAGEMENT
reader survey by Readex Inc., Stillwater, Minn.,
indicates that 52 percent of landscapers are con-
cerned with the cost of materials while another
27 percent are taking competitor pricing into
consideration.
Most landscapers interviewed by LM say
that the cost of plant materials have risen the
fastest. Materials that are highest in demand

are the ones experiencing the highest increase.

LANDSCAPE MANAGEMENT

"Architects tend to design in a trend to-
wards particular plant materials,” says William
Canon, president of Canon Russeau Landscape
Inc., Carleton, Mich. “Then those plant materi-
als will get in a short supply and that will cause
the cost of those materials to shoot up."

"Certain varieties (of plants) that are very
high in demand have gone up 10 percent,”
adds Tim Korte, vice president of operations,
The DiSanto Companies, Inc., Cleveland

According to Korte, ash, pears and locusts
increased the most because of lack of availabil-

ity. Most shrubs were available, but larger, 36-

July 1997 19






INTRODUCING

Team Pro.

JUST THINK OF IT

AS TEAM
WITH A

TURBOCHARGER.

It’s called taking the best

crabgrass herbicide anywhere and nweaking
the formulation until it works
even better. New Team” Pro herbicide
is more consistent on cverything
from crabgrass to spurge and oxalis.
The only crabgrass preventer with a unique
blend of nwo active ingredients
covers great at 4 Ibs. per 1,000 sq. ft.
But it still won't stain your customers’
property and is safe to nearby ornamentals.
Always read and follow label directions.
For more information, call us

toll-free at 1-800-352-6776.

._I)wihm.
Team Po
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inch and up, were quite
pricey.

“Certain trees such as
Japanese maples are always a
hot item, but again it's more
of a cost factor because of the

Half of the landscapers
surveyed expect their overall

prices to increase in 1997. R
LN B N 0l
periods they take to grow,”
says Garry Ward, owner of
Tropical Decor Inc., located
in Cincinnati.

ations, product applications.

percent as a result of con-
Some stone products have

risen as much as 30 percent. regulations.

Equipment costs have in- Other materials that in-

creased by about 10 or 15

R (e nsalaion 21%
O i
— Turf fertilization 17%
2— Turf weed control 15%
~ Seeding/overseeding 13%
_Tree/omamemal care 13%
I <o cesisn 13
I snow removal 10%
."__Aeration/dethatching 10%
 Turfinsect control 10%
_ Irrigation install/maintenance 10%
_ Turf disease control 9%
D Paving/deck/patio install 7%
| Athletic field maintenance 2%

~ Pond/lake care 2%

B other 1%

R o o O 1
| | | | | |
0% 10% 20% 30% 40% 50%
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Richards: efficient supply oper-

forming to noise and pollution

curred price hikes include irri-

LANDSCAPE-RELATED SERVICES ORGANIZATIONS LIKELY TO RAISE PRICES FOR IN 1997

Canon: high demand, high cost
of plant materials.

gation materials, PVC and
wood, and some hardscape
products—by a few percent.
Insecticides and herbicides
have also increased six or
seven percent.

When to pass cost along

Half of the landscapers sur-
veyed expect their overall
prices to increase in 1997.
They have found that when
their prices increase the easiest
thing to do is to pass the cost
along to the customer. Some
were unable to pass cost along
to customers due to the com-
petitive nature of their mar-
ket. In some cases, those that
talked to LM were able to off-
set costs in other areas.

"One of the things that
we're doing now so that we
don't have to pass anything on
to the customer is working with
the suppliers to see what we
can do to streamline their oper-
ations and reduce their costs of
processing,” states Wayne
Richards, principal owner and
CEO of Cagwin & Dorward
Landscaping Contractors, No-
vato, Calif.

“Secondly, we're looking in-



ternally at our usage of those
materials and getting more efhi-
dient with the applications,”
says Richards.

Bruce Bachand, vice presi-
dent & COO, Carol King
Landscape Maintenance Inc.,
Orlando, Fla., stays current
with the “how-to” aspect of
the business.

"We've tried to stay
abreast of the technologies
and utilize herbicides for
weed control instead of man-
ual weeding,” says Bachand,
“and we also use bigger mow-
ing equipment where possible
and zero tum equipment
which is coming out more
prevalently in the marketplace
and does increase productivity
in some cases.”

Many markets are made

up of hundreds of landscaping

reliable worker group.

companies, but the contrac-
tors say they don't compete
with all of them. In most cases
there are anywhere from six
to a dozen that they compete
with. They don't consider the
“mom and pop" operations
competition. But competition

continues to grow.

AREAS IN WHICH ORGANIZATIONS OFFERED LANDSCAPE-RELATED TRAINING PROGRAMS

40%

30%

20%

10%

0%

“This is one of the if not
the most competitive market
in the United States. When
the Olympics came to At-
lanta, it brought a lot of com-
petition for us. We had no na-
tional companies prior to the
Olympics, now we have all of
them," says George Morrell,
CEQ, The Morrell Group,
headquartered in Atlanta.

Contractors seemed to be
split as far as whether or not
competition was fair. The
ones that felt it wasn't said it
was because of the unprofes-
sional companies out-pricing
them. The ones that felt it
was fair said they stayed away
from open bidding situations
and only bid where customers
knew them.

Because of the newly-built
Mercedes plant the area
around Tuscaloosa/Birming-
ham area is growing like
crazy. There's a lot more
competition, and most of it is
poor competition.

"There's one other con-
tractor, probably two, in the

46%

base: 574 LANDSCAPE MANAGEMENT recipients

Tuscaloosa/Birmingham area
that price like I do and the
rest drop the bottom out
every bid. I've got a chance
when I bid against those two
fellas, but anybody else I don't
even have a prayer,” explains
Paul Guthrie, owner of
Guthrie Landscape,
Tuscaloosa, Ala.

“There's so much work in
our area, that contractors are
working tremendous hours
just trying to keep up,” ex-
claims Guthrie “Everybody
has gotten greedy after many
lean years. We're still main-

M
Morrell: everybody’s in Atlanta
thanks to Olympics.

The ones that felt competition

was not fair said it was because

of the unprofessional companies

out-pricing them.

taining quality. Instead of
working 10 hours we're work-
ing 15 hours," according to
Jeffrey Sheehan, president of
Confidence Landscaping Inc.,
Campbell, Calif.

LANDSCAPE MANAGEMENT
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Every lawn and landscape has
thousands of tiny time bombs hiding
in the soil. Broadleaf weed seeds. And
the best time to stop the explosion

‘DowEhnco

*Trademark of DowElanco

is before they emerge. A preemergent
herbicide application creates a zone
of protection where weeds get
whacked as fast as they germinate.

So your customers never see any
weeds, and the turfgrass gets off to a
fast, healthy start. It works so well, it
can eliminate a lot of callbacks and
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maybe two or three postemergence
herbicide applications. One treatment
of Gallery” preemergent herbicide is
all it takes. Use it spring or fall on

turf or ornamentals to prevent
more than 95 kinds of broadleaf
weeds for up to eight months. Now,
Gallery is even labeled for use in

California. Always read and follow
label directions. For more information,
call us toll-free at 1-800-352-6776.

.,Duuﬂ-m

Gallery
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Recruitment tips

Sometimes recruiting
help is not just as easy as
placing a newspaper ad.

“If we're looking for a
more experienced job title
worker, we'll go to the
paper and run ads and
conduct interviews. If
we're looking for just gen-
eral labor, we have a sign
that we put out in front of
our office or referrals,”
comments Sam Benson,

vice president of South- Wilson: national ads, toll-free
eastern Landscape Inc., calls for job applicants.
Huntsville, Ala.

Tim Korte, vice president of operations of The DiSantos
Cos. Inc., says, “We found the best recruitment is through our
own people. . .We've had no luck at all with newspaper ads.
We also go through various college programs—both at Ohio
State and the Agricultural Technical Institute in Wooster."

Bruce Wilson, president of Environmental Care Inc., Cal-
abassas, Calif,, says, "This year the competition has gotten
pretty stiff for employees and the unemployment rate is fairly
low so we've gone to more national advertising in trade
magazines and 800 numbers for telephone interviews."”

Nick Dennis, owner of Pro Lawn Plus, Jacksonville, Fla., ex-
plains, "We have even gone so far as to go out of state with
national magazines and then pay for their expenses to move
down here. We've had them get into Florida and they take
off. Twice that’s happened to me."

Digging for help

Fifty-five percent of those
surveyed said that their orga-
nizations experienced diffi-
culty in finding dependable
workers over the past two
years. Many seemed to be in
agreement as far as what
made a worker reliable. Hon-
esty and trust were high on
the list. Other characteristics
included dependability, work

July 1997

interest and pride. Many were
looking for a worker who has
experience, no police offenses,
and a decent driving record.
At the technician level they
look for someone who has
technical abilities.

Mark Erbesfield, owner of
Greenmark Landscaping, At-
lanta, has an almost 100 per-
cent Hispanic workforce. "I
got completely tired of the
unreliability of the worker
force that I was dealing with.
We could not get any of the
locals to show up. If we did
they were not sober or clean.”

Nantucket, MA, is in a unique
situation because of his island
location. "We have to recruit
people from other areas and
bring them here. There is no
labor force where we are. We
scout around, beat the bushes,
go to colleges, tech schools
and resort areas during sea-
sonal changes," says Glowacki.
Frequently landscapers will
call people back for a second
and sometimes third or fourth
interviews. Many spend at
least an hour in the interview
process. Most seemed to have
a probation period whether it

One Fairfield, Ohio, landscaper

offers a headhunter reward for

employees. If a new employee lasts

60 days, the person who brought

him in gets $50.

The ways of recruiting
new help varied from com-
pany to company, but one
consistency stood out in most
cases. The best workers were
the ones that were recruited
by existing employees or
word of mouth. Most agreed
that the newspaper is the
worst and least productive
way to find employees. Some
have found other methods
that work such as university
job fairs, participating in local
schools on advisory councils
and supporting institutions
that are training future em-
ployees. Another source is the
state unemployment office.

Mike Glowacki, owner of
Albert Glowacki Landscape,

was two weeks or 90 days.

Most actively search for
career employees.

"That's why the company
goes to the colleges to recruit.
We've got a really good shot
at having a really good quality
employee as opposed to
somebody who just wants to
work outside as a summer
job," says Korte,

Landscape contractors hire
about two to three workers
per year, Those companies
that are in cooler climates
with harsh winters hire any-
where from 5 to 40 summer
employees.

Room for growth

Many companies try to

promote from within. Train-



ing programs and opportuni-
ties for advancement are often
times part of employment. 50%
Help with continuing educa-
tion and time off from work 0%
to attend class is often an op- 30%
tion. Richards says the current

president of his company 20%
started out as a gardener and

: : 10%
is now his partner.

However, most workers 0%
don't stay more than six
months. “In our industry we
can't pay them enough to com- &
pete with others around here. @?
Some of these contractors are
paying $12 per hour for some-
one to push a wheelbarrow. In
our business we can't com- in his region of $7 to $8 per

hour as the ceiling rate.

Customers pay the
price of increases

Many contractors are passing the cost of materials on to
customers.

*If the cost goes up, the price goes up. . We're in a pretty
tight competitive business and there isn’t a lot of room for
absorbing cost,” according to William Canon, president of
Canon Russeau Landscape Inc., Carleton, MI.

Fred Anderson, owner, Anderson Landscape Const. Inc.,
Lancaster, MA, says, “You can find other vendors that might
get (material) for less money. You can pay for the material up
front that saves money.

Nick Dennis, owner of Pro Lawn Plus, Jacksonville, FL, says,
“From just cancelling the alarm service to just canceling the
cable and weather. I've nickled and dimed this place just so we
don't have to increase the cost on to the consumer.

Bruce Bachand, vice president and chief operating officer
of Carol King Landscape Maintenance Inc., Orlando, FL, com-
mented, "We've cut costs by trying to be more efficient in
how we route our maintenance division and in our equip-
ment purchasing practices.

Garry Ward, owner or Tropical Decor Inc., Cincinnati, OH,
says, "You don't want to cut salaries on your employees be-
cause if you want quality employees you've gotta pay the
employees. You've gotta give them benefits.

pete,” states Guthrie, who

points to an average labor cost

AREAS MOST RELATED TO SUCCESS OF ORGANIZATIONS’ OPERATION

base: 265 landscape service providers

"To keep people punctual
and reliable we have a
monthly bonus program,” says
Bachand, “We also have an
employee-of-the-month
award in each division."

He says there is a down
side to the makeup of the
green industry culture.

“The pressures of our in-
dustry still do not lend to a
good career. Many of the com-
panies work very long hours

Twenty-two percent of landscapers
surveyed subcontract irrigation
installation and maintenance.

and pay low wages."
Branching out

Most landscapers that LM
interviewed describe them-
selves as full-service. They
provide services like
design/build, installation,
property management, Snow
plowing and de-icing.

Some of them subcontract
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services such as landscape
maintenance and irrigation,
arborcare, hardscaping, large
wall installation and snow-
plowing. Twenty-two percent
of those surveyed subcontract
irrigation install/maintenance.
According to Eric Cross,
president of Duke’s Landscape
Management Inc., Hack-

ettstown, NJ, the company

Cross: subcontracts tree work, snow removable to avoid large in-

vestment in equipment, training.

28

subcontracts a small amount
for snow and for major tree
care work.

“It wouldn't be feasible for
me to buy 20 front-end load-
ers so it’s really out of neces-
sity. To have an experienced

climber and invest in a bucket

Drake: an ‘awesome’ year.
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Subcontracting services

Subcontracting services
is common practice for
some landscapers.

Joe Drake, president, JFD
Landscapes Inc., Bainbridge
Township/Auburn, Ohio,
says, “We're capable of
doing everything in house,
but we're pretty jammed
with work.

Mike Rorie, president of
Groundmasters, Cincinnati,
states the company subcon-
tracts, “Typically because it's
a specialty area. Something

Kinman: sub out the big jobs.

that we don't feel that we can either do a volume in or do well. *
Sally Griffin, human resources manager, Gibbs Landscape,
CO, Smyrna, Ga., says the company subcontracts irrigations and

fertilization of the lawns. “Those people are experts in those
areas. Irrigation is just not something that we specialize in.”

Gary Kinman, president, Kinman Associates Inc., Plain City,
Ohio, says “We sub out the big heavy equipment like a big
dozer that might cost $150,000 because we don‘t have to work
with it all the time. We sub out for specific uses with more ex-
pensive equipment and unique situations.”

truck wouldn’t be feasible,”
says Cross.
Brighter days

Revenues are expected to
increase in 1997 for 42 per-
cent of those surveyed by LM,
22 percent expect them to
stay the same and three per-
cent expect a decrease.

Joe Drake, president of
JFD Landscapes Inc., Bain-
bridge/Auburn Township,
Ohio, feels that 1997 will be
an awesome year.

“The backlog that we have
is probably the biggest that
we've ever had. There's a
number of factors. This is our

eighth full season of business.

We finally established a rep-
utable reputation. | don't even
have time to chase all the
leads coming in.”

Dave Rykbost, president
and owner of Dave's Land-
scape Co., Hudson, Mass.,
says, "We're swamped pretty
much as always in the spring.
It'll be a good year landscap-
ing-wise. It was a terrible year
for snowplowing. We're very
busy and | expectittobe a
good year.”

Landscapers rely on good
weather, but whether or not
some landscaping businesses
thrive in 1997 is just as unpre-
dictable as that next rainstorm.
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Edging the competition

Company acquisitions and tough markets are keeping lawn care

companies from raising their prices and passing cost to the consumer.

by SHARON CONNERS/Contributing Editor

n some cases material

costs have increased as

much as 100 percent

over the previous year,
but contractors' hands are
tied. They are having to ab-
sorb those costs. The industry
has grown more cut-throat as
acquisitions take place causing
contractors to think twice be-
fore passing cost along to cus-
tomers, which could hurt
their business.

Only 21 percent of those
surveyed for Landscape Man-
agement by Readex Inc., Still-
water, Minn., say they will in-
crease mowing prices in 1997.
Seventeen percent say they
will increase fertilization

prices. Competitor pricing af-

fected 27 percent of the com-
panies’ pricing structure.

"One of the big concemns
that | have as a fairly small
company is the acquisitions
and buyouts that have taken
place in recent years. I'm not
really sure where that will take
the industry,” says Craig Mar-
tin, vp of Greener Lawn Care,
Cumberland, Md.

Jack Robertson, owner of
Robertson Lawn Care, Spring-
field, 1L, explains, "A small
company has to do what it can
to make a profit. A larger
company that has significant
funds behind it can actually
put pressure on the smaller
companies because of that.

They can control prices more

Munie: work harder in the interviewing process, make effort to

find the best workers.

Pool: spot apps to cut costs.

than a small company can."

Sam Lang, owner and
president, Fairway Green Inc.,
Raleigh, NC, says, "Unfortu-
nately, in a market like
Raleigh there's been some ac-
quisitions made by the bigger
companies. As we get into
more intense competitive
mode, we see the price soften
some with the larger compa-
nies trying to buy a piece of
the market.”

“It's very difficult to com-
pete with the competition,
says Gene Pool, vice president
of Emerald Green Lawn Care,
Van Wert, Ohio.

“As it is now, we use a
quality product which means
we're already higher than our

Lang: prices soft with big guns.

competition. If we passed a
14 percent increase along to
our customers, the cancella-
tion rate would just be exorbi-
tant. Right now, we're just
trying to bite the bullet and
make changes in the program
as the year goes on. Hopefully
we can just run spot insecti-
cide on an as-needed basis and
hope to recoup some costs.
We have down-sized a little
on labor and tried to get more
out of what people we have."
Mixing cost and customers
Most told LM that their
costs have gone up 2 to 4 per-
cent on fertilizer, seed and
weed control products. How-
ever, some have seen increases
as high as 100 percent, for ex-
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ample, on seed. Fertilizer has
increased as much as 14 per-
cent. Many are absorbing
those price increases.

"I don't see that we can re-
ally pass on more than 3 to 4
percent to the client. Con-
tracts are set for the year.
Therefore, if we see any cost
increases, we've got to inter-
nalize it and make up the dif-
ference on our margins,” ac-
cording to John Debell Jr,,
president of Clippers Inc.,
Chantilly, Va.

"If you start cutting costs,
the perception that you give is
you're cutting services or
scrimping on product,” adds
John Buechner, director of
technical services, Lawn Doc-
tor Inc., Marlboro, NJ.

Jon Cundiff, president of

FACTORS HAVING GREATEST IMPACT ON ORGANIZATIONS’ PRICING STRUCTURE
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“The pool of available
workers has shrunk to noth-
ing. It's extremely difficult to
get good people,” says Lang.
“When you get them you have
to pay them more and give

21 percent of lawn care companies

surveyed say they will increase

mowing prices.

Turf's Up Lawn Service, Lee's
Summit, MO, says, "part of
the increase in price comes
from the latest technology
and the latest products that
give us better results, By doing
that we are able to get them
better results and better ser-
vice, which enables us to jus-
tify the slight increase.”
Worker woes

Not unlike other areas of
the green industry, lawn care
employers are having a hard
time finding employees.

Nineteen percent of those
employers surveyed said it
was due to lack of a readily-
available supply of labor.

LANDSCAPE MANAGEMENT

them better benefits.”

Joe Munie, president of
Munie Outdoor Services,
Belleville, IlI., says, "we've had
a tough time finding the right
people. One of things we're
doing is working harder on in-
terviewing and taking more
time and effort trying to find
those people.”

Adds Nick Dennis, Pro-
Lawn Plus, Jacksonville, Fla.,
“we had a good year hiring this
year. We kept most of our peo-
ple. But we hired two extra
people this year just to make
sure that we had backups.”

Buechner of Lawn Doctor
suggested hiring more people

July 1997
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on a part-time basis or fewer
people, but paying more
money—hoping to attract a
more reliable employee.

In his 17th year of busi-
ness, Pool said, "Now, if you
hire someone 18 to 25, it's my
experience that they want to
walk in the door and make

more money than I do and

Dennis: hires back-up help.

want to have as much author-
ity and power as [ do. My phi-
losophy is not to hire anyone
under 30. I'm having excellent
luck with finding people that
work for factories taking early
retirements or buyouts in their

&

5% 6%

s

base; 265 landscape service providers

late 40s early 50s. They walk
in the door with a benefit
package,” says Pool.

Lang says, “We have bene-
fit packages that only much
larger companies could afford
to offer. We're having to do
those things to attract em-
ployees and keep them. In the
summer when it's so hot, we
shut down at noon on Friday."

This year lawn care con-
tractors will be searching for
that special formula to combat
overgrown competition they
face when it comes to hiring
and pricing. Trimming back
some of their services or ap-
plying good marketing tech-
niques might help them stay
in business.

Buechner adds, "it's the
age-old struggle, you have low
price and poor service. Or,
you try to provide good ser-
vice at a competitive price.
Hopefully the marketplace
makes a decision to buy qual-
ity, not price."
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Golf course equipment
care a growing concern

olf course super-
intendents are
becoming in-
creasingly aware
of the importance of equip-
ment managers and mechan-
ics. Equipment operation is so
important that 40 percent of
those surveyed for LANDSCAPE
MANAGEMENT by Readex Inc.,
Stillwater, Minn., said they run
equipment training programs.
“It’s very difhcult to find
good people who are trained
in the green industry as me-
chanics. Good mechanics are
not hard to come by, but
good mechanics that are
trained in the golf course busi-

ness are very hard to come by.

Typically when they find a
job, their superintendents pay
them well enough that they
don'’t want to leave where
they are,” says Steve Cook,
CGCS, Golf Course Manager,
QOakland Hills Country Club,
Bloombfield Hills, Mich.

“We need mechanics in
the industry and technicians
as much as people with de-
grees trying to get superinten-
dent's jobs, “ says W.P. Mon-
tague, MG, CGCS,
superintendent, Oakwood
Club, Cleveland Hts., Ohio.

Bob Foos, superintendent
of Lake Shore Country Club,
Rochester, NY replies, “At our

club we're real big on educa-

With good golf equipment mechanics in

short supply, rough turf may be ahead

for golf course superintendents.

by SHARON CONNERS/Contributing Editor

tion 5o any time we can send
somebody away to a seminar
or a school we like to do that.
We're finding out that an
equipment manager is proba-
bly more important than an
assistant superintendent just
because equipment is so ex-
pensive, it's so sophisticated

now, you have to have good

maintenance for equipment.”

According to Dave Radaj,
superintendent of Wokanda
Club, Des Moines, lowa, “The
majority of the mechanics |
see are coming from other
parts of the industry. Our me-
chanic came from working on
farm equipment. . . ., The
biggest asset to the mechanics
are the manufacturer schools

for their education.”

LANDSCAPE

MANAGEMENT
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Although most say their
equipment is maintained on
site, occasionally it is sent out
for repairs such as grinding.
Drive for support

Some superintendents
speaking to LM are dissatishied
with manufacturer/distributor
support.

“The people that sell the
(equipment) are weak in
technical support or in sup-
port after you buy something.
They spend more money at
selling something than making
sure it's right after they sell it,”
says Dan Williams, golf course
superintendent of Riverview
Country Club, Appleton,
Wisc.

“Parts availability is really
getting tough. Nobody stocks
the parts that we used to be
able to get pretty quickly a
couple years ago. We've got a
cart sitting on the hoist right
now that's been here almost

two weeks.”

REASONS FOR EXPERIENCING DIFFICULTY IN FINDING DEPENDABLE WORKERS
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In contrast Radaj says,
“There’s probably three or
four major players as far as
equipment goes and they're all
fighting for our business. They
all have good equipment.
They know that service will
make the difference. For the
amount of money that you
spend on most of the equip-
ment they should do what you
need to have the equipment
work right. I've found that all
of them that I've worked with
will bend over backwards to
get the job done right.”

No putts about safety

Many golf courses subcon-
tract tree planting and large
landscape projects like rail-
road tie walls. Some subcon-
tract pruning and spring prep
on ornamental beds. The top
reasons for subcontracting are
safety and cost

Corey Eastwood, CGCS,
Stockdale Country Club, Bak-

ersfield, Calif., says, “I don't

Superintendents such as Daryl Decker, CGCS, of Arrowhead CC in
Canton, Ohio, help out in a pinch, but they still need good help.

want my guys up in a high lift
or climbing trees. It's a combi-
nation of expertise and safety
The workman's comp rate on
a tree man is pretty high. He
would have to have a helper

So we contract out between

base: 574 LANDSCAPE MANAGEMENT recipients
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$15,000 and $25,000 a year
to a tree service
Mark Wilson, CGCS, Val-
halla Golf Club, Louisville,
Ky., says, “You don’t have the
expense of gc;m‘nu yourself up
with some of the equipment
that these (contractors) use
Usually you're getting an op-
erator that uses this equip-
ment every day.”
Teed off with wages
Trouble finding good help
was a complaint for more than
half of those skl!’\‘('\\'d b\' LM
Twenty-one percent say it is
because workers are dissatis-
fied with wages and benehts
Williams says its a problem
finding reliable workers. “As
the market's dried up, it's so
competitive. [t's not just
wages that's the issue, it’s ben-
efits that go with it. ” Begin-
ning pay is $6 or $7 an hour
Montague says, “In our job

market they would rather go



work for McDonald’s and
Wendy's where they can work
their own hours and be around
their friends and not have to
deal with [the weather] like
we do outdoors. *

In contrast, Wilson doesn't
find getting reliable workers
hard. “I created a system of
working a lot of college in-
terns whereas they want to
get a career in turf manage-
ment. The other reason is, |
got a pretty strong full-time
staff. Also, my third group of
people is retirees that have
been returning every year."

When asked what their se-
cret to success was, most cred-
ited their employees, It's also a
matter of managing their time,
Radaj says it's important to
make sure that employees
know what they're supposed to
do. “To know what's going on
you have to be out on the
course a lot during the day,”
says Radaj.

Budgets are fair
On average superinten-

dents received a three to four

Equipment care is especially crucial in light of high equipment costs.

With near full-employment; the need to find w

the job is especially great.

percent cost-of-living budget
increase. They seemed to be
content with that.

Eastwood has the same
budget as last year. “It's never
enough. But, we can work
with that to the satisfaction of
most members.”

LM's survey revealed labor
costs accounted for 41 percent
of total operating budgets. “The
biggest part of any budget is the
labor and that is the hardest
part to control,” says Radaj.

Wilson says he has less

money to work with than last
year. “Last year, we hosted a

major championship, but we
also had a new clubhouse and

a lot of construction. We're

orkers who take direction well and follow through on

different from the average
course in several ways.

“A high-caliber golf course is
much more artistic, as far as in
the maintenance. It’s really not

[LM's survey revealed labor costs

accounted for 41 percent of total

operating budgets.

doing less major projects and

doing more just maintenance.”

Wilson feels that Valhalla is

LANDSCAPE
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a job, it's more a compassion, a
competitive nature, to be good.
“The average golf course

doesn't get the support from
the committees they're in-
volved with or the financial
backing to be competitive. It's
in major sports where you
have general management
that backs it," says Wilson.
With budgets finally up to
par with what they need to
be, superintendents will likely
be spending more time trying
to find good mechanics. Who
knows there could be a good
mechanic out there who is
training right now to be a su-

perintendent.
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With the same amount of money or less

in their budgets compared to last year,
athletic field managers told LM they
are stretching their dollars to make it work.

by SHARON CONNORS / Contributing Editor

n the field of budget in-

creases, athletic man-

agers struck out. Annual

operating budgets for
1997 are the same as in 1996
for 36 percent of LLM's readers
polled by Readex Inc., Still-
water, Minn

Six percent said their bud-
gets were cut.

Some field managers were
forced to postpone new equip-
ment purchases while others
reduced seasonal help. What-
ever the case, tht'y wanted to
make sure that their helds did

not suffer.

38 LANDSCAPE
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Although Mike Andresen,
athletic turf manager at lowa
State University, Ames, lowa,
had a budget cut he remains
committed, "Because I'm
dealing with athletes and
coaches, recruiting is a big
issue. Good game fields and
good practice facilities are
vital to getting good athletes
in here," says Andresen.

“lowa State took a big step
a year ago and took out the
artificial turf and put in grass.
Once you get good athletes,
you have to take care of them

and make sure that they're

July 1997

playing on fields that don't
have holes"
Pitching for dollars

The number one argument
that field managers used to get
as many dollars out of the bud-
get as possible was need for
safe playing surfaces. They
tried to point out to manage-
ment the severity of any unsafe
field. Aesthetics was another
reason to push for money.

“You've got to be able to
show (management) what it's
going to be used for and how
it will look," says Todd Whit-
trock, sites maintenance tech-
nician at Sierra High School,
Colorado Springs, Colo.

"You can show them what
the safety factors are. You have
to have safe fields for play-
grounds and athletic fields."

Gil Higgins, parks foreman
for the City of Prescott,
Prescott, Ariz., adds that, "If

you've got liabilities out there,

spending $20,000 to fix some-
thing instead of having a $5 or
$6 million lawsuit against you,
it's pretty easy to convince
people."

Roger Bowman, grounds su-
pervisor at the University of
Delaware, Newark, Del., be-
lieves it helps to pair safety con-
cerns with appearance factors.

“You have to look at it not
only from a safety standpoint
and the importance of main-
taining safe playing surfaces
but, also you need to convince
them from an aesthetic stand-
point. With a higher level of
funding not only do you in-
crease the safety of the field,
but you also increase the ap-
pearance of the field."

Time out for aerating

Many sports turf pros

maintained anywhere from

five to 52 fields ranging from

Andresen: athletes depend on
field crews.

soccer, football and softball to
multi-purpose. No matter the
sport, managers emphasized
the need for core aeration.
Most stressed the cooperation
of coaches was vital to suc-
cessful aeration.

"Springtime is our difficult



time of the year," says James
Flynn, superintendent of parks
and grounds, Wilton, Ct.

“We'll try to take a field or
two out of service every year
and give it a season to rejuve-
nate itself. We aggressively
aerate it and seed it, let it grow
back and keep people off of it
for a while."

Tom Burmns, director-
major league field operations
for the Texas Rangers, Arling-
ton, Texas, says work on that
major league field is set for
when the team is out of town.

“This is a brand new field,
we just replaced it last year,”
says Burns. “A lot of times at
the end of a home stand we'll
have a day game. The last few
weeks, as soon as the game's
over we're out there with the
aerifiers and the verticutters.
That gives us that much more
time before the next home
stand.”

Pat Boyer, superintendent
of parks/city forester for Mor-
gan Parks Department, Fort
Morgan, says soccer fields are
the toughest to maintain.

"We do a core aerification
twice per year,” says Boyer.
“We developed a sports blend
turf mix with two Kentucky
bluegrasses and three peren-
nial ryes. We will overseed
the entire area twice a year.
We try to look at those areas
that receive the most wear
such as in front of the goals
and around the goals. If possi-
ble we move those goals on a
weekly basis so that wear goes
into other areas, We try to
overseed those areas on a con-
tinual basis,” he adds.

Bowman explains the rea-
soning behind a recent equip-
ment purchase as one of sav-
ing time.

“We've just purchased a
plug pulverizer so that when
we aerify fields we can come
back and pulverize the plugs.
We can put that field back
into play within a day and the
coaches don't even know
we've been on there."

Most of the athletic field
managers that spoke to LM
do not subcontract work out
because they liked having

one high school are under
construction. "It gives us a
chance to get geared up for
the following year for man-
power and equipment,”
Fordyce says.

“Right now I have two
sites that are under mainte-
nance contract and I'm going
to have one more."

Good catches

Unlike most other areas of
the green industry where em-
ployees are concerned, sports
facilities are finding employees
with relative ease. Most

sity and taken an intern,” says
Andresen, who also employs
athletes who have student aid
that needs to be used up, or
work/study people. There's
always good hardworking stu-
dents at the university looking
for jobs."

Adds Higgins, "Where
we're at, as hard as it is to find
a job, if we post an opening
for a permanent full-time po-
sition, regardless of the pay,
we have anywhere from 50 to
250 applications for that job.
A job with vacation, benefits

REASONS FOR CURRENTLY ACCESSING THE INTERNET/WORLD WIDE WEB
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control of it themselves. One
did subcontract because of
new construction.

Bill Fordyce, grounds fore-
man for Douglas County
School District, Castle Rock,
Colo., has been subcontract-
ing for the first year only on
new sites, Located between
Denver and Colorado Springs,
his is the fastest growing
school district in the nation.
Three elementary schools and

base: 574 LANDSCAPE MANAGEMENT recipients

comes from word of mouth
from other employees.

“We're able to get a lot of
people who have day jobs to
work for us, A lot of times
you end up getting better
quality employees because of
that," says Mike Boekholder,
head groundskeeper for the
Durham Bulls Baseball Club,
Durham, NC.

"We've gone to the turf
grass program at the univer-

LANDSCAPE MANAGEMENT

and sick leave is pretty attrac-
tive to a lot of people.”

While concems for finding
reliable workers are low, ath-
letic field managers concen-
trate on getting budgets where
they need to be. With more
money to work with, fields are
bound to be safer, better look-
ing, and in the long run, will
require less maintenance.
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For some, protection can be a matter of life and death. But when it comes to
protecting your ornamentals, death is not an option if you use Surflan® herbicide
from DowElanco. In fact, while being safe over the top of 400 types of ornamentals,
it's still tough as nails on weeds. Surflan gives you exXtended control of 50 weeds
such as crabgrass and goosegrass. It also strong-arms small-seeded broadleaf weeds




ORNAMENTAL PROTECTION PLAN

like chickweed and henbit — weeds that are usually untouchable.
used in many tank miXes.

Plus Surflan can be
So when it comes to protecting ornamentals while killing
weeds, let's Jjust say we've got an offer you can't refuse. For further information

on Surflan or any other product in the eXtensive line of DowElanco products,

call 1-800-352-6776. Always read and follow label directions. e
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A FEW WORDS FROM DOWEILANCO

Staying competitive
in changing times

by DICK HOLZSCHU/general manager, Urban Pest Management, DowElanco

ith continued growth

in the turf and orna-

mental industry

comes change.
Newer products, label and for-
mulation changes, and novel
ways of accessing information all
require your attention.

However, tending to the daily
tasks of hiring employees, main-
taining equipment, and dealing
with erratic weather can make
keeping abreast of changes chal-
lenging at best.

For consumers, the demands of every-
day life lead them to outside sources—
such as lawn care professionals—to not
only get the job done, but to answer their
questions about products and services.

In turn, lawn care and landscape
companies look to manufacturers for in-
formation and support for the products
that meet their customers’ needs.

It is up to manufacturers, such as
DowElanco, to educate, inform and pro-
vide informational training—not just in re-
sponse to crisis, but to help our customers
survive times of change and thrive.

Our stewardship efforts are concen-
trated in three areas including: developing
new products, continuing support for cur-
rent products and providing information.
New products for the millennium

First, we press forward with new
products that respond to current needs.
In that vein, I'm proud to announce our
newest product—Conserve* SC turf and
ornamental insect control. Conserve
just received an accelerated federal reg-
istration for sale in the United States

under the Environmental Protection

Agency's Reduced Risk registration pro-
gram this past June.

Conserve is the first turf and orna-
mental product in the new spinosyn
chemical class and offers professionals a
“Caution” signal word. It uniquely com-
bines the efficacy of synthetic insecti-
cides with the benefits of biological in-
sect pest control products. It’s highly
active at very low use rates and offers
excellent control of sod webworms,
armyworms, cutworms and a variety of
ornamental insect pests.

The launch of Conserve is just one
result of our continuous and extensive
research designed to stimulate innova-
tion. Currently, several other new prod-
ucts are nearing the final phases of the
10-year introductory development
process.

Customer support immediate

Developing new products isn’t
enough. In today's fast-paced world,
busy professionals need information
about products, packaging, and applica-

-

tion techniques.

With that in mind, we support
our current products with over 20
sales and technical representatives
dedicated solely to the turf and or-
namental marketplace, and we rein-
force this team with corporate-
based research and development
specialists. Together, these people
work to create a support structure
that provides technical and research
information, and training. They also
serve as a liaison between our cus-
tomers and our 400 scientists and
researchers at corporate headquarters.
Reaching out to the industry

Educational support is also a part of
our work. To that end, DowElanco
maintains a strong presence in industry-
wide associations, such as Responsible
Industry for a Sound Environment
(RISE), The Professional Lawn Care As-
sociation of America (PLCAA), Golf
Course Superintendents Association of
America (GCSAA) as well as many
other associations that work to educate
the public and the government about
the proper use of specialty pesticides in
the environment.

By fostering the innovation and dis-
covery of new products, supporting our
current products and cooperating with
others in our industry to educate con-
sumers and legislators, DowElanco plans
to help raise the service standard
throughout the 21st century. Our goal is
to not only foster change, but rather,
help make the transitions necessary for
change a little smoother.

*Trademark of DowElanco
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By R. L. BRANDENBURG
/North Carolina State Uni-
versity

8 ummer challenges landscape

“* managers. Turf often suffers

y ‘L from heat and drought and possi-
' bly even increased traffic and ac-
tivity.

Employee morale can suffer, and of
course, some pest problems peak in the
heat of summer. Extreme weather condi-
tions often make the timely deployment of
pest management strategies difficult.

Since insects are cold blooded, we as-
sume that warmer temperatures speed in-
sect development and thereby increase the
likelihood of pest outbreaks. Generally
this is true because certain pests do seem
more common when it's hot and dry. Turf
damage from pests such as some of the
billbugs, mites and chinch bugs can be
more severe when it's hot and dry.

Warm springs may cause various cater-
pillar pests (cutworms, armyworms) to ap-
pear earlier than normal. However, popu-

Summer weather may consist of extremes which can dra-
matically influence pest abundance and behavior such as
forcing white grub populations deeper in the soil.

lations of some white grub species may be
reduced under hot, dry conditions due to
poor survival of the eggs and small grubs.

Although we have no control over the
weather and how it affects pest problems,
we do have insight into how weather can
influence pest control and can take advan-
tage of opportunities to adjust our program
accordingly. This area of knowledge is be-
coming increasingly important with the ar-
rival of a wide variety of novel new insecti-
cides and biological control strategies.

Since the weather affects development
and behavior, a good understanding of this
relationship for the key pests in your area is
important and can pay big dividends in
time, money, turf quality, and customer
satisfaction.

Products like Merit (imidacloprid) and
Mach 2 (halofenozide) have increased our
awareness of the importance of timing for
insect control. Directed against the early
instar or small grubs these products give
excellent control. As grubs grow larger,
the level of control seems to decline pro-
portionally more than for some of the
other conventional insecti-
cides. Some of these newer
products, including many of
the “natural” products, act
as insect growth regulators
and their impact is most
profound on the earlier
stages of the insect. Since
weather can influence the
rate of development, close
monitoring of insect devel-
opment is critical. Hot, dry
weather can also influence
insect behavior by moving
below-ground insect pests
deeper into the soil. This

LANDSCAPE MANAGEMENT

The close relationship of pests to their envi-
ronment makes monitoring and scouting
critical during periods of hot and dry
weather.

may make them less susceptible to insect
control strategies. Pre- and post-irrigation
of the affected area can be beneficial in im-
proving control by moving the insects
closer to the surface.

Pesticides may be rendered less effec-
tive by hot, dry conditions by increasing
the amount of volatilization or loss to the
air. The hot, dry soil, organic matter, and
thatch may also bind or “tie up” the pesti-
cides so that much of the material never
reaches its site of action.

Biological control strategies are also
challenged by hot, dry conditions. Insect-
attacking nematodes, bacteria, and fungi
are adversely affected by these conditions.
A general rule of thumb is to apply after
the sun is low in the sky. Pre- and post-ir-
rigation also help. LM

—The author is a turfgrass entomologist at

North Carolina State University.
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SweepEx Mega Series features 11 brush rows on 48-inch or 60-inch frame.

. v o ; N .u-_“#é
Smithco Sweep Star re-engineered with more power, features.
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FOR A CLEAN
SWEEP

Whether it’s construction or mainte-
nance, most turf and landscape jobs
require some type of clean up.

By CURT HARLAR

In the war against unkempt grounds, the front-line
troops turn to lawn sweepers and vacuums. A good
power unit can handle anything from sand—which is
all but impossible to sweep clean with a hand
broom—to animal droppings.

Grounds pros also use power sweepers to remove
aeration cores, rake leaves and pine needles, sweep
water from golf greens, and remove light snow.

When clearing a large area of debris, engineers
with Shindaiwa recommend starting at one corner of
the are to be cleaned and proceeding up one side.
The idea is to create a windrow, just as one would
with a hay rake. In all but the most difficult situa-
tions one pass should do the job.

Choose the correct type of broom to make work go
faster. Brushes are available in all-polypropylene, all-
crimped wire, or a 50-50 mix. Engineers with Guest
Industries say the 50-50 mix is the best choice for
cleaning up dirt, small stones, rubble. A straight
polypro brush is best used for snow and small fines.

When working with a hand-held power broom, experiment
with shaft angle. Generally, the shallower the angle of the han-
dle, the easier the units are to use. There is no reason to bear
down on a power broom, as you would with a hand broom,
while sweeping. In most cases, the spinning action of the drum
paddles causes a vacuum effect which lifts debris from the
grass or walk into the sweeper.

Engineers at TrynEx, note that a sweeper is good for snow
removal on delicate paving stones where you don't want a blade.

The big time-consumer with power sweepers generally is the
time it takes to empty the unit. Match capacity to the task. In
other words, “Don’t send a boy to do a man's job.”

BROUWER TURF EQUIPMENT
(216)-828-0200
Circle No. 250
The BV138 vacuum from Brouwer, Dalton, OH, is designed for a 30 hp
tractor. This unit features 5.1 cubic yards of capacity and is suited for large-area



STILL TQUGHS
AND '
RELIABLE.

UNDER ANY CONDITION

Ram I, the proven Kentucky Bluegrass that still provides
excellent color and top overall performance.

In national trials under both low and high maintenance
conditions, Ram I ranked third and fourth respectively in
overall turf quality.

Mean Turigrass Quality Ratings of Kentucky Bluegrass Cultivars for Each Month
Grown Under High Maintenance at Seventeen Locations in the U.S. & Canada
1991 Data

Turlgrass Quality Ratings 1-9; 9=Ideal Turf: Months 1/
NAME JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC MEAN

Midmght 53 57 52 52 64 64 63 63 63 66 59 50 62
Unique 63 67 63 56 62 63 64 63 64 65 55 52 62

Glade 30 38 51 55 61 59 60 58 64 66 57 47 82
RAM-1 47 47 53 55 5.0 58 59 57 63 65 59 55 6.1
i e s e 2

Under high main 'er\ar ce, Ram | ranked munh out of 125 entries

Mean Turlgrass Quality Ratings of Kentucky Bluegrass Cultivars for Each Month
Grown Under Low Maintenance at Sixteen Locations in the U.S.
1991 Data

Turfgrass Quality Ratings 1-9; 9=ideal Turf: Months 1/
NAME JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC MEAN

Midnight 53 47 60 48 67 57 53 56 65 57 56 60 57

Barmax 63 50 60 61 68 5B 50 49 55 50 49 50 57

RAM-I 63 53 40 51 64 57 S1 49 53 56 53 A3 55
T — e ~— e e,

Under low maintenance, Ram | ranked third out of 62 entries

So whether you're producing sod that will become someone's
well-manicured lawn or seeding a low-maintenance area,
count on a proven reliable...Ram I.

JACKLIN. § @) Lefts Seed Inc.

“JSeed Company @ WY R Somer 0887
Sa LI 5 I erset, NJ 08873

Em S— (908) 356-8700

208) 773-7581 + (800) 688-SEED (800) 526-3890

“_A.)v -CB ’2 4546 N v LY A%
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collection of leaves, litter, grass dlip-
pings, and thatch from vertical mow-
ing. Unit unloads quickly with high-
angle hydraulic hopper tilt.
Heavy-duty dual impeller fans power
two adjustable suction nozzles which
can be hydraulically raised for easy
transport. Optional hand-held hose
attachment is designed for easy
deanup of ditches or fence rows.
Dust reduction tarp is standard.

(314) 205-1220
Circle No. 251

Bag up to 11 cubic feet of clip-
pings with the LV-30, from Clarke,
Chesterfield, MO. Side-zipper dis-
posal makes bag easy to empty.
Powered by a 6-hp Tecumseh en-
gine, the LV-30 has large wheels for
easy maneuvering over tough ter-
rain. Heavy duty impeller picks up
cans, sticks, leaves and more. For
jobs on adjoining areas, consider the
91-WS. Its 36-inch sweep path
cleans 19,000 square feet per
hour—five times faster than a man
with a broom. With optional dual
side brooms, which get in close to
curbs or brickwork, it handles a 45-
inch path. Available with battery
power, gas or LP-gas.

(612) 454-6500
Circle No. 252

Battery-operated rider sweeper,
the TK1000 from Eagle Power, Min-
neapolis, features a 36-inch clean-
ing path. This unit can clean 75,000
sq. ft. per hour and works on both
hard and soft surfaces. It includes a
S-micron dust control system. The
TK1000's large capacity hopper
keeps the operator on the go and
not tied up with emptying the unit.
All controls, maintenance checks
within operator’s easy reach.

Dump a load right into a waiting
truck or bin with the Hustler's Extra
Hi-Lift BAC-VAC. This10-bushel hop-
per box, made by Excel, Hesston, KS,
can raise and dump 75 inches high.
The fabric hopper bag will not rust
or corrode. A lock-up pin holds the
hopper up in fully raised position for
access to the engine compartment.
The lift is based on hydraulic cylinder
with a hand lever control. Similar Hi-
Lift BAC-VAC has15 bushel capacity
to keep the mower running longer
before dumps.

(800) 243-5390
Circle No. 254

Quick attach sweeper attaches to
bucket loaders in about two minutes.
The three DM 25 (with 25-inch diam-
eter brush) units and 10 DM32 (32-
inch brush) Power Broom offerings
from Guest Industries, Tomington,
CT, all attach to the bucket lip and
angles 30 degrees to either side. Op-
tions include dirt deflector, marker
flags and storage stands to protect
the bristles when notin use. Units
require 9 to 35 gmp hydraulics at
2000 psi to operate the broom.

Powerful brush-drive system is
the key to performance in the RS-
365 from Hilts & Co., Hickory, NC.
The chain-driven brush system elim-
inates belts. A 36-inch wide brush
sweeps straight, left or right. Zero-
degree turning radius makes this
self-propelled unit quite maneuver-
able. Unit weighs 230 Ibs. and pow-
ered by a 5-hp Quantum engine.

The SW38 tow-behind sweeper
from Ingersoll, Winneconne, W, is
designed to be used with any lawn
tractor that is 8 hp or larger. The
sweeper incorporates two brushes,
one to pick up and the other to
propel the material deep into the
hopper. The sweeper offers six
sweeping positions plus one for
transport. The rot-resistant hopper
has a full 11-bushel capacity.

(414) 635-6711
Circle No. 257

Clean a five-foot swath at every
pass with the 720 line of sweepers
from Jacobsen, Racine, WI. All
three sweepers have rubber-finger
pickup system that removes wet
or dry leaves, paper, cans, glass or
other debris. Up to 5-cubic yards
can be handled. Models include a
PTO-driven sweeper and two units
with self-powered pickup systems
for use behind a variety of towing
vehicles. The 720-EHL has a hopper
lift that extends to 9 feet for un-
loading into a dump truck. Optional
thatcher-thinner allows combining
of two jobs.
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Alfred Karcher, Inc.
(908) 356-1199
Circle No. 258

The KM 700 from Karcher,
Somerset, NJ, has a height-ad-
justable main brush to move litter
and dust into the 11 gallon con-
tainer. Powerful air flow sucks dust
up into the dirt container and
through a specially designed re-
placeable filter, ensuring dust-free
operation. An adjustable side brush
lets unit clean in comers and other
hard-to-reach places. This manual
unit is 28" wide with a side brush.
Lambert Manufacturing Corp.
(513) 337-3641
Circle No. 259

All sweepers in the Lambert
line feature mildew-proof ham-
pers, semi-pneumatic tires and wa-
terproof brushes. Made in Ansonia,
OH, the pull-behind Challenger MH-
481 has a 38-inch swath and 12
bushel (15 cubic feet) bin. Wind
apron keeps leaves and grass in
the hamper and not blowing back
onto the lawn. The smaller Capri-
corn handles 31-inch swath and 10
bushels. Several push-type sweepers
available, including the 20-pound
26-inch R-368 and the deluxe 26-
inch B-369, which features a lift-
out hamper for fast unloading. Also,
check out the three trailing vacuum
system models HDV-340, HDV-350
and HDV-360 all with mow and
mulch feature and top-filling ham-
per for maximum fill

Parker Sweeper
(630) 627-6900
Circle No. 260

1w ade s
Y ity T

Full line of sweepers and vacu-
ums is available from Parke Sweeper,
Addison, IL , to handle jobs of all
sizes. Six tow-behind lawn sweepers,
with four rows of polypropylene
brushes, handle sweeping needs
There also is a full line of power
vacuums including the Vac-CS, a
self-propelled chipper/shredder vac-
uum that reduces debris 11:1; the
Scavenger line, with 5-hp Briggs &
Stratton engine and 30-inch sweep
width; and the eight models in the
Vac-35 series which features the
Spin-Pak deflector that packs de-
bris down into the bag for more effi-
aent filling. The Vac-35s, available
in gas, propane or battery power.
Shindaiwa, Inc.

(503) 692-3070
Circle No. 261

The new PowerBroom PB230 is
lighter and lower-priced than the
original PB270. Manufactured by
Shindaiwa, Tualatin, OR, itisa gas
powered sweeper attached to a
splined solid-steel drive shaft like
those found on hand-held gas
timmers or brush cutters. Drum of
tough Alcryn material equipped with
rubber-like fins pushes debris ahead
of operator. Rotating sweep action,
combined with unit’s excellent bal-
ance, makes for fast removal of
lighter material. The 1.1 hp PB230
can handle pea gravel, bark chips,
sand, snow or water. The larger 1.5
hp 270 can move small and large
material up to three inches deep.

(610) 688-4009
Circle No. 262
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Terracare Pick-Up Sweeper easy to unload with its electric winch.
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m  NTCHE MARKET §UCCESS
DEPEND§ UPON YOUR POINT OF VIEW

Successful niche marketing depends greatly on meeting the needs of your customers.
As a landscape contractor, there is no reason you can't fulfill an important need when your
customers trees are threatened by malnutrition, insects or diseases.

LOOK AT 1T THI§ WAY.

You are already on site. Mauget micro-injection technology is easy to learn and treatment
| takes just minutes. Most importantly, the closed-system Mauget technology eliminates chemi-

cal drift, customer exposure and groundwater contamination.

Mauget’s technical guide provides complete problem identification and specific treatment

recommendations using one of our insecticides, fungicides, antibiotics, or fertilizers. Even

disposal concerns are solved.

TAKE A NEW LOOK
AT TREE HEALTH CARE.

With Mauget, you have an additional
service to provide customers, and they
will have the peace of mind that their

ARCADIA, CA 91006 environment is safe and secure.
800087303779

5435 PECK ROAD

800¢ TREES-Rx
www.mauget.com

Circle No. 115 on Reader Inquiry Card
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The Sweep Star 60 dedicated turf sweeper
has been re-engineered to increase its power,
performance and operator comfort. The unit is
powered by a 25-hp Kohler Command OHV
twin-cylinder engine. Its exclusive full-floating
sweeping reel can be engaged and operated at
any height to better pick up wind-rows. All four
wheels have larger, high capacity drum brakes
and the rear wheels are now equipped with
larger, softer tires for maximum turf protection.
New heavy-duty cylinders have been added to the
separate hydraulic lift system to provide a higher

reach for the hopper dumping to trucks. This unit
sweeps up cans, grass clippings, leaves, pine nee-
dles, butts and all other debris in one pass.
Sweepster, Inc.
(800) 456-7100
Circle No. 262

Collect all kinds of debris with the 26-inch di-
ameter brush on the brand new Sweepster HBB.
Larger broom lasts longer, too, with up to 15 per-
cent more serviceable life than the Dexter, MI
firm’s HB Series. Quick attach mounting. Workers

® & O o 9

GIE Means
More Business...

For you, your company and the industry! Here's How:

60 educational seminars

300 exhibits in one big trade show

Keynote address by Robert Farrell

Outdoor equipment demonstrations

Three national associations - one big event!
The National Expo for Lawn & Landscape Pros!

GIE brings the largest combined national exposition of the lawn,
landscape and grounds management industries to Cincinnati, Ohio for
five days of business-building meetings, seminars, and trade show
November 17 - 21, 1396. Actnow tv exhibit or attend!

GI‘BBII Industry Ex

0/96

( 5 = Iell Me More About GIE/36! :
74| 3 ) Send me information on exhibiting! |
) Send me information on education!
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GIE is sponsored by: ’7"7;’:9
Professional Grounds = Company.
Management Society . Address:

, ' City/State/Zip:
Professional Lawn Care | ppone;( )
Association of America ' == 41000 Johnson Fer
Associated Landscape
Contractors of America |

7, (80 IS
Rd, NE, Suite C-135

* Marietta, GA 30068-2112
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spend more time on the job, less time in the
shop. The HBB series includes the 4-foot
HB48B; 5-foot HB6OB; and the 6-foot wide
HB72B. The machines are fitted with 12, 15 and
16 cubic foot hoppers, respectively. All units are
a compact 29 inches high and 58 inches long.The
optional dual gutter brooms let the operator get
in dose to curbs, parking blocks and other
vertical surfaces. The cutting edge of the bucket is
perfect for scraping packed dirt off driveways or
lots; sweep the area clean with the brush,

(800) 553-8033
Circle No. 263

The Tennant line of sweepers, made in Min-
neapolis, MN, ranges from the push-behind 186
to the larger riding models like the 385. The 186
is designed for picking up sand, litter and related
materials. The unit’s filter system controls dust.
The 385 features heavy-duty hydraulics and re-
tracting side brush,
Terracare Products, Inc.
(608) 429-3402
Circle No. 264

Electronic winch makes the Terra Pick-Up
Sweeper from Terracare Products, Pardeeville,
Wi one of the easier units to unload. As the
hopper opens, a rake pulls material out of the
front end. The wheels are 15x6:00-6 (one on the
front and four on rear axle), giving this unit the
flotation needed to operate on the finest turf
or greens. Rear axle drops out for easy main-
tenance. Brush height is easy to adjust and the
dutch can be engaged from the tractor seat

(612) 888-8801
Circle No. 265

Dual, counter-rotating reels provide uni-
form 48-inch coverage with the 4800 Turf
Sweeper from Toro, Bloomington, MN. Hydro-
static drive features Sundstrand pumps and
Parker-Ross wheel motors. Reel height is ad-
justable for light or heavy conditions. Self-pro-
pelled with a 18 hp Kohler engine, the unit
sweeps at 5 mph and has a transport speed of
8.6 mph. Hopper holds a full bushel. Wide tires
provide good traction on uneven terrain
TrynEx
(800) 725-8377
Circle No. 266

The new SweepEx series from TrynEx Interna-
tional, Royal Oak, M, generates minimal dust
and flying debris, protecting the operator, ma-
chinery and environment. Mega Series has 11
brush rows on a 48-inch or 60-inch frame. The
Pro Series offers 8 brush rows on 48, 60 or 72
inch frame. Brushes are replaceable polypropy-
lene. Mounting kits available for skid steers, fork
lifts, tractors, bucket loaders, pickup trucks. LM



RAIN FOREST RESCUE;
To HeLp SAVE THE BIRDS
OursipE YOUR WINDOW

f the destruction continues, the birds in your yard

may not return.

Every spring, millions of colorful songbirds
migrate north from the rain forest. They winter
in the rain forests of Central and South America,
then fly north to summer in our neighbor-
hoods and yards. That may end if rain forest
destruction is allowed to continue.

Rain forests are being destroyed at an
alarming rate... an area the size of 10 city
blocks is wiped out each minute. That’s
bad news for the planet. Because one out
of three bird species nests in the rain
forest.

Right now you can help put a stop to
this destruction by joining The
National Arbor Day Foundation and
supporting Rain Forest Rescue.
When you join, the Foundation
will preserve threatened rain
forest in your name.

Help us help stop the
destruction, to make sure
the birds sing next spring.

Northern Orioles are among the many
birds that migrate annually from the
rain forests to North America
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To contribute to
Rain Forest Rescueg, call

1-800-222-5312

The National
y Arbor Day Foundation




Omnce you control one pest species,
another may be ready and able to
fill the niche.

Dove weed

LANDSCAPE MANAGEMENT

By BERT McCARTY, Ph.D

urf managers have seen an increase or
shift of new weeds in the last five to 10
years. Many of our traditional trouble-
some weeds now have adequate control
measures, but new weeds seem to have
taken their place. Possible explanations
for this shift include:

P Significant increase in the use of preemergence
herbicides, especially on fertilizer carrier. These her-
bicides do an excellent job on most grass weeds, but
allow other weeds such as sedges and many
broadleaves to escape and thrive.

P Significant reduction in the use of traditional
postemergence herbicides which provided adequate
control of most weeds. Examples include MSMA,
DSMA, and 2,4-D. These materials provided good
general weed control at very reasonable prices. With
the reduction in their use, many previous non-trou-
blesome plants have now become major weeds.

July 1997

Lawn burweed

New weeds,
new woes

» Overwatering of many turf sites favors the
presence of certain weeds such as sedges and annual
bluegrass. In moist soils these weeds have the nat-
ural ecological advantage over the turf. This has
been further aggravated by recent hurricanes and
tropical depressions in the South which have led to
higher than normal soil moisture.

Some weeds that have become problems for turf
managers in recent years include:

Spreading dayflower (Commelina diffusa): sum-
mer annual; fleshy, smooth stems; flowers with
three blue petals; reproduces by seed and stem frag-
ments; prefers moist habitats.

Torpedograss (Panicum repens): perennial grass;
robust, sharply pointed, creeping rhizomes; repro-
duces primarily by rhizomes.

Doveweed (Murdannia nudiflora): summer an-
nual; fleshy, creeping stems rooting at nodes; leaves
alternate; small, inconspicuous blue to purple flow-
ers; reproduces by seed.

Smutgrass (Sporobolus indicus): clumping peren-
nial grass, leaf blades flat,
very thin; seed often in-
fected with black fungus,
smut.

Mat Lippia (Match-
weed) (Phyla nodiflora):
mat-forming perennial
broadleaf with prostrate
growth habits, hairy
stems; stems rooting at
nodes; leaves opposite
with large teeth towards
the tip; flowers rose-pur-
ple or white, in a head at
tip of a long stalk resem-
bling a match head; re-
produces by seed and
stolons; prefers sandy
coastal plains.

Chamberbitter
(Niruri, Gripeweed)



(Phyllanthus urinaria):
small, erect summer annual
broadleaf weed, escaped
from ornamental industry;
leaves oblong, arranged in
two rows; flowers incon-
spicuous; fruit green, warty,
without a stalk, attached
directly to underside of
branch; reproduces by seed.

Thin (Bull) Paspalum
(Paspalum setaceum):
clump-forming perennial
grass; leaf blades flat, hairy to almost smooth with a
fringe of stiff hairs along margins; common in sandy
soils; reproduces by seed & clump fragments.

Annual Sedge (Water Sedge) (Cyperus compres-
sus): summer annual sedge; seedhead is a cluster of
flat greenish, glossy spikes, at top of bare stems with
a few long leaves; tolerates close mowing; repro-
duces by seed.

Annual Blue-eyed-grass (Sisyrinchium rosula-
tum): winter annual, member of iris family; mis-
taken as goosegrass, has zigzag-shaped stems; leaves
flat, light green, all clustered at the base; flowers
pale purple to with with a rose-purple eye ring; re-
produces by seed; other Sisyrinchium spp. occur.

Longstalked Phyllanthus (Phyllanthus tenellus):
erect perennial broadleaf weed, escaped from omna-
mental industry; leaves arranged in two rows; flow-
ers inconspicuous; fruit green, smooth, round on
long stalks from the leaf axils; reproduces by seed.

Lawn Burweed (Spurweed) (Soliva pterosperma):

low-growing, freely branched winter annual
broadleaf weed; leaves opposite, twice divided into
narrow segments of lobes; flowers small and incon-
spicuous; fruits have sharp spines; reproduces by
seed.

Annual bluegrass (Poa annua): several biotypes
now exist including triazine-tolerant
(atrazine/simazine) biotype; perennial biotype;
pronomide-resistant/tolerant biotype.

Torpedograss runner

—the author is an associate professor at Clemson Uni-
versity, Clemson, SC. To learm more about weeds in
the Southeast, he suggests the publication Weeds of
Southem Turfgrass available from Clemson Univer-
sity, Extension Service, Room 82, Poole Agriculture
Center, Clemson, SC 29034-0311. $8 per copy.
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Weekly peeks

Save time at the end of the work week to check these systems:

P> Remove the engine shrouding and clean out the cylinder
cooling fins. Dirty cylinder fins will hamper a unit’s ability to cool
itself and can reduce engine life or even cause seizures, because

heat won't dissipate as well from the unit.

P> Check the grease in the gear head to make sure it’s at the
proper level. If necessary, add grease until it reaches the level rec-

ommended by the manufacturer.
P> On trimmers, inspect the starter rope for frays.

P> Remove spark plugs; clean and replace if necessary.
P> Check the fuel lines for cuts, deterioration, other damage.
P Remove the fuel filter and inspect it for any physical breaks

or cracks and replace the filter according to the
manufacturer’s guidelines.

P> Use a tachometer and check the engine’s
RPM at idle and at wide-open throttle. When
checking your unit at wide-open throttle, refer
to the manufacturer’s guidelines to determine if
these should be done with the line extended, or
if so, with the recommended line size.

P> If the unit features anti-vibration systems,
check the rubber or spring mounts to make sure
they’re secure and free of cracks.

P On trimmers, inspect the string head and
the bump knob. Check the knob and the eyelets
for wear. Also, inspect the spool and housing for
breaks or cracks. Never use a string head or blade
with a visible crack or break.
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It’s easy to talk about ergonomically sound
equipment selection and maintenance and
quite another to find the time to manage the

process.

by MARK MICHAELS

5 \Jv'f‘»’l ttention to basic ser-
B vice will keep your

. equipment and crew
#58 F ¥ running at peak efh-

ciencies during the busy season.

Whether you have a well-

staffed service department or a
do-it-yourself approach, there
are a few ongoing preventive
maintenance tips that will get
you through the summer.

Take time to look over and
adjust your equipment, to pre-
vent lost work time. Remem-
ber that even the simplest piece
of equipment needs some fun-
damental maintenance which
can be accomplished in less
than three minutes.

Even how you treat your
equipment when it's not in use
can contribute to wear and tear.

“This type of equipment
doesn't require a lot of mainte-

With regular equipment checks,
the operator saves time, and the
company saves money.

PHOTO COURTESY HUSQVARNA.
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Results from this test plot
prove AVID is the mitcide

miticide/insecticide

that stays on the job.

AVID is the number one selling miticide in AVID has been so successful thanks to its unique
greenhouses all over America. That's because characteristics. AVID is rainfast; doesn't cause

AVID is unlike any other miticide on the market.  phytotoxicity; and has a wide margin of safety for
Its unique mode of action effectively controls the environment, the public and the applicator.

mites for up to a full four weeks.

Use AVID and get the residual control that
can help your call backs go way down and
your profits go way up. That will make you
happy. And remember, happy is good.

That’s important because when you use
AVID, its residual control means your
potential for call backs goes way down.
Your customers are happier. That means
you are too. Happy is good.

Beautiful Results From Every Bottle
0 MERCK Merck AgVet Division, Merck & Co., Inc., PO. Box 2000, Rahway, NJ 07065-0912. AVID® is a registered trademark of Mesck & Co., Inc
Agvar Dwasion 01997 Merck & Co,, Inc. All rights reserved. AVD-7-1081-AJA Always read and follow label directions carcfully.
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With the trimmer shaft mounted at seven degrees to the left, the

cutting head automatically rests in front of the user, for comfortable

working position.

nance,” says Bruce Wilson, presi-  bags aren’t piled on equipment.

dent of Environmental Care “Significant damage can

Inc., Calabasas, Calif. “A key occur when equipment is in
issue for us is how equipment is  transit,” says Wilson. LM
transported on our trucks. If —The author is senior forestry
trucks and trailers are well-de- product manager for Husquama
signed, the equipment isn't piled Forest & Garden Co.

on other equipment, and debris

The daily check list

P Clean the air filter.

P> Inspect the engine shrouding for any problems that could
interfere with the flow of cooling air.

P> Check the air filter cover and air filter box for any broken
or missing pieces that would allow unfiltered air to enter the en-
gine and cause damage.

P Do a complete check over the unit and tighten any hard-
ware that may have come loose the day before.

P> Blow debris off the housing around the engine. Inspect for
grass and debris between the gear housing and string head. Ne-
glect here can create heat that may possibly cause loss of power
and damage the gear box or cutter head.

P> On trimmers, check the string guard for any broken or
missing parts. Many users risk damaging the trimmer when they
take off the string guards. Not only is this a safety concern for the
user, but a unit without a shield can allow too much line out and
may overload an engine not designed for such a heavy load.

P> Lastly, inspect the throttle and operating controls for
proper operation and visually inspect the shaft for damage or
cracks.

MM.

A W/orkl With Trm wben? t/x’ trees you phntmwecool
quiet neighborhoods

Trees Make a World of Difference”

Tvees Make a World of Difference. Between drab, barren
yards, and cozy, sheltered homes. Between hot, sun-
baked streets, and cool, shaded neighborhoods where
bird songs fill the air.

Trees Make a World of Difference. Between smoggy
air and noisy traffic, and clean air and quiet places to
enjoy.

By planting trees, you can increase the value of your
property up to 15% or more. At the same time, you'll
make a personal, positive contribution to a better envi-
ronment.

The trees you plant will remove carbon dioxide from
the air, produce oxygen, and give wildlife a home. And
trees help conserve energy. They can lower your heating
bills 10-20%, and cut cooling costs 15-35%.

N Find out how trees can make a

paaarass  world of difference for you, and
your neighborhood. For your free
brochure write: Trees For America,
The National Arbor Day Founda-
tion, Nebraska City, NE 68410.

A World Without Trees

@The National
y Arbor Day Foundation
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Scythe" is an amazingly fast-acting
herbicide that lets you see results in
minutes or hours, instead of days or weeks.

Scythe is made from a naturally occurring
fatty acid that is environmentally friendly.

Use Scythe around homes, in parks, on golf
courses, along highways and fences, in
greenhouses and nurseries.

There is no soil persistence so it can be
applied to seed beds right before planting
and around shrubs, trees and other
ornamentals.

Tank mix Scythe with other systemic
herbicides like glyphosate and satisfy
customers with fast results and long term
control. An effect so unique, it's patented.

See your chemical
dealer or call
Mycogen at
1-800-745-7476.

Mycogen Corporation, 5501 Oberlin Drive, San Diego, CA 92121, 1-800-745-7476

Scythe® s a registered trademark of Mycogen Corporabon
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Taming the

woolly adelgid

by DEBORAH SMITH-FIOLA
he Hemlock Woolly Adel-
gid (HWA) is an aphidlike
insect that is a serious pest
of Eastern hemlock and
Carolina hemlock. It was in-
troduced into the United
States (Oregon) from Asia in 1924 and
discovered in Virginia 40 years ago. It's
since spread throughout Pennsylvania
(1960s), Connecticut and Massachusetts
(1980s), killing forests and landscapes from
New England to North Carolina.
Symptoms
The HWA prefers to feed on new twig
growth of hemlocks, feeding on sap, and,
theoretically, injecting a toxic saliva. HWA
usually attacks lower branches first. Feed-
ing damage first appears as needle discol-
oration, from deep green to grayish green
to yellowing; followed by premature nee-
dle drop/defoliation, branch dessication
and loss of vigor. Eventual death of the tree
occurs after four to eight years, depending
on the size, stress level and site of the tree.
Even seemingly healthy, mature trees in
good growing sites may succumb to this
pest. Trees of all sizes and ages are at-
tacked. Mature trees in native settings or
landscapes that are large and tightly packed
together may be severely attacked.
Monitoring and life cycle
HWAs reach maturity between late
winter and early spring at the base of indi-
vidual needles, covering themselves with
white, cottony wax, resembling the tips of
cotton swabs, for protection. All HWAs
are female. Brownish orange eggs are laid
under the cottony wax and hatch during an
extended period from February through
June. Wind, birds and animals spread the

eggs from tree to tree during the spring.
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Mature trees tightly packed together in large, native settings may be hit hard by the woolly
adelgid. Wind, birds and small animals can disperse their eggs.

Newly hatched woolly adelgids (imma-

ture crawlers) are black, oval and flat. They

emerge from the cottony egg mass with
new hemlock growth in May and June.
Use a hand lens to look for crawlers; they
are barely visible to the naked eye.
Crawlers migrate to new growth, molt,
lose their legs, and settle down at the base
of needles and begin to feed. These imma-
ture nymphs remain where needles attach
to twigs until maturity. In the summer,
nymphs enter a hibernation stage (aesti-
vate) before resuming feeding in early fall
By October, nymphs begin covering them-
selves with white, cottony wax, initially se-
creting it along the outer edge of their bod-
ies like white fringe. This wax often
remains firmly attached to hemlock

branches long after the insect dies. There is

July 1997

one spring generation a year plus a partial
fall generation

(Black nymphs are exposed on new
growth for a long period, from June to Oc-
tober, before beginning to secrete their
white protective wax. They are susceptible
to pesticides at this time.)
Cultural controls

There are ways to reduce HWA popu-
lations on hemlocks by managing trees
pmpcrl_\i

P Do not place birdfeeders in hemlocks
as birds pick up eggs/nymphs in their
feathers and transport them to other trees
and other areas

» Do not fertilize HWA-infested hem-
locks. Nitrogen fertilization enhances the
survival and reproduction of HWAs. Re-

search shows that twice as many HWAs



survived on fertilized hemlocks as on un-
fertilized ones. This was true whether the
fertilizer was soil broadcast, micro injected,
or implanted. (McClure, 1991)

P No effective natural enemies are
known for reliable biological control. Sev-
eral native predators may help to lower
HWA populations.

P A winged population of HWAs is
produced each spring which leave hemlock
and lay eggs on spruce. It has yet to be de-
termined what type of spruce may act as
an alternate host.

» Western hemlock species (T. hetero-
phylla, T. metersiana) tend to tolerate or be
more resistant to HWA. However, these
species may not be adapted to Northeast
conditions.

Biorational pesticide control

The settled nymph stage is extremely
sensitive to control treatment for a long
time period, June-October.

P Sprays timed between September-
October have less potential impact on ben-
ehcial insects, and landscapers/nurserymen
tend to be less busy this time of year.

P Research in Connecticut and New
Jersey has shown excellent control using ei-
ther insecticidal soap or horticultural oil.
Read the label directions. Do not spray oil

if temperatures are over 90 F. and hem-

locks are under drought stress. Thorough

‘Tree injections look promising
Tree injections and implants give good control of adelgids, say researchers in Con-
necticut. Fertilizer and insecticide treatments were applied using the Mauget system; a
combination of both was applied using the CSI Medicap system in late May.
Pesticides injected or implanted in May in a forested site significantly reduced HWA
levels within four weeks: Metasystox-R by 98.6 percent; Bidrin by 94.3 percent, and Or-

thene by 93.4 percent.

Intermediate control occurred on trees treated with combinations of insecticide and
fertilizer (acephate/Orthene and 12-4-4). After four weeks the average control was over
88 percent even with the fertilizer. Applications of fertilizer alone (Stemix Hi Volume 0.5-

0.7-0.6) significantly improved HWA survival.

coverage is necessary, using a high-pressure
sprayer. Use of insecticidal soap will re-
move most of the white wax, which is an
eyesore. Target sprays to the underside of
new growth.

P The developing females in early
spring are also vulnerable to dormant oil
(2%) applied in March or April.

Chemical controls

P The exposed, settled nymph in June
and July is vulnerable to most sprays. Di-
azinon and malathion have shown excel-
lent control during this period. (McClure,
1991)

P Fluvalinate (Mavrik) is also labeled,
using the same timing. However, prefer-
ence is given to the less toxic soaps and oils
for control of this pest. Spray cov-
erage must be thorough.

P A recent study at Longwood
Gardens, Pa., looked at the effect
of Morestan (Joust) on HWA sur-
vival. A September spray targeting
nymphs provided excellent control
with thorough foliar coverage. This
treatment (and timing) could also
control hemlock rust mites and
spruce spider mites,

P Also, many landscapers and
nurserymen are awaiting research
results using imidacloprid (Merit)
for control of HWA as both a foliar

spray as well as a soil injection.

Egg masses of overwintering adel-
gid adults
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Merit is used at a very low rate, has a long
residual and may take weeks to months to
translocate and control pests in large trees.
Research by the product’s manufacturer,
Bayer Corp., determined that soil injections
gave 96 percent control—after 153 days.

P There is also a new product on the
market, called the Wedgle, which essen-
tially is a large hypodermic needle injector
system. The manufacturer, ArborSystems,
Inc., (402/571-9786) claims that Merit can
be injected at waist height in a simple
process with minimal tree wounding. Ad-
ditionally, the pesticide will be uptaken
within the tree in a matter of hours versus
weeks. Research trials on this new product
are underway.

Injecting insecticides is most effective in
dense stands of trees that are inaccessible
by spray equipment, or when thorough
drenching by sprays is impossible or unde-
sirable.

(Mention of any product in this article
does not constitute an endorsement by
Rutgers Cooperative Extension, and does
not imply approval to the exclusion of
other suitable products.) LM

Deborah Smith-Fiola is associate professor

and extension agent with Rutgers Cooperative

Extension.
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Practical turfgrass management information you can depend on.

Your subscription to TURFGRASS TRENDS gives you the information you need to manage the
toughest turfgrass problems. Written by experts in the field, timely information and latest
leading-edge research give you practical, proven answers to the challenges you face.

e Nnutrients
e irrigation

« disease management
e genetic improvement

» insect management
« weed management

TURFGRASS TRENDS is the hands-on tool you've been looking for to keep up to date on the latest

cutting edge research and proven turf management practices. Find out why others are calling

TURFGRASS TRENDS “the #1 research digest for turf managers.” Begin your subscription today!
“TurrGRAsS TRENDS is an important

“. .. helpful and informative. “TurrGRAss TRENDS is geared

planning resource. The advanced
seasonal information is timely for

| believe this is a very valuable
publication, especially as we all

toward conveying information, not
advertising . . . | consider it to be

preparing my stress-avoidance work to protect the environment.” the best publication in my field.”
programs.” Dr. Terrance P. Riordan Barry Carter
Mark H. Bunte Turfgrass Plant Breeder Golf Course Superintendent
Golf Course Superintendent University of Nebraska Oak Hills Country Club
Lake Wildwood Country Club San Antonio, TX

Penn Valley, CA

O Yes! Begin my subscription to TurfGrass §~
TRENDS

US.& CANADA..................... O 6 Months $96 ............ O 1Year $180
ALL'OTHER COUNTRIES .. ii.coslinnntanninsnians O $210 (1 Year)
Payable in U.S. funds drawn on a U.S. bank.

Back issues available at $15 each, prepaid.

*

ax ADVANSTAR rusuicanion

O My payment enclosed. (Make checks payable to TURFGRASS TRENDS.)
O VISA (O MasterCard (O American Express

(O Charge my subscription to:

Signature Date
Account # Exp. Date
Billing Address

City State Zip/Postal Code

Fax completed form with credit card information to 218-723-9437, or mail coupon with your payment to
TurrGRAss TRENDS, 131 West First Street, Duluth, MN 55802-2065.

Name (pl print)

Title

Business

Address

City State Zip/Postal Code

Country

Internet/E-Mail Address




This fish
story meant
trouble for
golf turfgrass

/j?afHoL{

RON HALL
Managing Editor

THINK TANK

ish tore up the grass on your golf

course?” | asked, trying to envision

how that could be. For some absurd

reason | kept seeing walking catfish

pulling themselves out of the nearby
river, chomping off mouthfuls of turf and then
slithering back into the brown water! No that's,
well...a little too crazy.

But the small, grey-haired man insisted.

“You bet they did,” he fairly shouted. “The fish
were everywhere, everywhere. These weren't lit-
tle fish. These were big fish.” The man, the owner
and superintendent of this
golf course, arose from
the snack counter stool
and spread his hands
about 18 inches apart to
show the size of the fish.

“No, no, many of them
were bigger, much big-
ger,” scolded his wife,
stepping in front of him
and holding her short,
plump arms another foot
wider anyway. “They
were carp. Carp can get
much, much bigger.
There were so many we
couldn’t do anything.”

The thought of fish,
even “big, big fish” destroying turfgrass on a golf
course didn’t register, and the look on my face
must have said so, because both of them kept up
a running commentary of just how their 9-hole
course had, temporarily at least, become a 7-hole
golf course.

Who would have thought it? Not me, not
until I stopped late that afternoon for a quick 9
holes while on a husbandly errand in an unfamil-
iar part of the county. Hey,why not? There were

just a handful of golfers on the course, and at least

another hour or so of daylight.

When I handed the owner a ten he immedi-
ately apologized that | couldn’t play the 4 and 5
holes. I could play numbers 8 and 9 twice to
make my 9 holes, he explained before handing
me back 3 bucks in change. That was good

LANDSCAPE MANAGEMENT

PAGE 46
This putting green is a laboratory

e Where every drop of

:g .

() PRAGE 126
How to make dry spots vanish

enough for me. Even so, [ wasn't going to tee off
until I heard the rest of this fish story.

The man and wife took turns explaining how a
storm in mid May caused the nearby river to
“back up” and overflow its banks onto the course.
The storm also apparently damaged some nearby
cribs in the river. The pens held thousands of
carp. The suddenly-free carp spread out over the
shallow water of the fourth and fifth holes on the
course. It was spawning season. Whoopee! They
wiggled and thrashed in the shallow water until
they'd destroyed almost all the grass on the two
golf holes, the two that paralleled the river.

When the water receded after eight or nine
days, it left behind thousands of stranded, dying
carp. The owner said he couldn’t reseed the two
holes until he and his wife gathered the dead fish
up and hauled them to a landfill. They did a lot of
the work themselves. It was a nasty business.

The man said he'd owned the golf course for
years and it had flooded before. But this was the
first time it had ever suffered such severe fish
damage. LM
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The Winning Ed

REWARD® EDGES Out GRASS
AND BROADLEAF WEEDS FAST.

EWARD Landscape & Aquatic you'll see results on weeds in as little as one
Herbicide gives you the day. At last, you get the kind of fast control
winning edge you need in your grounds that other herbicides—Ilike Roundup—-can't
maintenance weed management program. even begin to deliver.

A non-selective, highly active contact
REWARD is also the one herbicide you can

material, REWARD is designed to help

t =]

use with confidence on trimming and edging -

you manage tough weed problems on
anywhere on your course. Since it binds

your golf course. REWARD provides
quickly to the soil, REWARD doesn't leave

quick, effective control against both grass
biologically active soil residue, making it ideal
and broadleaf weeds. Once it’s applied,
for edging around trees, shrubs, flower beds
and other ornamental plantings. Or apply it
along cart paths, around sprinkler heads or

other areas where translocating herbicides,

such as Roundup, just aren’t desirable.

ZENECA Professional Products
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And when you use REWARD, you never For more information, contact

your Zeneca representative, or call

have to worry about non-target vegetation, :
1-800-759-2500.

fish and wildlife on vour course.

[ake your best shot against broadleaf and REWARD®

grass weeds with REWARD. And give your Landscape & Aquatic Herbicide

course the winning edge.
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en Diesburg’s newest re-
search lab is a putting
green at Rend Lake Golf
Course, Carbondale, 111
“There are probably a
few, but to my knowledge,

this will be the only golf course green in

the country with the dual purpose of being
used for play and for research,” says Dies-
burg, turfgrass professor from Southern
[llinois University at Carbondale, who has
set up shop at Rend Lake to come up with
solutions to putting green problems.
Traffic wear solutions

Diesburg has been at work with regional
superintendents since he came to teach at
SIU seven years ago. They encouraged
Diesburg to follow through on their idea to
conduct research on a working green.

Rend Lake superintendent James
Ashby, says how practical the notion was.

“We'd go to turf field days and see re-
search plots that look fantastic, but there’s
no wear and tear on them,” says Ashby.

“You can't simulate what ball marks will

do, or spikes or someone taking a divot out
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of a green when they miss a putt. Trafhc is
a huge problem for greens, and so is daily
maintenance. Field plots may be mowed
every two, three, even four days, but on a
course you have to do it every day, which
makes wear patterns from mowers.

“We want to see what happens to a
green that is in play daily.”
Tracking leachates

Work on the putting green began last
fall, when Belleville resident/business owner
Joe Munie of Munie Outdoor Services, Inc.,
provided the equipment and crewman to
dig out the green space.

Research benefits

Kenneth Diesburg with the first stage of his
research putting green. Wooden boards be-
tween plastic liners separate the soil/grass
mixes. They will be removed after the turf
takes hold.

The rough grading created a 7,000
square-foot, 16-inch deep ‘tub,’ elevated
and sloped for better drainage. Diesburg
lined the tub with heavy-duty plastic, and
formed three compartments in the hole.
Then, with four-inch plastic pipe and
gravel, installed a separate drainage field for
each compartment.

The putting green project combines education, industry, management and research,
and is also a service to the public, says Ken Diesburg, who will use the green as a teaching
tool for his turf management students. When two more identical greens are built at
other courses, the results of comparing cultivars and rootzones will hopefully be pub-
lished in scientific journals. The Southern lllinois Golf Course Superintendents Association
will gain valuable information through field days at the green, and through the experi-
mentation. Eventually, the golfing public will have more vigorous greens during the heat

of the summer.
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“Each rootzone is completely separate
from the others, with its own drainage field,
to monitor the leachate contents,” says
Diesburg. “This will enable us to determine
the movement of nitrates or pesticides from
the rootzones. We will also be able to cal-
culate infiltration rates and water retention.
Any water that drains through the root
zone has to go out one spot, through the
drainage field, where we can collect it,” ex-
plains Diesburg. “The point is to collect
what gets through the root zone.”

What's wrong with sand

Diesburg, a 14-year green industry re-
searcher, theorizes that most of the sands
being used in his part of the country are
comprised of particles that are too small,
and, he says, barely meet USGA standards.

“The bulk of the particles are at the
smaller end—0.020 to 0.030 millimeters—
of the recommended predominant distrib-
ution range, which is 0.250 to 1.00 mil-
limeters. Additionally, there is 8 to 16
percent of fine particles, less than 0.020
millimeters.”

Diesburg says something must be done
to the rootzones to increase water reten-
tion in the top inch while increasing the
infiltration of excess water,

To test his theory, Diesburg will com-
pare mixtures of sand and peat as rooting
media in two of the green compartments.
A third will contain a mix of sand and
“Profile” porous ceramic.

“We're looking at two rootzones and a
sand commonly used in the area. In those
two root zones we're looking at two differ-
ent types of peat. One is from Canada. It’s
got larger particles, and is more of a sphag-
num peat. The other is from the Dakotas.
It's more mature, with darker, finer granules.

Diesburg says the “Profile” product

Lots of help

Ken Diesburg was hopeful we'd be able to mention the various contributors to the
green construction project, and we're happy to oblige.
First was the Rend Lake Conservancy District, owners of Rend Lake Golf Course.
“Jim Ashby was going to build a practice putting green anyway,” says Diesburg.
“Contributions from other entities simply reduce his cost. He contributed the bulk of
manhours from his crew, as well as most of the standard materials.”

3
et
5

superintendent, in early stages of the research
green project.

won't crumble, and is durable like sand.
Diesburg says he often finds greens dry-
ing out too fast in the top inch of the root-
zone during summer. They’re saturated
with water justy below that top inch.
“Even if the bentgrass would be vigor-
ous enough to grow deeper roots, the roots

cannot grow into a water-saturated zone,

ROOTZONE SOIL PROPERTIES FOR RESEARCH GREEN

Sand Sand/15% Sand/10% Sand/15%
Canadian peat  Dakota peat ‘Profile’
Saturated hydraulic  30.2 18.2 13.0 36.2
conductivity
Water retention at 5% 9% 9.7% 7.3%

field capacity

LANDSCAPE MANAGEMENT

From left, Rend Lake Superintendent James Ashby
with Ken Diesburg and Todd Thomas, assistant

The Southern Illinois Golf
Course Superintendents Associa-
tion contributed $2000 and back-
ing. SIGCS member Ashby says
that if this project is a success, two
more identical greens will be
built.

AIMCOR, Buffalo Grove, IIl..
donated the "Profile” Rootzone
amendment.

Munie Outdoor Services,
Inc., of Belleville, lil., lent a grader
operator to shape the rough
grade for the green.

Modern Distributing of
Maryland Heights, Mo., con-
tributed irrigation sprinklers for
the green.

John Wear of Texas con-
tributed a biological derivative
from steer manure.

M.

and there is no oxygen for respiration."

“It looks like [Profile] has potential as a
replacement for peat,” says Diesburg. “It
adds to the construction cost of a green,
but if it works, the savings in green man-
agement during the next 20 years would
far exceed the initial cost.”

Diesburg seeks a turfgrass cultivar with
nice green color, quick fill-in capacity, high
leaf growth and shoot density and good all-
around hardiness. He also wants to observe
the differential response of these cultivars
to the three rootzones.

The green is seeded with Penn A-4,
Crenshaw and Penncross bentgrasses. O

—Additional reporting and contributions
by Ken Diesburg and Terry Mclver
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Before your greens can look like the one on the
right-hand page, you need the product on the left:

Fore® fungicide.

To most golf course superintendents, performance is what
matters most. Fore provides a level of control that matches

Daconil® and Chipco® 26019. Even against tough disez

like brown patch, dollar spot, or pythium.

No fungicide offers a broader spectrum of activity, either.
Fore gets diseases other products can’t—such as algae

and slime mold.

In addition, you can tank-mix Fore with Eagle’, Aliette’,
Subdue’, Banol” or other products, providing even
broader spectrum control and strengthening your

resistance management program.




AFTER.

Fore also helps you with quick green-up in summer.
Users from across the country say their turf looks

better almost as soon as they spray.

. ALWAYS READ AND FOLLOV
Plus, Fore now comes in water-soluble pouches. LABEL DIRECTIONS.
This new packaging cuts down on handling,

measuring and mixing—making your job

rademark of N

% tkof |
a whole lot easier.
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To get the good-looking results you're after, use Fore.

The foundation of good disease management.
& s
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Every drop counts

Superintendent Bill Fielder, CGCS, seeks long-term
water conservation solutions in maintaining Spanish
Trail Country Club Golf Course in Las Vegas.

By DON DALE

panish Trail in Las Vegas is an impeccable
golf course but receives, on average, just
three inches of rain a year. Bill Fielder is,
understandably, big on water conserva-
tion. And how: the annual water bill for
the club is almost $1 million. But his primary re-

The Spanish Trail crew works on installing drainage tile on the #9 hole on the
Canyon Course. A new pump station, redesigned irrigation system are in place too.
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sponsibility, as a certified golf course superintendent,
is to maintain quality turf and trees at Spanish Trail
Golf and Country Club where members expect su-
perb playing conditions.

“We pay the highest water rates for golf courses
anywhere in the western United States, and maybe
the entire country,” says Fielder who waters 210
acres of turf (common Bermuda fairways, hybrid
328 Bermuda tees, Penncross bentgrass greens) on
the 240-acre development. His water conservation
program seeks savings in places where many courses
might not even think they can conserve water.

“The first thing was to get a new pump station,”
Fielder says of his new dual-pump Flowtronex PSI
station with six 75-hp motors. The pump station,
costing about $110,000, increases water distribution
efficiency, and allows Fielder to pump water where
he needs it, when he needs it and under the pressure
he needs it.

The new pump station, with its even pressures,
has eliminated a lot of breakage and weeping of
lines. Irrigators also constantly correct head spacings
and nozzle imbalance.

The pump station is just part of a complete re-
design of the irrigation system at Spanish Trail.

That meant changing from a block system to a valve
and head system on the 9-hole Canyon Course, with
the other two courses scheduled for changeover in
the near future. The redesign will cost $1.5 million,
but saves lots of water.

More precise control

By running each sprinkler head with its own valve,
Fielder has more precise control of his irrigation. Be-
fore, he often had to overwater one spot to get ade-
quate water on another spot. “Now we can address
the hot spots, and only the hot spots,” he says.

Management practices have a lot to do with total
water usage, he notes, and he has gone to an effi-
cient system. He has three irrigators, one for each
nine holes.

“Constant maintenance of the system is the most
important thing. Second is constant adjustment of
the irrigation schedule,” says Fielder. The Maxi V
System is a great aid here, says the superintendent.
Using the computer’s calculations based on weather,



and their own knowledge of each course, Fielder
and assistants make nightly adjustments to the
schedule.

The superintendent even prints out each daily
station log and go over it to see if there are prob-
lems, with irrigators changing each station’s precipi-
tation rates as needed to match up with evapotran-
spiration rates.

In the previous irrigation setup, Fielder recalls,
“we'd actually have to come out in the day and add
more water.” In addition to poor coverage and mas-
sive water losses to evapotranspiration, the soil suf-
fered from sodium buildup.

“Basically what happens is that sodium makes
the plants unable to use the water that is there.”
Consequently, more water has to be used to get the
desired effect.

Other options

“We use a lot of soil amendments and wetting
agents to reduce the amount of water required to
properly irrigate,” Fielder says—calcium, sulphur,
gypsum and, on an experimental basis, some porous
ceramics. The amendments improve water penetra-
tion to the root zone, as well as improve drainage.

“In the case of wetting agents we're trying to re-
duce the surface tension so water will penetrate,” he
points out. He uses the wetting agents through the
pump station, or applied with a boom pressure
sprayer directly to greens, tees and localized hot
spots.

The club is also laying drainage tile under one
fairway, and plans to French-drain other holes if this
experiment in leaching is successful.

Another method of reducing water usage is by
reducing turf, and Fielder has taken out about 10
acres in low-use areas such as along drainways. This
isn't popular in a development that has houses
worth up to $15 million, but it does save money.

Spanish Trail is also drilling its own water well to
participate in an irrigation district groundwater
recharge program. This will give the club reduced
rates on their Colorado River water, but it will also
cost $0.5 million for all the upgrades.

Leaky lakes are scheduled for a bottom-lift in the

future, and that will save water in bunches. “We're

Bill Fielder at Spanish Trail Golf Club in Las Vegas says the three most important
things on a desert golf course are-"irrigation, irrigation, and irrigation.”

going to drain them and line them with 20 mm
PVC liner," Fielder says. “Each one we do is going
to cost us $100,000."

But look at the cost to replace water lost to leaks
and evaporation in one month, April, and you'll see
why leak stoppage is a good policy. That month'’s
water loss on one lake cost $1,100.

When you start adding up the cost of all these im-
provements you're looking at millions of dollars. But
Fielder says that in a city of a million people that is
adding a thousand families a week to its population,
water will become more expensive in the future.
Restrictions on usage will also be more prevalent.

“In the desert the three most important things on
a golf course are irrigation, irrigation, irrigation,”
Fielder says, adding, there are two ways to pay for a
golf course: “Now, or forever.” A good irrigation
system pays off now.

It's paying off now at Spanish Trail thanks to an
aggressive program to conserve water. O

—Whiter Don Dale is based in Willcox, Arizona
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WEVE PumPED UP
THE PRESSURE ON PESTS

™"

INTRODUCING THE JOHN DEERE RZ1 700

Effective. Efficient. Environmentally friendly. 3 x 3-inch spacing the RZI 700 covers a lot of ground

You pick the description. The new John Deere

at 64,800 square feet per hour. It all adds up to bad

RZI 700 fits them all. Now, you have an alter-  news for pests like white grubs and mole crickets.

* native to traditional methods. You can M In fact, tests show that a high percentage of
inject liquids directly to the root zone, eliminat- grubs are killed from the force of injecting
ing drift and minimizing surface toxicity. water alone. Hard to get more environmentally

The RZI 700 delivers treatments up to six inches friendly than that. For the name of your

deep through 16 single- or multi-orifice nozzles. The
5,000-psi system ensures injections penetrate even

hard-packed soil. And, at 3 mph working speed and

nearest distributor, or free literature, call
800-537-8233. Or write John Deere, PO. Box 12217,
RTP, NC 27709-9601.
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Make dry spots '~

Researchers tell superintendents what to use
and what they can do to make the dry spots

on their greens go away.
By JOHN C. FECH

t's just a few short weeks away
from the annual statewide tour-
nament and you're the host. Lots
of details run through your mind
as you prepare the golf course for
play.

The last thing you need to worry about
are localized dry spots on the greens. But,
sure enough, the symptoms are showing
up—foot printing, dark blue-green color
development, and even some wilting and
tissue loss. You try stepping up the irriga-
tion cycles, but it doesn't help much. The
spots are there,

Many causes

Localized dry spots (LDS) are symp-
toms with various causes. On native soil
greens, many factors including thatch,
compaction, poor irrigation coverage, and
fungal mats can cause dry spots. On
USGA specification or other high-sand--

content greens, hydropho-
bic (water repelling) soils
are mainly responsible.

On both types, once a
spot becomes noticeable,
it's difficult to get it to
perform normally again.
As with pest control and
other problems, proper di-
agnosis of the cause of the LDS is critical.

Research sheds some light on this prob-
lem on high-sand-content greens. The
water-repelling capacity of a given soil is
believed to be related to the buildup of an
organic coating on the soil particles.

“The coating results from the natural
microbial process of breakdown of roots,
shoots and organic elements of the soil
mixture such as peat moss,” says Dr. Keith
Kamok, professor of turfgrass science at
the University of Georgia. When the coat-

Expression of mushrooms in localized dry spots, something you might not expect.

12G
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PAUL VERMUELEN, USGA

Localized dry spot symptoms: blue-green turf color, wilting.

ing becomes dry, its chemical nature repels
water. Because high-sand-content greens
hold water poorly to begin with, coatings
further reduce moisture holding capacity
and increase the rate of drying.

The symptoms of localized dry spots
can be temporarily suppressed by using
wetting agents, compounds which lower
the surface tension of applied irrigation
water. There are many products available
in today's market. However, Karnok’s re-
search indicates that there are not signifi-
cant performance differences among them.
“Differences show up in cost, amount of
product required and number of applica-
tions necessary to relieve symptoms,” says
Kamok.

Superintendents, on the other hand,
may have favorite products. “Superinten-
dents have to feel comfortable with what-
ever product they use. It has to be compat-
ible with whatever else they may be
applying to the green at the time such as
fungicides or fertilizers,” says Charlie Had-
wick, superintendent at the Country Club
of Lincoln, Neb. “The bigger concem is po-
tential phytotoxicity to the green.” To re-
duce risk to valuable turf, Charlie tests new
products on the practice green.

PHOTO COURTESY DR. PAUL RIEKE



Your Golf Course Could Be
Trying To Tell You Something.

It needs PROGRASS
Herbicide. PROGRASS is the

surest way to get Poa annua

(Annual bluegrass) out of

your turf and keep it out.
By attacking Poa annua (and 12 other weeds)
with both preemergence and postemergence
control, PROGRASS lets you design a control
program that fits your particular situation best:

complete renovation, gradual conversion or
preventive maintenance. Properly managed,

PROGRASS protects ryegrass, Kentucky bluegrass,

creeping bentgrass, tall fescue, and even dormant
Bermudagrass overseeded with rye, from
Poa annua infestations.

Even if Poa has a grip on your course,
it'’s never too late for PROGRASS.
too soon, either.

Jut it’s never

Prograss EC

HERBICIDE
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Hadwick believes the coating issue is at
the core of debate over controlling dry spots.
“It affects so many things—USGA sand
greens versus native soil mixes, high rates of
wetting agents being effective, and possible
relationship to fairy ring—sort of a problem
cousin to localized dry spots.” As evidenced
by the expression of mushrooms in spots,
the coating causes odd symptoms. “Whoever
would expect mushrooms to show up in a
dry spot?” asks Hadwick.

Soil modification through aerification
and topdressing is another approach. Also,
Kamnok has seen positive results with the
use of PSA diatomaceous earth soil amend-
ment products.

Dr. David Minner, associate professor
of turfgrass science at lowa State Univer-
sity, has conducted several field studies to
assess the optimum procedures and materi-
als to incorporate.

“There is a negative stigma surrounding
these products, kind of skepticism based

Be persistent or you'll
have a hard time getting
rid of localized dry spots.

on the notion of using kitty litter on your
green,” says Minner. Even so, he's encour-
aged by the results of his studies. One
product in particular, Profile, has demon-
strated dramatic differences. He encour-
ages superintendents to try it for them-
selves.

“Break open a bag and see for yourself,”
says Minner. “After coring a green, backfill
the holes with Profile in a 10 by 10 ft. area
where dry spot is a problem. The treated
area should show up if its helping your dry
spot problem.”

Minner reports that some calcined clays
are dusty and can break down into finer
materials that may severely reduce water
infiltration on sand greens. Profile is differ-

ent than calcined clays of the past in that
the dust particles are removed and the ma-
terial is heated to a higher temperature cre-
ating a porous ceramic material.

“It appears that coring and topdressing
dry spots with Profile will allow water to
quickly enter, and remain in the dry spot
sand,” adds Minner.

The best approach to dealing with lo-
calized dry spots is to be persistent.
“You've got to stay on top of them,” adds
Hadwick. “Hand water during the heat of
the day, and put the water where it’s dry,
not where it's wet. Use light repeated ap-
plications. Let it soak in. Rewater. Other-
wise the water just runs downhill, and you
haven't got enough on the dry spots, and
you've got too much everywhere else.” O

—The author is an extension educator with
the University of Nebraska

Your position demands tough choices and critical

decisions . . . the kind of hands-on information you'll

get in each issue of TURFGRASS TRENDS.

Find out why it's the #1 research digest for turf managers—
begin your subscription today!

-
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QUELANT™Ca

Calcium & Amino Acids

CALCIUM DEFICIENCY
CORRECTOR

A(klmnn of calcium to the soil by traditional
means Is not usually efficient or effective in
treating the calcium deficiency of tirigrass. Once
applied. the common forms of liming materials
can rapidly change to compounds that are
insoluble in water and not readily available 1o the e
plant. Continuous applications over long time
periods are necessary 1o effect even modest
improvements in calcium uptake.

Quelant™Ca is a newly available amino acid
chelated calcium product that corrects calcium
deficiencies in turfgrass upon application
Quelant™Ca provides readily avallable calcium
chelated with amino acids so that it is easily
absorbed by the leaves and/or the roots of the plant

developed not only to faciliiate absorption by the
leaves and roots, but 1o increase mobility of the
calcium within the plant as well

Quelant™-Ca is normally applied as a foliar spray
and may also be applied through fertigation
Either way, it Is tank-mix compatible with
herbicides, soluble fertilizers, insecticides
fungicides and plant growth regulators. It will even
help Improve the elficiency of most of these
treatments by increasing their absorption and
translocation within the plant

Best of all, Quelant™Ca is economical 1o use and
it protects the environment

regardless of most soil and water conditions. The unique Quelant™-Ca — a true systemic. It's new...it's unique.
formulation of amino acids used for chelation was and nothing else works quite like it!

L

For more information about Quelant™Ca call
Nutramax Laboratories’ at: 800-925-5187

TV Mum oo i ( compwn)

UTRaMax
LABORATORIES, INC.

AGRICULTURE DIVISION Rz
Baltimore, Maryland 2>

faer Mo
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Is leasing for you?

You don’t always have to buy
those big-ticket equipment
items you need to maintain

your golf course. Here’s why.

By STEVE AND SUZ
TRUSTY

our crews need to manicure

the turf and groom bunkers

quickly and efficiently and

get off the course to clear the

way for play. The better the
course looks and plays, the more satished
the golfers, greens committee and course
owners.

Obviously, how you work with and
manage people and equipment affects
maintenance quality. Less obvious is the
impact your allocation of resources has on
maintenance quality. But in reality, that's
what comes first. You only have so many
dollars to spend and how you spend them
determines what equipment and which
people make up your maintenance team.
How leasing works

Technically, leasing is a contract grant-
ing use of property during a specified pe-
riod in exchange for a specified fee. Some
call leasing a long-term rental agreement.
And, like rentals, leasing offers you the op-
portunity to select the equipment you
want for the time period you want without
tying up financial resources for the total
price of the unit.

With leasing you pay for equipment as
you use it which helps with cash flow.
Down payments usually are lower. Often
you can finance 100 percent of the equip-
ment costs. Also, leasing generally allows
you to keep your established lines of credit
open and available for other needs.

There can be tax benefits as well. De-

18G

pending on the terms and conditions of
your leasing agreement, the leasing pay-
ments could be up to fully tax deductible.

Terms of the lease must be negotiated,
of course, but most offer options in length
from 24 to 60 months. For golf and turf
equipment, a 36 month lease is common.
The lease agreement gives you the option
of simply tuming in the unit and walking
away, or of trading up to a new machine in
three years without taking a financial hit
for doing so.

That means you could replace that
mower, bunker rake or utility cart with the
new model that best fits your needs and has
all the technological advantages three years
of innovation and refinement have to offer.

A quick review of your service and re-
pair records will reveal an added advantage
to regular cycles of equipment replace-
ment. The need for major repairs occurs
most frequently on older machines.
Though no equipment is immune to unex-
pected breakdowns, major problems with
newer units— whether purchased or leased
—should be covered by the manufacturer’s
warranty.

Comparable terms

Could you get a better deal from a bank?
No, according to most lease holders, espe-
cially since bottom line cost isn't your only
consideration. Banks often will require a
down payment, sometimes a substantial one.
Most lease agreements have minimal, and
some have no, down payment requirements.

With a bank loan, you own the ma-
chine. Generally, the tax advantages are
not as good. Friendly as your local banker
may be, odds are he or she doesn’t thor-
oughly understand your business. Pay-
ments are set to fit the bank’s needs and
schedules, not yours. It's the job of the
leasing companies associated with equip-
ment manufacturers to understand your
business and meet your needs.

With some of these companies’ lease

LANDSCAPE MANAGEMENT July 1997

agreements, you can include a “skip pay-
ment” option that allows you to set up a
payment schedule in which no payments
are required during the off-season when
your cash flow is the tightest. They also
may offer a “bundling” option in which you
may include used equipment from the as-
sociated manufacturer, competitive equip-
ment from other manufacturers, and allied
products, all in the same package with
your new equipment lease.

Who leases?

John Deere's Golf & Turf Division
Business Manager Ken Edwards, says,
“Anything that's going to appreciate in
value, you buy; anything that's going to de-
preciate, you lease.”

While that may be too basic for some
things (You can't lease new carpeting for the
clubhouse for example, and that definitely
depreciates.) it does apply to equipment.
Flexibility

Lease flexibility gives you other alterna-
tives as well. You might decide at the end
of a 36 month lease that you really like a
certain unit and the job it's doing for you.
You can exercise the purchase option that
could be included in the lease agreement.

This purchase amount is determined at
the time the lease is signed, so you'll al-
ready know the cost. You can make your
decision based on the condition of the ma-
chine—which you and your service techni-
cians will know—and the current market
price of a comparable unit.

Or, at the end of a lease period, you
could decide that the machine you're
using is still performing well and isn't
much different from what is currently on
the market. You also may have heard that
a new model is due for introduction quite
soon. You then could extend the lease on
the current machine for a specific period,
say another 12 to 24 months. LM



There’s Nothing Better on Worms

Than SCIMITAR.

od webworms, armyworms and

cutworms can all be a big problem

in turf. For these hard-to-control
worms, there'’s nothing better than the
fast-action and extended-release control
of SCIMITAR Insecticide. With its
advanced pyrethroid technology and unique
formulation, SCIMITAR is an exceptional
addition to your turf pest management

program. And, SCIMITAR also:

* Provides outstanding control of numerous
turf and ornamental insect pests

* Controls black turfgrass ataenius and
hyperodes weevil adults and stops them

from laying eggs

zENECA Professional Products

Circle No. 136 on Reader Inquiry Card

« Has a new 20-ounce rate for effective

adult mole cricket control

Allows for low use rates
* |s economical to use

» Has no annoying odor

For big worm problems in turf, nothing is
better than SCIMITAR—an unbeatable

tool in your turf pest management program

For more information, contact your
authonzed Zeneca Distributor, or call
Zeneca Professional Products Toll Free

at 1-888-617-7690).

cimita;

INSECTICIDE

| es

Always read and follow label directions carefully

SCIMITAR GC 1 a restricted use pesticide
SCIMITAR » regastered trademark of a Zeneca Group Company
97, Zeneca



Put the power of EAGL

Superintendents tell why
they rely on Eagle to prevent
stubborn turf diseases.

“We go into the
season with really
nice greens,” says
Mike Jones,
superintendent
at Valley High
bi unre cup c0UNETY ClUb in
Elk A Elk Grove, CA.
“Then about July, the decline
starts and it's a constant battle all
through September.”

Mike's solution was to intensify
his preventative fungicide program
with Eagle® while raising fertility
levels.

Mike's experience was no
surprise to us, We've been saying
all along that Eagle provides
dependable, long-lasting protection
against 14 major turf diseases —
protection unmatched by any
other systemic fungicide. Better
yet, Eagle is now registered to
control summer patch and spring

. = dead patch.

Tackling dollar
spot and brown
patch

Rich Hardebeck
is superintendent
at Eagle Lake

S Golf Club in

Eagle

Farm

Farmington, MO. When he first
came to Eagle Lake, he experi-
enced extremely heavy dollar
spot on his ryegrass and blue-
grass fairways.

“Last year,” says Rich, “| applied
Eagle preventatively in April and
again in September and didn’t
see dollar spot all summer.”

Dollar spot
was also Dave
Anderson’s
problem, as well
as brown patch
on his ryegrass
fairways.




Ve IS superintendent at
n Country Club in
\arket, VA
sed Eagle exclusively on
‘and they
\ ver
had, especially considering the
extreme heat.”

Late in the year,” Dave
continues, “| alternated Eagle
with a contact fungicide to

ntrol gray leaf spot and got
excellent results overall.”

Effectiveness is just
the beginning.

In addition to the long-lasting
tection of Eagle, superintendents

appre
safety use rates and water
soluble packaging

‘| don’t have the safety con-
cerns with Eagle that | do with
other sterol inhibitors,” says
Mike Jones. "And rates are so
low, | have the flexibility of using
it in the fall if | n to.”

The flexibility of Eagle is
further enhanced by the new
extended spray schedule —now
up to 28 days.

The > powerful reasons for
using Eagle. Dave Anderson gives
the finz
“Considering its length of
control, low-use rates and cost,”

Circle No. 130 on Reader Inquiry Card

he says, "Eagle offers the best of
both worlds.”

To learn more about Eagle, call
1-800-987-0467 or see your
local Rohm and Haas distributor.

Just say that Mike, Rich and

TURF A ORNAMENTAL FUNGICIDE

For top-flight performance.

ROHM
i{HARS




ASSOCIATION NEWS

ars Calif. okay
endent use of the grass carp passed the California
ts the GCSAA. California GCSA and lobbyists
the vote. Fish and Wildlife officials have ex-
grass carp use to the whole state at once but
about getting their bill through the Assembly and

w ASGCA president

ke history for the American Society of Golf Course
e first woman president of the 51 year-old organiza-

the first time a husband and wife have served the
Pete Dye served in the post in 1989.

d more than 40 golf courses in the U.S. and abroad,
for her work as a promoter of women's golf, according
awn attention to the need for courses that challenge the
the placement of tees and hazards.

scramble was won by the team of Gerald and Jerry
ws and Ron Adams. Second place team was Ted Kasel;
ney; and Craig Jach. O
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Do the best supers
wear Etonics? They
do now!

As a component of the three-year partner-
ship, Etonic will market its Dri-Lite Series golf
shoes as “GCSAA's Official Superintendent's
Shoe.”

“By working in conjunction with the people
responsible for maintaining golf courses nation-
wide, Etonic will gain input that will allow the
company to produce golf shoes that are best
suited for today’s golf courses, while also
strengthening our stature as the industry leader in
the alternative spike market," says Bill Kirkendall,
president of Etonic Worldwide Corporation.

Etonic and GCSAA will share information in
areas related to alternative spikes, focus group
discussions, professional development and indus-
try-client round table forums.

Bollig suggests that the information ex-
changed between the two groups would likely
consist of turf research information.

“It’'s one of those things that if Etonic called
and said ‘we're trying to develop a product,
what have you guys found,” says Bollig.

“And from [Etonic’s] standpoint, if they do
any testing...they'd share with our membership.”

Does GCSAA or does it not favor altemative
spikes?

“From a strictly agronomic focus, | would say
‘yes' says Jeff Bollig, spokesman for GCSAA.
“But knowing that the game of golf involves
more than just [the superintendent’s] area, we
have to look at this on a wide-range basis.

For example, says Bollig, “There’s bermuda-
grass courses with very little traffic, and there’s
probably no reason to mandate some of these
courses to go to alternative spikes. There's also
some of our members who feel that because the
alternative spike craze has hit, people are going
to change automatically, and it's just a matter of
time [before all courses mandate their use].

Etonic will help to fund the GCSAA's De-
velopment Series, and will also contribute to the
GCSAA Foundation. O



These questions came straight
from the customers of lawn care
operators, pest control operators
and other professional pesticide
applicators across the country—
and probably reflect the concerns
of your customers. The more
your customers know about the
products you use, how you use
them and how much is used,
the more confident they will be
in you and your service

Communicate With
Your Customers

Your customers expect
you and your employees to be
credible and knowledgeable
sources of information about
your products. Take time to talk
with them about your safe and
responsible use of pesticides
Studies show that most
people don't know that pesticide
products are among the most
highly tested products sold. The
U.S. Environmental Protection
Agency (EPA) registers only those
uses of pesticide products that pose minimal risks
* Emphasize that pesticide products must undergo
stringent government-monitored testing before they can
be sold. It is a long and costly process. For example:

- It takes a chemical manufacturer eight to 10 years
to test and register a product, at an average cost of
$30 million to $50 million

- As many as 120 tests or more are performed, many
specific to health, safety and the environment

- Only one potential pesticide in 20,000 makes it from
the research lab to the market

¢ Explain Integrated Pest Management (IPM) to your
customers. Most do not fully understand the concept
Point out that a successful IPM program stresses
prevention, pest identification and selection of the best
method of pest control, which may require the use
of pesticides. Tell how you incorporate IPM into your
pest management practices

* Identify the specific pesticides you use and the pests
they control

* Indicate that professionals use an array of
products, many the same as those used by
homeowners

* Assure customers of the benefits pesticides
provide for turf, trees and ornamentals, and
in the home. For example

- Termites cause over $1 billion in structural
damage each year.

“Are the pesticides
you use safe.

“Are the pesticides that
professionals use stronger * Discuss your safe and respon-
and more toxic?”

“When is it safe for my children

and pels to return to an area |
after a pesticide application?”

- One large, pest- and disease-
free tree has the same cooling
effect as 15 room-size air

” conditioners

~

- A well-maintained lawn and
landscape adds as much as
15 percent to a homes value

sible use of pesticides as a
professional applicator. Note
the many steps you take to
ensure that the pesticides you
use are used properly

Advise your customers

that you closely follow label
instructions. The label contains
instructions for only those
uses approved by EPA.

* Outline the extensive training
that is mandatory for profes-
sional applicators in order
to apply specialty pesticides
Applicators are required by law
to undergo training, certifi-
cation and licensing, as well as
to keep records of each job
performed

» Explain what happens to pesticide containers once a
job has been completed. Note that containers are
disposed of properly.

What Else Can You Do?

Provide your customers with materials such as
newsletters, brochures, fact sheets and bill stuffers that
communicate these messages. Be sure that someone at
your company, who has a basic knowledge of the
products and application methods your company uses,
is available to answer questions.

RISE Is A Resource
RISE is the voice for the specialty pesticide industry.

[ts members include manufacturers, formulators, distrib-
utors and other industry leaders.

RISE works in cooperation with your national, state and
local user/applicator associations and 1s an additional
source of information regarding issues facing pesticide
users. We can help you in your role as a knowledgeable
and credible information source to customers and to the
public. A brochure on communicating about
pesticides with your customers is available.
Contact RISE to receive your copy

We urge you to take an active part in your
state and national association(s). We work
together to support your business

Respoesibie indusiry foe a Sound Emvrorament *



http://www.acpa.org/rise

The Case of the ‘If’s’:

._I_f. “If I can become a *Certified Grounds
f 2 l Manager and win a recognized national
pl'O eSSIOI]a maintenance award, so can you.
Those attainments are a direct result

grounds management of being a member of PGMS,

dedicating myself to its principals

means Something and taking advantage of its

programs.”

tO you, Randy Willis, CGM

Grounds Supervisor

you belong with us. NW Misoun St Uity

Let PGMS Join YOU in your future.

Yes, we're a membership organization, but we don'’t just expect you to join us for joining’s sake.
We’'re vitally interested in our members’ futures. We literally intend to and will add our expertise
and strength to you for your greater attainment.

»

. Join together with fellow grounds professionals who serve in all areas of the profession.
. Comprised almost equally of independent contractors and on-staff grounds managers,

PGMS is THE broad-based professional organization for you.

PGMS Membership Benefits (partial list):

® local branch meetings
® annual conference and Green Industry Expo
® monthly newsletter
® personal identification (membership card, certificate, hats, jackets, decals)
® certified grounds manager program
® training manuals
® discounts - rental cars, books
® membership directory

® awards
® information clearinghouse
3w i Q,‘ ® in addition, insurance programs now being developed.
L P P T
& > g - # e

*Conferred by PGMS, grounds manager certification is a program of developing and administering a program of

voluntary peer review to establish acceptable competence levels, and to help the grounds professional attain his
personal goals.

Clip and mail:

TO: PGMS
120 Cockeysville Road, Suite 104
Hunt Valley, Maryland 21031 Tel. (410) 667-1833

I want to grow with PGMS. Please send more information explaining how.

Name Org.

Street

City/State/ Zip

Telephone

For more Information on JACOBSEN/TEXTRON Circle Reader Inquiry #110 »



Next PLCAA
leader will
need to jump

right in

=
|Z on et (.
RON HALL
Managing Editor

THINK TANK

he Professional Lawn Care Association
of America (PLCAA) is a stable, well-
run organization, but it has some tough
decisions to make.

Tops on the list is finding a new fulltime
leader. Then there's the need to begin growing
again. Also, is it in PLCAA's best interest, or of
the green industry itself, for PLCAA to continue
to manage the Green Industry Expo?

The GIE is a partnership among PLCAA, the
Associated Landscape Contractors of America
(ALCA), and the Professional Grounds Manage-
ment Society (PGMS).
PLCAA has managed it
since its inception about
seven years ago. GIE has,
with a few glitches,
worked very well. It's
been a good deal for just
about everybody in the in-
dustry. Suppliers show
their wares to a wider au-
dience. Show attendees
get to pick and choose
among the three group’s
educational offerings.

In conjunction with
the show, each association
conducts its own confer-
ence with its own annual
meetings, award ceremonies and educational ses-
sions. Each association retains a measure of auton-
omy which is the way it should be. This year’s
GIE is in Charlotte, NC, in November and coop-
eration among participating associations remains
strong. Indications point to a strong 1997 GIE.

I'm glad. It's to the green industry’s best inter-
est that the three organizations continue to coop-
erate for the GIE; the only question is, who
should manage it?

As for PLCAA's new leader, what seemed like
a done deal, the hiring of Rex Boynton to manage
the Professional Lawn Care Association of Amer-
ica (PLCAA), didn’t happen.

The executive director of the Picture Framing
Association for the past six years, really impressed
the PLCAA Search Committee, but Boynton

LANDSCAPE MANAGEMENT
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Can you aerify too much?

took another job in Richmond, VA, where he and
his family live. Because the Boyntons have school-
age children, they apparently decided against
packing up and moving. PLCAA is headquartered
in Marietta, GA.

PLCAA has been without a fulltime executive
director since Ann McClure left in mid spring.
She departed leaving the Association in solid fi-
nancial shape and with an able staff. Overall, she
was an excellent manager and administrator.

But, neither she nor the PLCAA board mem-
bers over the past decade have been able to grow
the organization much beyond its 1000 or so
members. Back in the mid 1980s it looked like
the Association would reach 2,000 members. It
didn't happen. PLCAA, although it's had some
success in starting regional allied associations,
seems to be on membership cruise control.

PLCAA will probably have to rethink its dues
structure to put some zip back into its membership
effort. It should more vigorously court the small
mowing and maintenance firms too. I think it has a
lot it could offer this segment of the industry.

One thing for sure, PLCAA's next executive
director won't be able to just come in and keep
the wheels turning. That person is going to have
to have to make things happen. And soon too. LM

July 1997 1L



Precision Plan.

REWARD" LS FOR PRECISION S
TRIM & EDGE WORK IN YOUR .
LLANDSCAPE PROGRAM. &

ew REWARD LS Landscape REWARD LS also delivers quicker results
Herbicide brings precision and than other commonly used landscape Pe
aro
: s : . Y sid
speed to your trim & edge. With its fast, herbicides. Once it’s applied, you'll see results
contact mode of action against weeds, on both grass and broadleaf weeds in just one
REWARD LS provides exact, clean lines day. Nothing works faster than REWARD LS
that landscape professionals expect in in your landscape management program.

trim & edge work. Clean lines that you
REWARD LS binds quickly to the soil

just don’t get with systemic herbicides
and leaves no biologically active soil residue.

because of translocation problems.
It works well around sidewalks, mulched areas,
driveways and curbs—and is ideal for edging
around trees, shrubs, flower beds and orna-

mental plantings. REWARD LS even allows

you to plant new beds soon after it’s applied.

ZENECA Professional Products



Works well around

mulched areas

Excellent Ideal for edging
performan‘ca around trees, shrubs,
around driveways flower beds and

and curbs ornamental plantings

REWARD LS is available in a convenient
I-quart, squeeze-and-pour container— exactly

the right size for most lawn and landscape jobs.

For trim & edge that’s exact, bring the precision
and speed of REWARD LS to your landscape

management programi.

Abways read and follow label s carefu
REWARD*® LS is a registered trademark of a

C1997. Zeneca In

Zeneca Group Company

Clean lines

that professionals

For more information on REWARD LS
Landscape Herbicide, contact your authorized
Zeneca Distributor, or call Zeneca Professional

Products Toll Free at 1-888-617-7690).

REWARD LS

Landscape Herbicide

Circle No. 139 on Reader Inquiry Card
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AROUND THE SHOP

Incentive pay
plans gain in

popularity
with LCOs

BOB ANDREWS

Contributing Editor

4L LANDSCAPE MANAGEMENT

s the labor market continues to

tighten, many LCOs are turning to

incentive pay programs. Instead of re-

lying on straight hourly pay, over-

time, and discretionary bonuses these
operators are linking pay to objective measures of
individual and group performance.

Of course, the employer's goal is to retain and
reward his or her staff while also tieing employ-
ees’ compensation more directly to performance.

There are generally six different ways that
LCOs pay employees:

Production bonus.
These firms recognize,
first and foremost, that
the work must get done.
Therefore, those with
production responsibility
are rewarded for it. Pro-
duction standards are set
and usually a percentage
of individual billing is
paid. Some firms pay the
percentage weekly, some
pay it monthly so that this
portion of the incentive
program is done shortly
after the work it rewards.
Some firms limit the
amount of personal pro-
duction to better control service quality.

Individual sales. Whether it is done during the
course of production or as an off-season activity,
separate incentives are paid for individual sales.
This allows as many people as possible to be en-
gaged in marketing. Front-line employees are
closest to the customer, so why not pay them for
expanding the customer base? Usually this is
done by paying the employee a flat fee for a new
customer, or a percentage of first-season sales.

Referral bonus. The best source of new busi-
ness is an existing customer, most LCOs feel. A
customer's satisfaction with your service and their
confidence in your company often leads that cus-
tomer to refer new customers to you.

It follows that the service provider that gener-
ates new customers this way must be providing a

July 1997

high quality of service. This is great for customer
retention, so rewarding the employee responsible
for a referral is actually rewarding the employee
for retention too.

Responsibility. People with supervisory re-
sponsibility should be rewarded for it. In some
cases, the level of reward is a reflection of the per-
formance of the employees they supervise.

In this scenario, the supervisor isn’t simply
being paid a high salary for “being responsible.”
Indeed, the supervisor's compensation can rise
and fall, to some extent, depending on his or her
group’s productivity. While such an incentive
program may not have a major effect on the man-
ager’s overall pay, it does get his or her attention.

Length of service. Many firms build in some
extra compensation based on length of continu-
ous service. This recognizes the value of a long-
term employee, and the employer’s desire to
keep turnover at a minimum. Usually, businesses
offering a length-of-term incentive do so in the
form of a flat increase in base pay on the anniver-
sary date of the employee’s hire.

Cost of living. Some operators include an an-
nual cost of living increase in their compensation
program, particularly for salaried employees.
Usually this is based on the average increase in
the Consumer Price Index. In recent years this
has averaged about 2 percent annually. These
companies find a cost-of-living adjustment to be a
fair way to increase the pay of employees that
aren't eligible for incentive programs.

What is interesting about these options is that
four of the six are related to the employee perfor-
mance, and its impact on the business. O



The Woods Mow'n Machine™ is the choice
tool for high-productivity lawn care. Its zero
tumning radius makes short work of spacious,
filled yards. And the wide TrueFloat™
deck delivers a clean cut on any terrain. You
can choose from air or water-cooled, gas or
diesel engines and an array of optional all-

season attachments. Mow'n Machine mowers

oo 4 also come with TiltAccess™ decks for fast,

MOW'N MACHINE "™ %%~ PRIME CUT

easy maintenance. And they're backed by
dealers nationwide. Which makes Woods the
smartest way to mow, no matter how you cut it

To arrange for a Mow'n Machine test d see
your local Woods dealer. Or call 800 31 WOODS

Post Office Box 1000 wnn“ﬂ
Oregon, Winois 61061 AR P
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profits, Roundup® Pro herbicide may be your most useful tool.

‘ N rhen vou're thinking of ways to expand your business and boost

Roundup Pro can solve almost any lawn care problem you can
think of. And it ean ereale some opportunities that may surprise you.

Think
Of All The
Possihilities.

1 GIVE NEW LIFE TO LAWNS

Take out areas of old wom, damaged grass or an
unsightly varietal mix and start with a clean slate.
The control you get from Roundup Pro gives
new turf a healthy start. The perfect first step in a
total or partial lawn renovation and to long-term
refationships with customers.

ZAP "EM AND WHACK "EM

First, zap weeds with Roundup Pro; wait three days
for it to move into the roots; then whack 'em with
a string trimmer while they're still green. You'll get
fast, effective results in hard-to-reach places. Plus,
Roundup Pro gives you complete control—roots
and all —with no regrowth.

BANISH BACKYARD BRUSH

Expand your horizons by using Roundup Pro to
remove brush that can encroach on the perimeter
of a backyard. The “roots and all" action of
Roundup Pro also eliminates regrowth, so you'll
achieve beautiful results that cutting alone just
can't provide. It's a great way to increase your
“trade area; giving you and your customer more
yard to beautify.

MASTER MULCH BEDS AND TREE RINGS
Enhance landscapes and add to the natural
beauty of the surroundings. It's easy to create
mulich beds around trees, shrubs and omamentals.
Just use Roundup Pro to control the vegetation
in these areas, then cover with mulch. Spot
treatments keep them beautiful and beat hand-
weeding, hands down.

To get more information on these
and other profit opportunities, call the
Monsanto Customer Relations Center
al 1-800-332-3111 and ask for these sell
sheets by name:

*Roundup Pro, The Brightest Idea Since Roundup.
Zap 'Em And Whack 'Em, * Muich Beds Made Easy
*Backyard Brush Control. * Turf Renovation.
*Questions & Answers About Roundup Pro.
*Roundup Pro In The 21st Century.

* Product Label and MSDS,

Dolt Once. Do It Right. Do It With Roundup Pro.

ROUNDUP® 15 A TRADEMARK OF MONSANTO COMPANY AUWAYS READ AND FOLLOW LABEL DIRECTIONS
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‘MAINTAINING' an edge

When the real estate market started falling, Boston's
John Schumacher looked for an opportunity beyond
landscape construction, and found it in maintenance.

company will often find a
profitable market niche by
being in the right place at
the right time or by simply
reacting to a group of par-
ticular circumstances.

This was the case when John Schu-
macher, founder of Schumacher Landscap-
ing in Boston, entered the maintenance
market in response to New England's
worst real estate recession a decade ago.

“When [ founded Schumacher Land-
scaping 30 years ago, my vision was to pro-
vide landscape construction to new facilities
and residences throughout the region,” says
Schumacher. “This plan was a success
throughout the first twenty years of the
business. However,
as the late eighties
approached, all signs
pointed to a reces-
sion and [ knew |
needed to do some-
thing to prepare for
my company’s finan-
cial survival.” Schu-

macher’s goal was to

John Schumacher:  discover a way to
customer trust bring in a new source
helped win mainte-  of revenue before
nance accounts. the real estate mar-

ket collapsed.

Since most of his business was based on
new landscape construction, his solution
was to open a division that would offer
maintenance programs to his current and
former clients. After all, he knew that even
if all new construction stopped, the grass
would still grow and need to be main-
tained .

8L LANDSCAPE MANAGEMENT

Fast action

Schumacher didn't lose
time implementing his plan.
By 1987 he was soliciting for-
mer clients to sign on for
maintenance programs. He
also designed maintenance
packages for new construction
contracts. “We knew if people
trusted us enough to handle
their original landscaping,
they would certainly trust us
to maintain the grounds,” says
Schumacher.

“Having new contracts feed into main-
tenance contracts was just a natural. It was
one-stop shopping.” By soliciting clients
with whom he had built a rapport and
solid reputation, his maintenance service
was an easy sell. The next step was to sell
the service in volume.

Forming a division

To increase volume, Schumacher
hired Gary Chase, a grounds maintenance
specialist, to run the company's new divi-
sion. Chase hired two estimators, a project
manager and a salesman.

“One of the most important accom-
plishments at that time was to develop a
system for management and marketing
that operated like a well oiled machine,”
says Chase.

“The maintenance division was grow-
ing faster than we expected and we needed
to ensure that the quality of our service
wasn't being compromised as is often the
case with growth,” says Chase. By bringing
four additional staff members into the divi-
sion, Chase was able to increase sales and

ensure a smooth operation. By 1992 the
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Sam Depina, a seven-year foreman, works here in orna-
mental maintenance.

maintenance division accounted for 10
percent of the business.
‘QC’ in changing times

Schumacher Landscaping managed
quality control by turning New England's
harsh winters into training season for com-
pany employees.

From left, project manager Rich Wyman and
Dave Schumacher, marketing director take a
break at a job site.




Today, Schumacher's employees ac-
count for six percent of all Massachusetts
Certified Landscape Professionals
(MCLPs), a designation set up by the As-
sociated Landscape Contractors of Massa-
chusetts (ALCM). The organization holds
rigorous training programs for plant identi-
fication, insects & diseases of ornamental
plants, plant health care, soils, turfgrass
management, safe use of pesticides, safety
and first aid, design and more.

To improve employee retention, Schu-
macher not only provided competitive
benefits packages and opportunities for
employees to grow within the company,
he provided those benefits year round to
his seasonal employees.

“It was a risk that continues to pay off
every year," says Schumacher. “Because |
believe in my staff and respect their needs,
quality has been controlled and improved
each year due to low tumover and our
highly experienced field. Today most of
my employees have been with the com-
pany for an average of 10 years.”

Still growing

By 1996 Schumacher and the rest of
the region were well out of the recession,
yet as the market for new landscape con-
struction increased, Schumacher continued
aggressively pursuing the maintenance
market. Why? Because when Schu-

macher formalized his department with

job costing and estimates, he discovered

that the profitability in maintenance was
just as good if not better than new land-
scape construction. Today, Schumacher's
maintenance division consists of 45 staff
members and accounts for 20 percent of
revenues. John's son, David Schumacher,
manages sales for the maintenance division,
and says that he and his father were even

thinking about growing maintenance into a

separate company. However, the Schu-
machers decided that their success in
maintenance was based on their solid repu-
tation in new construction. The company
plans to grow the maintenance division
wherever possible, to 30 percent of com-

pany revenues by the year 2000. O
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Clear up pond aléae, scum,
and foul odors. . .naturally

New Organica® Pond Clarifier cleans pond and lake water
with highly concentrated beneficial bacteria

A - —— T

Non-toxic, biodegradable, no heavy metals

Now you can have cleaner, clearer ponds and lakes without using copper
sulfate-based products and worrying about the consequences of heavy
metal contamination. Organica Pond Clarifier is the highly effective,
environmentally-responsible solution for better water quality management.

How Organica Pond Clarifier works

Organica Pond Clarifier preemptively digests the food source that supports
algae and weed growth. Soon, anaerobic conditions and bad odors are
eliminated. A healthy aquatic ecosystem is restored. Thanks to a unique
oxygenator ingredient. Organica Pond Clarifier keeps working to digest
pollutants such as excess nitrogen and phosphorous when water
temperatures are from 50° to 100° F. Satisfaction guaranteed. Call today.

Organica’ Pond Clarifier

Manufactured and exclusively distributed by

YR 2000 )

Call today for the name of your nearest dealer

1-800-270-TURF

705 General Washington Ave., Norristown, PA 19403
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Honda has accomplished
what many thought impos-
sible by developing a quiet,
lightweight, fully inclinable
360° 4-stroke engine to
meet the needs of hand-
held power equipment

users. We're confident these amazing
new engines will soon be the power
of choice for string trimmers, leaf B E KES
blowers, backpack blowers and mini tillers all

over the world.

When We Say Small, We Mean It.

These lightweight engines are hard-working,
clean-running and incredibly easy to start.
They measure less then ten inches square,
length by width, and are about eight inches
deep. Actually, they're about the same size or
even smaller than most two-stroke engines, but
so much better. Small engines. Big difference

This ultra-compact, lightweight design is
accomplished through a uniblock construction

that integrates the cylinder, head, and upper
crankcase into one piece. The innovative
OHV format uses a single cam to actuate
both intake and exhaust valves. And the
durable nylon cam gear assembly and ultra-
compact fuel tank further lighten the engine
~making the Mini 4-Strokes the smallest and
lightest four-stroke engines made today for
hand-held power equipment. Available in two
sizes, the 22cc GX22 and the 31cc GX31,
these breakthrough 4-stroke engines are ideal
for all hand-held power equipment.

Use Anywhere, Do Anything.

With 360° inclinable operation, Honda's Mini
4-Stroke will run like a charm. This unbeliev-
able agility is possible because of a clever
rotary-slinger pumping lubrication system that
keeps oil in a completely misted state and
circulates it using pressure fluctuations gener-
ated by the movement of the piston. Built-in
passages effectively return the circulated oil to
the oil reservoir from every part of the engine.
Plus, an oil-return point positioned in the
center of the reservoir ensures that oil cannot



mechanical noise even
more. These various fea-
tures all work in unison to
help eliminate annoying
noise and smoke and help

reduce user fatigue

Convenient and
Economical to Use

With Honda's four-stroke

D6 s g Moat veivr O sapwly passage 24 vy pazaapen

engines, there is no oil and gas to mix,
no messy containers, no special
storage requirements. The Mini 4-
Strokes also suppress spark plug
carbon buildup and carbure-
tor clogging, maintaining
like-new starting ease
even after long periods of

use or storage

HONDAM

Other Honda design
innovations allow these
engines to deliver fuel con-
sumption approximately

half that of two-stroke

engines. The end result is

lower maintenance costs

that actually make the
engine more economical
the longer you own and use
it. Efficient 4-stroke combustion
significantly lowers emissions, making the

Mini 4-Strokes more environmentally friendly.

And They're Powerful

Following in the footsteps of every Honda

accidentally flow into the combustion chamber.
That translates into inclinability and flexibility

in use engine before, the Mini 4-Strokes are packed

with power. Legendary Honda power, to be

Unbelievably Quiet

With this new 4-stroke technology comes a

exact. And when you combine this esteemed
power with the engines’ flexibility in applica-

new level of quiet hand-held power. This is tion, ultra-lightweight construction and amaz-

because in two-stroke engines exhaust gases
are released in a high-pressure state, resulting
in a loud muffler noise and fatiguing vibrations
But Honda's Mini 4-Strokes take advantage of
the four-stroke combustion format to reduce
noise by delaying the opening of the exhaust
valve. A nylon cam gear assembly dampens

Please read your owners

ingly compact size, you have a revolutionary
new engine that is ideally suited to all kinds of
hand-held and portable equipment. You have
the future of hand-held power right in the

palm of your hand

For a free brochure on the incredible Honda

Mini 4-Stroke Engines, call 1-800-426-7701

5 manual before operating Honda Power Equipment. Specifications subject 1o change without notice

1997 Amarican Honda Motor Company, Inc
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L. to R.: Paddy Drimmie, Kirk
Felix, Joe Lutz, Mark Carbaugh,
Jim Rooker (ABC commentator),
Jimmy Scott (coordinator for
Little League fields), Don
Fowler, David Fowler.

Below, KAFMO volunteer Tim
Foreman helped build the pitch-
ers mound. Right, bottom,
Alpine Services graded the field.
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or a few days each
summer baseball's
attention turns to
Williamsport in the
wooded mountains
of north central Pennsylvania.
Williamsport is international
headquarters of Little League
Baseball. Each August, the Lit-
tle League World Series is
played near here. That's when
Little League, after 12 games in
seven days, crowns a new
world champion.
Unlike Major League
Baseball, this event truly is
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global. Teams from about 90
nations compete for the right
to play here each August.
Members of the Keystone
Athletic Field Managers Orga-
nization (KAFMO) help make
the Little League World Series
special. Members donate hard-
earned expertise and hundreds
of man hours to help improve
the playing field at Little
League's Lamade Stadium.
What KAFMO is accom-
plishing at Lamade Stadium—
and how they’re doing it—
highlights the specialized

F I a ‘World Series’

Pennsylvania sports turf managers
volunteer expertise and perspiration
to make Little League field a show-
case for August’s International
World Series.

By RON HALL / Managing Editor

knowledge that turf managers
bring to the America's growing
love of sport.

“Little League wanted these
young baseball players, coming
from around the world, to play
on the best Little League field
in the world,"” says Don Fowler,
one of the KAFMO volunteers.
Companies quick to help

On September 21, 1995,
Little League officials and Tom
Murphy from the Lycoming
County Extension Office met
with KAFMO members to dis-
cuss renovating the stadium
playing field. Little League had
already stripped the field and it
asked for help. KAFMO volun-
teers agreed to help, and imme-
diately went to work.

In fact, as they drove from
Williamsport that very day,
Kurt Nilsson, with Blue Mount
Quarry (a regional supplier of
diamond mix, mound clay and
infield conditioner) enlisted, via
car phone, preliminary agree-
ments with sod supplier Hum-
mer Sports Turf, and with
Alpine Services, a company spe-



Grove Teates of Alpine Services used a laser to make sure Little

League’s World Series field drained to the warning track, foul lines.

cializing in grading and field ren-
ovations. Four days later both
companies signed contracts with
Little League Baseball, Inc.

“Other than Beaver Sta-
dium at Penn State, this Little
League field is probably the
most high profile field in all of
the state,” says Dan Douglas,
KAFMO president and sta-
dium grounds superintendent
of the Reading Phillies. “The
whole world's attention is on
Williamsport, so we commit-
ted ourselves to helping it to
become the best Little League
field in the world.”

Time was short. KAFMO
and the two contractors had
committed themselves to reno-
vating the field yet that fall.
Precise installation

On October 9 Alpine Ser-
vices began preliminary grading.
The field, built on heavy clay,
required three inches of good,
dry compost, rototilled to a
depth of five inches. Alpine pre-
cision-graded the field again,
using a laser, and sculpted the
outheld with al2-inch crown
from second base to centerfield,

so that excess rains drained to
the foul lines and to the outfield
warmning track.

The skin infield required an
equally fine touch. Alpine
graded to a depth of four inches
allowing KAFMO volunteers to
put in the infield mix, and to
build the pitchers mound and
the batters box.

By Oct. 25, Alpine had re-
constructed the field, but cold
rains stopped work. It wasn't
until November 8 that Hummer
Turf could cut and deliver about
32,500 square feet of Kentucky
bluegrass sod.

On November 9, at 7 a.m.,
employees of Little League,
KAFMO volunteers, and em-
ployees from Hummer began
laying sod. It snowed lightly.
Work continued through lunch
and the group finished in one
day instead of two it had origi-
nally planned. On November
11 four inches of snow fell on
Williamsport.

It wasn't until May 7 of
1996 that work resumed on
the field. Twenty KAFMO vol-
unteers edged the field, topped

Lycoming County (PA) Extension Agent Tom Murphy, standing, with
volunteer Kevin Yeiser, center, and KAFMO President Dan Douglas.

the infield with 0.75 inch of
Home Run ball diamond mix,
and finished the mound and
home plate circle. While vol-
unteers visited the field several
times during that summer, it
wasn't until August 7 that the
finishing touches to the field for
the 50th anniversary of the Lit-
tle League World Series began
taking shape.

Five KAFMO members
helped remove the top half
inch of the infield due to gravel
contamination. Five tons of Di-
amond Pro went down. On
August 18, the day before the
first four World Series games,
the Little League grounds crew
of Jimmy Scott, Joe Lutz and
Kirk Felix, which had worked
hand in hand with KAFMO
volunteers, put the final
touches on the field, including
painting logos.

Four KAFMO volunteers
worked with the LL grounds
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crew throughout the Series,
until the final pitch was
thrown. It was hectic, says
KAFMO's Don Fowler.

“Sometimes we had 20 min-
utes between games to prepare
the field for the next game but
it tumned out pretty good.
There weren't any extra-inning
games because then they might
have had as little as seven min-
utes to prepare for the next
game,” he adds.

“The games are televised
and the cameras are going to be
running , and there's a lot to
do, including preparing the
mound and putting down the
lines for the next game.”

Although KAFMO volun-
teers contributed 792 man
hours to making the Lamade
Stadium field the “best Little
League field in the world,”
KAFMO volunteers continue to
work to make it even better. O
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Frequent aeration
good for fields

Chances are you can’t aerify your athletic
field too much, particularly a field with clay.

By DR. BILL KNOOP/ Technical Editor

oil compaction will

kill the turfgrass on a

busy athletic field.

Grass plant roots re-

quire oxygen and
give off carbon dioxide. This
exchange of gases must take
place for the plant to live.
There are several reasons why a
soil surface becomes sealed, but
the most common is soil com-
paction. The degree of com-
paction is determined by traf-
fic, percentage of clay in the
soil and, indirectly, by the
amount of moisture in the clay.

When a soil containing any
significant amount of clay re-
ceives traffic, the clay particles,
which are very fine, become
pressed together. This is espe-
cially true if the field is used
when the soil is wet. It's the
presence of clay in a soil that
can really give us trouble.
Another problem occurs

when an athletic field is cov-
ered with water for an ex-
tended length of time. The
wetter the soil, the easier it is
to compact it, particularly if
the soil contains clay, and it's
probably the clay that's causing
the water-logged condition in
the first place. There should be
no traffic on a water-logged
field.
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There is hope

Does this mean we can't
have good athletic fields on clay
soils? Not at all. But we must
understand soil texture and
how to manage a turfgrass
growing on particular soils.

That's where core aerifica-
tion comes in. It relieves com-
paction, the field's greatest
enemy. A core aerifier pene-
trates the soil and removes a
core of soil. The remaining soil
has room to expand into the
resulting opening. Most soils
contain a clay that expands
when it is wet and shrinks
when it is dry.

The hole left by the core
aerifier also allows water to
move deeper into the com-
pacted soil. The wetting/drying
action of the clay in the soil
will slowly open spaces that
allow the exchange of the gases
necessary for root growth. The
more root growth, the more
traffic a field can tolerate. Also,
the faster the field recovers.
Weekly aerification?

How often should an ath-
letic field be aerified? The an-
swer rests with how much the
field is used. The amount of
clay in the field is another con-
sideration. Once or twice a
month certainly isn’t too much.
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Heavily used fields can be aeri-
fied once a week.

It's a sure bet that when
you see a great athletic field,
the grounds manager under-
stands and uses core aerifica-
tion. It’s aerification—and not

just once or twice a season—

that makes a big difference in
the playing condition of a
sports field. Or, perhaps, the
field might be a high-sand con-
tent field. A sand-based athletic
field doesn't need a crown for
lateral drainage. High-sand
fields provide excellent internal

drainage. Not all sands are the
same though. Generally, it's
suggested that most of the sand
be between 0.25-0.50 mm.
The real world

In the real world, athletic
fields usually don’t have perfect
drainage. They can only sup-
port a limited amount of traffic
without turf loss. That's be-
cause the more traditional way

to construct football fields is to
use native soil and create an
18- to 24-inch crown in the
field's center so that water will
run off the field.

A good management pro-
gram using soil aerification can
dramatically increase the
amount of traffic these fields
can sustain.

It's sometimes hard to sell
aerification, since the results
aren't visible right away. It
takes time for an aerifier to pro-

duce measurable or visual re-

sults, Changes in the soil result-

ing from aerifications can't be
seen.

Actually, it would be hard
to aerify an athletic field too
much. Once a month? Once a
week? It's hard to say. How-
ever, a well-used core aerifier is
just as necessary for turf ath-
letic field maintenance as a

mower or a spreader. O
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New Boomer runs circles
around other compacts

New Boomer
compact tractors
from New Holland
are engineered
from the ground
up to blast through
any job. Boomer
applies the best in . o Tt B See Boomer at your New Holland
big tractor think- - T dealer today,
ing to a compact for the farm, the estate, or the '

job site, with models ranging from 25 to 34
horsepower. MR

Cut the wheel on a new Boomer and it gives it Rocks
you the tightest turnaround diameter... up to
50% smaller than other compacts. With optional
Supersteer™ FWD, Boomer has unmatched
maneuverability, yet is easy on your turf.

And with a wide range of implements to
choose from, Boomer tackles any job.

Boomer’s sleek sloped-hood styling offers
high visibility and makes service simple. And
the whole tractor is ergonomically-designed
to give every operator the most comfortable
cockpit.

N N7
To learn more about Boomer™ visit our website at www.newholland.com/na NEWHOLLAND
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Participation in events that

benefit your community can
provide your landscape
company with immeasurable

benefits.
By JOHN B. CALSIN, JR.

he second annual Chester

County Flower Show this

past spring gave Philadel-

phia-area landscapers an op-

portunity to showcase their

talents while helping com-
munity charities.

“It was great creative outlet,” said
Robert Schrack about the Chester County
event. Schrack is owner of Decked Out
Exterior Design of West Chester, Pa. “1
wanted to jump on board immediately. It
was community oriented. I felt I could
help a great organization raise some
money, and | would get my creative ideas
out to the public.”

Schrack leamed of the show from a
client who is also a board member of Fam-
ily Service of Chester County (FSCC).

18L LANDSCAPE MANAGEMENT

Schrack’s company is a full-service land-
scape company, specializing in custom de-
sign and installation of creative gardens. He
collaborated on his show exhibit with Chris
Zobel of Chester County Oak Works, a
post-and-beam structure company.

FSCC is a private, non-profit social ser-
vice agency. It offers eight specialized sup-
portive and strengthening programs for in-
dividuals and families in the county, such
as the Retired and Senior Volunteer Pro-
gram and Project One: HIV/AIDS Case
Management and Counseling.

Jan Hatchard, FSCC's director of devel-
opment, said the first year, 1996, was a
year of “selling her vision” to get the show
started. She said the FSCC board “invested
in the show" to get it off the ground. This
year, now that the show is established, she
hoped to raise at least $25,000.

Trading experiences

John Keating, Jr., owner of Artscape-
Sophisticated Landscapes in Downing-
town, Pa., and another major exhibitor
said the show is the only advertising his
company does. He is not even listed in the
telephone directory because his customers
come from referrals.

Keating got involved for several reasons,
not the least of which was to give some-
thing back to his community. Of course,
the exposure at the show was welcome. It
provided a great opportunity to showcase
new work to established clients. And, he
said, he got a chance to trade ideas with
other people in the green industry.

In the 1996 Show, Keating did not get
any new work, so he wasn't expecting
much from this year's show. However, it
turned out he was wrong.

On the Saturday afternoon of the show,
event sponsors scheduled a “Designer
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Showecase,” complete with a buffet for
clients of the major exhibitors. Landscapers
and florists took their clients through the
show, and then talked business over a light
lunch and drinks.

One of the landscapers discovered that if
clients were hedging on larger projects, they
were more inclined to decide to go with the
larger project after seeing an exhibit.

Participants found it was also an excel-
lent way to network and get some new
ideas from the educational opportunities
provided by groups such as Longwood
Gardens, Penn State University's profes-
sional gardening program, and the Rodale
Institute’s Experimental Farm.

The show is a giant, volunteer coopera-
tive effort. It is a partnership between cor-
porate sponsors, major and feature ex-
hibitors, East High School, and hundreds
of community volunteers. More than 250
volunteers contributed over 8,000 hours
service,

Cooperation, not competition

Scott Whitheld, president of Whitfield
Landscapes, Ltd., Downingtown, special-
izes in landscape construction, particularly
interlocking paver work. He participated in
the Show also.

“The reason | did it was because it was an
excellent benefit for a local charity. [ strongly
believe in this,” said Whitheld. Of course, he
admitted, he also wanted to attract potential
customers and meet with peers.

“It brought a lot of the contractors
closer together,” said Whitheld. The show
is not judged, so cooperation rather than
competition is stressed.

“It was a good marketing tool for us,”
said Whithield, adding that participation
puts a company “on a different level” than
non-exhibiting companies. O
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There’s Nothing Better on Worms

Than SCIMITAR..

od webworms, armyworms and

cutworms can all be a big problem

in turf. For these hard-to-control
worms, there's nothing better than the
fast-action and extended-release control
of SCIMITAR Insecticide. With its
advanced pyrethroid technology and
unique formulation, SCIMITAR is an
exceptional addition to your turf pest
management program. And,

SCIMITAR also;

* Provides outstanding control of
numerous turf and ornamental

INsect pests

ZENECA Professional Product
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* Controls black turfgrass ataenius and
hyperodes weevil adults and stops them
from laying eggs

* Allows for low use rates

* [s economical to use

* Has no annoying odor

For big worm problems in turf, nothing is
better than SCIMITAR —an unbeatable

tool in your turf pest management program.

For more information, contact your
authonzed Zeneca Distributor, or call
Zeneca Professional Products Toll Free

at 1-888-617-7690.

Scimitar

INSECTICIDE

Always read a

SCIMITARY is a registered mademark of a Zeneca Group Company

low label directions carefully

Zeneca In
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MIAIN POND SUCCESS#&ACTORSY
. '

by JOHN C. FECH and
DENNIS FERRARO
/ well-kept pond adds beauty

,_ ever, concern grows about
| | potential runoff of nitrates

and pesticides to surface waters such as

to parks, golf courses, gardens

and other green spaces. How-

ponds and streams.

Good construction techniques and
pond best management practices (BMPs)
keep landscape ponds attractive and clean.
Construction & management

Three factors influence pond site selec-
tion—slope, nearby plant materials and sun-
light. Avoid shady sites. They limit plant
species. They also tend to attract leaf litter,
tree roots and other landscape debris. Gen-

erally, it's easiest to build a pond on a level,

lower location. However, with some extra
effort, a pond can be built into a hillside.
When a considerable amount of soil must
be moved, consider letting it settle over a
winter before beginning construction.
Once the site has been selected, outline
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the desired size and shape on the ground.
You can use spray paint. Be aware of how
much sunlight the site will receive, and
consider potential encroachment from
nearby trees and shrubs over the next five-
10 years.

A pond should be as large as the land-
scape will allow. Most grounds managers
indicate that users of a site prefer larger
ponds. Larger ponds are easier to maintain,
especially if they are to contain fish. Ponds
36 inches or deeper will usually support
native plants and fish
through winter. Ponds in
northern states may re-
quire 48 inches or more,
while those in southern
states can be 24 to 36
inches deep.

Depth and liners

Landscape ponds gen-
erally have areas of several
depths. Ledge areas of up
to one foot outline the
pond and account for the
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smallest square footage. Adjacent to this is
an intermediate area of 1% to 2 feet in
depth . It can be two to three times wider
than the first ledge. Most of the pond
should be the deepest area, three feet
deep. Shelves in the pond separate the lev-
els, prevent plants from sliding down.

Landscape ponds generally have areas of

several depths. Ledge areas of up to one
foot outline the pond and account for the
smallest square footage.




There are several types of liners for
ponds. Ponds larger than % acre are best
sealed with bentonite. Smaller ponds can
be quickly and easily made with pond lin-
ers. PVC liners are inexpensive, yet will rip
easily and can be short lived. Hypalon lin-
ers are extremely strong, but difficult to
handle and stretch. A liner made of an
EPDM/Butyl blend that is 45 to 64 mil
thick is best for intermediate-size pond
construction,

Plants provide oxygen, filter

Plants can help keep a pond healthy.
Submerged oxygen-generating plants are
commonly overlooked, yet shade the bot-
tom, harbor organisms, provide spawning
habitat for fish, help filter the water, and
decrease algal growth in addition to adding
oxygen to the water. Submerged oxygena-
tors include Vallisheria, Myriophyllum,
Homwort, and Potamogeton.

Marginal or edge plants beautify shallow
areas. These add to the surroundings of the
pond. Place tall edge plants such as cattails,
palms, rushes, or sweet flag on the far sides
opposite the viewing area. Use short, mar-
ginal plantings such as water iris, arrow-
heads, arum or swordplants along the near
sides. Cattails and rushes are invasive. Con-
fine the roots of these plants in containers
or with rock borders. Hardy lilies, native to
the area, can be very pleasing. These should
be placed in the 3-foot depth areas.

Pond BMPs

Pond BMPs protect the surface water
from potential pollution from fertilizer or
pesticides. The threat is greatest during and
following heavy rains. Too much nutrients
in the pond will cause algal and other weed
problems.

That's why ponds need buffer strips to
trap potential pollutants. Obviously, the
wider and denser the strip, the better it
will keep pollutants from a pond. But,
buffer strips have to be maintained too.

Research by Dr. James Baird, Okla-
homa State University, indicates that
mowing height affects the buffering capac-
ity of a strip. Comparing %-inch, one-inch
and three-inch heights of cut, Baird found

that only the three-inch height effectively

reduced runoff and trapped nutrients and
pesticides.

Also, stoloniferous and rhizomatous
grasses prevent runoff better than bunch
grasses. These grasses produce a thicker
thatch and mat layer than bunch grasses.

Be aware that saturated soils have poor

absorption characteristics. Applying fertiliz-

ers and pest control products under these

conditions increases the potential for runoff .

Finally, the physical and chemical prop-

erties of the applied materials must be

evaluated. Consider the water solubility of
a given pesticide. Formulations can vary
widely in solubility, and can be chosen on
this basis, especially near ponds. Consult
fertilizer and pesticide manufacturers for
solubility information. LM

John C. Fech and Dennis Ferraro are exten-

sion educators at the University of Nebraska

Avoid shady sites, which
limit plant species. This
pond was well-designed,
and left a good distance
from potential debris
sources.
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Kohler Command Operateor Contrellee - [Life
25 hp Engine bischarge Chute ® [}

* When financed with American Equipment Financing, Dixie Chopper's exclusive equipment financing source. Some
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Yfé Can’ t Afford

Na To Own One

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 not to own
one.

THE WORLD'S FASTEST LAWN MOWER
800-233-7596
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bonus GIE General Session on the final day.
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CLCA honors two
landscape firms

The California Landscape Contractors
Association (CLCA) honored Jensen
Landscape Services, Cupertino, CA, and
Mission Landscape Services, Santa Ana, as
winners of the 1997 Excellence in Water
Management Award.

Mission Landscape Services was hon-
ored for its work at The Spectrum, an in-
dustrial region in Irvine, CA, comprised
of 40 acres of turf. The company kept the
landscape there within its water budget
and saved the client more than $41,000
on water bills from the previous year.

Jensen Landscape Services has long
been in the forefront of landscape water
budgeting, and CLCA described Jensen
principal, Scott McGilvray, as “a pioneer”
in promoting and developing the concept
of water budgeting for landscapes. O

ALCA award
deadlines
approach

Deadlines for ALCA's annual Envi-
ronmental Improvement Award pro-
gram are: for exterior projects Aug, 15;
for interior projects Sept. 19. The pro-
gram is available to ALCA members,

Also, the ALCA Executive Commit-
tee says the ALCA Long-Range Plan,
“Achieving Excellence Through Planning,”
is ready. The 1996 report focuses on:

P History of ALCA's long-range
planning efforts.

» ALCA's mission statement.

P Core capabilities.

P Core members.

P Long-range goals and strategies.

To learn more about the Environ-
mental Improvement Award program,
or the Long-Range Plan, contact ALCA
at (800) 395-2522. O

SuperShow is
Sept. 17

The Landscape Contractors Associa-
tion MDeDCeVA will hold its annual
SuperShow on Wednesday, September
17, from 8:30 a.m. to 4:30 p.m. at the
Howard County Fairgrounds in West
Friendship, Maryland. The show was
previously called LCA's Landscape
Expo.

The SuperShow is free to employees
of LCA member companies and is $5
per person for non-members. To sign
up, contact the LCA office at 15245
Shady Grove Road, Suite 130,
Rockville, MD 20850. (301) 948-0810.

The SuperShow is open to individu-
als in the landscape industry only. O

For more Information on JACOBSEN/TEXTRON Circle Reader Inquiry #110
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ADVERTORIAL

BUNTON COMPANY AND THE NEW “TWISTER”

TURF MARKETPLACE

dcobsen Ie

“IN” INTO THE COMMERCIAL

OBSTACLES. AND HAS THE WHOLE INDUSTRY WATCHING. BUNTON'S NEW “TWISTER” ZERO-TURNING-RADIUS MOWER HAS
PEOPLE TALKING, AND NOT JUST ABOUT ITS'CONTROL ARMS OR HYDROSTATIC DRIVE. THE TWISTER. .REPRESENTS THE

QUALITY AND FORWARD THINKING THAT JACOBSEN TEXTRON WAS LOOKING FOR WHEN IT DECIDED TO PURCHASE A

COMMERCIAL EQUIPMENT MANUFACTURER. JACOBSEN TEXTRON 15 THE WORLD'S PREMIER GOLF COURSE

EQUIPMENT MANUFACTURER AND HAS ALWAYS HAD AN INTEREST IN EXPANDING INTO THE

COMMERCIAL TURF EQUIPMENT MARKET. JACOBSEN REALIZED THE BEST OPPORTUNITY FOR ENTRY INTO THE MARKET WAS

TO PURCHASE A SMALLER, YET WELL-KNOWN COMPANY AND HELP IT GROW.

Innovative product offerings, similar histories and
corporate philosophies convinced Jacobsen Textron that
Bunton Company was the right partner for its entrance
into the commercial turf market.

According to Herb Henkel, president of Textron’s
Industrial Products, Jacobsen’s acquisition of Bunton

will “position both companies for growth.

It will enable us to build upon

Bunton’s established products and

distribution channels in the commercial arena. While at
the same time, capitalizing on Jacobsen’s leadership

”

position in the golf market.

COMMITMENT TO CUSTOMERS

Customers have relied on Bunton for high-quality,
reliable products since its very first mid-size walk-
behind mower was introduced in 1948. Now, as part of

the Jacobsen Textron team, Bunton’s reputation for
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quality will not change. Bunton will continue to
customers the highest levels of quality, performance
and service, but with the support, financial backing and
development resources of one of the largest turf
equipment manufacturers in the world.

“People thought Jacobsen was going to come in

change the name, and paint everything orange,” said

Joe Santangelo, regional sales manager for Bunton.
‘ ¢ g

“That just hasn’t happened.

“PEOPLE THOUGHT
JACOBSEN WAS GOING
e 10 COME IN, CHANGE
jacobsen wanted a company  THE NAME, AND PAINT
EVERYTHING ORANGE.”

“Th yre the experts

in golf. We're the experts

that knew the industry—

INNOVATIVE PRODUCT OFFERING

As part of Jacobsen Textron, Bunton will
be able to provide its customers with products and
technology never before possible. Bunton’s access
to a number of resources will dramatic
enhance product offerings

For example, Bunton will be able to draw
upon the resources of Jacobsen’s design and
engineering staff.

“We do our own thing,”said Santangelo.“But we
definitely take advantage of the many resources made
available by Jacobsen, such as the state-of -art

‘shakedown rooms” used for prod research

and development.”

Customers ¢

expect higher levels
of quality and

performance from
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the new Bunton. As proof of its commitment to quality
and to Bunton’s success, Jacobsen has already invested
extensive time and finances into the manufacturing
process at Bunton'’s Louisville, Kentucky, facility. New
painting processes, material handling operations and

additional staff are just a few of the enhancements.

COMPANY STABILITY

In addition to the improvements in manufacturing
and new product offerings, Bunton now has a solid
position in the industry. The support of Jacobsen
Textron means Bunton will be able to expand its
product line and service support. Dealers can be
assured Bunton is once again a major player in the
professional lawn care industry. Customers can expect
total service and support from Bunton. From
manufacturer to distributor, distributor to dealer, and
dealer to end-user, customers can have the confidence
in the products they purchase, as well as in the

representatives who sell them.

DISTRIBUTION NETWORK
While there will be no radical changes made, one
of the most visible results of the acquisition will be an

expanded distribution network for Bunton. Bunton has

DEALERS CAN BE ASSURED
BUNTON IS ONCE AGAIN

A MAJOR PLAYER IN

THE PROFESSIONAL LAWN

GARE INDUSTRY.
T

maintaining and growing the current distributor

a very strong reputation

in the eastern half of

the United States. The
acquisition will not change
any of those relationships.
Bunton will support its

original dealers,

network in the United States, but at the same time

capitalizing on Jacobsen’s international network for

overseas distribution. The company will continue to
manufacture and distribute its line of commercial lawn
care equipment, while growing its rotary product

offering both domestically and internationally.

SUPPORT FROM TEXTRON

One of the greatest benefits of the acquisition is the
support Bunton will receive by becoming part of a Textron
Division. As a $9.3 billion company, with divisions
that include Cessna and Bell Helicopter, Textron has
tremendous technology resources and purchasing power.

The alliance among each of Textron’s divisions puts
the resources of a company like Textron within reach
of a smaller organization like Bunton. For example,
a product or technology developed by Textron
Automotive Company may have a manufacturing
method applicable to Bunton. The shared resources
will result in higher quality and more technologically
advanced product offerings.

In addition to the technical support, Bunton, via its
relationship with Jacobsen, will feel the strength of
Textron’s financial alliances. The purchasing power

wielded by Textron and its subsidiaries is substantial.



BUNTON DIVISION OF JACOBSEN
MASTER DEALERS & DISTRIBUTORS

Anmar Corporation
Elmhurst, IL

Phone: 630-530-2266
Contact: Mike Spagnoli

Central Equipment
Lexington, KY
Phone: 606-253-2611
Contact: Joe Huber

Colorado Golf & Turf, Inc.
Englewood, CO

Phone: 303-461-3332
Contact: Tom Bauerie

Commercial Lawnmower, Inc.
Livonia, Ml

Phone: 313-525-0980

Contact: John Murphy

Crandall-Hicks Company, Inc.
Westboro, MA

Phone: 508-898-3500

Contact: Peter Dobbins

E-Z-GO Jacobsen Textron
Oklahoma City, OK
Phone: 405-947-8873
Contact: Mark West

FH & H Limited, Inc. (Pro-Star)
Coatesville, IN

Phone: 317-386-7231

Contact: David Hayes

Great American Outdoors
Des Moines, IA

Phone: 515-253-9005
Contact: Don Van Houweling

Garco Industrial Equipment Co.
Indianapolis, IN

Phone: 317-788-4624

Contact: Dan Gardiner

Hunt Tractor
Phone: 502-566-6313
Contact: Scott Hunt

Jacobsen Textron-Dallas
Carroliton, TX

Phone: 972-242-0263
Contact: Tracy Scheibel

Jacobsen E-Z-GO Textron-Corona
Corona, CA

Phone: 909-371-1888

Contact: Gary Allenbrand

Jacobsen Textron-Palm Desert
Palm Desert, CA

Phone: 760-776-8873

Contact: Bob Pederson

Jacobsen Textron-San Diego
Escondido, CA

Phone: 619-737-9807
Contact: Gus Guevara

Marshall Equipment Co., Inc.
Lyndhurst, OH

Phone: 216-442-7583

Contact: George Clayman

Mid South Sweeper Supply
Memphis, TN

Phone: 901-744-1555
Contact: Ron McCarty

North Star Turf, Inc.
St. Paul, MN

Phone: 612-484-8411
Contact: Dan Miller

Outdoor Equipment Company
Chesterfield, MO

Phone: 314-532-6622

Contact: Tom Walker

Outdoor Equipment Company-
Kansas City

Grandview, MO

Phone: 816-765-3333

Contact: Joe Tegethoff

Stanley Equipment Co.
Stanley, KS

Phone: 913-681-2306
Contact: Larry Palmquist

Stull Enterprises, Inc.
Beltsville, MD

Phone: 800-229-7885
Contact: Tom Yingling

Thigpen Distributing, Inc.
Tifton, GA

Phone: 912-382-139%
Contact: Jill Guess

Totem Equipment & Supply, Inc.
Anchorage, AK

Phone: 907-272-9573

Contact: Allie Houston

Valley Turf, Inc.
Grandville, M1
Phone: 616-532-2885
Contact: Paul Johnson

For product and service information, contact Bunton Division of Jacobsen
toll-free at 1-888-423-7897 or www.jacobsen.textron.com

In addition, Textron’s financial services component

will be available to support Bunton distribution. In the
past, Bunton dealers relied on unrelated financing

companies for assistance with purchases and overhead.

The relationship with Textron Financial Corporation

provides a familiar and secure source for financing.

THE FUTURE OF
BUNTON DIVISION OF JACOBSEN TEXTRON

New products are on the horizon. As time goes on,
and as the relationship with Jacobsen Textron grows,
so will the awareness of the new Bunton Division of

Jacobsen Textron.

g k8
| THE MARKET
“People should pay attention and
5 READY FOR
A GOMPANY

LIKE US.”
In——

keep in touch with where Bunton’s
going,” said Santangelo.“The market
is ready for a company like us. There

will be some very exciting growth.”

SJACOBSEN

BUNTON
TEXTRON

4601 E. Indian Trail, Louisville, KY 40213-2929
Phone: (502) 966-0550, Fax: (502) 966-0564
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Here's an affordable aerator

Budget tight but you still need an aerator? The TM-42 may be just
your answer. It is a 42-inch-wide coring aerator with %-in. tines. It will
rear mount on tractors with 3-pt. hitch and front mount on most out-

Toro offers two
new aerators

Toro unveils its 244 and 442 Aera-
tors. The 244 Aerator has four rows
of six tines (24 tines) and is powered
by a 4-hp Briggs & Stratton IC en-
gine. The fold-down handle provides
easy transport and storage, and lift
handles on both sides of the aerator
make loading and unloading quick
and easy. The larger 442 Aerator also
uses a 4-hp B&S IC engine, and fea-
tures seven rows of six tines (42 tines)
and a unique free-wheeling outer
tine design making it easier to turn
and maneuver than competitive
units.

One of the most innovative features of the
244 and 442 Aerators is the removable weights
which provide more control and greater, more
even tine penetration without adding to the
weight of the unit. There are no water drums
to fill and empty. The 244 has two 36-Ib.
weights and the 442 includes two 36-lb. and
four 18-Ib. weights which are easily added or
removed.

Circle No. 268

front rotary mowers.
You can aerate right
through tight turns
with the tine wheels
mounted separately in
sets of two with
greaseable oilite bear-
ings. A heavy-gauge
doubles as a weight
tray to hold additional
weight. Call Turfco
Mfg, at (612) 785-
1000, or

Circle No. 267

PRODUCT REVIEW

Aercore aerators increase
productivity

John Deere’s Aercore Model 1000 and Model
1500 aerators are tractor-mounted to deliver high pro-
ductivity without sacrificing hole quality, durability or
ease of service. With heavy-duty frames, tine rams and
adjustable hole spacing, these durable aerators increase
productivity while providing flexibility on the job.

Both models can pull as many as 30 cores per
square foot, depending on the ground speed of the
tractor. With high-speed tines and “flexi-link” support-
ing arms, Aercore aerators consistently produce round
holes.

Both models share the same belt-driven design that
provides quiet, smooth operation and doesn’t require
lubrication. The belts provide dependable operation
with minimal adjustments. All components are easily
accessed from the top of the machine, making daily
checks and routine maintenance a breeze. The aerators
are compatible with John Deere 55 and 70 series com-
pact utility tractors.

Circle No. 269

Steiner’s front-mounted aerator

The Steiner 4-wheel-drive tractor with rugged front-mounted core aerator
provides fast effective turf penetration. Soil cores up to 3% inches are removed
with minimum surface disturbance. Seven ground-driven rotors with greaseable
bushings have six tines each (total 42 tines). Down pressure of the front lift uses

the weight of the tractor to penetrate turf. The aerator has four weights and a
weight box to carry additional weight if extra penetration is required. Contact
Steiner at (330) 828-0200 and mention LM, or

Circle No. 270
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Bear Cat is big enough to get job done

The Bear Cat Van-N-Chip Pro cleans a 29-inch wide swath with its exclusive agi-
tator bar and 27 mounted beater blades to pick up leaves and small twigs. It features
single-handle adjustable height control with infinite settings for optimum perfor-
mance from agitator bar. The vacuum opening is also adjustable for variable condi-

knobby drive tires provide excellent traction and powerful climbing ability.
Call Bear Cat at (800) 247-733 and mention LM, or
Circle No. 271

Water-soluble

packs make mix-
ing easy

Terra Industries Inc. intro-
duces BioEdge WSP and BioEdge
WSP (Fe) biostimulants for use
on turf. BioEdge WSP (Fe) con-
tains fully-chelated iron, a sec-
ondary turf nutrient, in addition
to the same nutrients in BioEdge
WSP. Both come in convenient,
water-soluble packs. Both prod-
ucts have proven efficacy, says
Terra Industries, with a near-neu-
tral pH for increased tank mix
flexibility, and no need for
‘heated storage. You can learn
ing Terra Industries at (712) 277-

JI )  Circle No. 272

tions and quantity of
leaves. It reduces leaves
up to 10-to-1 for fewer
stops to unload. It also
chips branches up to 3
inches in diameter with
its built-in chipper for
ultimate cleanup.

The unit is self pro-
peled with five forward
speeds and one reverse.
The single front wheel
pivots for easy tuming
and manuverability in
rough terrain. The large,

Shred-Vac good choice for on-street use

The Shred-Vac 2000 is a portable commercial shredder that efficiently and economically
converts green waste to mulch at source. It processes soft, green waste such as leaves, pine
needles, cones, bark, wood chips,
vines, brush, shrub prunings and
bulky waste material from gar-
dens, parks and nurseries.

The mulch created by the
shredder is fine enough for in-
stant use on the ground around
all manner of plants, controlling
weed growth, and protecting the
soil from erosion and tempera-
ture extremes,

The Shred-Vac 2000 cuts collection, hauling and disposal costs by reducing waste by a
ratio of 10-to-1 in volume at rates of up to 30 cubic yards per hour. Its 65-hp, V6 propane
engine powers the hammermill and suction fan. The 48 heavy, free-swinging hammers
shred material up to 1 % inches in diameter.

Because of its dust control features, fully enclosed materials flow and low decibel noise
rating of 68, it's ideally suited for use on streets or private property, says Shred-Vac Systems
which can be reached at (916) 477-7240, or

Circle No. 274
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Echo’s new Shred ‘N’ Vac

Echo's new Model ES-2100 Shred ‘N’ Vac
is designed for easy and effective handling of
yard debris. It boasts an all-around ergonomic
design with a 35-inch intake tube and a 17-
ounce, see-through fuel tank. Debris is shred-
ded and blown in a large-capacity, two-bushel
bag that features a rear-discharge design for
easy dumping.

The ES-2100 also features a new, fully ad-
justable throttle for operation at variable
speeds and cruise control for even easier opera-
tion for extended time perioeds. A handle-
mounted stop switch gives the operator finger-
tip control. Like its predecessors, the ES-2100
can be easily converted to a hand-held blower.

For more information, contract Echo Inc. at

(847) 540-8400, and don't forget to tell them
that you read about their ES-2100 in LANDSCAPE MANAGEMENT, or

Circle No. 275

Little Wonder redesigns
blower line

Little Wonder's new line of redesigned commercial blow-
ers make quick work of any cleanup. The new blowers fea-
ture an exclusive centrifugal blower design that works to-
gether with a backward-inclined blade impeller. The result is
a greater volume of air moving at increased velocity versus
traditional flat-blade designs.

Thl' C ur\'cd,
aerodynamic inlet
draws air in
smoothly around
the entire inlet
area, ensuring ad-
equate air intake
even if part of the
intake is blocked
by debris. The
new blowers also
feature a patent-
pending deflector
whith splits the
air streams to
make use of the
fastest moving air. To find out more about Little Wonder
products or the nearest dealer for its blowers, call (215) 357-
5110, or

Circle No. 276

Coremaster
is rugged,
versatile

GreenCare’s Coremaster
ECO walk behind turf aera-
tor can aerify up to 18,200
sq. ft. per hour. Variable
hole spacings include 1 by
l-in., 1 by 2-in., 2 by 2-in,,
and 3 by 2-in.. A full range
of tine sizes include %-in., %-
in., %-in., %-in. and %-in.,
hollow and solid, quadra
tines and spikes.

GreenCare says its
Coremaster ECO operates
with low noise levels, low
fuel consumption, low
emissions, and low mainte-
nance and servicing. It fea-
tures a powerful aeration
head and wide flotation
tires, says GreenCare
which can be reached at
(800) 635-8761. Or,

Circle No. 277

A lotion that pro-
tects like a glove

Gloves In A Bottle is a lotion
that works like a pair of gloves. It
is rapidly absorbed into the outer

layer of skin forming a matrix be-
tween dead skin cells. The result is
a one-way barrier which helps pre-
vent most irritants from penetrat-
ing the skin. The barrier will allow
the skin to breathe and perspire
naturally, while it increases the re-

tention of the skin’s natural mois-
turizers.

Gloves In A Bottle cannot be
washed off. It comes off through
the skin’s natural exfoliation
process. After about four hours
enough skin cells have sloughed
off to cause this barrier to break
down, so Gloves In A Bottle needs
to be reapplied every four hours
for continued protection.

Gloves In A Bottle will protect
against a wide range of irritants,
including grease, solvents, thin-
ners, paint, pesticides, poison ivy
and oak, disinfectants, cement
and lime, gasoline and diesel, and
most other chemicals, not includ-
ing hydrofluoric acid. Call (800)
600-1881 for the store nearest
you, or

Circle No. 278
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New Mighty
Max blows
away debris

MacKissic's new 11-hp
walk behind leaf blower
will be available for fall
1997 leaf and debris re-
moval. The Model LB1172
will have an 11-hp B&S In-
dustrial Plus engine that
puts out 215 mph wind ve-
locity and 2600 cubic feet
per minute of air volume.
Like all Mighty Mac blow-
ers, this unit has a poly im-
peller that is lightweight
and durable. Contact
MacKissic, Inc., at (610)
495-7181, or

Circle No. 279

Moles? Not with new Mole-Med
Having problems with moles? Investigate Mole-Med the all-
natural liquid product used to repel moles from turf and land-
scape areas. It's proprietary ingredients go deep into the soil
where moles live and feed. For more information, call Soil
Technologies Corp. at 800/221-7045, or
Circdle No. 280

Organic biostimulant product
aids turfgrass, stimulates roots

CytoGro Turf-Aid is a granular sea plant meal fortified
with CytoGro biostimulant that can be incorporated into
any aerifying or topdressing program. This blend of organic
amendment and hormone biostimulant will stimulate root
growth, improve water leaf status, and speed up the recov-
ery of damaged turf, says manufacturer Terrabiotics. Cy-
toGro Turf-Aid will not layer, maximizes fertilizer efficiency
and improves the nutrient holding capacity of sandy soils.

CytoGro Turf-Aid is non-toxic and biodegradable. It is
derived from several species of North Atlantic kelp that are
harvested in carefully regulated cycles, processed by propri-
etary methods to maximize biological activity, and ground to
a consistent, easy-to-spread particle size. Contact Terrabiotics
at (800) 988-8257 and mention Landscape Management, or

Circle No. .281
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Gator Ramps for all pickup makes,
models. Installs inside of tailgate

Load everything from boxes to tractors with the Gator Ramp.
Constructed of high-strength aircraft aluminum, it has a weight
capacity of 1500 Ibs., and features a powder-coated, anti-slip sur-
face. It mounts to the inside of a pickup tailgate in minutes. When
not in use, the Gator Ramp takes up only 4 inches inside the bed
of the truck. Available for all pickups. Tell Gator Ramp where you
read about its product (in LAnNDScaPE MANAGEMENT, of course) by call-
ing (888)-504-2867, or

Circle No. 282

“The Mouse” post-hole digger is
designed for lawn/garden tractors

Shaver Manufacturing’s new PTO-driven post-hole digger,
Model 101, “The Mouse” is designed for lawn and garden trac-
tors with category zero and 3-point hitches. It combines rugged
power in a lightweight, compact design. Model 101 features:

P shield that protects PTO assembly from dirt and moisture,

» totally enclosed gearbox,

P> stradle-mounted, tapered roller bearings for extra strength,

P replaceable cutting teeth and points,

P 3-year limited warranty.

Shaver offers semi-double flight augers of four, six and nine
inches in diameter for Model 101. An optional Down Pressure
Module can be used with Model 101. It adds 500 pounds of
downward pressure for digging in hard, rocky or frozen ground.

Shaver offers a complete line of post-hole diggers, including
three PTO-driven units and two hydraulic models.

Call Shaver Manufacturing Company at 515/266-7550, or

Circle No. 283



Rubigan A.S.
available again

DowElanco has brought
back Rubigan A.S. fungicide.

Rubigan A.S. isa llqmd which

provides the mixing flexibility

and ease of handling that most
golf course superintendents
and other professionals re-
quire. It offers broad-spec-
trum control of turf diseases
including dollar spot, brown
patch, snow mold and
necrouc rnng spot

The product is packaged in
a 2% gallon case. “We decided
to bring back this formulation
because our customers have
requested it,” says Dan Bouck,
communications manager for
DowElanco turf and orna-
mental products.

For more information
about R\ll\ig‘m or to receive a
specimen label, call DowE-
lanco Customer Information
Center at (800) 255-3726, or

Circle No. 284

PLCAA-
GROWING LEADERS FOR SUCCESS

Irrigate, fertilize at the same time

InjectPRO, a product of Irrigation Injection Technologies
(IIT), enables golf course superintendents and other turfgrass
managers to apply fertilizer, herbicide, insecticide, fungicide
and other chemicals through their watering systems with com-
puter-like precision and control.

“The InjectPRO injects precise amounts of chemicals into the
water passing through a watering system,” says Erik Tribelhomn,
IIT general manager. “That chemigation process makes fertil-
izer and other chemicals available to plants in a highly usuable
form, which means you need less chemical to achieve results.”

The brain of the InjectPRO is the Electronic Proportional Injec-
tional Control (EPIC) system. The EPIC system can be programmed
to provide non-supervised control of when and how much chem-
ical will be applied with its easy-to-use keypad control center.

During the application process, the EPIC system monitors the
stream flowing through the pipe and automatically adjusts the
chemical injection rate if water flow changes. Call IIT at 800/4-
INJECT, or

Circle No. 285

Year-Round Busir

Visit PLCAA’s
Web Site:
www.plcaa.org

I | T A
| ol ar hnical Advi
Ness, Legal at echmical Advic

The Professional Lawn Care Association of America is in the business of “Growing Leaders.” Growing your
career, your company and your industry. That's our mission. From all parts of the United States, Canada and
around the world, PLCAA members are dedicated lawn and landscape professionals, grounds managers, industry
suppliers, and students committed to professionalism and success.

Invest in your success, join PLCAA today! As a member, you can ‘take advantage of:

> Discounts on Educational Producrs, Conferences & Workshops
n Green Industry Expo Booth Space for Suj

> Legisiative supy X pdate 165

> Lhiscounts
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Go-getters you just know make
American Business Press their
first-read-of-the-day!

OVER 150 PUBLISHERS OF 850-PLUS America’s sharpest execs devour e

TRADE JOURNALS a favorite ABP journal to keep atop their industry.

KEEP AMERICA'S MOVERS & SHAKERS To find out which journal reaches your decision-maker,
AHEAD OF THE CURVE!

or to get your guide: Business To Business Market Facts,
Call: (212) 661-6360 Fax: (212) 370-0736
E-Mail: ABP2@AOL.COM
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Your position demands tough choices and critical

decisions . . . the kind of hands-on information you'll

get in each issue of TURFGRASS TRENDS.

Find out why it's the #1 research digest for turf managers—
begin your subscription today!

Acct.# Exp. Date
Billing Address

City Zip/Postal Code
Signature Date
Name (please print)

Title

Business

Shipping Address

ey =<+  _____ __Sub Zip/Postal Code
Country

Phone ( ) Fax ( )

Internet/E-Mail

iy - U.S. &Canada [ 6 months, $96 [ 1year, $180 [ Payment enclosed
: best All other Countries [] $210 (1 Year) Payable in U.S. funds drawn on a U.S. bank.
éld ” ("] Charge my subscription to:  [] VISA ["] MasterCard ["] American Express

o dor Fiote
publication in my
Barry Carter \
Golf Course Superintendent TurfGrass ng’

San Antono X TRENDS

131 W 1ST STREET, DULUTH, MN 55802-2065 * PHONE 1-800-346-0085, EXT 477 * FAX 218-723-9437

are ADVANSTAR ¢ oo canion
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“YHE CRUSADERS"
Colorblend Purpie/Red

THINK TULIPS

|00 Crusaders blend $34 delivered
1000 Crusaders blend $280 delivered

Order Now For Fall Delivery & Planting!

1-888-TIP-TOES cv.u

SCHIPPER

The Ultimate
Wheelbarrow

No more wheelbarrows! Add Tvnl efficiency, productivity and profit to

your landscaping and erosion control projects with an

Fnpress Jlower

P Blows organic mulch with a range of up to 35
to 55 cu. yds. per hour

0 ft with a flow rate of up

P One man operates the system by remote control for “on demand

adjustments in flow rate

P Features automatic feed & dust suppression systems (patents pending)

e o Rexau's 800-285-7227
Circle No. 131 Circle No. 127
FhemmEm el G Mma s O s AT it e e N ~%
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Order #34675

I

I

I

I

I

I

I

I

I

I
Easy to use...Change from showerhead to adjust- I
able-spray with Robco's Quick-Change Adapter. Have |
a hand-tight 500 PSI connection in seconds with drip |
I

I

I

I

I

I

I

I

I

I

I

I

free shutoff of hose liquid.

Durable. . .and well-balanced for lawn applications.
Robco's QCG Quick-Change Gun is
made of stainless steel and brass for
trouble-free use.

Deep Root Feeder Option

Kit with Quick-Changes to give you a
tough tool for deep feeding applications.

Order #34688

! B W o Toll-free: 1-800-825-7622
Robico: Spray:Equipment  FAX: 1-510-827-0478

Circle No. 128
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PRINTS

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

g

ARTICLES

LANDSCAPE

News ITEMS

Yo
ADVERTISEMENTS management

ADVANSTAR MARKETING SERVICES
1-800-736-3665
216-891-2744

Fax: 216-891-2740




MARKET SHOWCASE

—— LANDSCAPE
ma nagen"len [

Introducing Grasspave® now in rolls for quick and easy instal-
lation for grass parking and driveways; nine sizes 10 m? to Every month the Market Showcase offers
125 m? (108 sf to 1346 sf). Clients range from private readers of Landscape Management a complete
residential to the Orange Bowl in Miami. Details, and up-to-date section of the products and ser-
drawings, and specs on CADD disks — no charge vices you're looking for. Check it out every
Landscape Architecture support services. month, or you might miss out.
14704-D East 33rd Place, Aurora, Colorade
80011-1218 * Call 1-800-233-1510 For all ads under $250, payment must be

received by the dassified closing date. VISA,
MASTERCARD, & AMERICAN EXPRESS accepted.
Send to: Advanstar Marketing Services, 7500 Old
Oak Bivd,, Cleveland, OH 44130

BOX NUMBER REPLIES: Landscape Management,
LM Box #, 131 W. First St,, Duluth, MN 55802

FOR ADVERTISING INFORMATION AND AD

FAX: 800-233-1522 ¢ Overseas: Country Code
+ 303-373-1234 FAX: 303-373-1223

H AN
=) O

NEARY Model #300 lapping machine

w/materials. Used twice. Asking 200.00. cur, PLACEMENT, CONTACT: DENISE ZAPPOLA,
Vs Ayl 216:891-3162, 1-800-225-4569, (ext. 162), Fax
Tom Sprague, 7500 Old Oak Blvd., Landscape Border 216-826-2865, Email dzappola@advanstar.com
Middleburg Hts., Ohio 44130 Equipment

216-891-2774

FOR SA'.E Create

Beautiful : :
Established Garden Center and Concrete Borders & Cu{bs 40x60x 12
Landscaping Business, Marquette, Mi for Less than Half the Cost i 2 s 7.523
Owners Refiring. Contact Timbercrest of Conventional Methods! 2. L e ’
Bulld It Yourself And Save 10,000 Sizes, All Bolt-T¢ Al Steel
006-249-3984 * Add on to your services/profits Buildings. Call Today For A Price Quote And A Brochure.
* Low maintenance/easy to use HERITAGE BUILDING SYSTEMS

* Self-propelled, electric or gas powered 800-643-5555
® Create various shapes and sizes www. metalbldg
® Durable curbing is freeze/thaw tolerant

BUSINESS OPPORTUNITIES (800) 292-3488 “Fiokr 2emacss

Plan Now For

Subscription Information?

Call 1-800-346-0085, ext. 477

BIG OFF SEASON | Customer Service? 800-346-0085 ext 477 |
S A L E S FRANCHISE OPPORTUNITIES |l  SERVICES |
PROFESSIONAL
OUTDOOR Sun Art Decals Inc., since 1975

CHRISTMAS LIGHTING EMERALD® Manufacturers & Designers of

“Keep Good People GREEN

; |_LAWN CARE _|
eUse Own Trucks / Trailers It
2 Are you tired of working hard just to . d
+Offset Fixed Overhead make a living? Now is the time to join Ideal fof Vehicles
*Sell to Customer Bases forces with a nationally known company and Equipment
’ and turn that hard work into success! or Lo~
¢ Strong brand awareness with high 3 ‘s’lc-ozoo('o
C stimés quality Scotts* products
or * Effective sales/marketing programs '
e Complete training and support .
¢ Financing available \\\\“’/// ca“SerNwAnF'rerDECALS NG
A FRANCHISE THAT MAKES Call Now! 800-783-0981 \\ // g
BOTH DOLLARS AND SENSE. 3 §\ /é 885 W. BAGLEY RD.
...featuring = = BEREA, OH 44017
CALL TODAY == 216-816-0290
lig‘htup@llano.net products DECALS INC. FAX:216-816-0294
christmas-decor.com Member of the OHIO LANDSCAPERS ASSOCIATION
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MARKET SHOWCASE

SHREDDERS

Topsoil Shredders
THE SCREEN MACHINE’

800-837-3344

7001 Americana Parkwéy
Reynoldsburg, OH 43068

ISSuES
August 1997
September 1997
October 1997
November 1997
December 1997

LANDSCAPE MANAGEMENT
MARKET SHOWCASE * CLASSIFIED ADVERTISING

For all ads under $250, payment must be received by the classified closing date. We accept
VISA, MASTERCARD & AMERICAN EXPRESS. Credit card orders are accepted by phone.

(Please call Sales Rep to confirm dates.)
Senp Ap CopPy WITH PREPAYMENT TO:
Denise Zappola, LANDSCAPE MANAGEMENT, 7500 Old Oak Blvd., Cleveland, OH 44130.
For more information call: 1-800-225-4569 or 216-891-3162, Fax: 216-826-2865.

Crosing DATES
7/8
8/7
9/8
10/8
11/6

LANDSCAPE
management

vices 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 dosing date. VISA,
MASTERCARD, & AMERICAN EXPRESS accepted.
Send to: Advanstar Marketing Services, 7500 Old
Oak Bivd,, Cleveland, OH 44130

BOX NUMBER REPLIES: Landscape

LM Box #, 131 W. First St., Duluth, MN 55802
FOR ADVERTISING INFORMATION AND AD
PLACEMENT, CONTACT: DENISE ZAPPOLA,
216-891-3162, 1-800-225-4569, (ext. 162), Fax
216-826-2865, Email dzappola@advanstar.com

NORTHWESTERN

LANDSCAPE COMPANY
The Northwest's fastest
growing commercial

pursuit of industry
excellence and a desire

landscape and mainte- to make a difference
nance organization. Ind growing company.
15+ years of continvous Excellent pay and
growth. Looking to benefits, 401K - profit
fill key [Irrigation sharing.
Technician/Supervisor  Send or fax resume to:
positions. Must be (253) 848-8187,
committed to integrity, PO Box 1118,
professionalism, the Puyallup, Wa 98371.

1 v e
rlE2LP WARITED
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 703-352-7555

74 LANDSCAPE MANAGEMENT

Grounds 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
quality as a daily occurrence 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
Pike, Upper Marlboro, MD 20774, Fax No.:
301-627-7011.

R L L E OOy
Maintenance Crew Leader
& Trainees Wanted
Garden Gate Landscaping is an industry leader in
residential D/B installation and maintenance for 30+
yrs. in the Washington, DC metro area. Must have 2
yrs. related experience and driver’s license. Must be
organized, quality oriented and self-motivated.
Excellent pay and benefits with year-round guaran-
teed positions. 401K and health insurance. Pay based
on past experience and proven abilities, Fax or mail
resume or call (8:30-5:00 M-F).
Charles Bowers, GGL, 821 Norwood Road
Silver Spring, MD 20905
Phone 301-924-8652 / Fax 301-570-3212.
[eececcecerrenernincncenanieccnereneesl

rl2LP WARITED
One of No. VA's Most Successful Landscape firms
has opening for Turf and Shrub Care Technicians.
Must know or have skills to learn plant and pest
ID. Excellent pay and growth opportunity.

Call 703-352-7555

Sales - Chemlawn -

Work in sunny SW Florida. Looking for
Residential/Commercial Experienced

Sales People. Salary (Commensurate [
with Exp.) + Comm. + Full Co. Benefits.

CaII 1‘800'597-52967 __Drug Free Workplace 1

July 1997

MAINTENANCE SUPERVISORS The Brickman
Group, Ltd., one of the nation's largest and fastest
growing full service landscape companies, has an
immediate need in principal cities east of the Mis-
sissippl for maintenance supervisors with 2-5 years
experience. Brickman seeks energetic, team orient-
ed college graduates with proven leadership, com-
munication and interpersonal skills. Brickman offers
full-time positions, excellent advancement opportu-
nities and exceptional compensation and benefits
with an industry leader building on a 56-year tradi-
tion of uncompromising customer service. For
immediate confidential consideration, please send
or fax your resume with an indication of your geo-
graphic preferences and willingness to relocate to:
The Brickman Group, Ltd., Corporate Office,
375 S. Flowers Mill Road, Langhorne, PA 19047,
215-757-9630, EOE. 12/97

LANDSCAPE SALES South Florida full service
landscape company has immediate opening for a
highly motivated sales professional. Applicant must
have minimum 3 years exp. in the landscape indus-
try, strong interpersonal, communications and orga-
nizational skills. Salary plus commission, medical &
dental. Growth opportunity, Fax resume to Ron 1-
561-997-0971 or call 1-800-718-9619. Drug testing
required. E.O.E 7197

Landscape Salesperson Well established gull ser-
vice company in Dallas, Texas, seeks energetic,
highly motivated, and well-organized person to join
our company. We are seeking an individual with a
minimum of three years experience in the industry,
with a strong emphasis on sales and customer
needs. Excellent compensation, with additional
opportunities and reasonable hours. Please mail or
fax resume to Turtlecreek Landscape Services,
2607 Manor Way, Dallas, Texas 75235; fax-
(214)351-2530. 7197

REGIONAL LANDSCAPE MANAGER Dallas-based
Maliscapes is recruiting regional manager. Travel
required 2 to 3 days per week. Work with clients and
employees in out of town projects. Develop land-
scape management plans, budgets, personnel, and
client relations. College horticuitural or equivalent
degree required. 3 to 5 years landscape manage-
ment experience. Pesticide licensee a plus. Send
resume to Mallscapes at 2561 Merrell Road, Dallas
75229 or fax 972/241-9902. Include education and
work history. References. Salary plus bonus plan.
Paid medical, life and disability. Excellent benefits
Room to grow in industry. Ongoing education/train-
ing. For the individual looking to perform muiltiple
responsibilities. Take responsibility and use freedom
to make decisions, 7/97


mailto:dzappola@advanstar.com

CLASSIFIEDS

HELP WANTED

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 Markham Road, Sanford, FL 32771
PHONE (407)320-8177. FAX (407)320-8083.
Email: HortsearchATaol.com. Website:
http://www florapersonnel.com. 12/97

OPERATIONS MANAGER Commercial landscape
maintenance and installation company located in
Boulder, Colorado is seeking an experienced Opera-
tions Manager to manage the installation, mainte-
nance, irrigation service and snow removal opera-
tions of the company. Applicant should have two
years minimum operations management experience.
Responsibilities include staffing, scheduling, training,
budget control, quality control, and the continuation
and improvement of a previously implemented safety
program. This is a great opportunity with a company
that has an excellent reputation. If interested please
fax resume to 303-465-2108, 7/97

BRANCH MANAGER National Lawn Equipment
Supplier expanding into Northeast, Mid-Atlantic &
Southeast. Previous retail management experience
required. Computer literate. Send resume to:
Landscapers Supply, P.O. Box 459, Spring Valley,
NY 10977-0459. 8/97

DIVISION MANAGER Well established, full
service, Dallas based Landscape company is
currently seeking a highly motivated individual to
join our management team. The qualified applicant
will be directly responsible for the management
of our Landscape and lrrigation service divisions.
Candidate must possess a Texas lrrigators license,
Backflow Tester license, a horticultural related
degree and have at least five years in direct
Management. We offer a competitive salary, med-
ical, company vehicle and an attractive vacation
package. Send resume and salary requirements
to: General Manager, P.O. Box 35448, Dallas, Tx
75235. E.O.E. 7/97

Stressed out doing what you're doing? Come to
Northem California wine country— Sonoma County!
Redwood Landscaping is growing and having fun. If
you're a landscape management professional, we'd
like to talk to you about career opportunities. Fax us
your resume & impress us. 707/528-3883. 7/97

LANDSCAPE MANAGER: Design, Build, Land-
scaping, Irrigation & Maintenance Company is 100k-
ing for qualified person to do residential & commer-
cial designs/sales & manage production & materi-
als. Must be self-motivated & organized. Horticul-
ture degree or equivalent experience plus 3-5 yrs.
in sales & management. Send or fax resume,
salary history & references to: W. W. Landscap-
ing, 3078 W. Hayden Ave., Rathdrum, ID 83858
Fax: 208-762-0811. 7779

EDUCATIONAL OPPORTUNITIES

NOW...Learn Professional Landscaping and Gar-
dening at home. Accredited program provides thor-
ough training in all phases of commercial and resi-
dential landscaping. Diploma awarded. Free
brochure describes program and opportunities in
detail. Call 1-800-326-9221 or write Lifetime Career
Schools, Dept: LF0137, 101 Harrison Street, Arch-
bald, PA 18403, 8/97

EDUCATIONAL OPPORTUNITIES

Two year AAS degree program in Golf Course
Maintenance Operations, Landscape Contracting,
and one year Golf and Grounds Certificate. Fully
accredited, VA approved, expanded leaming facili-
ties, new equipment. Graduate placement assis-
tance available. For information contact Golf
Course Operations/Landscape Technology Dept.,
Western Texas College, Synder, TX 79549. 10/97

EQUIPMENT FOR SALE

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

FOR SALE

1994 Tree Boss Hydraulic Tree Carrier. Fits all
skidsters. Good condition. Asking $5,900.00.
Edwards Tree Service 49090 Cooper Foster Park
Road, Amherst, OH 44001 (216)988-4477 or 1-
800-686-4430 (Ohio only)

NO ONE BEATS OUR PRICES Parts-Engines-
Equipment LANDSCAPERS SUPPLY Free 200+
Page Catalog 1-800-222-4303 Lowest Prices Guar-
anteed. Free Gift w/First O rder. T

“EMPLOYEE NON-COMPETE AGREEMENTS"
Five Different Samples. Attorney Approval Recom-
mended. Paper Copy Plus WordPerfect 5.1 Disc.
30 Day Guarantee. $129.95+85 S&H.
MC/VISA/DIS/AMX. A + Business Brokers, 1505
SE Eim St, High Springs, FL 32643. 1-800-707-
8899 Fax: 904-454-4522 Ask for Free Catalog.
NC77LSM 7/97

FRANCHISE OPPORTUNITIES

*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 time to consider a franchise with
NATURALAWN OF AMERICA, the leader in
organic-based lawn care. Due to our environmen-
tally responsible approach, we are the fastest
growing lawn care company in the U.S. For details,
contact us on the Internet at www.nl-amer.com
or call Randy Loeb, Franchise Development
Manager at 800-989-5444 8/97

WHOLESALE DISTRIBUTOR

Needed to market environmentally friendly, liquid,
slow-release fertilizer products direct from manu-
facturer. Ken Franke, P.O. Box 123, Piato, MN
55370; 800-832-9635 12/97

Need Customer Service?
Subscription Information?
Call 1-800-346-0085, ext. 477
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Grab Bag

Time for
‘Celebration’

Valley Crest Landscape,

Inc., tackles some of the
largest and most visible
landscape construction
projects in the country,
including the Town of
"“ : 22, ." 5 ' : ‘ g g : Celebration, Disney's
' , \ _{ gl ) A5 new residential commu
Mma )i+ fﬁ t‘ -~ ._} : nity just outside the
gates of Disneyworld
near Orlando, FL.
Valley Crest Landscape
was involved with site,

landscape and irrigation

construction there,

along with installing

State of the Industry observations:

open air structures and water features—all the while

“We're /““/\‘I'Hg' for [’('Uﬂli’ who I/I(H't)ll:a{/l]_\r’ enjoy striving to preserve natural vegetation. Valley Crest

this /),‘,,h,_\-_\,'“”‘ We're also \\-/,‘,“(jl'”g a lot U_i Landscape claims to be the largest total landscape and

- e - : site construction company in the United States. It is
time and money training and developing skilled

: = headquartered in Calabasas, CA, and is a wholly-owned
people, allowing them to have career tracks so

subsidiary of Environmental Industries. Valley Crest has

[/l('\' can continue to grow mnto a p()_\'i{[()n_ 4 nine regional offices, including one in Orlando, near the

new community of Celebration.
—WAYNE RICHARDS, CEO, CAGWIN & DORWARD, NOVATO, CALIF

“If they come in here with personality and drive “There's always going to be room for labor

and initiative and they come off nicely in the first people if that's all they're interested in doing.

five minutes, I'll spend 20 minutes to an hour
just chatting to see what I can get out of them. If
[ get a kid who's just quiet and sits there like a
dunderhead, they're out of here. Because that's
how they're going to be with my customers."

—NICK DENNIS, PRO LAWN PLUS, JACKSONVILLE, FLA

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...
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I'd like to keep all my workers forever, but the
reality is the low-end labor force is just looking
for a pay check. As long as they work hard,
that's fine by me.”

—JEFFREY SHEEHAN, PRESIDENT, CONFIDENCE LANDSCAPING

“There's going to be a bigger demand for well
trained mechanics than there’s going to be for
superintendents and assistants.”

—W.P. MONTAGUE, OAKWOOD CLUB, CLEVELAND HTS., OHIO.



EVERY day .. YEAR after year ...
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 Easy to operate. Even beginning operators get the
a GRASSHOPPER, with robotic-welded steel feel of Grasshopper’s dual-lever control in no time.
construction and highest quality components, such So natural that operators can mow long hours

as the state-of-the-art hydrostatic direct-drive systems  without tiring.

and fuel-efficient engines. Designed with proper Year-round versatility. A full line of productive

Weigh[ distribution and hlgh ﬂowtion, GraSShopper attachments lets you pu[ Grasshopper

provides maximum traction with minimum tracking.  maneuverability to work all year long.  “pateat pending
Selectability gives you a quality cut. Grasshopper, Y
with its exclusive Combo Mulching™ Deck®, gives —
you lots of choices in varying conditions. You can MOVE UP TO
match your equipment to your application with GRASSHOPPERABILITY
your choice of deck size and horsepower options. ‘, @
- ,, grass'hop'per abil'i'ty n. 1 '

e 1 I
(A8 :1 1441 . the ability to make all the right moves for Wl 1Hn
' RRRARE 3 \ 1 ! mowing quality and timesaving productivity. H f ‘ ‘ :

ARG REREE S EusFaasaan= = mrn

Model 721D with 21 hp
diesel engine and 61-inch
Combo Mulching™ Deck
with optional Electric
Height Adjustment.

sdaysto Nt bt 1o .as!

x/ Z <

>
=
—

N7 ot
O oA NS

call or write for the name of
your nearest dealer and a
“hands on” demonstratlon

The Grasshopper Company- One- Grasshopper Trall . P 0. Box 637 . Moundﬂdge. us 67107 US.A.
. Phone: (316) 345-8621 « FAX: (316) 345-2301 | " 0199, The Grasshopper Company
Circle No. 113 on Reader Inquiry Card ) \ )



Number 18 green, Bayville Golf Club, Virginia Beach, VA

'Penn A4 Will Change

theWay Golf is PI

“Bayville Golf Club members enjoy
the thrill and challenge of play-
ing championship greens every
da\ With the speed and firmness
of our Penn A-4 putting surfaces,
a premium is placed on iron play
and shot making around the
greens, changing members’ game
strategy. However, once they’re
on the green and around the pin,
Penn A-4 putts truer and more
consistently than other bentgrass-
es | have worked with.

“With all the creeping bents to
choose from now, I was convinced
A-4 was the best grass for our
new Tom Fazio designed course
after comparing Penn A-1and A-4
with other varieties, then subse-

quently reviewing the North
Carolina bent trials. After our
1995 mid-summer seeding, the
new bent germinated quickly, and
we were able to mow at .125"
within 90 days. The course was
opened for play that fall.

“Time has shown Penn A-4 is
not stressed by our extremely low
110" mowing heights, or frequent
top dressing and rolling. Wear,
weather and humidity have not
bothered Penn A-4, and it has

maintained good, consistent color,

density and tlght texture year-
round. Plus, the pleasing color
contrasts well with the many
native grasses and wildflowers
found around our course.”
Circle No. 132 on Reader Inquiry Card

PENN A-4
CREEPING BENTGRASS

aye N

W
J. Cutler Robinson, Jr., CGCS

Baywille Golf Club, Virginia Beach, VA

Penn A-4 is proud to be one of the Penn Pals®:
Penncross, Penneagle, PennLinks, Penn A-1, Penn A-2,
Penn A-4, Penn G-1, Penn G-2, Penn G-6, Seaside 1),
PennTrio blend plus PennWay blend

TEE-2-GREEN®

PO Box 250
Hubbard, OR 97032 USA
800-547-0255
503-651-2130
FAX 503-651-2351




