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TAKE CONTROL WITH
PENDIMETHALIN.

FENSERSS CowH. If crabgrass is a growing problem on your golf

Rate % Control
PRODUCT (baiA)  S7DAT 129 DAT '
PENDIMETHALIN 60WDG 3.0 o7 o7 course, you're not using the right herbicide.
PENDIMETHALIN 60WDG 1.5+1.5 98 98

BARRICADE 65WG" 075 100 100 What you need is Pendimethalin.
DIMENSION 1EC" 05 99 99
. pi.v N A § N . .
24 - - . No other preemergent offers a broader spectrum
Ohio State University 1996 of control. Fact is, this high-performance herbicide
effectively controls crabgrass, most annual grassy weeds and many annual broadleaf weeds.
And Pendimethalin has excellent turf tolerance. University and field research studies have

shown that Pendimethalin provides consistent,

CRABGRASS CONTROL

superior weed control—yet offers tremendous

% Control
G () 84 DAT 154 DAT
tolerance to warm- and cool-season turfgrasses. PENDIMETHALINGOWDG 3.0 100 9
PENDIMETHALIN 60WDG 15415 100 99
Here’s how it works: After Pendimethalin makes BARRICADE 65WG" 0.75 100 95

DIMENSION 1EC* P 05 100 g 86
RONSTAR2G' 22 7 7 "
Virgina Polytechnic Institute & State University 1996
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contact with the germinating weed seed, it disrupts the seed’s biochemical processes, which makes the
weed seed stop growing—and start dying—before emerging.
What's more, Pendimethalin works hard—and long. Through the entire season. That’s
£ because its low volatility and slow decomposition characteristics keep it active in the soil longer.
Pendimethalin also makes your life easier. You have the flexibility to spread it on as a dry granule,

alone, or in combination with fertilizer products. Or
CRABGRASS CONTROL

Rate % Control : .
PRODUCT 120 DAT you can use the sprayable formulations, available as

PENDIMETHALIN 60WDG 15 97
BARRICADE 65WG" 48 92 a 3.3 EC, 60 WDG and 60WP.
DIMENSION 1EC® 38 95

4

RONSTAR 2G° e * Ry No wonder professional turf managers have made

Penn State University 1996 _ _
1 Pendimethalin the #1 preemergent herbicide.

So take control of your turf—and your reputation. Use Pendimethalin herbicide to control
crabgrass and more. Because the only thing you should see growing like a weed on your golf

course is beautiful grass. Call now for more information or for the distributor nearest you.

1-800-545-9525

extension 1250A
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ON THE COVER: OUR 420 BACK ISSUES ARE REPRE-
SENTED IN ONE BIG STACK, AS WE GIVE YOU A HISTORY
OF THE GREEN INDUSTRY, IN THIS OUR 35TH YEAR.
COVER PHOTO BY JERRY MANN.
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Move to Kubota
country and you’ll
find versatility, dura-
bility and operator
comfort. The Kubota
B-Series (13 to 18 PTO
horsepower) tractors
are compact to fit in
tight places and pow-
erful to get lots of jobs
done. Kubota perfor-
mance matched implements include rotary
tillers, front loaders, mid and rear mount
mowers, boxscrapers and snowblower.

Need more power? Move up to the
innovative Grand L-Series (25 to 37 PTO
horsepower). Hydrostatic steering, shuttle
transmission with shift-on-the-go provides
ease of operation. Kubota’s exclusive optional
Glideshift transmission has clutchless opera-
tion through all eight speeds, forward and

reverse. These trac-
tors are smooth and
quiet, with Kubota’s
E-TVCS engine
which ensures clean
emissions while
providing high
torque rise. Get one
with an integral cab
with heat and air-

conditioning for year
‘round comfort.

Visit your Kubota
dealer and find out
how to make your
move - to Kubota
country!

For more information, please write to:

IKiyyhontn

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

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

(1-800-458-2682 ext. 403)

Financing available through Kubota Credit Corporation

£
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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

The Pro Performance Team

© 1997 Echo, Inc.
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OPENING S

TERRY McIVER
Editor-in-Chief

6 LANDSCAPE M
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t is an honor to present this 35th An-
niversary Issue to our many loyal and sat-
isfied readers.
For the past 35 years, Green Industry
professionals have walked a path of
progress, and along the way have reached many
milestones of achievement and growth.

As we began to review that history, we found
that the people in the forefront of those develop-
ments were determined, well-focused in their ef-
forts, and fully aware of the potential for the in-
dustry to grow.

It's very likely what they felt during the initial
days of the automobile or fast-food industries.
Opportunity, discovery,
new ideas; a vast wilder-
ness just waiting to be
charted and peopled.

The changes were
gradual, both in the way
the industry did its thing
and the way this maga-
zine presented news and
feature stories. Agricul-
tural techniques and
products were modified
and applied to the grow-
ing specialty market. Sci-
ence picked up speed as
the years went by, and
galloped into the 80s with growth regulators and
vastly improved control products to replace some
of the much-besieged old standby products.

Associations such as ALCA and PLCAA were
formed to serve the educational/professional needs
of service providers, and as a bonus perk, manu-
facturers were directed to a target audience for
products. Publishing advancements gave WEEDS
TREES & TURF, spin-off pub Lawn Care Industry
and Landscape Management more verve and
splash. (Finally, turfgrass photos in living color!)

We're thankful for the chance to have been
there for our
readers and ad-
vertisers the
whole way.
From the first

[AWN (ARE INDUSTRY

LCI: popular spin-off for lawn
care market.
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days of WEEDS, TREES &
TURF, our mission has been

to give you a combination =~ LM: name change
of useful information, cur- reflects overall
rent news and technical ar- appeal.

ticles that will help you

run your business, golf course operation or ath-
letic field crew better, safer, more efficient and
more profitably.

We thank the following people who helped us
fill this issue: Dr. Arden Baltensperger, Seeds
West; Dr. Joseph Beditz, NGF; John B. Calsin,
Jr.; The John Deere Co.; Doug Fender, TPI; Paul
Fullmer, ASGCA; John Gillan, PGMS; James E.
Guyette; Mike Heitman, Kubota Tractor Corpo-
ration; Dr. Michael Hurdzan; Allen James, RISE;
Dr. Bill Knoop; Dr. Kent Kurtz, Cal Poly
Pomona; Don Maske, AgrEvo Environmental
Health; Eugene Mayer, O.M. Scotts; Paul
McGinnis, GCSAA; Dr. Harry Niemczyk, OSU;
Dr. Eliot Roberts; Tony Saiia, Jacobsen; Joe San-
tangelo, Bunton; Jim Snow, USGA; Dick Tegt-
meier, Encore; Ruth Thaler-Carter; Steve and
Suz Trusty, STMA; Polly Wade, Davey Tree Ex-
pert Co.; Dr. Coleman Ward, Auburn University;
Karen Weber, PLCAA; Bruce Wilson, ECI.

I thank our publisher, John Payne; managing
editor Ron Hall; and graphics designer Lisa Bod-
nar, for their support and award-winning contri-
butions to this issue, and this editorial year.

Thanks to all in the Green Industry who have
given us the people, events and products, the
problems and solutions to report about for these
35 years. To our past editors—James Nelson
(who also started the magazine); Charles Webb;
Arthur Edwards; Gene Inglesby; James Sample;
Donald Miller; Gail Hogan; Bruce Shank; and
Jerry Roche—and their respective editorial staffs,
a very big ‘thank you’ for the obvious editorial in-
tegrity upheld during their tenures. LM



“It takes more than
good products to get
my job done right.”

"I don’t need someone who’s going
to sell me a product and walk away.
What I need is someone with the
energy, know-how and resources to
actually help me get the most out
of the products I buy. Someone that
will work with me to figure out what
needs to be done — and the best way
to do it. For me, that’s Terra. They’ve
got the products I need, when I
need them. Turf seed. Fertilizers.
Pesticides. All of the major brands,

»Terra

Working with you.

Circle No. 129 on Reader Inquiry Card

including their own line of Terra
Professional Products. And I can
count on them for the kind of product
information, agronomic advice and
technical support that I can really
use. Terra makes my job easier — my
life simpler. One call is all it takes.

[ know I'll have the product I want
and the answer I need.”

Terra Industries Inc.

P.O. Box 6000

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


http://www.terraindustries.com

Rubfication!

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 & ’5’:‘
& B

125 pages, softcover 3
Item #LSMB830

$34"

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

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

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

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

The Landscape Management Handbook provides a
unique, single-source reference of comprehensive informa-
tion on a variety of turf and landscape topies. 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. 1st St., Duluth, MN 55802

Shipping/Tax: UPS—add $5 per order, plus $1 per additional book. International, Hawaii, Alaska,
Canada and expedited shipments—call for rates. Residents of CA, CT, GA, IL, MN, NJ, NY, OH and
TX must add sales tax. Price subject to change. CODE: 950071
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There’s a simple way to
understand the benefits of using Primo*®
for Pre-Stress Conditioning
on your golf course.




) NOVARTIS

Award®

Banner® MAXX®
Barricade®
Sentinel®
Subdue® MAXX®

Primo®

For Pre-Stress
Conditioning.

This is how Pre-Stress Conditioning with
Primo strengthens and beautifies your turf
before the onset of another difficult season.

Why Pre-Stress Conditioning?

The purpose of Pre-Stress Conditioning is to help you
prepare your golf course ahead of time to cope with
the extreme conditions that make up a typical season.

As you know, it's difficult to manage the harmful
effects of heat, drought, disease and traffic once they
occur. But now extensive research has proven that a
program that includes applying Primo prior to the
onset of stress can strengthen the structure of
turfgrass to greater withstand these ongoing stresses
throughout the season.

How Primo Achieves Remarkable Results.
The advantage of Primo versus other plant growth
regulators is that it only targets the part of the plant
which inhibits vertical growth. So Primo, unlike other

PGR’s, still enables rich turf color, bigger root systems,
lateral stems and root mass development.

The End Results.

On turf treated with Primo, the end result is a
healthier, more durable blade with a higher tolerance
to extreme elements. This new, stronger grass will
also be more disease resistant and have a faster
divot-recovery time.

And essentially, a healthier, stress-resistant turf means
a more beautiful, better playing golf course all season
long.

To start your Primo Pre-Stress Conditioning Program,
call 800 395 - TURF for the name of your Novartis
sales representative or your nearest Novartis distributor.
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A proud supporter of these green industry
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professional organizations:

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

American Association of Nurserymen
(National Landscape Association)

1250 1 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 Turfgrass Foundation
P.O. Box 14824, Columbus, OH 43214
(614) 261-6750

The Outdoor Power Equipment Institute
341 South Patrick St

Old Town Alexandria, Va. 22314

(703) 549-7600

Professional Grounds

120 Cockeysville Rd., Suite 104,
Hunt Valley, MD 21031

(410) 584-9754

Society

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

Turf Managers Association
1375 Rolling Hills Loop, Council 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

w many associat
Hl’:A’i-ﬂym

/isit PLCAA’s

Web Site:

www.plcaa.org

INFORM ¢ INTRODUCE ¢ INFLUENCE ¢ INSTRUCT

- e

JFDRINTS

ARTICLES
NEews ITEMS
ADVERTISEMENTS

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

 LANDSCAPE

management

ADVANSTAR MARKETING SERVICES
1-800-736-3665
216-891-2744

Fax: 216-891-2740

LANDSCAPE MANAGEMENT
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ASK THE EXPERT

BALAKRISHNA RAO
Manager of Research and

Technical Development
for the Davey Tree
Expert 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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Will pesticides harm
horseﬁ:mnﬁs?

Our company maintains a 60-
acre equestrian complex. The man-
ager of the complex insists that all
landscape chemicals are harmful to
a horse's digestive system, and
therefore none can be used. We
have to trim miles of fence mechani-
cally. Gravel drives are ill-defined
due to weed and grass encroach-
ment. Can you suggest any “horse
safe” herbicides, insecticides and fer-
tilizers?

~SOUTH CAROLINA

To manage the weeds, con-
sider the following options.
Based on the reports and litera-
ture in the scientific commu-
nity, I disagree with your com-
plex manager’s statement that
“all landscape chemicals are
harmful to a horse’s digestive
system.”

There are a number of prod-
ucts that can be used in pasture
areas. The following informa-
tion is my opinion. Please refer
to the specific product labels
and Material Safety Data Sheets
before using.

One herbicide you may
want to use is Scythe. This can
be used around fence rows or
gravel drives. Scythe is a fatty
acid chemistry herbicide. It is a
soap-based, non-selective herbi-
cide. Scythe is quick acting, and
the treated vegetation will dis-
color within a couple of hours.
Do not walk on treated areas. If
Scythe gets on your shoes, it
will affect the areas in which
you walk. Make sure to provide
good coverage of the target veg-
etation to be managed. The

October 1997

drawback with this product is
that it will manage only those
plants or plant parts it comes in
contact with. Also, some weeds
may resprout after a few days.

Repeat applications may be
needed.

For a traditional herbicide
program, consider using non-se-
lective herbicide products such
as Roundup or Finale. These
postemergent herbicides an
help manage whatever weeds
are present at the time of treat-
ment. Repeat applications may
be needed to help manage some
of the weeds. After treatments
are made, be careful not to
track the product to other areas.

For selective management of
broadleaf weeds in pasture
areas, your best option is to use
a postemergent herbicide called
Remedy. DowElanco represen-
tatives indicated that this prod-
uct is registered in South Car-
olina for treating weeds in
pasture areas. Its active ingredi-
ent is Trichlopyr. The same ac-
tive ingredient is in other herbi-
cides, such as Garlon and
Confront, which you may be
familiar with.

Regarding your “horse safe”
products, know this: most pesti-
cides are put through more
than 100 tests to determine
possible risks to plants and ani-
mals. These products must also
be evaluated further by univer-
sity scientists and other private
practitioners. Generally, it may
take seven to more than 10
years to register and approve
use of a pesticide. For further
details, contact the manufactur-
ing companies.

Okay to m different
years
ter?

We injected some elm trees with
Arbotect three years ago. Can we
now inject with Alamo for Dutch
elm disease management? If we find
the sites of original injections, can
we inject now at the same locations?

~MINNESOTA

I do not anticipate you will
have any problem in switching
the treatment products. After
three years, the presence of Ar-
botect would be insignificant.

Arbotect fungicide has been
the standard treatment for
Dutch elm disease by many ar-
borists in the past. In recent
years, Alamo is being used for
Dutch elm disease management.

If you are not familiar with
the Arbotect or Alamo fungicide
products and their injection
practices, consult your Novartis
Company representatives to ob-
tain additional information. Re-
view the product labels, Material
Safety Data Sheets and, particu-
larly, the injection methodology
to obtain good results.

It is a good idea to inject the
Alamo into a new spot on the
tree. Make sure injections were
made on the rootflare. Where
possible, avoid injecting in the
valley ore recessed areas of the
rootflare. LM
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Deere respect the work of the able information for golf course  starting as Boots Hercules, ac-
Lanpscapre ManAGemENT staff and  superintendents, landscape quiring products from Upjohn
hold your publication in high management experts and to become NOR-AM, and even-
esteem. tually consolidating
with Hoechst to
GR ATU LA_ emerge as AgrEvo
LETTERS OF CON i
LM'S 35 YEARS: gl
NS FORLM'S 35 & s st
TIO , mmammewp\acef““ changes, we have
{t's dear that Aﬂ‘e'::m S LRSATE atulations! Your mag-  always considered
the insight and gu! mwm.awa"“m needs of its your publication a
mmﬁdKudemimmwnwmﬁ\e good place to ad-
azine remains at the toP vertise and get the
readers, and more. rs of publishing excellence. Mike Heitman  company’s mes-
MW{«BSMW Directorof Marketind oo o o6 our
Kubota Tractor Corporation 252iFA
Congratulations
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Too much N bad for shaded turf

Dave Shetlar at OSU
field day: Mach 2 from
Rohmid and Conserve
SC from DowElanco are
two new products to
watch.

14

COLUMBUS, OHIO—Researchers at The Ohio
State University are confirming what savvy turf
managers discovered on their own: applying too
much nitrogen to turfgrass growing in shade can
weaken or kill the turfgrass instead of
making it more vigorous.
Dr. T. Karl Danneberger and Gregory
E. Bell spoke about their turfgrass shade
studies—involving plots of Kentucky
bluegrass/perennial ryegrass and also Pen-
ncross bentgrass—at the Ohio Turfgrass
Field Day in August. Danneberger
walked turf managers through heavily
shaded test plots seeded in a mixture of
Kentucky bluegrass and perennial rye-
grass. Some of the plots had received no
additional nitrogen while others had
been fertilized at 1 pound and others at
2 pounds of N/1000 sq. ft. per month.
At the highest N rate the turf was dead;
the plots that received no additional ni-
trogen looked best.
Danneberger advised the turf man-
agers to fertilize shaded Kentucky blue-
grass/perennial ryegrass turf like they would fine
fescue—no more than two pounds of nitrogen
per year, applied late in fall and/or early spring.
“If you're going to up something in your nutrient
program, up potassium,” said Danneberger
Gregory Bell, a doc-
torate candidate at Ohio
State, reviewed what he
had found regarding
creeping bentgrass grow-
ing in the shade. Specifi-
cally, he determined that
Penncross bentgrass test
plots receiving morning
sun were slightly greener R
and more vigorous than ~ * e st
Bell: Be careful of

amount of nitrogen you

those that received

equal amounts of after-
apply to Penncross

greens in the shade.

noon sun.

“The duration of the
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shade is the most important factor, although
morning shade appears to be more detrimental
on the turfgrass than afternoon shade,” said Bell

Also, Bell said that while the test plots were
allowed to grow in full sun (they weren't covered
until several weeks before the Field Day), those
that hadn’t been fertilized declined fast. But,
when the bentgrass was covered with a shade-
producing canopy in mid summer it was the
bentgrass that did not receive any additional ni-
trogen that did best.

He said that while a turfgrass manager might
be tempted to increase the nitrogen to boost the
vigor of turfgrass growing in shade, “that may not
be the thing to do.”

DowElanco to
change name

INDIANAPOLIS—Dow AgroSciences will be
the new name for DowElanco. The name
change will be effective January 1, 1998. The
name change follows a June announcement
by The Dow Chemical Company that it
would acquire Eli Lilly and Company's 40
percent interest in the joint venture. The two
companies had joined their plant science
businesses to form DowElanco in 1989.

“This is an industry that is rapidly rein-
venting itself,” said John Hagaman, DowE-
lanco president and CEO. “Our new name,
Dow AgroSciences reflects a broad sense of
our mission that has been inherent in our
strategic planning for a number of years.”

DowElanco has set a goal of commercial-
izing one significant new product in a major
global market each year. One example in the
green industry is Conserve SC turf and orna-
mental insect control.
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MALCP wins classification fight

BOSTON, MA—The Massachusetts Association of Lawn Care Professionals
(MALCP) earned a new Worker’s Compensation classification--"Fertilizer or
Pesticide Application”.

The classification culminates three years of discussions between MALCP
and the Worker's Compensation Board over classification of the lawn care pro-
fessional in the landscaper’s classification, paying higher rates than most of the
country. In addition employers may split their payroll if their employees are
engaged in both lawn care and landscaping activities.

In September the MALCP Board was presented with a proposal from a na-
tional insurance carrier to establish a MALCP insurance group. This group
plan will include umbrella coverage on various policies.

Simplot buys Jacklin Seed

The J.R. Simplot Company has reached an agreement to purchase Jacklin
Seed Co. of Post Falls, Id.

Jacklin distributes around the world. It was founded in 1936 by Arden Jack-
lin. The company also had Medalist America, through which it marketed propri-
etary turfseed blends.

Simplot’s president, Steve Beebe, says the buy is a “strategic fit” for Simplot.
Doyle Jacklin will be president of Simplot-Jacklin. No changes are anticipated
for present management and employees.

Simplot has grown turfgrass seed for Jacklin for the past two years on its
farms in Idaho and Washington, and has a joint marketing agreement in China.

Jacklin reports annual revenues of $40 million. Simplot is also privately held with
annual sales of $2.8 billion and more than 12,000 employees around the world. It's

| CLIPPINGS |

primary businesses are food processing, agriculture and ag fertilizer production.

Northwestern goes ‘natural’

EVANSTON, IL—The ESPN Thursday
night game on Oct. 16 was a coming out
party for the new field at Northwestern
University's Dyche Stadium. The na-

tional television audience focused on the

Wildcats, but some of us took special
notice of the custom-designed field.
S.W. Franks, Cleveland, installed the
field in July after lowering it 5% feet to
improve the sight lines of lower seats.
Franks put in the
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drainage, irrigation
and prepared the
field’s 10 inches of
90/10 sand/peat root-
zone mix. Fibers
known as “turf grids”
were uniformly mixed

Randy Stoneberg gives
Chicago-area STMA
members tour of North-
western’s football field.

October 1997

Yard work a stress reliever

A survey by Pennington Seed, Inc. finds 42
percent of people with gardens say they use
yardwork to relieve stress. While 53 percent
said they still consider yard work to
be a “chore,” 32 percent said yard
work provides the escape they say
they need from fast-paced life. Five
hundred were surveyed.

Dingo/Toro now partners
The Toro Co. will build Dingo Dig-
ging Systems landscape products
under the Toro brand name in
North and South America. This sets up the
Toro SiteWork Systems line. The Dingo name
will remain on the flagship product under
the Toro SiteWork Systems label.

New challenge to blower ban

A complaint was filed Oct. 2 against the City
of Los Angeles by companies and associations
to challenge the city ban on gas-powered
leaf blowers within 500 feet of city homes.

One in five get tree care

Nearly 20 percent (20 million) of all U.S.
households bought tree care services in 1996,
says the Gallup Organization. In the past five
years, U.S. households have spent an average
of $1.48 billion/year for tree care, says the In-
ternational Society of Arboriculture.

throughout the rootzone mix. Their pur-
pose is to resist wear and to make the
playing surface more stable. The field
was grassed by big-roll (48") Kentucky
bluegrass sod from a farm about two
hours away.

The Wildcats had played on synthetic
turfgrass since 1972 and continue the
movement back to “real” turfgrass. The
trend is particularly evident in the Big 10
where, for several years, Purdue Univer-
sity held out—almost alone—against
synthetic turf. (Penn State was not a Big
10 member at the time.) Indiana, Wis-
consin and Illinois are reportedly consid-
ering a return to turfgrass as well.



where were

...0r ‘67 or ‘74 or ‘86. Here's how some of our

readers got their green industry start, and

what they've been up to since those early days.

Thanks to all who re-
sponded to our re-
quest for an update,
and best wishes for
further accomplish-
ment in this great,
green industry!
—The editors

For the past twenty years | have
been involved in tree work, but
for the past fifteen years | have
considered myself an arborist
and not just a tree trimmer.
Since | was a kid dragging
brush, cutting limbs with a bow
saw and stacking brush on a
trailer | have seen many im-
provements to the profession.
Some of the improvements
have made the work easier,
safer, and more fun!

The profession is now at a
point where many consumers
see us as “crafts people,” and
not just “trades people.”

Some things quickly come to
mind as improvements to the
profession:

Dr. Alex Shigo; Modern Ar-
boriculture; ISA Certification;
synthetic ropes; technical rig-
ging techniques; blending in-
ternational climbing techniques
into our systems; disk-style
brush chippers; light weight,
high power chain saws; the In-
ternet; personal computers.

Tom
Tri-Cut hand saws

The past 20 years have seen
many changes, most of which
have been great for golf.

TALK BACK
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Probably the biggest change
has been the increase in non-
professional input from the
golf community (more com-
monly known as golf course
politics). Today’s superinten-
dent experiences more stress
from this than from any of the
agronomic problems we face.
This is not all bad. Today’s su-
perintendent is far more busi-
nesslike and has better commu-
nication skills than was the
norm 20 or 30 years ago.
Thanks for asking for the input.

Rodger Pevehouse, golf
course superintendent (17
years), Fianna Hills CC,
Fort Smith, AK

In 1958 | graduated from SSA;
UMass in 1959. Was always ac-
tive in arboriculture, and have
been self-employed on Cape
Cod since 1972 with Peter B.
Childs & Son, Arborists.

Significant change has come
about in areas of education.
There are an incredible number
of publications such as Lano-
scapre Manacement. The technical
information and professional
direction in the industry is
great, and there are also many
more professional women in
the field.

In 1962 | also married the
wonderful gal | had met be-
cause of arboriculture. | went
to work at the end of 1962 for
the Town of Greenwich, which
began my 10-year career as a
municipal arborist.

Peter B. Childs
West Barnstable, MA

1984. We operate a lawn appli-
cation company (fertilizing,
weed control, etc.)

Significant changes I've
seen include: better control
products, such as Acclaim and
Pre-M; better sprayers and
spreaders; and regulatory re-
strictions which are oppressive.

Steven Schwartz

S&R Lawn Care
Pomona, NY

In 1969 | was in grade school,
but working at a small execu-
tive golf course picking up
range balls and whatever other
‘gofer’ job | could weasel my
way into. The superintendent
at the time—Pat Green—had
just graduated with a turf de-
gree from Eastern Kentucky
University. He's now general
manager at Triple Crown CC.
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Dr. Dwight Barkley was and
still is my turf professor, and
both he and Pat Green had a
dramatic effect on my future.
I'm now in the golf industry 25-
plus years, and the certified golf
course superintendent of 45
holes in Kentucky.

| owe so much to fellow su-
perintendents Louis Miller,
Louisville CC; Mark Wilson, Val-
halla; Jay Charnes, at Harmony
Landing CC; and Roy Hourigan,
now retired. These guys all
guided and encouraged me,
along with Green, Dr. Barkley
and others | had the opportu-
nity to work with.

The most amazing changes
have been the technology and
scientific advances in such a
short time. The educational
level of industry personnel is
incredible! We have six turf
grads on staff. The next
boom—already under way—is
the info highway, specifically
the ability to share and dissemi-
nate information at the dlick of
a mouse. Anyone not jumping
on board is missing the boat!

Jerry Coldiron, CGCS
Boone Links/Lassing Pointe
Florence, Ky.

years! | was recruited into the
landscape industry in 1985 and
it's been a great experience.
Twelve years later | still look
forward to going to work,
which | attribute to the quality
of the organization | work for.
In my short time in the green
industry, I've had the opportu-
nity to meet and work with
landscape professionals
throughout the United States.

What I've found is that if you're
willing to give back to the land-
scape industry the landscape
industry is also will-
ing to give.
We've ex-
changed
forms, re-
sumeés, job de-
scriptions, sur-
veys, we've toured
competitors’ buildings, re-
viewed processes and com-
puter programs and shared
home phone numbers and be-
come friends.

I'd like to congratulate the
landscape professionals who
have raised our industry above
the perception of ‘a truck and a
rake.’ It's a great industry and
there are thousands of teach-
ers, trainers, managers, super-
visors, editors, vendors and
suppliers who should also be
congratulated.

Kent Miller

Vice President

The Groundskeeper
CA; AZ: NM; NV

In 1966 | was in landscape
contracting full-time after start-
ing in 1960 part-
time prior to

college and <l office and come home with a

J

‘ can’t be re-born through a job
! ol

Navy. | now
own a land-
scape con-
tracting/man-
agement, nursery

and garden center. There have
been great changes in equip-
ment, and far more govern-
ment regulations.

John Lamm
John Lamm of Jackson, Inc.
Jackson, Wisc.
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After 20 years as a certified
golf course superintendent, |
was able to turn my back on a
profession that fulfilled all my
dreams and goals, and change
careers at mid-life and set

my sights on another re-

warding, but more secure
profession.

As in recent months, | have
noticed other supers leave the
business, yet find work that is
still related to the business and
| wanted or felt that was the
path for me. The all too many
disappointments of interview-
ing as a CGCS, only to lose a job
to a far less qualified or
“cheaper” superintendent, un-
ethical superintendents, the
stress, damaged family life and
the all too frequent and famil-
iar situation of having mem-
bers and public that seem to be
more knowledgeable in your
field than | was.

I now work for the City of
OKC as the Horticulture/Park
Maintenance Supervisor for
the Parks and Grounds system.
I have a great boss, am very
energetic in my new profes-
sion, yet for the first time in
my life, | leave my job at the

smile. If anyone says that you

change, I'm a prime example
that you can!
Walter W. Bird, CGCS, CPSI

In 1977, my father hired me
as a lawn care technician for
Crowley Lawn Service , Cleve-
land. | am currently a landscape
design consultant for The Pattie
Group, Inc., Novelty, Ohio. |

think the
most sig-

industry have
been anti-pesticide extremism
and companies following mod-
eration principles through pub-
lic relations, education and re-
sponsibility.

Charlene Crowley, The Pattie Group,

Inc.,, Novelty, Ohio, shown with
daughter Hannah.

In 1962 | was in my ninth
year with my own landscape
construction firm. In 1974 |
formed Natural Athletic Turf,
Inc. This company is very active
today, constructing or renovat-
ing between 20-30 athletic
fields per year. | work on golf
courses the balance of the year
as a green and tee specialist.
The most significant changes
I've seen and done are in ath-
letic field construction using
the sand-based
systems and
washed
sod.

I'm

sure that in
a few years,
growing turfgrass in domed
stadiums will be commonplace.
LANDSCAPE MIANAGEMENT is
great! Keep up the good work!

Roy G. Zehren,
President, Natural Athletic Turf, Inc,,
Mequon, Wi
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and the quest for our 35th Anniversary retrospec-

tive of green industry product
developments that have made the
work you do far more safer, productive and efficient.
Anyone who's been in the industry since 1962 or
control pro ducts thereabouts could tell you how much products have
changed, and how many have come and gone down
never ends, as the pike to ultimate acclaim, or total oblivion.
Today’s mowers, aerators, dethatchers, and all
kinds of other turf cutting machines are so much bet-
tories will show. ter than they used to be thanks to lightweight metals,
improved engine and fuel science, and safety mecha-

OKING

nisms. And let’s not forget
product design. (Nothing
wrong with wanting it to look
good, too!)

Chemical science has also
taken a series of small and giant
steps, as agricultural management principles were ap-
plied and adapted to turf and ornamental care.

We thank the companies who were able to pro-
vide us with these brief glances back to the green in-
dustry of the 60s, and forward to what may be yet to
come. Thanks to AgrEvo; Bunton; John Deere; En-
core; Jacobsen; Kubota and O.M. Scotts for their
help with this section.

And certainly, LANDSCAPE MANAGEMENT wants to
thank these companies, and many more, for their ad-
vertising support through the years. We wish them
all continued success in their respective green indus-
try businesses.

better, more effi-
cient tools and

these company his-

~The editors

LANDSCAPE
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Chemical turf market

evolves from ag to golf

hen I first started
working on golf
courses as a high
school student in the
late 1950s, many of the
chemical products used on golf
course turf were the same prod-
ucts used in the agricultural and
industrial markets. Companies
were selling mostly mercury and
lead-based products like Calo-
Clor and lead arsenic, and the
most widely used insecticide was
chlordane.

At that time, agricultural
chemical company representa-
tives spent some limited time in
what was called the “golf course

Golf course super-
intendents use
products that had
their origins in
agricultural or

industrial markets.

By DON MASKE,
AgrEvo Environ-
mental Co.
market”. There was no lawn care
market segment. Most of the
golf course superintendents were
not college trained, though some
where. In the late 1950s and
early 1960s, turf programs were
established at the various univer-
sities—Penn State, Michigan
State and the University of
Massachusetts to name a few.
I received my turf degree
from Penn State in 1965,
worked as an assistant at the
Philadelphia Country Club, and
then went into the service.
From links to sales
Upon discharge, | became
golf course superintendent at

Cold Spring Country Club on
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Long Island and then was hired
in 1969 as a Midwest sales repre-
sentative for TUCO, Division of
the Upjohn Company. They
produced one of the first prod-
ucts marketed specifically for
turf usage—Acti-dione, an an-
tibiotic fungicide (now off the
market).

TUCO also was one of the
first companies to have sales reps
who made end-user calls in the

2,4-D was all we had

In the early years, weed con-
trol was limited to 2,4-D or
dicamba for dandelions on golf
course fairways. Superintendents
used little or no preemergence
crabgrass material. [ can remem-
ber digging out crabgrass plants
by hand from fairways at
Olympia Fields in Chicago,
where [ worked during college.

In 1964, there was a huge

golf course market. Pythium outbreak in
But the golf course . the Chicago area.
business IL1 The only thing to
wouldn'’t sup- | use at that time
port a sepa- was hydrated
rate sales lime in an at-
force, so I tempt to dry
also sold prod- out the surface
ucts for the to- moisture. Be-
bacco and fruit cause sO many
and vegetable mar- Maske: superintendent
kets, covering several states golf course aes- jobs were at
from my Chicago base. thetics today far  stake, the
DuPont, with Bob Miller, ahead of early Chicago Dis-
and Mallinckrodt, with Stan  +ggs, trict Golf Asso-

Fredericksen, were two major
chemical firms active in the golf
course market at that time.
Eventually, the turf markets
grew and major manufacturers
formed their own turf product
groups, to concentrate on the
golf course market, lawn care in-
dustry and roadside vegetation

management.

ciation held an

educational meeting to make
club members aware of the seri-
ousness of the problem. We
didn't have Banol fungicide or
any of the other modern prod-
ucts that now control Pythium.
Acti-dione for spots

One of the first affordable
disease programs on fairways



was the Acti-dione program that came out
in the late 1960s. Back then, dollar spot
and leaf spot were considered the most
damaging disease problems, and Acti-dione
controlled both. But brown patch could
not be controlled economically and there
was nothing that could be used for
Pythium. The early products were mostly
contact materials that would last only
seven days. Now, we're using long-lasting
materials, so we make fewer applications
and the amount of total product used is
much less.

Back when I first got into the business,
most of the formulations were wettable
powders and emulsifiable concentrates.
Products came in paper bags or steel
drums. Now formulations and packaging
tend to be more user-friendly, in the form
of dry flowables or water-dispersible granu-
lars. Companies sell products in water-sol-
uble packages or closed systems, limiting
worker exposure. Use rates of newer prod-
ucts are much lower than they were in the
1960s and 1970s. For instance, for vegeta-
tion management we see herbicides used in
tank mixes at rates as low as half an ounce
per acre.

Lightweight equipment
One of the biggest changes I've seen in

the golf course industry has been the shift
from heavy, tractor-driven or pulled mow-
ing equipment to the use of lightweight
mowing equipment on fairways. Weakened
turf often resulted from mechanical damage
caused by this heavy equipment, allowing
invasion from the ever-opportunistic Poa
annua. In the last decade or so there has
been a tremendous shift from predomi-
nantly Poa annua or Poa/bentgrass fairways
to mostly bentgrass fairways on northern
courses. | feel this is due largely to improved
management programs which include light-
weight equipment, clipping collection, bet-
ter irrigation practices, and broader-spec-
trum chemical spray programs.

Pick up the clippings

In my early days if someone had told me
they were going to collect clippings on 30-
40 acres of fairways, [ would have thought
that ridiculous. But now superintendents
do this routinely. This accomplishes several
things: removes some Poa seed, reduces
heat buildup from clippings, which tends to
stress turf, and eliminates a possible source
of disease buildup. In addition, superinten-
dents have reduced nitrogen usage, so that
clipping production is minimized, and the
grass is not as succulent.

Golf course appearance was much dif-
ferent then. Watch the Golf Channel's
highlights of past tournaments and notice
the mowing patterns, grooming and other
conditions. With the popularity of Arold
Palmer, the public began watching golf on
television, and the country club members
began demanding better conditions.
Courses look better

Recently I saw footage from the 1964
U.S. Open at the Congressional Country
Club in Bethesda, MD. The course was
groomed much differently from when the
Open was played there again this year. New
equipment and methods allow shorter
mowing heights, contouring and striping.
Aesthetically, there's no comparison.

Mergers, acquisitions and consolidations
have reduced the number of players in the
turf product marketplace. Since I began
working for TUCO, the company has
merged and reorganized several times—
changing into NOR-AM Chemical Com-
pany and now to AgrEvo Environmental
Health. Today the registration process is
more difficult, and it's more costly to bring
a product to market. More money is re-
quired to defend registrations, diverting
funds from new product research.

—Don Maske began with the TUCO divi-
sion of The Upjohn Company in 1969. He
now covers the Midwest for AgrEvo Environ-
mental Health, Wilmington, DE.
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“"Weeds & Turf” debuts as the first
magazine to cover the professional
turf care industry. ALCA forms to
serve the professional landscape
contractor. Dan Dorfman’s Lawn-A-
Mat lawn care company on Long
Island is one year old and starts
offering franchises.

Millard C.

Dailey's
Liqui-Green
lawn care
program gains
increasing
homeowner
acceptance.

James Beard fin-

ishes first year of

15-year teaching stint at Michigan

State University.

John Deere’s 110 model tractor
introduced nationwide after suc-
cessful pilot project to dealers east

of the Mississippi.
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FERTILIZERS GROW

heavy grades to polymers

Turfgrass nutrition
has gone from agri-
cultural products to
sulfur-coated ureas to
polymer coats.

by EUGENE

MAYER/The Scotts
Company

ertilizer is widely
used by people grow-
ing any type of plant
material, including
turfgrasses and orna-
mentals. Like other items we
frequently come in contact
with, it's often taken for
granted. Fertilizer users recog-
nize the various types such as
soluble, ag grade, organic,
blended, homogeneous, and
slow release. Slow- or con-
trolled-released types indicate
technologies such as methylene
urea, ureaform, IBDU, SCU,
and, recently, polymer-coated.
Few products to use in 1960
Do we remember (possibly
a few do) or do we understand
that there was a time when the
fertilizers that we take for
granted today were not avail-
able for us to manage plant
growth and health? Time
marches quite rapidly, but as
recently as 35 years go many of
the fertilizer technologies we
routinely use were only just be-
coming commercialized or
were not even on the drawing
boards. In the early 1960s and
before, the most readily avail-
able forms were agricultural-
grade heavyweight fertilizers
that were of poor physical
quality and, with the slightest
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misapplication, prone to burn
and even kill the plant. The
only safe and slow-release fer-
tilizers were the natural organ-
ics such as manures, animal by-
products, and grain meals.
These generally were difficult
to handle, had a strong, un-
pleasant odor, were not easily
accessible, and did not deliver
good value for the consumer.

As other technologies have
been invented or improved over
the past few years, so have fer-
tilizer technologies. Ureaform
and methylene ureas were first
manufactured for commercial
use in the late 1950s and early
1960s. This itself brought on a
revolution in fertilizer technol-
ogy for the homeowner as well
as the professional. It provided
for lightweight fertilizer plus
controlled or slow release,
which would provide spoon
speeding and predictable re-
sponse rate to the plant.
Methylene urea arrives

One of the most memo-
rable experiences of my
younger years was working in
Scotts’ fertilizer plant when the
first bag of homogeneous, light-
weight, high-analysis methyl-
ene urea turfgrass fertilizer was
produced on a commercial
scale. There was only one prod-

uct, and this served the home-
owner as well as the profes-
sional. Today there are many
choices based on plant needs,
both for the homeowner and
the professional user.

Easier as tech improves

Other slow-release fertilizer
types were soon to follow.
IBDU was released in the mid
1960s, as was the first polymer-
coated fertilizer, Osmocote.
The sulfur-coated ureas started
to surface on a commercial
scale in the late 1970s and early
1980s. The polymer-coated
fertilizers were at a standstill
until the early 1990s, when
new polymer coatings were de-
veloped that were more ac-
ceptable for turfgrass growth.
These are now widely used in
the turfgrass and ornamental
industry.

What is in store for the 21st
Century? New and better tech-
nology, I am sure, for research
on plant nutrition and im-
proved fertilizer efficiency con-
tinues at a feverish pace by in-
dustry, government agencies
and universities. This builds on
what has transpired over his-
tory and the last 35 years.

—Eugene Mayer is manager,
training & technical support, The
Seotts Company.



How tiny Beatrice,
Neb., became a big
player in the com-

mercial turf mower

marketplace.

By W. H. “DICK”
TEGTMEIER

fter high school I didn’t have the fi-
nancial ability to go to college and,
therefore, at the age of 17 ventured
into the construction field for four
ears. At the time [ moved to and
settled in Beatrice, Nebraska, in 1960, where I was able
to find a position in the Engineering Department at
Dempster Industry.

In 1966 I was employed with F.D. Kees and contin-
ued working there for 17 years. In 1976 I drew up their
first entry into the commercial mower market on a con-
tract basis. They have now merged with Yazoo Mfg. Co.

Due to personal reasons and opportunities I co-

‘Mower city’

US.A.

founded Exmark Manufacturing in 1982. I again devel-
oped a line of commercial equipment. Exmark grew to
approximately $50 million sales in 1997 and sold to Toro
in 1997.

In 1988 I saw an open door or [ felt an opportunity to
start another company in the commercial mowing mar-
ket and started Encore Manufacturing Company. Next
spring we will celebrate our 10th anniversary. So now we
at Encore are the only privately held lawnmower com-
pany in Beatrice, NE.

The positive impact to the Beatrice, NE, community
(a community with approximately 13,000 residents) is
significant as approximately $70 million dollars worth of
mowers have been shipped collectively from the three
companies.

The first eight years of Encore our average growth
was 22 percent annually. However, we showed a 49 per-
cent growth this past fiscal that ended June 30, 1997.

—Dick Tegtmeier is founder and president of
Encore Manufacturing, Inc.

LANDSCAPE

[ TIMELINE] -

The Lawn Institute, directed by Dr.

Robert Schery, is 10 years old.

0.J. Noer, respected golf course con-
sultant, and one of the developers
of Milorganite fertilizer, dies at 76.
("If the greens turn yellow and the
chairman is sore, what is the reme-
dy? Ask O.J. Noer.”) Michigan State
offers 18-month course in Turf
Management. ALCA moves head-
quarters from Berkeley, CA, to

Washington D.C.

California boasts 665 golf courses,
up from 234 just a decade earlier.
American Sod Producers Association
forms. Anthony Giordano and
Robert Magda begin franchising
Lawn Doctor, founded several years
earlier in Wickatunck, NJ. About
2,200 people attend 37th annual
GCSSA Turfgrass Conference and
Show in Kansas City, MO.
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ANNIVERSARY

Mowers get lighter,
faster and more effi-
cient as the years go
by. Next step: plug in

to efficient electrics.

or Jacobsen’s
and Bunton's
take on equip-
ment technol-
ogy over the
years, we have excerpts from
interviews with Tony Saiia,
vice president of customer ser-
vice and technical support for
the Jacobsen Division of Tex-
tron, Golf Course Equipment;
and Joe Santangelo, Bunton's
senior regional service manager.
Jacobsen purchased Bunton in
September of 1996.

Mowvers:

Q. Tony, what has happened
in the golf course equipment in-
dustry over the past 30 years?

Saiia: “The entire industry
has been evolving to meet
changing demands in turf
equipment and developments
in turf practices. Key drivers in
this have been the push toward
higher productivity and the
need to improve the life and re-
liability of the equipment.

“There have also been
changes to make the equipment
fit better with turf. Mowers
have become lighter to prevent
turf damage. Environmental
concerns have also grown to af-
fect the turf equipment mar-
ket—including emissions from
engines, noise pollution, the
potential for equipment leaks,
and anything that could cause
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turf damage.”

Q. How were fainvays
mowed 30 years ago?

Saiia: “When I joined Ja-
cobsen in 1971, the predomi-
nant method for cutting fair-
ways was with gang mowers,
pull-type mowers, and ground-
driven mowers like the Jacob-
sen F-10 turf tractor. Every-
thing was mechanical. There
were no hydraulically driven
lightweight fairway mowers
like there are today. All greens
were mowed by hand with

Tony Saiia: looks forward to
electric drive technology.

Q. Has cutting height and
quality always been important?

Saiia: “If you look at turf
practices 30 years ago, a quar-

lighter, more
productive,
better cuts

walk-behinds. Then Jacobsen
introduced the first riding
triplex greens mower, the
Greens King, in 1969. We also
later introduced the first diesel-
powered Greens King. That
wasn't as easy as it sounds be-
cause everyone was concerned
with the amount of weight on
the greens.

“Diesels were notorious for
being very heavy. We could
solve the weight problem on
the gas-powered Greens King
with large tires and lightweight
components. With the diesel
models, we had to pioneer the
use of new lightweight, com-
pact diesel engines.”

ter-inch was a typical cutting
height, even on greens. And
maybe three-quarters of an
inch on fairways. The demand
for lower cutting heights on
greens and fairways came from
the golfer. If you want faster
green speeds and a more mani-
cured look on fairways, you
need to cut lower.

“Mowing equipment had to
meet that demand. And turf
maintenance practices had to
change, along with the devel-
opment of aeration and vertical
mowing equipment.

“The Jacobsen Turf
Groomer is an example of an
innovation that helps deliver



faster green speeds while providing relief
for shorter and shorter cutting heights. The
idea for the Turf Groomer came from the
industry--from a superintendent who saw
the need. We partnered with him to bring
the product to market in 1987."

Q. How have walk-behind mowers
changed in 30 years?

Saiia: “Now they have the capability
to cut lower, to utilize attachments like
brushes and the Turf Groomer, and they're
quieter. Years ago, golf courses tended to
be out in the middle of nowhere. Now
they’re part of housing communities.
Mowers had better be quiet because
they’re running at 6 a.m. near someone's
bedroom.

“This suggests the next logical step-—-the
electric power triplex mower. It's one rea-
son we developed and introduced the
Greens King Electric this year. It answers
the needs for a greens mower that's
quiet, productive, and delivers
a fine quality cut.”

“Productivity will con-
tinue to be the driver, as
well as the need for a
better quality of cut.

Q. Joe, how has com-
mercial landscaping equip-
ment changed in the 12 years
you've been with Bunton?

Santangelo: ‘Back

then we were proud to sell
a 52-inch walk-behind
with an 11-hp engine. It
did an excellent job and no one com-
plained about it. Now, 11-hp isn’t enough
for a 36-inch mower. The industry is in a
horsepower race now.

“There have also been changes in what
we ask our mowers to do now. Ground
speed, quality of cut, and mulching capa-
bility are much more important to the
landscaper. All of these require a machine
that has more horsepower.

Santangelo: industry in a
race for horsepower.

“Productivity and quality depend on
operator comfort. Bunton has gotten better
at designing and building equipment.
Componentry is one factor. We went to
overhead-valve engines, which are much
more efficient in terms of ecology. They
also put out more power per pound of en-
gine. The torque curves are better, differ-
ent types of hydraulic drive unit s are now
available, and bearings are getting better.”

Q. How have commercial riding mowers
developed?

Santangelo: ‘Riding mowers have
definitely gone through transitions. Four-
teen years ago there were maybe three
zero-turn riders in the industry and a num-
ber of out-front, rear-steered mowers. And
there were still some tractor types.

“The zero-turn riders have taken a
pretty dominant position in the rider mar-
ket today, along with large-area walk-be-

hinds. And now we're stepping forward
with 31-hp and 72-inch decks.”
Q. What changes have you
seen in the commercial land-
scape customer?
Santangelo: “Today,
I see much larger land-
scape companies instead of
two guys with a pickup

‘!’ truck and a trailer. I also see
0A more consolidation of compa-

nies into larger and larger
ones. These are professional
organizations. They have cor-
porate office buildings, fleets
of trucks, computers and cell phones.
They're sophisticated and they're looking
at profit margins and equipment costs.

“These companies demand more of
manufacturers, which is why we keep
working to develop better, more efficient
products.”

LANDSCAPE

[TIMELINE] -

Benzimidazole fungicides devel-
oped. Inciudes benomyl and thio-
phanate-methyl, first curative, sys-
temic fungicides, can be used at
lower rates. First Ohio Turfgrass

Foundation Conference.

Widespread winterkill of
Bermudagrass in Midwest.
ChemLawn sales hit $218,000.

Musser international Turfgrass

e

g e
- O
Foundation is formed, by a group
that includes Drs. Al Wilson; Joe
Duich; Warren Bidwell; Fred Grau
and Eb Steinegger. Joe Vargas
named head of Turfgrass Disease
Research at Michigan State. Joe
Duich writes his doctorate on
Merion Kentucky
Bluegrass.
Jacobsen “Greens
King” triplex
greens mower is
brought to the golf

industry.




ANNIVERSARY

The John Deere Co.
reports on advance-
ments that have made
mowers easier and

safer to operate.

manufacturers consider when designing new machines.

ver the past 35 years the green industry has grown
exponentially. Many changes have occurred with
this growth, including the way commercial
equipment is both built and used. Productivity,
durability and versatility are major points that

Commercial mowing professionals are constantly seeking ways

to mow larger areas in less time to save money. Manufacturers are
doing their part to design machines that are higher in quality,
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more durable and have very lit-
tle downtime. Enhanced cus-
tomer support, which includes
better trained technicians and
parts services, are also increas-
ingly important to commercial
operators.

Generally, commercial
equipment is being designed to
be more powerful while being
fuel-efficient and running qui-
eter. It's also being designed to
perform a multitude of jobs in
a variety of conditions. Manu-
facturers are working their
hardest to ensure that there’s a
machine on the market that
can meet the challenge,

October 1997

whether it’s higher, thicker turf
or moist conditions.
Capacity increase

To be able to do more in

less time, mowers are now
being designed with wider cut-
ting widths and tighter turning
radii for improved maneuver-
ability. For example, John
Deere’s new wide-area front
mower, available in summer
1998, features 11 feet of cut-
ting width which allows opera-
tors to groom large open areas
in half the time of traditional
72-inch mowers, saving both
time and labor costs.

The variety of available at-
tachments has also increased
the commercial landscapers’
productivity. Most tractors can
accommodate attachments
such as snow blowers, brooms,
blades and tillers as well as
side-discharge and/or mulching
mower decks. Most of the at-
tachments can be connected
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Many companies seek to meet
or exceed ANSI safety standards
in mower design features.

quickly and easily to switch
over from one job to another
efficiently.
Safety initiatives

Another area of primary
concern to manufacturers of
commercial grounds care
equipment is safety. The
American National Safety Insti-
tute sets safety standards for
equipment manufacturers.
These are not federal man-
dates, but many companies try
to meet or even exceed the
standards they set. For instance,
John Deere includes a safety
message in every advertise-
ment, gives operational and
safety videos in English and
Spanish, uses bilingual decals
on equipment, and equips ma-
chines with safety shielding. A
variety of operator’s presence
controls are also present.

Manufacturers are chal-
lenged to design and build
equipment that can be oper-
ated safely, at peak perfor-
mance over its lifetime and is
constantly improved to meet
the ever-changing demands of

the commercial customer.
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or companies like Kubota Tractor Corpo-
ration that distribute “tools of the trade”,
the green industry has become an impor-
tant growth segment.

KTC entered the U.S. market 25 years
ago, at a time when major tractor manufacturers were in
a horsepower race. KTC saw niche opportunities with
the small farmer and rancher whose needs required a
compact, durable and maneuverable tractor. At that Plant Variety Protection Act. New

National Golf Foundation puts cost of
building a new, 18-hole golf course at

between $200,000 and $2 million, U.S.

time, under 40-hp tractors accounted for just 10 percent England tree care firms battle ban on

Compact tractors
filled a ‘smaller’ need

open burning of wood.

Federal Fungicide, Insecticide;

Rodenticide Act (FIFRA) becomes law; it
of the tractor market.
Today, because of the in- is hoped FIFRA will preempt duplicate
creased use of smaller local laws. Liqui-Green lawn care
models within the entire begins offering franchises.
green industry, these
compact tractors enjoy
sales equaling almost 40
percent of the market.
The discovery of Kub-
ota's trademark orange
tractors wasn't by acci- The USGA revises its “Specifications for
: dent, however. Techno- a Method of Putting Green
National Future Farmers of logical breakthroughs, features not available on any ol A
. s onstruction,” originally publis n
America (FFA) officers recently  other tractors in the world, made people in the green i i
visited Kubota Tractor Corpora-  industry take notice of this relative newcomer. 1960. More revisions appear in 1989
tion headquarters in Torrance, CARB certification
Calif. From left, Mike Heitman, Kubota was the first manufacturer to receive CARB
Kubota director of marketing; certification on its under 25-hp diesel and gasoline engines.
Rachel Fehringer, FFA western Kubota's 2- and 4-wheel drive F60 Series front-
regional vice president; Robin mount mowers (60" or 72") were developed specifically
Killian, Kubota senior vice presi-  for the commercial turf maintenance market. Features and 1990, First New Jersey Turfgrass
dent of sales and marketing; inc]ude State‘of'the‘an AUtO‘ASSlSt 4WD Wld"l Dual- Expo replaces annual january (onfe'-
and Charlie Jones, FFA southern i i i A
; . ' Acting Overrunning Clutch System for exceptional ma ence. ALCA has 400 bers, PGMS
regional vice president. neuverability and a single-pedal operated hydrostatic
Kubota Tractor Corporationisa  transmission for easy directional changes. reports 600, and GCSAA about 3,800
co-sponsor of the National FFA Tomorrow’s tractors for the green industry will be members. Robert Felix named executive
Nursery/Landscape Career De- even more user-friendly, more efficient machines de- director of National Arborist
velopment Event and the Spe- signed to handle bigger jobs with fewer people, all result- A oation.
cialty Crop Production Profi- ing in reduced overall costs by offering more production.

ciency Program.
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A comprehensive
professional development program

exclusively for the green industry
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Blazing New Trails . . . for the green mdustry
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DELIVERS UNLIMITED BUSINESS!

November 15-18, 1997
Charlotte Convention Center ** Charlotte, North Carolina

“The Green Industry Expo v’ Over 60 Educational Seminars

allows us to meet with

decision makers from some v 4 '500 |ndustry Professionals

of the largest commercial x
cutters and hurdsu_wvz v 12 Exclusive Trade Show Hours—
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audience for our products.” v Southern Location—
SCACG Power Eqien leads the nation’s spending on professional
Mayville, W1 lawn & landscape services
1996 Attendee Response... h(’l(’llghh (”}01 GIE
Reasons for Attending GIE: and the variety of lawn
78% — Attend Professional Conferences and [N”d‘ulpl P““i“l s on
77%—Find New Products Ihphn get o talk to
75% — Network with Fellow Professionals exhibitors face-to- fdu and
At GIE/96: look at the e quipment
99% — Discovered New Products up close.”
71% — Made a Significant Purchase Lo Sy
Sprague’s Lawn Service, Inc.
Ligonier, IN

ACT NOW TO EXHIBIT OR ATTEND...
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: 1 Send me information on exhibiting my products! :
1 (1 Send me information on attending conferences and show! |
THE NATIONAL EXPO | ¥ .
FOR LAWN & | Contact :
LANDSCAPE | Title |
PROFESS'ONAI-S : Company
GIE SPONSORS | Addhess:
PLCAA e :
Professional Lawn Care Association of America | City/State/Country/Zip:
ALCA | " ;
Associated Landscape Contractors of America : gnp? gfmd (send tg: Foi { )
PGMS I GIE, 1000 Johnson Ferry Rd., NE, Suite C-135, Marietta, GA 30068-2112
Professional Grounds Management Society : Fax: 770/578-6071 Phone: 770/973-2019 LM
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Better tu r/grass varieties. he most significant milestone in the green industry over the
past 35 years was the removal of chlorinated hydrocarbon
compounds, such as chlordane, as a means of controlling
insect and weed pests in turfgrasses.

These persistent compounds had a long-term, negative
impact on beneficial organisms, which, in turn, exacerbated
thatch buildup and development of insects resistant to this
class of cojpounds. Despite their efficacy, the environment
is far better for them having been removed.

A second milestone would be the introduction of the concept
of IPM, which among other things, created a conservative at-
titude toward the use of pesticides among turfgrass man-
agers and created opportunities for the exploration and de-

Land grant universities.
Stewardship. Many people
and their ideas have helped

the green industry grow.

velopment of natural agents to suppress damage from a
broad range of turfgrass pests. There is no question that the
principles of IPM are sound, however, the concept must re-
main flexible to allow for integrating new methods and materi-
als as they are developed. . :
New.compounds Nmk: a better
Finally, the recent EPA labeling of compounds such as imida- ST

cloprid (Merit) and halofenozide (Mach 2), which have a signifi-
cantly reduced impact on the environment, and at the same time, have an
extended residual activity. Compounds such gas these should reduce the fre-
quency with which insecticides need to be applied to control damage from
insect pests of turfgrasses.

—Dr. Harry Niemczyk, Emeritus Professor, OARDC/The Ohio State Univer-

sity, Dept. of Entomology, 1997.

Better turfgrass management

All Across America today, we enjoy the have many people to thank for the ad-

benefits of superior turfgrass manage- vancements made in turfgrass culture. But
ment. Home lawns are more attractive, the group most responsible are turf scien-
sports fields and golf courses are more tists at our land grant universities. No two

playable and roadsides have less erosion. turf scientists would agree as to which find-
It hasn't always been this way, and we ings have contributed the most to this ad-

30 LANDSCAPE MANAGEMENT October 1997



vancement, but | believe the following list
includes the most significant contributions.

1) USGA specifications for putting
green construction. These greens are the
best playing surfaces in sports. Tranfer of
the technology to sports field construction
has virtually eliminated muddy football
games.

2) Effective and affordable herbi-
cides. Billions of dollars have been spent
to find the right compounds to selectively
reduce undesirable weeds without harm-
ing the turf.

3) Professional lawn care. These
companies have the equipment and the
know-how to safely fertilize, control
weeds and insects and provide other lawn
services homeowners need.

4) Slow-release, non-burning nitro-
gen fertilizers. Especially isobutyldiene di-
urea and thin layer polymer and sulfur-
coated urea. These slow-release products
reduce “chemical burn” and reduce the
potential for nitrogen loss through leach-
ing and runoff during heavy rain.

5) Better turfgrass cultivars. In the
south, Tifton hybrid bermudagrasses rev-
olutionized the golf industry and sports
field business. For homelawns in the dep
south, Floratam St. Augustinegrass, a
chinchbug and virus-resistant cultivar was
significant. In cooler regions, turf-type tall
fescue cultivars provide homeowners with
superior lawns. New perennial ryegrass
cultivars for lawns and sports fields in the
north and overseeding dormant
bermudagrass golf courses and sports

fields in the south offer new options.
Heat and drought tolerant seeded culti-
vars of cr4eeping bentgrass are providing
superior putting surfaces on golf greens.

6) Better equipment, especially hy-
draulically-driven reels on mowers provide
better uniformity in turf.

7) Water conservation. Improved
technology in sprinkler heads, controllers
and variable speed pumping systems.

8) Deep tine, deep drill and water in-
jection aerifiers. These enable turf man-
agers to improve the rootzone of golf
greens, athletic fields and other heavily-
trafficked turf areas.

9) Systemic fungicides. These help
turf managers prevent pythium and give
them better control of many other serious
diesease of turfgrass.

10) Integrated pest management
(IPM). Through better methods of insect
identification, mapping and more timely
application of low volume, more effica-
cious insecticides, turf managers can ob-
tain safer and more effective pest control.

11) Information. Through profes-
sional publications, conference, seminars,
field days, trade shows and Extension turf
specialists, our turf managers are the best-
informed turf managers in the world.

—Dr. Coleman Ward, professor emeritus,
former turfgrass extension specialist,
Auburn University.

LANDSCAPE ]
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Senate subcommittee staff report
sharply criticizes EPA's efforts to regu-
late pesticides. Survey says about 5
percent of the 8 million U. S. homes
get lawn care. Lawn Care Industry be-

gins publication in July.

O.M. Scotts’ Lawn Care

publication turns 50.

Kubota introduces first

compact excavator to

U.S. market. PLCAA forms to serve
lawn care oper-

2y ators.
G
Warm
ﬁ.

PGMS begins its Certified Grounds
Manager peer
review program.

ChemLawn sales hit $100 million.
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A former

lawn care

company
| employee
JOHN DEERE who balanced
a murder
defense on chemical intoxication was
found guilty in a Massachussets
court. John Deere builds its millionth

lawn and garden tractor— an 18 hp,

Model 318—on May 1.

Weeds Trees & Turf turns 25, becomes
LanDscAPE MIANAGEMENT to reflect larger
industry leadership role. EcolLab ac-

quires ChemLawn for $370 million.

Noer’s work paved the way

From his beginnings as a graduating
soil scientist from the Department of Soil
Science, University of Wisconsin, Madison,
0O.J. Noer went on to become the state soil
chemist in 1914, and is credited with help-
ing to establish the first soil testing labora-
tory in the country.

A consultant before there were
consultants

As head of the Milwaukee Sewerage
commission Turf Service Bureau from
1926-1960, Noer visited and inspected per-
haps 80 percent of the golf courses in
North America to advise superintendents
on turf maintenance problems.

Noer made many contributions to the
diagnosis of turf problems, and wrote and
spoke about turf at conferences almost
continuously through the period.

The ABC of Turf Culture, his 1928 clas-
sic, represents one of the earliest inte-
grated works on the subject.

A friend and advisor to all, O.J. Noer
was a man “whose educational back-
grounds, broad experience and intimate
contact with the everyday problems of
those concerned with growing turf qualify
him as an outstanding authority in his
field.

Noer’s name was entered into the Wis-
consin State golf Association’s Hall of
Fame at the 1985 Wisconsin Golf Turf Sym-
posium. Before and after his death on July
12, 1966, O.J. Noer has been considered a
true pioneer in the turfgrass industry.

The O.). Noer Research Foundation,
Inc., was initiated in 1959 by associates
and friends of O.J. (Oyvind Juul) Noer, to
“honor North America’s most widely
known, respected and beloved turfgrass
agronomist.”

Objectives of the foundation are:

p promote scientific research in turf-
grass and related fields

P train graduate students for conduct-
ing said research by offering financial as-
sistance

p» publish research findings for industry

p receive donations and endorsements

October 1997

to achieve aforsaid purposes in perpetuity.

For information about the O.J. Noer
Research Foundation,inc., contact the
foundation at P.O. Box 1494, Milwaukee,
Wi 53201-1494.

You can also search the Michigan State
University Turfgrass Information Center
at:www.lib.msu.edu/tgif/noer.htm

Seeded bermuda
an ‘80s highlight

Improved seed propagated varieties of

bermudagrass have been developed during

the last decade, as a result of financial sup-
port and encouragement from several experi-
ment stations and the USGA.

New varieties

The renewed interest in seeded bermuda-
grass got much of its spark from the release of
Guymon in 1982., and NuMex SAHARA in
1987. These were the first two improved turf-
type seed propagated varieties to receive
commercial acceptance.

Guyman, although somewhat coarse-tex-
tured, is a very cold tolerant variety. NuMex
SAHARA is not cold tolerant, but it has im-
proved turf quality with somewhat greater
density, shorter stature and darker green
summer color than common bermuda.

Three more recent releases—Sultan (FMC-
6); Mirage and Jackpot—have performed well
in the NTEP trials. They have increased den-
sity, finer texture or overall turf quality.

These are exciting and challenging times in
the bermudagrass industry. Stay in touch.
maybe seeded bermudagrass has a future,
back from its beginning 75 years ago.

—Dr. Arden Baltensperger, director of turf-

grass research for Seeds West, Inc., and emeri-
tus professor of agronomy at
New Mexico State University.
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Summer Patch on 7, 8 and 9.

You've got Poa on 3.

You may be
managing
your course
one problem
at a time.

Crabgrass on 6.

Fire Ants on 8.

Turf Stress on the back 9.

Pythium on 13, 16, 17 and 18.

And a Board Member on the first tee.



At Novartis, we're committed to continually
bring you innovative products. And now we'd like
to introduce an entire series of products — the
Novartis Total Turf Program.

Finally, all the tools you need to manage your
course from tee to green and all season long can
be found in one total program.

Primo”” The ultimate foundation for turf.

The Novartis Total Turf Program begins with
Primo for Pre-Stress
Conditioning. That's
because extensive
testing has proven
that treating with
Primo is the best way
to prepare a golf
course and strength-
en turf in advance to
cope with extreme

conditions such as

drought, heat and
disease, that make up a typical season.

Barricade” Crabgrass control for the entire
season, North and South.

Simply put, Barricade is the longest-lasting
and best-performing preemergence herbicide for
the control of Crabgrass, Goosegrass and Poa
Annua. That's because Barricade has low solubility
and volatility, meaning it stays where you put it in
the weed germination zone.

Plus, it won't stain your golf course.

THE NOVARTIS TOTAL TURF PROGRAM. THE MOST

Pre-Stress Conditioning Crabgrass
Plant Growth Regulation Poa Annua
Overseeding Goosegrass

Introducing the Novartis
Total Turf Program.

The first turf
program designed
to help you manage
the entire course.

Finally, a disease management program that
lasts all season long.

In a revolutionary water-based microemulsion
formulation, new Subdue® MAXX® systemically
and effectively combats Pythium and Yellow Tuft.
Plus, Banner® MAXX? using the same formulation
technology, controls Dollar Spot, Summer Patch
and Anthracnose, as well as 15 other turf diseases.

For additional protection against diseases, the
Novartis Total Turf
Program also includes
Sentinel® for the
longest-lasting pro-
tection against 14
major turf diseases
including Brown Patch
and Dollar Spot on
fairways.

We combine even
more protection.

Like Alamo? a sys-
temic fungicide for the prevention and treatment
of Oak Wilt and Dutch Elm disease.

And for insecticides, there’s Award? an unstop-
pable insect growth regulator that controls Fire
Ants.

The Novartis Total Turf Program. An entire
program to help you manage the entire course.

To start your Novartis Total Turf Program, call
800-395-TURF for the name of your Novartis sales
representative or your nearest Novartis distributor.

Dollar Spot Pythium
Summer Patch Yellow Tuft
Anthracnose
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Alamo®

THOROUGH WAY TO PROTECT YOUR COURSE. Award®
Banner® MAXX"

’ 1 , Barricade®
E ‘ , Primo®
Sentinel*

Fairway Oak Wilt Fire Ant Control Subdue® MAXX®

Brown Patch Dutch Elm
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Formed by the merger of
Ciba and Sandoz,

Novartis Turf and Ornamentals

is dedicated to becoming

the most innovative company
in the golf course

management industry today.

Our commitment is to bring new skills, new technologies, and new services to
the industry, providing more solutions more of the time.

Our people include 25 dedicated field sales representatives and 8 experienced
R&D representatives nationwide.

Our products are new, leading-edge, environmentally sound formulations like
the low-rate chemistry of Banner® MAXX® and Subdue® MAXX? plus many new
products on the way.

Our Distributor Partner System provides an industry-wide network of local
technical and product support when and where you need it.

We support the goals of the Golf Course Superintendents Association of
America, and are proud of our charter membership in the Platinum Tee Club, the
highest level of corporate support of the GCSAA Foundation.

To learn more about Novartis, call 1-800-395-TURF.




USGA

programs
keep up with
the times

JAMES T. SNOW
USGA Green Section

n 1962 the USGA Green Section em-

ployed seven agronomists who made

about 800 visits to golf courses.

Today, the service has 16 agronomists

located in 12 regional offices. Collec-
tively, they make consultations to more than
1700 golf courses each year. Each visit is followed
by a written report to the club or course, detail-
ing the agronomist’s findings and recommenda-
tions.

The Construction Education Program, to edu-
cate and provide information to golf course archi-
tects, builders and devel-
opers, superintendents
and others about course
construction issues, helps
to ensure the best long-
term results from course
construction and renova-
tion dollars.

The Green Section’s
Specifications for a Method
of Putting Green Construc-
tion was barely two years
old in 1962, and was far
from the accepted norm
for green construction at
the time. Nevertheless, 35
years of experience have
shown that, when built
and maintained properly, USGA greens have pro-
vided excellent results over a period of many
years for golf courses in most regions of the
United States and the world. Revisions were pub-
lished in 1974 and 1989, and since 1990 several
steps have improved the recommendations.

The USGA supports the largest, private, non-
commercial turfgrass program in the world. In
1982 the USGA made a commitment to increase
significantly its support of research to address is-
sues that threatened to limit the growth and en-
joyment of the game. Today, the USGA provides
more than $1.3 million annually in support of
turfgrass and environmental research.

In 1991 the USGA began a 3-year, $3.2 mil-
lion study of golf courses and the environment.
Among its objectives were to investigate what

LANDSCAPE MANAGEMENT
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happens to pesticides and fertilizers applied to
golf course turf; develop alternative (non-chemi-
cal) methods of controlling various diseases, in-
sects and weeds; and determine the impacts and
benefits of golf courses on people, wildlife and
the environment.

A 3-year, $1.5 million environmental study
was started in 1995. The new studies stress:

» developing Best Management Practices
(BMPs) to help golf course personnel minimize
their impact on the environment,

p alternative pest control methods,

p pesticide fate studies where the initial work
indicated a need, and,

pbuilding a database to lead to the develop-
ment of a good computer model that can accu-
rately predict what happens to pesticides and fer-
tilizers when applied to golf courses.

From 1983 to 1997 the USGA funded more
than 100 turfgrass and environmental research
projects at 37 different universities and institu-
tions, at a cost to the USGA of nearly $16 mil-
lion. A success story of the 1990s is the Audubon
Cooperative Sanctuary Program for golf courses.
Sponsored by the USGA and administered by
Audubon International, the program promotes
environmentally sound land management and the
conservation of natural resources on golf courses.

James T. Snow is national director of the USGA
Green Section, Far Hills, NJ.
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GCSAA’s mission:

The true measure of GCSAA’s suc-
cess is in the expertise, dedication

and vision of its members.
By PAUL
GCSAA

rom its humble beginnings

McGINNIS, President,

in a meeting of 60 golf course superin-
tendents on September 13,
1926, at the Sylvania
Country Club in Toledo, Ohio, the
Golf Course Superintendents Asso-
ciation of America (GCSAA) has
become a major player in the game
of golf.

GCSAA'’s mission in those early, N\
formative years was to inform and
educate its membership and to strive
for the betterment of the superinten-
dent profession. Those basic tenets
remain today, but much has changed
in the 70-plus years of the Association's existence.

GCSAA celebrated its 36th year in 1962 as

GCSAA Board of Directors and dignitaries participate in
dedication ceremonies of GCSAA Headquarters, Sept. 6,
1991. GCSAA will celebrate its 75th anniversary in 2001.

MANAGEMENT October 1997

McGinnis: Members the
difference as turf care
advances.

membership hit the 2,000 mark, the conference and
show drew 1,750 and circulation of Golf Course
Management topped 10,000. Those numbers have
grown appreciably in the last 35 years as member-
ship has eclipsed 18,000, 1997 conference and show
attendance was 22,227 and GCM circulation is ap-
proaching 40,000.

But the true measure of GCSAA's success is in
the expertise, dedication and vision of its members.
As golfer expectations for better playing conditions
have risen, so too has the performance level of the
profession. Mowing heights of today’s fairways are
the length that were found on putting greens in the
1960s. Television has also served to fuel the
growth of the game, but has put de-

mands on superintendents to provide
similar conditions, despite having a
fraction of the resources available to
high-profile courses.

Approximately 75 percent of

GCSAA members have two or four-
year degrees or have attended gradu-
ate school.

Approximately 24 percent of
GCSAA members who meet eligibility
requirements, have advanced certifica-

tion, while 49 percent have set certification as a goal.

One-half of GCSAA members control budgets
in excess of half a million dollars.

Based in Lawrence, KS, GCSAA'’s mission is to
serve to its members by advancing their profession
and enriching the quality of golf and its environ-
ment. This mission is being accomplished through
numerous member services and projects aimed at
providing the resources to ensure successful course
management operations.

Among the services and programs offered by
GCSAA are:

Sponsorship of educational seminars in areas
such as turfgrass, business management, water usage
and chemical applications, among others.

Organizing an annual conference and show featur-
ing the latest equipment, services and practices in golf
course management, and educational opportunities.

—GQCSAA President Paul S. McGinnis, CGCS, is

superintendent at Moon Valley, C.C., Phoenix.



Your Golf Course Could Be
Trying To Tell You Something.

[t needs PROGRASS complete renovation, gradual conversion or
Herbicide. PROGCRASS is the  preventive maintenance. Properly managed,
surest way to get Poa annua PROGRASS protects ryegrass, Kentucky bluegrass [
(Annual bluegrass) out of creeping bentgrass, tall fescue, and even dormant ‘
your turf and keep it out. Bermudagrass overseeded with rye, from
By attacking Poa annua (and 12 other weeds)  Poa annua infestations. }
with both preemergence and postemergence Even if Poa has a grip on your course, |
control, PROGRASS lets you design a control it'’s never too late for PROGRASS. But it’s never ‘
program that fits your particular situation best: too soon, either.

Prograss EC

HERBICIDE
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Award
Banner® MAXX

Barricade”™
Primo
Sentinel"

Subdue® MAXX

Why not do it in the fall?

Barricade is the pre-emergent herbicide that you
apply in the fall to control crabgrass all through the
following growing season. That's because Barricade
has low solubility and volatility, meaning it stays where
you put it

Barricade also works better than the competition
on 29 other problem weeds, spring or fall. Tests prove it.

But in the fall, the weather conditions are more
favorable, so you'll have a wider window to apply
Barricade when you're a lot less busy.

Call your distributor or Novartis sales rep at
800-395 -TURF for information on a Barricade Fall
Application Program, and by the next growing season,

your course will be less of a jungle. Who knows?

With Barricade, you might even find the time to play

it once in a while

.

Thinking of putting off

weed control until spring?

-
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Golf course design:

longer, wider, steeper

More players. Better golfers. Longer, wider courses.

Golf course design is drawn well beyond the wind-

driven links look of ancient Scotland.

By DR. MICHAEL J.

olf courses may have evolved

more in the past 30-plus years

than they did during the previ-

ous three centuries. The

changes have been in response
to new technology, agronomics, player pat-
terns, golf equipment, golf carts, environ-
mental awareness, life styles and politics. In
fact, it is way beyond the scope of this article
to fully discuss the consequences of each
issue, but a review of the most significant
ones is enlightening,

In a nutshell, golf courses have gotten
longer, wider, steeper, greener, more
crowded, and increasingly environmentally
important.

Golf courses have gotten longer be-
cause the design and construction of golf
equipment supposedly allows golfers to
hit the ball farther. Many observers, in-
cluding myself do not really believe that,
but since perception is more important
than reality, a modern golf course must
stretch to more than 7,000 yards or it is
considered short. This is especially true
when tour pros are involved in course de-
sign. In fact, the three things golfers want
to know about a new course are:

P the designer;

P how long it plays;

P> the slope rating.

Thirty-five years ago, during the first
golf growth boom, none of those were very

10G LANDSCAPE MANAGEMENT
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important; no one
cared. They were just
happy to be playing any
golf course.

Just as marketing hype
has led to longer golf
courses, some clear rea-
soning has made them
shorter for various groups
of golfers through the
adoption of multiple tees. In early 1960,
the norm was one or two sets of tees with
two sets of markers, one for men and one
for women. Today, there are at least five
sets of tees set at various distances and an-
gles on a hole to accommodate, respec-
tively: pros; single digit players; average
golfers; senior and lady golfers; and the
novice and super senior. Although 7,000
yards from the back, the course will play as
short as 5,000 yards from the novice tees to
correspondingly longer tees at 5,700; 6,200
and 6,700 yards.

Lawyers and lawsuits have caused the
trend to wider golf courses. In the early
1960s, we were not afraid to put 18 holes
and a practice range on 120 acres. To pro-
tect golfers, owners and adjacent land users
from nuisance golf balls, designers have
been forced to make golf courses wider, to
try to spread out play and provide better
safety buffers. Today, about 160 acres is
considered minimum acreage for a full-size

October 1997

Hurdzan: cultural practices
more meticulous.

course.

Modemn earth
moving and turfgrass
mowing equipment
have allowed design-

ers to make golf course
features steeper. The
vertical face look of
dramatic modern ar-
chitecture was beyond
imagination 35 years
ago. My colleague and
friend, Pete Dye, broke the mold first at
TPC Jacksonville and buried the pieces at
PGA West. Today, there are no limits to
how high, deep or steep we can make golf
course features. How to maintain them
may be resolved in the next 35 years.
The turf is greener
Turf science and technology have made
incredible strides that allow today’s golf
course superintendents to keep golf courses
greener than ever could be imagined when |
was young, Cultural practices on fairways
are more meticulous than greens of the early
60s. New turfgrass varieties are more
drought tolerant, disease and insect resistant,
and are cared for with encapsulated fertiliz-
ers, improved pesticides and application
equipment, and modern irrigation systems.
—Golf course architect Hurdzan is an author-
ity on golf course environmental issues. He and
partmer Dana Fry run Hurdzan/Fry Golf
Course Design, Columbus, Ohio.



QUELANT™Ca

Calcium & Amino Acids

CALcCIUM DEFICIENCY
CORRECTOR

A(i(lin()n of calcium to the soil by traditional developed not only to facilitate absorption by the
means is not usually efficient or effective in leaves and roots, but to increase mobility of the
treating the calcium deficiency of wrigrass. Once calcium within the plant as well

applied, the common forms of liming materials
can rapidly change to compounds that are
insoluble in water and not readily available 10 the
plant. Continuous applications over long time

Quelant™Ca is normally applied as a foliar spray
and may also be applied through fertigation.
Either way, it is tank-mix compatible with

periods are necessary to effect even modest - herbicides, soluble fertilizers, insecticides,

improvements in calcium uptake. axem fungicides and plant growth regulators. It will even
/ /g help improve the efficiency of most of these

Quelant™Ca is a newly available amino acid mmé& treatments by increasing their absorption and

chelated calcium product that corrects calcium e ATl translocation within the plant.

deficiencies in turfgrass upon application.

Quelant™Ca provides readily available calcium Best of all, Quelant™Ca is economical to use and

chelated with amino acids so that it is easily it protects the environment.

absorbed by the leaves and/or the roots of the plant

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!

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

The Natracrusiont €

NUTRamMax

e, W LABORATORIES, INC.
-‘ AGRICULTURE DIVISION
Baltimore, Maryland B e
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At The Country Club, By JOSEPH F. BEDITZ, President/CEO, National Golf Foundation

Pepper Pike, Ohio,

members’ children are Ithough the game of golf continues to flour- Golfer demand

given golf lessons, as ish, it has, in fact, been standing still for the Over the past 10 years the number of golfers and
a way to spark their

past six years with regard to two impor-
interest. tant measures of growth:

1) the number of golfers and 2)
course visits.

On the other hand, new facilities are being devel-
oped at a record rate and golfers are spending more
than ever each year for equipment and playing fees.
Golf facility supply

In the U.S., over the past five years, growth in
golf facility supply has significantly outstripped de-
mand for golf as measured by course visits, or
“rounds of golf.” However, in the five-year period
prior to that, the reverse was true.

The number of golf courses in the U.S. stands at
15,703, an increase of 2,350 courses over the past
10 years. While this sounds like a lot, it actually rep-
resents only a 1.6 percent compound annual growth
rate in supply. Nonetheless, this is a large number of
golf courses and conservatively represents an invest-
ment of about $10 billion over the 10-year period.

And the outlook for this segment remains bright.
There are 850 new courses under construction, and
another 800 new courses far enough along in the plan-
ning process to be considered “likely to go forward.”

12G LANDSCAPE MANAGEMENT October 1997

course visits have both increased. The number of
golfers has increased from about 20 million to 25
million, and the number of course visits from about
400 million to 500 million. All of this growth oc-
curred between 1985 and 1990. Since 1990 the
number of both golfers and rounds played have re-
mained essentially level.

Prospects for growth

The single most important trend affecting golf's
future is not related to the game itself, but rather
with America's changing demographics. Our popu-
lation is aging at an unprecedented rate.

Research shows that golfers play more and spend
more as they age. All things being equal, we expect
golf demand to increase steadily as a direct result of
the aging of the baby boomers.

To ensure golf's future, we must see to it that the
full spectrum of cost altemnatives remains available so
that golf can justify its claim that it's not a game for
the privileged few, but rather a game for all.

—Excerpted from remarks by Mr. Beditz at the 1997
Intemational Golf Conference, St. Andrews, Scotland.

Used by permission.
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RON HALL
Managing Editor

e have talked to some operators who,

‘ ‘ far from expanding, are contracting
the size and scope of their businesses,
and others who seem on the verge of
giving up.

“Their reasons are usually the same regardless
of their field: stiff competition and a shortage of
trained labor. The squeeze is on and most in-
formed prognosticators say it will get worse be-
fore it gets better.”

The above comments
aren’t mine.

They belong to the late
James Nelson. He wrote
them in 1966 during his stint
as editor of WEEDS, TREES &
Turr which, of course, even-
tually became LANDSCAPE
MANAGEMENT.

Nelson’s editorial com-
ments still ring true to many
of us. Competition has hardly
decreased in the intervening
31 years. The shortage of
trained labor may, in fact, be
worse today than it was then.

In 1970 Gene Ingelsbe
was WT&T’s editor. In an ed-
itorial he predicted more at-
tacks on chemicals and in-
creased legislation surrounding their use. In the 27
years since then, nobody in the lawn/landscape
industry has suggested otherwise, although criti-
cism aimed at pesticide-users has quieted the past
several years.

I came across these observations while skip-
ping through about 100 back issues of WEEDS,
TREES & TURF. I was a bit surprised to learn how
many of yesterday’s challenges remain with us
today. Who can say if they'll be with us 35 years
from today.

The back issues of WT&T (some of us affec-
tionately referred to the magazine as “The
Weeder”") made fascinating reading partly because
of my involvement with it and its successor LM—
13 years, with a break in the middle of that
stretch.

life

LANDSCAPE MANAGEMENT
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As I began reading the back issues of WT&T, I
spent more and more time lingering over the pho-
tographs of the people that helped build today’s
lawn/landscape industry. It brought yesterday’s
industry leaders back to life. Their ideas. Their
plans. Their dreams.

Some I have met and I know. Many, many
others I had never met. Each offered something
to the industry. Amazingly, most contributed for
no personal gain whatsoever. They shared their
experiences and knowledge on the pages of
WT&T to friends and competitors alike.

Thirty five years from now, when LANDSCAPE
MANAGEMENT (in whatever name or form it takes
then) celebrates 70 years in the green industry,
some of you may still be in the industry. Most of
you likely won't. Hopefully somebody will take the

time to remember you and your contributions.

October 1997 1
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Quality:

the client makes the call

Landscape ser-
vice and quality
have improved
greatly over the
past 35 years,
but the customer
still knows what
he wants.

By JOHN B.
CALSIN, JR.

2L LANDSCAPE MANAGEMENT

ducated guesses are often wrong, especially
when they're made about an industry that
changes as rapidly as the landscape business.
The Associated Landscape Contractors of
America (ALCA) admits as much, which is
why its “Crystal Ball Report” of 1989 ran a
section called “Hits and Misses,” with no-
table misses such as the mistaken prediction that
mobile homes would proliferate; landscaping
would help provide a natural energy source; and
“Environment Contractor” would be a new indus-
try specialty.

As LANDSCAPE MANAGEMENT—through the eyes
of a few of the industry's most visible leaders—takes
a look at quality and service improvements over the
past 35 years, and somewhere into the future, a line
from ALCA's 1992 Crystal Ball Report XII, seems
appropriate:

“We tend to believe that we know quality. We be-
lieve that if I provide quality as I understand it, then

October 1997

Clients were expected to accept technical quality as
presented by the contractor. Today, they just want to
like what they see.

my client will be pleased. Unfortunately, we rarely ask
our clients if they are pleased or what we could do to
please them more.”

Depending upon whom one talks with, this view
is either generally accepted in some form, or it is not
accepted. Both those who do and do not hold this
view are successful.

So what has happened with quality and service
through the years? And, will anything new be hap-
pening as we move into the new millennium?

Tom Lied, former past president of ALCA and
the chairman of the Crystal Ball Committee, begins
with a look back from about 30 years ago.
Technical standards

“In the early part of landscape contracting as |

know it,” recalls Lied, “technical soundness had to




‘“After 40 years

of cutting grass,
. I’'ve created an

. equigmlgnt

<7 graveyard. but
. all my Hondas

& are alive

and well.

Don Nelson'
Nelson's Lawn Service
Ocala, Flovida

When you make your living by
cutting grass, dependable equipment is
your lifeblood. Nobody knows that
better than Don Nelson.

He started mowing lawns when he
was eight years old and is still going
strong. That’s more than he can say
for all the mowers he’s used—and wom
out—during that time. Except when it
comes to Honda.

»

“Hondas not only give me a clean cut
and even discharge, they’ll run all
day long...which is why I plan to stick
with Honda from now on.”

Honda’s legendary 4-stroke OHV
engines (ranging from 5 to 20 hp) are
second-to-none for quick starts and
years of smooth, quiet, fuel-efficient
service. And twin hydrostatic drive

pumps and motors on our mid-sized
walk-behinds—combined with Honda’s
patented twin control levers—ensure
easy handling and straight tracking

even on steep slopes and wet grass.

Everything about a Honda is designed
for productivity, reliability, and
simplicity. They're even easy to buy.
Attractive financing and leasing
programs are available, along with an
outstanding 2-year limited warranty.

But the advantages don'’t stop there.
See for yourself why Honda is a cut
above. Call 1-800-426-7701 for more

information or see your Honda Power

Equipment dealer today.

HONDA
COMMERCIAL

EQUIPMENT

Circle No. 111 on Reader Inquiry Card
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Due in part to increasing competition and

do with the concept that we as
landscape contractors knew
and understood quality and

were telling our

clients what quality was, and expect-
ing them to believe us and to allow
us to do for them what we
thought was the right thing for
them to do.”
Clients were expected to accept

A technical quality as presented by the
B ) i -
tractor.
Lied: Portray what your P :
Bocit soek Some landscape architectural

firms measured quality differently.

According to Lied, these firms took
the time to interview clients. They took what the
clients had to work with and worked out a design to

suit the client’s taste. The process included negotiat-

Quality of plant material ;. ¢ Jetting a bid to accomplish the work. Then,

and customer interaction 1. contractor did what the architect prescribed and

are major success factors i i 5 technically sound manner.

on the design/build side. “Quality as it is defined now is quite a different
animal, and not easy for many people to accept,”
says Lied. “The issue now is that quality cannot be
determined by the contractor or the purveyor.
Quality can only be measured by the client or the
recipient.The client has to be able to portray what it

4L LANDSCAPE MANAGEMENT October 1997

acquisitions, some companies go for cost
first, quality second.

is they're looking for. The contractor, design/build
contractor or landscape architect and contractor
must perceive what it is that the client wants and
use their talent to produce that result. Rather than
the result they think [the client] should have; that's
called the ‘requirement’.”

“Quality has a whole different definition now,”
agrees Drew St. John II, of St. John and Associates,
Hattiesburg, Miss. “With real estate prices and com-
petition higher and better than ever, I think land-
scape contractors have had to make great strides
from years ago.”

Follow the leaders

St. John believes landscap-

ers are following the quality

lead of major, national
service organizations.

“In the last 10 years
we have identified our-
selves, finally, as being a
quality and service delivery

organization. [ think other St Johrr Crener strides

companies like Federal e

Express and UPS...have
helped let some of their quality and customer ser-
vice trickle down to industries like ours.”

“Quality, when we started, was pretty low,” says
Mike Rorie of Groundmaster, Inc., Cincinnati,
Ohio. He helped co-found a small, residential main-
tenance business in 1980. By early 1982, they recog-
nized the need for a large, suburban, commercial
groundskeeping company. At that point, the com-
pany shifted gears.

“There were very few quality standards in the in-
dustry. The standards were minimal,” remembers
Rorie.

Twenty years ago, a factory business paid an em-
ployee to do the work. The image of a well-mani-
cured property was not something widely shared or
understood by the average business.

“If you go back 20-some years, landscape mainte-
nance was ‘a lawnmower guy.’ You almost wouldn't
tell anybody you were in the business,” recalls Gary



Don Jarratt W .

*It's the best educational opportunity that exists in this industry. At every |
ALCA event, 1 go oné-on-one with other business leaders, I'm exposed to =
firms that are doing things the way we hope to be doing them in the future.
And 1 take back new methods and techniques that can improve our company.” :
Don Jarratt, Ruppert Landscape Co., Ashton, Maryland ' UPER

ALCA member, 12 years Z S|
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Thornton, president of Thormnton
Gardens, Inc., Maineville, Ohio.
His firm is a design/build, main-
tenance firm that does both
maintenance and contracting.
“Now, a lot of people are
proud to say they are in the land-
scape maintenance business,”

Thornton: Sees a says Thornton. “It's grown to be a
skyrocketing service  profession on its own and there
business. are lots of people making money
doing it.”

But Thornton believes quality has not changed as
a standard. “Most of the industry today is probably
still based upon their own definition of quality or
the vendor/industry definition of quality.”

Technical expertise

There are two sides to the question of service im-

provements, as Lied sees it.

“Are we meeting the needs of our clients, and are
we providing the service in a way that meets their
expectations? The other side of it is, are we servicing
our product in a technically sound manner? And I

Why can’t we take a lawnmow-
er out and ‘teach it’ to mow
grass? They do it in farming.
Global Position Satellite has
the capability of getting down

to inches.” — Gary Thornton

would say that we are
getting better in all of
those precepts. But
fewer firms are doing
this.”

Thornton thinks
the sky’s the limit for
service improve-
ments. He believes
that most of the
money spent in main-
tenance is spent on
cutting grass, and “I

think things will change dramatically in the next
decade. You won't have to mow once a week. That
will either be done through chemicals (plant growth
regulators) or new varieties of [dwarf] turfgrasses.”

Rorie sees the primary difference in service be-
tween competing companies is that some are able to
provide the full range of services a customer needs,
rather than sharing with two to five other vendors.

Today, a company is required to do virtually all
of the routing landscape maintenance services, any-
thing relative to maintaining the site.
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“That has really raised the high bar on who can
compete,” he said. “Total Quality’ came and went.
People in all industries adapted to parts of the
process and have since abandoned that process. You
don't hear anything about TQM anymore. That is
dead.”

Rorie believes the groundskeeping business—and
service industries in general—will remain labor in-
tensive.

“The reality is you are going to have to have a
worker who is low paid, provide a relatively high
level of service in order to compete and grow...I
would tell you you're going to have to do it faster,
better, cheaper, like everything else.”

“To me, quality was more defined by the service
provider, namely the landscape contractor,” says
Steven Glover, CEO of L&L Landscape Services,
Sunnyvale, Calif.

“I think we had the opinion and mindset that we
knew what was best, and we knew what was right,
and we'd go out and perform fast service to our level
expectations. What we gave them, that’s quality.”
Local view not far off

Debbie Cole, owner of Greater Texas Land-
scape, Austin, points out that her view of quality is a
local perspective, based on what has
happened in Austin.

“Over the past 15-18
years, the landscape in-
dustry has really been
born here. It's not all that
old.”

Cole says that prior to
1981, there were fewer

than three landscape com-

Glover: Service as
panies that did commer- defined by the
cial work. In the residen- Pty

tial segment, people either

did it themselves, or had a nursery plant a tree.
There were also fewer than five landscape architects
in Austin, and the unskilled laborers were directed
by the architect.

Shortly thereafter, says Cole, In 1982, Austin
and Central Texas went through a boom. A city
landscape ordinance required commercial landscap-
ing on sites. And, many companies began to relocate
to Austin. Cole believes it was not good work, but



bad work, that got people to realize the need for it's money or water. Our clients are becoming much
quality. “Then, as bad work started to happen, peo-  more educated about horticulture.”

ple began to differentiate, they realized what bad Cole says that as customers become more astute
work was, and the discussion of quality began.” Cole  about horticulture, they are becoming more inter-
says quality standards are “definitely customer driven  ested in managing their property correctly.

now,” and include responsiveness and timeliness on “People are willing to do what's right, as long as
the maintenance side, and timeliness, quality of they understand it. I think there will be more of
plant material and customer interaction on the de- that.”

sign/build side. Cole predicts the industry will have quieter

Every market, says Cole, has its own perception ~ equipment, equipment that is used less, and more
of quality, and even clients within each market have  use of growth regulators and low-maintenance

differing perceptions. grasses, or none at all.

“In Austin, they do not consciously say “TQM'. Full...fuller...fullest service
They're doing it, but not thinking it, discussing it. “We don't just delve into landscaping,” explains
It’s sort of, if you want to stay in business, that's Ron Kujawa, president of Kujawa Enterprises, Inc.,
what you have to do.” Kudahy, Wisc. “We will delve into any-

Cole doesn'’t see any great changes in quality thing which the customer thinks we
standards in the future, “because the clients set the can help them with: snowplowing;
parameters for quality, and that will happen forthe  curb repair after a hard winter of
next 10, 20 years.” snowplowing; filling cracked as-

“A company should find out what the customer  phalt, sealing, striping asphalt...it
wants and then, to the best of our ability, provide could be just about anything cus-

that for them,” adds Glover. tomers ask his company to do that

“I don’t think any of us are following a ‘“Total falls under the heading of outside
Quality’ system by the book. I think we are creating ~ maintenance.” Kujawa: Some clients
our own systems. I think we are focused on commit- About 20 years ago, Kujawa see only dollars jobs
ted to providing service and quality as it is defined says, quality was something you cost.
by the customer.” could anticipate.
Smarter customers “There are often many contractors working for a

But landscaping will change, thinks Cole. client. The one that suggests and the one that antici-

“Resources are becoming more limited, whether ~ pates client needs is in a better position than the

LANDSCAPE MANAGEMENT October 1997



“You don’t build a long term

relationship by trying to put

something over on people.”
—Ron Kujawa

3 th S—
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one who waits to be
asked.” “The customer
doesn't have to be right,”
says Kujawa, “the cus-
tomer has to be satisfied.
That's all.”

Kujawa links the ser-
vice industry to the intangibles of quality.

“What's unfortunate in the service industry, is
that all you sell are promises, you don'’t sell anything
else. You promise to do this, you promise to do
that.”

Often, since dollars are the only common de-
nominator, Kujawa says it is hard for a customer to
judge true quality.

“Unless he’s had the experience of working with
people, the person who's buying it cannot measure
the contractor’s responsiveness, flexibility, punctual-
ity,” Kujawa said.

“All those intangible things are very difficult to
measure. They only see one thing...dollars.”

Long term relationships

Kujawa says the longer he successfully serves a
customer and develops a relationship, the more the
customer has confidence in him.

“They know we're going to look out for them.
They don’t have to continually look out for the bot-
tom dollar.”

He also sees quality from the standpoint of how
it functions within the company.

“We have employees who have worked here
since the ‘70s,” says Kujawa. “I've got a number of
25-year people here.”

—Writer John B. Calsin has contributed many articles
to LM. He is based in West Chester, Pa.
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Service for ‘hoomers’

There is one thing we need to understand
about the Boomer Phenomenon. Boomers are
splitting into two groups: the “rich boomers” and
the “poor boomers.” The rich boomers were born
between 1950 and 1960. They got into their
houses when you could afford them and into ca-
reers when jobs were plentiful. The rich boomers
inflated the prices of goods and got a head start
on their careers, leav-

ing the poor Maintenance
boomers—born be- o .
tween 1960 and bdhng m the
1970—in their wake. U.S. will

The rich boomers
have buit their houses  SO™Meday
and are in them. They exceed bilhng
are not going to be out
building things but fo" new
they will have she most | construction.
money to spend of any

age group in the coun-
try. What will they spend their money on? Service.
They will not want to mow their lawns, trim their
shrubs or pull their weeds. They will not want to
plant a few trees and shrubs to upgrade their
landscape.
One of the fastest growing segments of this
business is, and will be, maintenance. All across
the country | have heard and seen the same
things: contractors talking about how mainte-
nance has paid the bills, how it is the only part of
their business that is growing. Companies who
never even considered maintenance three years
ago are now scrambling to get into it.
Maintenance billing in this nation will exceed
billing for new construction someday.
From “The Complete Business Manual for Land-
scape Irrigation and Maintenance Contractors,” by
Charles Vander Kooi, a Green Industry contractor
and business consultant based in Littleton, Colo.
He has been in the Green Industry for more than
30 years, and has done more than $100 million in
landscape projects. To receive a copy of the book,
contact Vander Kooi & Assoc.,, Inc., at 303/697-
6467.



Getting lots of really good new customers is

a pain in the you-know-what, but...

Even The World’s Greatest, Most Reliable, Most Attentive To Detail,
Hardest Working Gardener, Lawn & Garden Service Owner or Landscape
Contractor Will Starve To Death—Without A Steady Flow Of New Customers!

“I started with a lawn mower and built a million-dollar-plus, highly profitable, and highly
respected landscape contracting business at a rapid pace—because of my Customer
Attraction Secrets...now, my Free Report reveals my secrets, to those who qualify.”

Dayton, Ohio- Are you frustrated by advertising
that never makes the phone ring? By being beat
out of good jobs by cheap bidders? Fecling like
you're starting your business all over again every
scason? Stuck at a certain level?

A million dollar per year “entreprencur of the
year” says that most of his peers’ and
competitors’ marketing is anemic, me-too-
istic, dull, full of costly waste, and
incffective. Arrogant? Egoristical? Marty
Grunder says: “React to me any way you
like—but one thing is for sure, if you are
in the landscaping business or maintenance
business, whether you are small or large,
my marketing methods can casily double or
triple your business in just one year,
provide better customers, help you target
and get exactly the kind of business you
want, increase profitability and stability,
and absolutely mystify and trump your
competitors.”

Big talk? Yes, it is, but this Grunder
wiscacre has been showing off—and
blowing sceptics away—nhis entire life. As a
freckle-faced, red headed Dennis-the-Menace

8.

4.

The 5 biggest mistakes 95% of the people
in this business make when advertising
and how to avoid them.

How to stop the “price shopper” in his
tracks. How to get good business
without being the lowest bidder or
offering cheapest price.

type kid, he started his business with
nothing more than a “push” lawn mower
and chutzpah. That little business went to
75 regular customers almost overnight. As

Here's the smart-aleck kid standing next to his first truck. Who'd
have guessed he'd quickly create the biggest and best company in
southern Ohio, confound established, entrenched competitors, and
exceed $1.5 million in annual sales? Betcha he has a marketing

a full-time student at the University of
Dayton, while his buddies drove to school
in old “beater” cars and flipped burgers for
pocket money, Marty arrived in his Grunder
Landscaping Company truck and, at age 21, did
over $300.000.00 in business. Last year he was
named Young Entreprencur of the Year by the
Small Business Administration’s Midwest
Region, in the 1 to 25 employcees category.
Currently, Marty oversees a staff of 30, 18
trucks, a backhoe, an assortment of other
equipment, and a diversified business doing
everything from basic residential lawn mainte-
nance to complicated commercial landscaping
projects—and, this year, breaking $1.5 million in
annual sales. He’s also investing in land,
lecturing from time to time, and working with
other landscapers as their “marketing coach.”

Million Dollar Marketing Secrets Revealed
In AFree Report—If You Qualify!

Grunder DOES have “secrets” for building these
types of businesses, too. Here are just a few
examples:

1. How to spark referrals... how to turn
“small accounts™ into big business.

2. How to increase Val-Pak Coupon, direct-
mail and Yellow Pages advertising results
by 10% to 30%...make your advertising
much more productive and be able to
accurately measure its value.

wmn
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secret or two in his pocket that you'd love to steal, if you could!

How to avoid the fatal mistake of
confusing ‘marketing’ with ‘selling’.
Forget wasteful “name recognition” or
“getting your name out there”—learn to
“target,” create and deliver a “market-
matched” message,” and attract exactly
the type and size of clients you really
want.

Why your “service” should never be the
#1 focus of your marketing.

Powerful but simple letters and things to
say to existent customers to cause demand
for a variety of additional, highly

The “secret” borrowed from the fad-
diet business that sells high-priced,
high-profit landscaping work like
crazy.

. How to get people working for you and

with you to really contribute like a
championship team!

How to use “automated, autopilot
marketing” to bring in new business
without you or anyone else even talking
with prospects on the phone!

. Even “poor boy” dirt cheap marketing

strategies, like what to write on a simple
postcard to bring in a flood of new
customers.

13. The “4-Page™ marketing tool used 6
to 10x a year that is guaranteed to
increase your business by at least 30%
year after year...automatically!

14. How to position yourself as a “famous
expert” in your area, get a ton of free
advertising and “fry” the competition.

And there’s a whole lot more. At the
urging of a big-time, nationally respected
direct marketing consultant and
professional speaker who discovered and
was “blown away™ by everything Marty
was doing, Marty prepared an casy-to-
read but very complete, provocative
Special Report—*How To Re-Invent
Your Lawn-Garden/Landscaping
Business With Million Dollar M

Who Should Get Marty Grunder’s
Special Report?

Marty asks that you call for his frec
Report ONLY if: (1) you own your
own business or are the President, CEO,
manager or marketing manager for the
business; (2) you make the decisions
about advertising, marketing, and
customer service investments; (3) you are
currently unhappy with some aspect(s) of
your business; (4) you recognize that in
today’s competitive environment, just
“doing a great job™ isn’t enough to
sustain a business; and (5) you are willing to
make progressive innovative changes in your
business if convinced, even reasonably assured
that doing so will dramatically improve sales,
profits, customer satisfaction, referrals, growth,
and community prominence. (Please do NOT
waste your time or Marty’s moncey getting this
Special Report if you are close-minded, change
resistance, fully satisfied with your income, or
just a curiosity-secker without sincere interest in
changing vour business for the better.)

How To Get Your Free Report:

Simply write “Report™ on your business card or
a sheet of your letterhead and FAX it to 937-847
8067 or, for even more information and to.get
your Report, call 1-800-399-7135, listen to a
brief free recorded message, then leave your name,
company name, and address as instructed. You
can FAX or call anytime, 24 hours a day, 7 days a
week. If you prefer having your report sent
confidentially to your home address, just let us
know. Incidentally, requesting vour free Report
does not obligate you in any way; no salesperson
will call to follow-up, nothing of the sort.
However, this is a limited free offer, so please take
care of it right now, while it’s fresh in your mind.

©1995 M. Grunder

SORRY, OFFER NOT AVAILABLE IN OHIO, OUR MARKET AREA.

Circle No. 131 on Reader Inquiry Card
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Athletic field management has evolved
from “S yards and a cloud of dust” to well-

turfed, safer playing surfaces.

Great strides have been made
in sports turf, but we are still
in our infancy. We look for-
ward to more change in meth-
ods of construction, renova-
tion and management of
sports turf.

By Dr. KENT W. KURTZ,
CAL POLY POMONA

10L
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he turfgrass industry was a
sleeping giant prior to and
shortly after WW II as there
was no grass seed, fertilizer,
herbicides or equipment avail-
able, and fields were “dirt” and mud, with a
smattering of grasses and weeds.

The “Renaissance”, or awakening, oc-
curred just after the war, with the intro-
duction of 2,4-D, urea formaldehyde and
natural organic fertilizers. Most of the ad-
vancements in the sports turf indus-
try are the direct result of the
golf course industry which
funded research and prod-
uct development.

Great strides have been
made in sports turf, but
we are still in our infancy,
and look ahead to more
change in the methods of the
construction, renovation and
management of sports turf.
Changes such as better fund-
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Kurtz: Quality fields, win-
ning attitudes, successful
programs.

ing, elimination of the low-budget, low-bid
contractor, more pride in the quality and
safety of the field as well as a movement
for additional education and stronger
recognition for those directly responsible
for caring for and maintaining athletic
fields.

P Many significant contributions have
been made in the past few years in the re-
search and development of new and im-
proved warm-season and cool-season

grasses, that are adapted to the heavy
use of and rigors of sports turf.
These new grasses have burst
upon the scene and are
continually arriving from
plant breeders.

» Mowers have been
adapted to cut wider swaths
of turf with better quality of
cut.

P Improvements in reel,
rotary and flail mowers have
been possible with the advent

PHOTO COURTESY MIKE ANDRESEN, IOWA STATE UNIVERSITY



of the hydraulic motor-driven cutting blades, which
no longer require ground speed to improve the cut.

P Advances in aerifiers equipped with hollow or
solid tines and machines that reach deeper into the
soil and pull cores are a great improvement.

P Topdressers that apply measurable quantities
of material onto the turf surface and ones that can
handle less than a cubic yard of material to several
yards are now available.

No need for phony turf

Synthetic turf came along in the 1960s because
we lacked the necessary technology in soils and play-
ing surfaces. These artificial surfaces are now being
replaced by sophisticated, sand-based soil profiles
that use clean, uniform sands, soil warming technol-
ogy and moisture sensors.

Prescription Athletic Turf—The PAT System—
was developed at Purdue University and the first
field to use the system was built by the late William
Daniel in 1974. The system is still being installed,
with the patent now held by The Motz Group of
Cincinnati, Ohio.

Next plateau: turf under glass

We are about to reach another plateau with the
development of grasses and environmental systems
for growing turf in domed stadiums. Improvements
in soil amendments to stabilize sand fields using
mesh elements, various types of fibers and improve-
ments in water infiltration, drainage and surface re-
siliency with soil additives, such as crumb rubber
and other products have been quite successful. New
materials for topdressing turf to protect the grass
plant’s crown and growing parts under heavy use,
like finely ground crumb rubber, have shown suc-
cess in the 1990s.

Other advancements include:

» more diversified fertilizers, weed, disease and
insect control products.

P new, improved drainage equipment from Eu-
rope and Canada. We must recognize the drainage
factor, and better utilize physical soil analysis as a
means to develop a good base for sports fields.

Further, we must use this information to design
the best facility within budget constraints and de-
velop sound and functional specifications for the
construction and/or renovation. Poor design, old
specifications and resistance to change continue to

We must recognize the drainage factor,
and make better use of physical soil
analysis as a way to develop a good
base for sports fields.

contribute to failed projects within our industry.
Share information
We must continue to learn, try new products and
equipment, gain more pride in the workplace, work
together as a team and network with other profes-
sionals. Probably the greatest advancement in the
sports turf industry has been the establishment and
successful participation by sports turf managers in
their own national association, the Sports Turf Man-
agers Association, founded in 1981. State chapters
are being formed throughout the country.
Membership and participation in STMA is criti-
cal for self-improvement through education, fellow-
ship, networking and the goal of making fields safer
and more aesthetically pleasing. A quality athletic
field results in a winning attitude and successful pro-
gram for sports teams and sports turf managers.
—Dr. Kent Kurtz is a sports turf advisor and professor
of turfgrass science at California State Polytechnic Uni-
versity at Pomona, Calif.; a founding member of the
STMA; and a past member of the
LANDSCAPE MANAGEMENT editorial advisory board.
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Professional lawn
applicators
proved that they
could apply fertil-
izer products
more efficiently
than most home-
owners-—-and with
better results.

12L LANDSCAPE MANAGEMENT

he chemical lawn care in-
dustry emerged and grew
since publication of the
first issue of LANDSCAPE MAN-
AGEMENT (then called WEEDS
AND TURF ) in 1962.

There were some lawn care
companies then, most in the
Northeast and a few in the
Midwest and in Florida, but no
recognizable industry.

Most homeowners fertilized
their own lawns, about once or
twice a year.

Only a few entrepreneurial
individuals worked to develop
products and systems to treat
many lawns in a day. They
thought that if they could sub-
stantially improve those lawns,
that they could build a prof-
itable business. Even so, few
could foresee the demand for

professional lawn care. Once

October 1997

WT&T and LCI first to recognize the ‘new’

lawn application industry.

BY JIM GUYETTE and RON HALL

homeowners learned that they
could hire “professionals” to
improve their lawns, at an af-
fordable price, they embraced
the service.

Within a decade, the few
applicator companies grew into
many.

The 10 to 15 years follow-
ing WT&T's first issue saw the
birth of many of the companies
that later became so familiar--
Lawn Doctor, ChemLawn,
Davey, The Weed Man, and
Barefoot L.awn among others.
Some opted for company-
owned branches. Others of-
fered franchises.

Meanwhile, many other
smaller, local application com-
panies began shortly thereafter,
in the mid to late 1970s. Those
that haven’t been bought by

larger companies remain some

of today’s strongest local and
regional companies, and they're
still family-operated.

“It was a very heady time. It
was really exciting,” recalls Bob
Earley, former editor and pub-
lisher of LAWN CARE INDUSTRY
(LCI) and LANDSCAPE MAN-
AGEMENT magazines. (LCI pub-
lished its first issue in July 1977
and continued until 1991.)

“The industry was full of en-
trepreneurs and guys with
farming backgrounds,” says
Earley, who lives near Chicago
and remains in publishing.
“The guys were all 28 to 32
years old and they were ready
to branch out. They said, ‘hey,
I can do that.” ” And, they did.
Duke an inspiration

Many of these young entre-
preneurs were inspired by the

success of the charismatic



Richard Duke who, in the early
1960s started experimenting
with systems to deliver home-
In the
winter of 1968 Richard and his

owner lawn service.

father Paul closed their garden
center in Troy, Ohio, and
started a chemical lawn service.
By the end of the season they'd
attracted 400 customers.

They called their company
ChemLawn and it became,
within a decade, the most rec-
ognizable name in lawn care.
But, it wasn't the first success-
ful lawn care company--not by
a longshot.

Early innovators

Millard C. Dailey offered
contract spraying of liquid fer-
tilizer onto home lawns in the

early 1950s. His business,

known as Liqui-Green, took off

after he consulted with an engi-
neer to build a truck with agita-
tor tank, pump and 300 feet of
%-inch hose.

In 1961 Daniel Dorfman
founded Lawn-A-Mat on Long
Island. He developed a multi-
purpose Lawn-A-Mat machine
to make the service affordable
for homeowners. Towed by a
small tractor, it aerated and
rolled a lawn as it dispensed
several dry materials. You
could even use it to make spot
treatments of liquid material.

Even so, Dorfman said that
he still had to market his service.

“It is no longer enough to
pass out a few leaflets in a
neighborhood which is often all
that is necessary to obtain cus-
tomers for mowing, clean-ups

and hedge and shrub trim-

he wrote in WT&T. “A

many-pronged advertising and

ming,”

promotional program must be
undertaken, and this costs
money too.”
Floridians active too

Meanwhile in Florida, Ron
Collins, was working with his
uncle Bruce in Fort Lauderdale,
delivering liquid pest control to
homeowners' lawns. The uncle
came up with the idea of de-
livering the service in clean
trucks with technicians in
white uniforms and red hats,
recalled Ron Collins in an in-
terview with LCI in the mid
1980s. Ron founded R.W.
Collins Inc. in Satellite Beach
on Feb. 20, 1962

’I.hL' Services were sc |1d as
“power spraying,” and the first

spray guns, designed for use in

_TURFCO |§

orange groves, delivered 60 gal-
lons a minute under 800
pounds of pressure. When
Collins deemed that the old
iron 1,000-gallon red tanks
were too heavy, he had a fiber-
glass tank made.

Other early lawn care com-
panies sprang from fuel oil de-
livery companies in the North-
west seeking ways to generate
income from their trucks in the
growing season. Or from tree
companies that already had
tanks and spray equipment,
and were familiar with profes-
sional application

But it was ChemLawn that
popularized lawn care nation-
wide. CL opened markets at an
amazing pace. In 1970 CL had
expanded to Louisville, Indi-

anapolis, Cincinnati and

Aecrate a football field in 35 minutes.

Tractor Mounted 42 inch Aerator is designed-te.install
out-front on rotary mowers, or on any small tractor with

a three point hitch: category 0,1,2 or 3.

Like all Turfco Turf equipment, the TM-42 is Advantage Engineered to
provide long dependable service with a minimum of
downtime for maintenance.

Turf friendly independently
mounted Aeration wheel sets

allow turning and provide a el gl

5.5" x 8” pattern of aeration up
to 4" depths. Heavy 12 ga. steel
cover and rugged steel tube frame sur-
round and protect for years of service.

Aerators from Turfco: Tough, Simple, Smart!

Turfco Mfg. Inc. « 1655 101st Ave. NE * Minneapolis, MN 55449-4420 « Ph. (612) 785-1000 * FAX (612) 785-0556
o
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Toledo, and passed the $1 mil-
lion mark. Just over a decade
later, there were ChemLawn
locations nationwide as it
recorded sales of $180 million.

Tragically, founder “Dick”
Duke never saw how successful
CL eventually became. He
died suddenly of a heart attack
at the age of 48 on August 23,
1977. He left behind a valuable
legacy--dozens of highly
trained, highly motivated and
still relatively young lawn ex-
perts. Many remain active in
the industry.
Media hysterics

The lawn care industry’s
growth hasn't been without
problems. The most persistent
has been the assertion by some
critics that lawn care chemicals
pose risks either

Erbaugh:
lawn

- carein-
dustry

became an

easy target.

to humans or their pets, and/or
the environment.

“In July of 1986 Dan Rather
of CBS brought us into the en-
vironmental battle,” recalls
James Brooks, former execu-
tive vice president of PLCAA.

“A few politicians realized
that there was hay to be made
by attacking lawn care,” adds J.
Martin Erbaugh, who got his
start working at the Davey
Tree, then built up his own
large regional company, Lawn-
mark .

While incidents arising from
chemical misuse by LCOs
have been rare, public concern

helped push the industry to be

14L

more responsive to customers
through such practices as post-
ing and pre-notification.
Positive thinking

In January of 1987, Jerry
Faulring, founder of Hydro
Lawn Inc., wrote to LCI telling
his colleagues to ease off with
the “hyper emotionalism.”
Posting laws were actually a
plus for the industry, he
pointed out. Generally the
public accepted the idea with-
out fuss. Any way, it's free ad-
vertising. “Tens of thousands of
flags got planted,” wrote
Faulring. “And guess what?
The birds are still singing and
the pets and children are okay.”

The mid 1980s were a wa-
tershed in another way. The
number of million dollar lawn
care companies (those with an-
nual revenues exceeding $1
million) leveled off, and began
to shrink due to buy-outs and
consolidations. The trend has
continued with
TruGreen/ChemLawn, now
industry’s powerhouse.

“Their production can out-
number anyone else’s,” says
Neal DeAngelo, president of
Lawn Specialties in Hazelton,
PA.

“Don Karnes and those guys
did a real nice job of consoli-
dating,” Erbaugh points out,
marveling at TruGreen's rise in
the industry.

As a division of ServiceMas-
ter, TruGreen acquired long-
time competitors ChemLawn
and Barefoot Grass, and
gobbled up dozens of re-
gional and local com-
panies too in the
1990s. Not bad for a
company with humble
beginnings as a small ap-
plication company in cen-
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Lawn Doctor co-founder Tony Giordano, right, presents a 10-year
Service Award to Service Manager George MacDonald.

tral Michigan in the early
1970s.

Karnes, who started out as
an applicator with TG in west-
ern Michigan about 20 years
ago, is now group president for
lawn care and pest control at
TruGreen/ChemLawn/Ter-
minex.

Burning up the phone lines

Karnes says there several
reasons why TruGreen suc-
ceeds, not the least of which is
its success in selling over the
telephone. “Telemarketing has
had a huge impact on our in-

dustry,” he says.
As TG/CL
grows, the

Karnes:
TruGreen
knew how
to sell over
the phone.

industry itself grows. Karnes
credits better training for tech-
nicians and more efficient
equipment. Regulations have
also helped move the industry
“in the right direction,” he says.

Russ Frith, president of
Lawn Doctor, Inc., the largest
lawn care franchise operation
in the U.S., believes consumers
have a greater understanding of
lawn care today, and that he
has faith in the industry.

“The marketplace is ex-
panding. There are more hous-
ing starts now.” Also he points
out that 15 years ago, about 45
percent of American house-
holds had dual incomes. Now
the figure approaches 85 per-
cent. And what American
adult doesn’t want more leisure
time, he asks?



PGMS knows its mission

Professional Grounds Management Society seeks to
unite and serve Green Industry professionals and oth-

ers through education and environmental awareness.

by JOHN GILLAN, PGMS

Ithough the Professional
Grounds Management Society is

now in its 86th year, what has
happened since 1962—the year
f the Society's 50 anniversary—
has been the most progressive period in its history.

PGMS began as the National Association of Gar-
deners in suburban New York and New Jersey
in 1905. Those original members were then
known as “estate gardeners”.

In 1911, it was realized that it just made
sense to include all institutional grounds man-

agers in the mix. Since then, the broadening of
the Society has continued—although under
two influences:

» the unique core of the Society would be
the institutional grounds professional general-
ist, and

» the organization would remain a profes-

sional society for the individual.
Reasons to join

Since 1962, what has happened is that more turf
specialists, horticulturists, irrigation specialists, inde-
pendent contractors and even some arborists have
seen fit to join the ranks, especially if their daily work
involves them in work for institutions.

The types of institutions include colleges and uni-
versities, municipalities, park and recreation facilities,
office parks, apartment complexes, hotels/motels,
cemeteries, theme parks and other areas needing
professional landscape care. The colleges and univer-
sities are the largest single membership category.

Some of the changes within the PGMS since
1962 include:

» changing the Society's fiscal year.

» changing the working relationship with the
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Society’s local branches to bring the groups into
greater commonality.

» adding a significant marketing capability to So-
ciety headquarters.

P originating the Certified Grounds Manager peer
review program (1980), the first such program of its
type in the service portion of the Green Industry.

» offering the Certified Groundskeeper program
in 1996.

The greatest changes, however, have been those
relating to things outside the organization:

» one of the earliest scholarship programs in the
industry.

P more active participation in allied industry
events and associations, and partnering with ALCA

PGMS President Tom Smith, center, cuts the ribbon at
a GIE show with PLCAA’s Executive vice president
Ann McClure and ALCA member Ron Kujawa.

and PLCAA in the Green Industry Expo.

PGMS will continue to help the individual man-
ager develop techniques and management skills to
assure an outstanding grounds management program
for his/her organization, agency, department, firm or
employers, and upgrade the level of professionalism.

—John Gillan is executive director of The Professional
Grounds Management Society,
based in Hunt Valley, Md.
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An early PLCAA board
meets, circa 1980.

PL

PLCAA was formed by a
band of eager industry pro-
fessionals to meet the needs
of a growing number of lauwn

care operators.

n June 14, 1979 a small

gathering of lawn care

businessmen met at the

Cincinnati-South Holi-

day Inn, and decided to
form an association, and agreed on “Profes-
sional Lawn Care Association” as a working
name for the group. They raised nearly
$15,000, appointed pro-tem officers
and hired a management com-
pany to put it all together.
First show in 1980

The first PLCAA conven-
tion and trade show was held
November 12-14, 1980, at the
Commonwealth Convention Center
in Louisville, Ky. Attendance was about
700 lawn care businessmen, which told the
board members that their decision to em-
phasize business management topics at the
show had been a good one.

From 1979 to 1989, PLCAA jumped
out front with education programs, an an-
nual conference and show, and legislative
activities. PLCAA quickly established itself
as the “voice of the lawn care industry.”
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The Association stabilized its
finances and created a surplus
budget under Ann Mc- y
Clure's management as ex- i
ecutive vice president.
Membership grew from
978 companies in 1990 to
1,200 by 1997 when she left

met a growing need

care hearings in 1990 and 1991.
The Association stressed the en-
vironmental importance of a
well-maintained turf and the
necessary role played by lawn
care professionals.
Delaney continues to mon-
itor national, state and local

PLCAA to join another as- " laws, regulations and ordi-
sociation. Delaney: monitors legis-  nances. Through PLCAA, he's
Green Industry Expo lation for fairness. always available to advise
The Green Industry members battling unfair pesti-

Expo, a first-time venture based on the co-
operation of PLCAA, Professional
Grounds Management Society and Associ-
ated Landscape Contractors of America. In
its 1990 debut, GIE attendance topped
2,000, attracted more than 250 exhibitors
and sold 54,200 square feet of ex-
hibit space. 3,000 attended in

From its inception in 1990,

PLCAA has managed the trade

show and in 1994 hired

Eleanor Ellison as its trade show
manager.

Government affairs
In the early 1990s the lawn care indus-

try was the focus of intense media and con-
gressional scrutiny. The future of the in-
dustry was at stake as Congress
investigated the use, regulation and poten-
tial health risks of lawn chemicals, and the
advertising and safety claims made by the
lawn care industry. Government affairs di-
rector Tom Delaney and Ann McClure
testified in two Senate Subcommittee lawn
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cide and business regulations in their com-
munities,

PLCAA continues to grow and educate
the industry about professional practices,
issues management and environmental
stewardship, as well as inform the public,
media, government agencies and political
leaders about the benefits of turf.

“As we approach the millennium,” says
Delaney, “PLCAA will play a vital role in
continuing to educate a maturing industry
about new products and technologies, and
the importance of environmentally sound
lawn and landscape practices. Industry pro-
fessionals are ambassadors, They must be
active members practicing grassroots poli-
tics and using the information PLCAA
provides to inform their customers and
communities about the benefits of turf and
professional practices.”

—From “PLCAA: Yesterday, Today &
Tomorrow;" additional history by Karen
Weber, PLCAA director of communications.




RlSE: the D.C.

by ALLEN JAMES, RISE

he speciality pesticide supplier indus-

try needs an effective association to
address its needs and concerns, and to serve
as its representative and voice at the na-
tional, state and local level.

To fill that need, RISE (Responsible In-
dustry for a Sound Environment) was established
seven years ago in Washington, DC by a small group
of company representatives.

RISE membership now totals more than 125 ac-
tive and associate members and continues to grow.
Members represent not only manufacturers and for-
mulators, but distributors and other industry leaders
involved with pest control products used in
turf, ornamental, aquatic and terrestrial veg-
etation management and other non-
food/fiber applications. Companies and
associations with related interests form
the group’s associate membership.

Positive influence on opinion

The association was created to provide a
strong, unified industry voice; to be a positive
influence on public opinion; to promote use
of industry products as valuable pest manage-
ment tools that enhance the quality of life
and the environment; to promote the safe and re-
sponsible use of all industry products; and to protect
the specialty industry from unwarranted regulation.

Over the past several months RISE has:

P Helped organize and participate in EPA’s ad-
visory group on improved consumer labeling of spe-
cialty pesticides;

» Worked with EPA on implementation of the
Food Quality Protection Act and other regulatory
concerns;

P Advised on drafting and helped distribute the
EPA initiative on Integrated Pest Management for
public school superintendents;

P Developed an awards-winning CD-ROM on
specialty pesticides and its industry which was dis-
tributed widely to key news media, garden writers
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James: control prod-
ucts are useful tools.

connection

and environmental journalists;

P Responded to numerous editorials, articles and
news media contacts on issues concerning industry,
pesticide uses, and consumer concerns;

P Established the Formulators Work Group to
address issues important to this industry segment;

» Conducted regional seminars for specialty
products industry members and end users, address-
ing concerns about idiopathic environmental intoler-
ance (multiple chemical sensitivity—MCS.);

» Worked with allies to address a number of
state and local legislative and regulatory issues re-

lated to specialty pesticides and their use;
»Worked with Golf Course Super-
intendents Association of America,
and the Professional Lawn Care
Association of America to estab-
lish an Ambassador speakers pro-
gram in a number of states.

Along with PLCAA and Tru-

Green/ChemlLawn, and in coopera-
tion with the National Association
of County Agricultural Agents, es-
tablished an annual study tour and
workshop on pest management for
urban agents; and continued sponsorship of
NACAA's awards program promoting responsible
urban pesticide use.
A major challenge

All of us within the green industry have a chal-
lenge: Sustain and improve upon the benefits to
home and community markets with the products
and services that enhance quality of life, protection
of health and preservation of environment. RISE,
and it members, is committed to being an active
partner in meeting that challenge.

—Allen James is executive director of Responsible
Industry for a Sound Environment.
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TPI optimistiC

Sod. A little word that offers

big advantages for turf man-

agers.

positively in an age of environ-

l?l(’?lt(ll unrest.

By DOUG FENDER,
Producers International

Fourteen past presidents
of ASPA/TPI entertain
during the group’s 25th
anniversary celebration
in Chicago in 1992.

This association thinks

.if“‘ n the early 1960s, landscape contractors, golf
A]‘i course superintendents and other grounds

Pt * professionals had few grass establishment op-
\ﬁ tions. If they wanted to seed or sprig, the
’-‘%‘. number of improved varieties was limited. If
they wanted sod, high labor demand was the only
certainty, as producers were widely scattered and

product quality varied.

A cycle that builds on suc-
cess is very strong within today’s
turfgrass production industry,
with an expanding number of
options being a key element.
Variety in turf

Standard rolls and slabs of
consistently high-quality sod are
Turfgrass  widely available, in an ever-ex-
panding array of mixtures and
blends. Big rolls, washed sod,
thin-cut, thick-cut, custom-grown and unique har-
vesting, delivery and installation options all create
and support a greater and greater use of turfgrass
sod. Golf courses, sports fields and erosion control
projects are all tumning to sod because of its instant
and certain result, with a known cost for quality.
The use of sod on residential sites continues to in-
crease for the same reasons. Concemns and increased
awareness of potential environmental impacts are
also contributing to the increased use as well be-

cause it does not require the large amounts of water,
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fertilizer or pesticides associ-

ated with seeding.
Turfgrass Producers

International (formed in

1967 as the American

Sod Producers Associa-

tion) is more the catalyst

than the cause of these im-

provements. By offering a

Fender: industry im-
provements help make

forum where producers

and manufacturers can ex- . J :
. sod installation easier.

change ideas and informa-

tion on a regular basis at meetings or through com-

mittees and publications, TPI members are better

able to anticipate or react to new needs and require-

ments.

Today's ideas, tomorrow’s reality

Yesterday's methods quickly become historical
curiosities because the competitive nature of the
turfgrass sod production industry requires that the
producer must not only compete with fellow grow-
ers, but every other type of grass establishment as
well. What's more, they have to do it on a cost and
labor competitive basis, knowing that given suffi-
cient time, their professional customers could grow
high quality grass on their own and not require sod.

With nearly 1,000 members in 36 countries, TPI
has become the preeminent source for information
about the turfgrass sod industry, but its volunteer
leaders and professional staff are already discussing
how to further improve the industry.

One of the key components to this continued
improvement will be a concerted and organized ef-
fort to better understand the needs of their cus-
tomers, ('.\pmi:\]]y the pmf('sqnnul segment. /\.skjng
questions, listening carefully to the answers and de-
veloping new solutions will be an on-going effort for
TPI and all of its members. TPI and its members
should individually and collectively be wise enough
to recognize these new opportunities and brave
enough to advance exciting new solutions.

—Fender is executive director of TPI, a position he has
held since 1983.
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By RUTH E. THALER-CARTER

hat began 35 years
ago as a small group

of concerned business

owners is now a
leading trade association for the landscape
industry.

The Associated Landscape Contractors
of America (ALCA) serves exterior and in-
terior landscape contractors, with a wide
range of programs, services and vision.

By expanding services and smoothly
adapting to the changing nature of its indus-
try, ALCA has evolved from a small group
of dedicated founders to a network of pro-
fessional-level services and activities.

As recalled by Tom Lied,
CCLP, chief executive officer
of Lied’s Landscape Design £ &
and Development, Sussex,

Wisc.; ALCA presidentin |
1968-1969, and the last ac-  ©

tive contractor who was a

with ind

we could use the California model as impe-
tus but that we needed a national voice.”
Garland used his magazine to announce
plans for an exploratory meeting in
Chicago, inviting both landscape contrac-
tors and their suppliers to attend. That led
to a decision to form a national entity,
along with “the usual mix of short-sighted
and long-term goals,” says Lied. “One per-
son wanted a vehicle for group purchasing
and discounts on training publications. An-
other wanted leverage and limits on com-
petition and regulating prices. Another
wanted the national group to be politically
active. Others wanted social and busi-
ness visibility to improve the in-
dustry’s image. Some wanted a
focus on increasing profits
through education. There was
a strong interest in growing
together and sharing ideas,
being educational, which has

charter member, ALCA survived through the years.”
began Mugh Athe efforts of ey DAl ook e The charter membe:rs '
magazine publisher Jim Gar- PR IR, agreed to form an association,
land of the California Land- s drafted a constitution and by-

scape Contractors Association.

California model moves across nation
“Jim felt that the state association was
working well and had developed a dynamic

value in California, but that there was a
need for a national association representing
landscape contractors,” Lied recalls. “He felt

laws, and elected Julian Graham as the first
president. “He was the most interesting,
funny, pleasing individual - a real role
model,” says Lied.

The group set a date for its first confer-
ence in New Orleans . It was “Dutch treat,”
and everyone paid their own expenses.
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ALCA's first meeting. From
left: Ken Jenner; Ed
Stafford; first president Ju-
lian Graham; Warren Purdy;
Walter Diestch; Tom Lied;
Tom Rich; Emnest Berthe;
Don Sawyer; Ken Schmidt;
Ed Reinecke; Jim Omura;
Grant Tigwell; Bob Hoff-
man; John Lindsay; Don
Groth; F.J. MacDonald; Har-
ris Grand.

“One reason that ALCA originally
formed as a national organization was to fill
a need for members of the industry to be
both better business people and better
landscape contractors,” said Rodney L. Bai-
ley, CCLP, president of Evergreen Services
Corp., Bellevue, Wash., and ALCA presi-
dent in 1985, as well as a member and/or
chair of every major ALCA committee
since joining the association in 1974.

We are professionals!

“ALCA was the first national group that
recognized that we deserved to exist as
professionals. The founding role was in ed-
ucation and that has been its guiding role
ever since.”In its early years, ALCA devel-
oped programs to reflect all aspects of run-
ning a landscape contracting company. A
December 1977 issue of its newsletter re-
flects this commitment to educating mem-
bers, with coverage of a two-day Mainte-
nance Symposium (now the four-day
Landscape and Grounds Maintenance
Conference) and announcements of an an-
nual meeting, Interiorscape Symposium
(now the Interior Plantscape Conference),
Management Seminar, Capitol Hill update
and new members.

“ALCA'’s principal contribution to indi-
vidual members and the industry has been
to provide a forum for interacting and ex-
changing ideas and philosophies that are
aimed at making us all better contractors,
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which makes the industry
better all around,” Bailey
says. “We feel free to share
information because com-
petition is not an issue.
Any changes over time,
such as how the associa-
tion is organized, have
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success over the years has been its

productive partnerships with
other organizations in the in-
dustry. For example, joining
forces with the Professional

~ Lawn Care Association of

America (PLCAA) and Profes-

sional Grounds Maintenance

been in response to Lied: Better quality Society (PGMS) led to the an-
changes in the industry members fill ranks. nual Green Industry Expo
and often have driven the trade show, now part of the

industry. The most healthy change I've
seen over the years is in focusing more on
what we do rather than our geographic
identities.”

“The hallmark of ALCA has been
benchmarking, networking, sharing ideas
and education,” Lied says. “The focus on
education evolved through programming
that serves the special interests of various
segments of the industry.” Among ALCA's
earliest and most ingrained values has been
its commitment not only to professional ed-
ucation, but to “acquainting young people
with established contractors and improving
the industry’s image by building confidence
among members,” says Lied. “In the early
days, every time you called yourself a ‘land-
scaper’ instead of a ‘landscape contractor,’
it cost you a buck! ALCA was the catalyst
for converting the mentality of landscape
contractors from ‘this is a fun business’ to
‘landscape contracting is a good venue for
eamning a living’ - from being a tradesperson
to being a professional business person.”
Business basics first

ALCA formed “when people were less
concerned about building and expanding
their markets and more concerned about
how to do the work of running a business,
because the market was so great at that
time,” says Lied. “Now that we're in the
second and third generation of business
owners, we've gotten more professional
and more astute. ALCA and its various
teaching institutions have led to better-
quality members when other industries
have been declining.”

Shows with other groups
A hallmark of ALCA's growth and
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ALCA Landscape and Grounds Mainte-
nance Conference every fall. The ALCA

» a wide-ranging public relations pro-
gram to promote the value of landscape
contracting services to the public and help
members enhance their own grassroots PR
activities;

» several awards programs, recogniz-
ing excellence in the profession;

P a strong Safety Program that pro-
motes safe workplace practices in individual
companies and throughout the industry;

P member benefits, including access
to tailored business insurance, long-distance
discounts and other business programs;

Interior Plantscape Division Conference » high-technology access through

will be held with the Tropical Plant Indus-  electronic mail and an Internet website.

try Exhibition (TPIE), Long-range plans

starting in January 1998. . One important ongoing

ALCA demonstrates the The work Of the aspect of ALCA has been its

benefits of plantsin the  Jandscape con- commitment to long-range

workplace and promotes . planning and incorporating

using professional land- Ilracior is more Total Quality Principles into

scape contractors tocol-  Jipersi ﬁe d’ mmovre the management philosophy

leagues in many fields by . of both the association and its

participating in World comp lzcated, member companies. Lied has

Workplace every year. move close ly championed that process for
ALCA's growth over the past 25 years as chair of

time has been steady. aligned with the  ALcas Crystal Ball Com-

The association today has _  mittee.

approximately 1,500 general e K The first Crystal Ball Re-

member firms and a staff 172 1 ndustry. port to come out of that vital

of 13, with an operating process gave a clear portrait of

budget of $2 million a year. Current ser- the industry, noting that:

vices include: “The (landscape contracting) industry

p two premiere industry conferences
and trade shows, for the interior landscape
industry and exterior and maintenance spe-
cialists;

» a wide range of specialized programs
for company leaders, sales staffs and other
industry members, including: the annual
Executive Forum for company leaders,
Masters in Management for the Landscape
Industry Seminars and more;

P a full-scale certification program;

P extensive training and publication
services;

p collaborative links with other associa-
tions in research, environmental issues, hor-
ticulture, arboriculture, nursery services and
others, including a Capitol Hill presence;
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needs to understand itself and to be able to
clearly describe its function to interested
parties ... The landscape contractor is a ser-
vice contractor ...Landscape contracting
began as an agricultural-oriented industry
with its roots stemming from the nursery
industry ... The work of the landscape con-
tractor is more diversified and more com-
plicated ...[becoming] more closely aligned
with the general contracting industry.”
—Ruth E. Thaler-Carter is a freelance
writer and editor who has produced the
ALCA newsletter for several years. She is
based in Maryland.
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HAT YOU NEED

IS INSURANCE DESIGNED

CNA has been designing limits for trees, shrubs
customized insurance ’ and plants — whether
programs for more than they're in-transit, leased

25 years. We even have one specifically manicured for or installed. We also provide coverage for on-site pollu-

the landscape contracting industry. It's more than just tion accidents. To learn why we're the perennial favorite

basic property protection, it offers additional CNA of landscape contractors, call 1-800-CNA-6241.
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The Sports Turf Managers
Association was formed
because industry leaders
believed sports turf could be
improved through the sharing

of knowledge and ideas.

STMA

he mission statement of
STMA is: To be the
leader in the sports turf
industry, to enhance, pro-
mote and improve profes-
sionalism through excellence in communi-
cation, training, research, education

and services.

STMA members work to
combine the science of grow-
ing grass and the art of main-
taining both natural and arti-
ficial sports turf to produce
safe and aesthetically pleasing
playing surfaces. STMA rep-
resents all segments of the
sports turf industry with those

involved in management of school, munici-

pal, university, and professional sports fa-
cilities among its membership. Members
also include educators and researchers,
commercial affiliates, landscape contractors
and full-time students.
Info for members

STMA holds an annual conference and
exhibition in January each year. STMA
also provides members with a monthly
magazine, a bi-monthly newsletter, a
membership roster and resource guide, and
an annual compendium of articles written
by and for sports turf managers. Sharing
information is a strong part of STMA.
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Headquarters now serves as a conduit to
speed the process of connecting members
with each other and to supply information
to potential members, facilities in need of
assistance, industry-related companies and
associations, and the media.
Recognizes best work

R o To further encourage profes-
N, sionalism at all levels, STMA
. has an independent “Field of
the Year” program for foot-
| ball, soccer and softball fields

and joins with Beam Clay and
sportsTURF magazine in a “Di-
amond of the Year” program

Harry Gill, a co-founder. for baseball.

STMA made several
strategic moves in 1996, establish-
ing: a committee for Category I 4
members (those managing
professional sports facilities)
headed by Steve Wightman;
a Historical Committee . .
headed by Dr. Kent Kurtz | \l
and Mark Hodnick; a Past = ‘lh-
Presidents-Long Range Plan-
ning Committee headed by
Greg Petry; and a Certification
Committee headed by Dr. Henry Indyk.
STMA''s Certification Program introduction
is scheduled for January, 1998.

Sports turf management has made great

October 1997

Co-founder Toma: Super
Bowl field manager.

The transition: one of the challenges STMA
members face, and can perform better
through education programs.

strides since 1981 in gaining recognition of
the role the field plays in sports from facil-
ity owners, athletic directors, field user
groups, athletes and the public. Sports turf
managers have become increasingly edu-
cated and ever more skilled in making the
most of available resources. Industry and
researchers have introduced new products
and techniques to enhance field care. Ded-
ication and commitment, what George
Toma calls the “and then some” factor,
continue to play a major role.
Still, the education process has just
begun both internally, within the green in-
dustry, and externally, as sports turf man-
agers face shrinking resources on
one hand and increased sports
participation and demands for
field use on the other.
Mike Schiller, STMA
President, says, “We're
—/ young; we're growing; we're
improving and we are making
a difference. STMA will con-
tinue in promoting better and
safer sports turf areas so that
every athlete, at every level of play, will
have the opportunity to play the game to
the best of their abilities.

COURTESY DAVID MELLOR, MILWAUKEE BREWERS.



Our industry, which has been historically weak in planning, is

being challenged to become more strategically focused in

order to be agents of change.

By BRUCE K. WILSON, President, Environmental Care, Inc.

o lead you must know where

you're going. In this industry,

like most others, competition

is very keen. To stay ahead of

the competition many compa-
nies develop complex plans which guide
their futures.

Unfortunately, many of the key action
steps are aimed at closing gaps that exist
between where you think your company
should be and where it really is. While this
type of planning is often successful in de-
termining goals, it is not visionary leader-
ship planning that results in “strategic leap-
frogging.”

I believe that positioning your company
for 21st century success is a three-step vi-
sioning process:

1) Define today’s reality of the industry
and where you are in relationship to it.

2) Define what trends and issues are
evolving that will impact the future of this
industry and again define where you are in
relationship to them.

3) Predict those issues which may be
less obvious— that haven't started to
evolve—that will define the future.

Here are some of the changes taking
place that I believe will impact our futures.

There is an ongoing concern for the en-
vironment. Environmental responsibility is
changing the way landscape contractors do
business. Customers and employees are
both beginning to understand that reality.
First, our customers are concerned that
they do their part to be responsible citi-
zens: to save our dwindling natural re-
sources and create more environmentally

responsible landscapes. They are also con-
cerned that the landscapes be maintained
in environmentally responsible ways. So
what I'm seeing are an increase in legiti-
mate concerns about water consumption
requirements vis a vis water efficient land-
scapes, waste disposal issues, grasscycling,
management of green resources and
byproducts, and noise
and pollution issues
surrounding equip-
ment. Much of this
has been driven by
government regulation
in the past, but what I
see happening is a
more proactive move-
ment ahead of regula-
tion. This, it seems, is
evolving as a good
business issue. And
one that will continue
to shape the way we
think about our work.
Safety, ergonomics

On the employee side today's em-
ployee is much more educated and aware
of ‘healthy planet’ environmental issues
and expects their company to walk the
talk. This has resulted in a movement by
companies to be at the leading edge of
change. There are new concerns for the
employees’ personal working environment.
Production rates, reliability, cost and safety
had previously driven equipment decisions,
but now manufacturers are designing er-
gonomic features that affect the users’ per-
sonal comfort and physical health.
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Technology and communications
Another evolving issue for our industry
is evident in the growing use of technology
between our customers and ourselves as
contractors. It is clear that our customers
will require compatible communication

technology. Some customers now request

e-mail correspondence and electronic

Water quality will be a leading issue in the years ahead, espe-»
cially as needs increase and supply evaporates.

transactions such as direct deposit of pay-
ments. Technology has fundamentally al-
tered the way we do business today.
Today'’s college graduates are often
more knowledgeable about technology
than the companies that hire them; they
will be the generation that forces our in-
dustry to integrate computer technology
into every element of the landscape busi-
ness. The big challenge for the industry is
converting the older employees to a tech-
nology-based business environment. It is

one of our biggest training issues.
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Another obvious trend that will have a
profound affect on this business is “national
accounts” — regional and national buyers
of services doing business with regional and
national providers of services. This will re-
sult in larger landscape companies control-
ling a significantly larger share of the land-
scape market. This will also force
organizations to grow and expand faster
than they might otherwise want to, or be
capable of. Financing this growth will be-
come an industry problem.

The big picture here is that our indus-
try, which has been historically weak in
planning, is being challenged to become
more strategically focused in order to be
agents of change. Industry experience by
itself was once an important criteria to
being successful. But industry experience
will prove to be of very little value in deal-
ing with the high-speed culture changes
that are evolving today. In this technology
and information age, those individuals lim-
ited by experience alone, may never be
able to close the critical technology gap.

If you are at all like me, it's easy to be-
come consumed with “future issues” that

Vision, intuition and luck are all

important to success. Vision to see,

are derived from the more
obvious indicators. This to
me is the “Step 2" part of
visioning. There are many
more obvious things that will affect our
businesses that [ did not mention, but for
most of us we prioritize around the most
important things. Think back for a minute
and try to imagine how if you had been
able to forecast these changes and issues
before they became obvious, what a posi-
tion of leadership you could be in today.
Instead of just closing the gap with your
planning, you would be competitively way
ahead.
Vision in leadership

It is only when I reflect on the past that [
realize how important a role vision plays in
understanding leadership. Vision, intuition
and luck are all important to success. Vision
to see, intuition to sense what is important,
and being lucky enough to be right. Many
times we are successful because we do
something that turns out to be right but for
a different reason than we envisioned.

What do you fear most in business? My
biggest fear is that we will not be able to an-

Below the surface of the finished landscape lie a series of issues that share company
timg; from safety, to regulations, to waste disposal to water-efficient design challenges.
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intuition to sense what is important,

and being lucky enough to be right.

ticipate change and shift gears fast enough.
Change is happening at such a high speed
today that “Step 3" visioning becomes the
most important step. It also is the one that is
easier to do if you think in general terms.
And, if you vision regularly, you can contin-
ually apply new information which can ei-
ther confirm or deny your thinking.

In a general way I think companies not
in our industry circle today will become
major players and competitors tomorrow.
They may even come from outside this
country. The outsourcing movement will
go too far and insourcing will surface with
a new face. The industry will find a way to
automate more of the tasks that are done
by labor, possibly with robotics. And don’t
underestimate the effect of genetically en-
gineering the maintainable, sustainable
landscape.

The challenge, of course, is taking ac-
tion to assure success in a new business en-
vironment. Environmental Care is passion-
ate about being in a position of industry
leadership. Alignment at all levels around
that basic value drives our employees to be
thinking and visioning all the time. We are
constantly challenging ourselves and each
other to think about positioning for suc-
cess. That could be even harder because
you have to be right. And lucky.

—The author is president of Environmental
Care, Inc., Calabasas, Calif. A graduate in
omamental horticulture from Comell Univer-
sity, Wilson joined ECI in 1971 and was
named vice president and branch manager in

1977. He has served as president of ECI
for 17 years.
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YOU CAN ALWAYS SEND A RESUME
AND A COVER LETTER.

(BUT KILLING A TREE ISN'T THE BEST WAY TO START A CAREER WITH US)

The environment has enough to deal with these

days. So there’s no point adding resume paper

INTRODUCING OUR JOB HOTLINE

1-888-OUR-TEAM

APPLY BY PHONE IN JUST MINUTES.

to the list. Which is why we’ve proudly unveiled
the new ECI job hot line. As a leader in the
landscape management field, we figured it was
about time for an environmentally-friendly
job application process.

But there’s something else

you're going to like about it.
It’s fast, too. Faster than you
can type up a list of personal

references, we’ll bet. Simply dial

questions with your touch-tone

telephone and relax. You’ve just

completed your first job interview. Believe us,
it’s well worth the call. Environmental Care, Inc.
is one of the fastest growing,
most prestigious outfits in the
green industry. With nationwide
service lines including Landscape and Irrigation
Management, Interiorscaping, Tree Care and
Golf Course/Sports Turf Maintenance, we
have the diversity to advance just about any
pursuit. Wherever you may be looking to

pursue it. And thanks to our new hot

line, you can discover this world of

opportunity without putting a single tree
in harm’s way. Which is good,
because trees tend to
repay in kind. You
think paper cuts just

happen by accident?

® ENVIRONMENTAL CARE,

INC,

an equal opportunity employer by choice

Or apply online at our new web site: www.envcare.com

a subsidiary of environmental industries, inc.

Circle No. 108 on Reader Inquiry Card




[ TIMELINE]

More variety

National Park Service suspends use -
of herbicide 2,4-D in its 325 parks .n an

and recreation areas. Purdue’s Dr

Bill Daniel (shown) leads athletic
turf professionals
through organiza-
tional meeting of dential markets.
Sports Turf Managers
Association.
Wisconsin Turfgrass
Association forms

Oscar T. Jacobsen dies, co-founder

of Jacobsen Manufacturing Co. in

Racine, W1, in 1920. Also credited

with developing the first power

greens mower in 1924,

Turf-Seed, Inc. and Pure Seed
Testing, Inc. host their first “Field
Day”in Oregon’s Willamette Valley,

home of turfgrass seed production.

Event sets a precedent for other in the "60s, dry tree food

seed companies to emulate was the product of choice.

Diazinon banned from use on golf
courses and sod farms. Golf course
management industry worth an

estimated $3.54 billion.

October 1997

Tree care is evolving into a multi-faceted industry with

increased opportunties in both the commercial and resi-

s times change, businesses change. The tree care
business is no exception.

From the 1960s when brush chippers were a
luxury to the 1990s where an emphasis on techni-
cal know-how has leveled the playing field, tree

— 1 | care has evolved into a multi-faceted industry.

Gradual growth

In the 1960s, residential tree care was a relatively easy
sell for the upscale market. Most companies could maintain
a solid base of regular customers and benefited greatly from
high retention rates. Regular pruning, spraying, fertilizing
and removal provided enough work for the burgeoning
market. And the growing popularity of moving large trees
to a landscape for immediate effect—as opposed to plant-
ing saplings—kept crews occupied during the off season.

Growth was gradual. Over the years, demographic
changes have increased residential tree care opportunities.
By adding services like landscape development and lawn
care, many tree care companies have taken advantage of
the growing number of families with two working parents,
more disposable income and a desire for a better looking
landscape.
Commercial market expands

This desire for a more appealing landscape also has af-
fected the com-
mercial market.
In the 1960s, tree
care companies
mostly limited
commercial work
to basic services.
Over time, as
commercial prop-
erties recognized
the importance of
a well-maintained



By adding services, like landscape

development and lawn care, tree

landscape for attracting
business and high quality
employees, many tree care
companies have widened
their service offerings to
earn a position in this lu-
crative market.

By adding mowing, floral and shrub
maintenance, snow plowing and other ser-
vices, tree care companies have more to
offer a market that is consolidating.

Technology has gradually improved to
make tree care more efficient. Power saws,
once weighing 100 pounds and requiring
two workers, have lightened to 15 pounds.
Reduced noise levels make them safer, and
increased reliability adds practicality.

Brush chippers have become a neces-
sity. Cranes make large tree moving and
tree removal much more efficient.

New fertilizer technology

In the 1960s, crew members fertilized
trees with dry tree food. They drilled holes
in the ground and poured in the material.
Progressive advancements in research and
development have improved fertilization
techniques and today, subsurface liquid in-
jection is a common practice for tree fertil-
ization. Improved materials make plants
much less susceptible to leaching, provid-
ing longer lasting benefits.

While only a select few tree care com-
panies offered a structured technical train-
ing program in the 1960s, time has evened
the platform. Technical know-how and
work quality have steadily improved across
the board since the ‘60s to the point where
competition once hardly a factor, has in-
creased dramatically.

Safety always vital

Safe work practices, always an impor-
tant part of the business, have evolved
from a common sense approach to a so-
phisticated format. Departments dedicated
to safety, instructional videos, weekly
meetings and improved gear have helped
improve employee well-being. The indus-
try remains dedicated to an accident-free

care companies have taken advan-
tage of the growing number of

families with two working parents.

workplace, both for employee well-being
as well as cost-of-claims control.

As the industry moves forward, training
and development and increased investment
are key elements for growth.

Customers desire and respect high qual-
ity service and reliability. Companies with
knowledgeable employees and superior
customer relations can differentiate them-
selves from competitors.

—The Davey Tree Expert Company

Davey: service
for the century

Jack Joy recently retired as chairman
of the board of The Davey Tree Expert
Company. Joy began his career in the
tree care industry in 1946 as a field em-
ployee for the company.

In a 1969 interview with Weeds, Trees
& Turf, Joy, then vp in charge of sales,
noted that “practically, every man work-
ing in the field has gone through our
school, or else works directly under a
man who has.”

He described “a Davey man” as being
a consulting arborist first and salesman
second. This focus on technical expertise
has served the company well.

The Davey Tree Expert Company,
Kent, Ohio, (incorporated by John
Davey in 1909) approaches 2000 com-
mitted to providing the most scientifi-
cally based, safest and practical tree care
services possible. For the past several
decades Davey has also provided exten-
sive lawn/landscape services (along with
commercial and residential tree services)
in selected markets nationwide.

LANDSCAPE

April is first national “Lawn Care

Month.” Lawn Care Industry magazine

survey finds industry serves 10 million.
PLCAA “Grasscyding” campaign picks
up on Dr. Bill Knoop's 10-year old
“Don’t Bag It” program for recyding
lawn waste. Service Mas-

ter joins with Waste

Management, Inc.

Ann McClure

named PLCAA ex-

ecutive director. Tur-

fgrass expert Dr. Fred Grau dies in De-
cember at age 88. ServiceMaster buys
Waste Management’s TruGreen.

PLCAA representatives appear before
a Senate panel investigating pesticide
notification regulations. Allen James
named executive director of RISE, a
new organization. U.S. Supreme
Court rules that local governments
can enact pesticide laws in case

Mortior vs. Town of Casey, WI.

ServiceMaster acquires ChemLawn

and merges it with TruGreen.




SOURCE: LAWN AND SPORTS TURF BENEFITS, BY ELIOT C. ROBERTS AND BEVERLY C. ROBERTS, THE LAWN INSTITUTE, PLEASANT HILL, TENN.

ANNIVERSARY

Industry g

TURFGRASS BENEFITS A
CONSTANT OVER THE YEARS

> Improved plant and turfgrass

varieties and a better under-
standing of the Green
Industry’s duty to society

have led to industry growth.

by DR. ELIOT C. ROBERTS
here have been many major
advances in the green indus-
try since WEEDS, TREES &
TURF magazine began pub-
lishing in 1962.

And what fantastic
change it has been!

My start was at the University of Massa-
chusetts in 1954. In the years that fol-
lowed, I have seen six key breakthroughs
that have been responsible, in a major way,
for the advancement of the Green Industry
we know today.

Maturation within the industry

Growing pains can often be uncomfort-
able. Some of these pains have involved
moving on from individual trade secrets to
the increasing availability of information of a
technical, business and scientific nature to
practitioners. Trade journals, such as LAND-
scAPE MANAGEMENT and trade associa-
tions, like The Lawn Institute, and profes-
sional organizations such as the Golf Course
Superintendents Association have extended
commercial and university-generated scien-
tific and business knowledge to the land-
scape industry across the board.

Among the most exciting achievements
has been the sound concepts for safe use of

pesticides on ornamental plants.
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rows through
sense and

e
Continued stewardship

This must continue on into the next
century, with emphasis on responsible use
of all chemicals. Responsible Industry for a
Sound Environment (RISE), along with
The Lawn Institute, have through the years
provided leadership for this type of public
education. A misinformed public is easily
intimidated by a wide range of environ-
mental activists.

A second example might include the
“Don’t Bag It” program developed in Texas
by Dr. Bill Knoop. This concept swept the
country because of the sound nature of re-
turning grass clippings to the soil, and the
need for the Green Industry to be more
concerned about dwindling space in sani-
tary landfills. This concern is a good indica-
tion of maturity.

Ornamental plant improvement

We lived in a different world immedi-
ately following World War II. Turfgrass
improvement continues to this day as new
cultivars join those released by Drs. Jess
DeFrance and Dick Skogley of Rhode Is-
land, Professor Bert Musser and Dr. Joe
Duich of Pennsylvania State University,
Dr. Reed Funk of Rutgers, Dr. Glen Bur-
ton of Georgia, and others.

Foliage plants, flowers and woody plant
material have also been improved in ways
that made possible their better use in the
enhancement of the environment.

This advancement must continue into
the 21st Century for the Green Industry to
meet future challenges.

Soil biology

As a soil chemist by training, the bio-
chemistry of soil systems has been of spe-



‘Blades of Grass’
was Eliot and Bev
Roberts’ whimsi-

cal look at benefits
of turfgrass, pub-
lished by The Lawn
Institute.

cial interst to me
from the start. The
root zone, although
out of sight, is of basic
or fundamental impor-
tance to the growth of
all plants. The closer plants are
crowded together in the land-
scape, the more this system is
placed under stress. Interrela-
tionships between macro- and
microorganisms influence plant health
and persistence. Soil organic matter as the
raw material for humus formation has an
important function in the rootzone. And
the whole field of growth regulation as in-
fluenced by small amounts of bioactivators
within the tissue is related to the mineral
and organic nutrition of the plant. These
advances have opened up prospects for im-
proved ornamental plant cultural practices.
Plant ecology

We hear more and more about the im-
portance of the relationship between plant
and animal ecology and the environment.
A clear understanding of the principles is
required. In the latter instance, “it's the
dose that makes the poison.” In the former
instance, it's the nature of competition be-
tween grasses and other herbaceous plants
with trees, shrubs and weeds. Many politi-
cally correct concepts are based on bad sci-
ence and false teaching. The underlying
basis for ecology—that is, competition—is
sound. Advances in the understanding of
this have been and will continue to be es-
sential in the further maturing of the
Green Industry.
Stress physiology

We've all experienced the relative ease
of production and culture of ornamental

plants under ideal con-
ditions. But, more often
than not, these give
way to too much heat
or too much cold, or
too wet or too dry, or
unreasonable use re-
quirements in the
landscape. Profes-
* sor Lawrence
[ Dickinson, who
founded the first
school for turf man-
agers back in 1927,
lectured on limits of
[ tolerance. That is, lim-
its before stress would
" cause the plant to be in-
tolerant of existing con-
ditions, and perhaps, even perish. Research
has provided data on how much or how lit-
tle the physiology of the plant can adjust to
bring about continued vigorous growth. Dr.
James Beard has become an authority and
spokesman in this area.

These areas of specialization have pro-
vided what I feel were key building blocks
needed for the green industry to grow dur-
ing my 10 years with The Lawn Institute.

These in no way, however, have dimin-
ished the importance of product develop-
ment, testing and competitive evaluation.
New concepts in landscape maintenance
tools and equipment, in irrigation design
and water conservation, pest control and
plant fertilization have been of great bene-
fit to Green Industry practitioners during
the past 35 years. It's difficult to picture
the progress we've made to this point
without the help of such pioneers as O.J.
Noer, Fred Grau, Tom Mascaro, Jim Wat-
son, Bob Moore and many more.

—Dr. Eliot Roberts served as executive direc-
tor of The Lawn Institute. He and his wife
Beverly run Rosehall Associates, a Green In-
dustry consulting service, from their farm

in Sparta, Tenn.
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World Cup soccer games played on
real grass inside the Pontiac (MI)

Silverdome.

TruGreen/ChemLawn buys

Barefoot Grass.

Jacobsen Green King Elgctric greeris
mower dgbuts. New bents from
Tee-2<Green tolerant of lowest cits.
Tom Mascaro (shown), inventor of
turf aerator, dies at 81. Ciba, Sandoz
form Novartis. B.J. Johnson, Univ. of
Georgia, retires.

First fungicide to

control all four

major classes of

fungi marketed

by Zeneca as

Heritage.




GEESE!
GEESE!

GEESE!

Rid your Golf Course of nuisance GEESE.
Safe, harmless and effective EPA registered
‘reduced risk’ pesticides. Spray

ReJeX-iT"AG-36
on turf frequented by GEESE.
Consult your local supplier or

RJ Advantage, Inc.

at 1 800 HAD BIRD for a supplier near you.

Circle 122

A Won’a' With Trees...where dx trees you
plant create cool, quiet naghborboods

Trees

Make a World
of Diference’

Trees Make a World of Differ-
ence. Between drab, barren yards,
and cozy, sheltered homes. Be-
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tween hot, sunbaked streets, and
cool, shaded neighborhoods
where bird songs fill the air.

By planting trees, you can in-
crease the value of your property
up to 15% or more.

The trees you plant will remove
carbon dioxide from the air, pro-
duce oxygen, and give wildlife a
home. And trees help conserve
energy. They can lower your
heatmg bills 10-20%, and cut

: coolmg costs 15-

Find out how

trees can make a

AWorld Withows Tees world of differ-
ence for you, and your neighbor-
hood. For your free brochure
write: Trees For America, The
National Arbor Day Foundation,
Nebraska City, NE 68410.
@Tthational
Arbor Foundation




LESCO, Inc., acquired Tri Delta
Fertilizer, Inc., Stockton, CA. Tri
Delta has been in business
since 1980, and makes and sells
granular and liquid fertilizer
and combination products to
the turf and ag markets. The
acquisition gives LESCO a pres-
ence on the West Coast. Tri
Delta will also allow LESCO to
serve its Pacific Rim customers
more efficiently.

Turf managers can help sup-
port turfgrass research when
they use natural organic
Milorganite fertilizer this fall,
announced Larry Lennert,
manager of research and prod-
uct development at Milorgan-
ite. For each ton purchased
and delivered between Aug. 1
and Nov. 30, 1997, Milorganite

course topozmphy or fais

ground sprinkling systems, cor
systems to enourage golfers and
oping. Contact Independent Prote

ipc@netbahn.net.

LANDSCAPE B USINESS FORMS. .. Forms for

will donate $10 to the turf
manager’s favorite research or-
ganization. This is the third
year that Milorganite spon-
sored the Turfgrass Research
Donation Program.

Toro will market its Hardie
brand irrigation products
under the brand name Irritrol
Systems. “The Irritrol brand
maintains an emphasis on con-
tractor-installed systems for
residential and commercial
landscapes previously associ-
ated with the Hardie brand,”
says Rick Parod, vice president
of Toro Irrigation.

Rod Tyler, author of “Win-
ning the Organics Game: The
Compost Marketer’s Hand-
book”, offers a 1 12-day work-

ing and marketing, sﬁmatesma

ment, accounting and billing, op

Landscape Association, 202/789-*2”5 4

DRAINAGE HANDBOOK... Hanoor,k'

drainage pipe, offers its Drainage |
with all Windows 95 and NT-based

information on how to specify and insta

other construction applications. All
drives. Call 800/848-3546 (ext. 25!

VIDEO ON NATURAL/ORGANIC FE!

says golf course superintendents wi!l :
other superintendents. For a free copy, ca

SUPPLIERS CORNER

shop explaining the produc-
tion, testing and selling of
quality compost. Tyler covers
compost uses and guidelines in
various markets, including
landscape, nurseries, retail,
sports turf and agriculture. The
workshop was created by the
American Society for Horticul-
tural Science (ASHS), with the
USDA, University of Hawaii
and the Composting Council.
Contact Lisa Preston at
703/836-4606 (ext. 309) or via
e-mail at ashspres@ashs.org.
Contact Rod Tyler at 330/239-
0129 or e-mail at
rodndon@GTE.net.

Stephen P. Wolfe to become
vice president finance, trea-
surer and chief financial offi-

cer. Wolfe, 48, replaced Gerald
T. Knight, now senior vice pres-
ident and chief financial offi-
cer of Fingerhut Companies,
Inc. Wolfe came to Toro as
part of the buy of Wheel Horse
Products, Inc., in 1986, where
he was vice president of fi-
nance and treasurer.
SUNY-Cobleskill and the
John Deere Worldwide Com-
mercial & Consumer Equip-
ment Division have developed
a new degree program to pre-
pare students to become lawn
and grounds care technicians.
The curriculum is adapted
from the college’s Turf and
Grounds Care Equipment se-
quence to include unique
courses that will prepare grad-
uates to work as a John Deere
retailer. The two-year study in-
cludes required classes such as
“Basic Hydraulics” and “Ad-
vanced Small Engine Diagnos-
tics” and electives in areas such
as turfgrass management and
equipment retailing.

gineering, Inc,, based in Pep-
perell, MA, with offices in
Cleveland, Ohio, acquired Fox
River Irrigation Consultants,
Inc., Elgin, IL. Company Presi-
dent Brian Vinchesi said the ac-
quisition gives his firm a pres-
ence in the Chicago golf
course/commercial markets.
Plant Health Care, Inc,, an-
nounced that Biopak and
Biopak FE brand biostimu-
lant products for turf and
horticulture markets will only
be available from Plant
Health Care, Inc., (800-421-
9051). LM
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PRODUCT REVIEW

Next day shipping for Millcreek turf aerators P
Millcreek Manufacturing Co. announces a “Quick-Ship” program for turf aerators which “ghting
guarantees next day shipping of any Millcreek core aerator when phone orders are received by A
1 p.m. on any business day. Buyers pay no freight charges if Millcreek fails to meet the dead- comparison
line. Millcreek also provides a free “Aera- charts

tion for Profit” Kit, containing basic California Landscape Light-
“how-to” booklet offering knowledge on ing has updated its much re-
aeration benefits plus marketing tips, a quested landscape lighting fix-
professionally prepared newspaper ad ture comparison charts. The

slick, and a reproducible sales flyer which charts are free to landscape
landscapers can customize for their own lighting trade professionals.

promotional purposes. There are four separate
To learn more about the “Quick- comparison charts, which make
Ship” program, profit kit or any of the non-biased specification com-
company’s 13 turf aerator models (sizes parisons on fixtures by several
from 42" to 105” wide), contact Mill- different manufacturers. They
creek at (800) 879-6507, or are titled: “Deck, Gazebo &
Circle No. 250 Pm w, "Step & Nm
Lighting”, “Mercury Vapor”,
and “Well Lights”.
The information supplied in-
Bayleton in new, convenient packaging cludes everything needed to
Bayleton Fungicide is available in a new formulation that offers the same broad-spec- know to make a fixture selec-
trum disease control in new, convenient packaging. Bayleton 50 Turf and Ornamental tion, such as fixture size and di-
Fungicide offers the convenience of mini-drum packaging with 88, 5.5 ounce PVA mension, construction material,
pouches per drum. finishes, lamp requirements,
The new formulation provides the same consistent performance as Bayleton 25 at re- mount type, and more.
duced application rates. Bayleton 50 controls, as well as prevents, many turf fungal diseases To get your free copies, call
including dollar spot, brown patch, summer patch and other diseases on turf, flowers, fo- California Landscape Lighting
liage plants, shrubs and shade trees. Its systemic action offers lasting residual control of up Customer Service at 800/457-
to 30 days or more. 0710, or
Circle No. 251 Circle No. 253

Plows designed for medium/heavy-duty trucks

Henderson Manufacturing Company’s plows for medium and heavy-duty trucks. marketing spreaders and pre-wetting
new line of SNOWfoe snow plows in- “An exhaustive study was conductedto  equipment for some time now and we are
cludes reversible, one-way, patrol wing determine the shortcomings of other comfortable that we have addressed the
and mid-mount wing » - makes and the needs of customers be- needs of the market with some unique so-

fore pencil was put to paper,” said lutions.”

Marty Ward, director of sales and For more information about the
marketing for Henderson. SNOWfoe plows contact Henderson Manu-
“We've been facturing at their Manchester, lowa, head-
quarters at 319/927-2828, or

Circle No. 252
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teceive FREE information on products and services advertised in this issue.
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This card is void after December 15, 1997 PHONE ( ) ¢ R MR R R A s S,
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| would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: [ Yes [ no 4a. Do you specify, purchase or influence the selection of
landscape products? Yes No

Signature __Date

4b. If yes, check which products you buy or specify:
1. My primary business at this location is: (check ONE only) (check ALL that apply)

01 [ 250 GOLF COURSES

CONTRACTORS/SERVICE COMPANIES 46 1 Aerators 5(3 11 Mowers (reel/rotary)
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23 [ 360 Sod Growers/Turf Seed Growers/Nurseries 26 [ Other (please specify) 101 119 137 155 173 191 209 227 245 263 281 299
24 [} 365 Dealers/Distributors/Formulators/Brokers 102 120 138 156 174 192 210 228 246 264 282 300
2. Which of the following best describes your title? (check ONE only) e T Ak R at) S50 D S 20 2
27 110 Executive/Administrator- President, Owner, Partner, Director, General Manager, Chairman of the Board, 105 123 141 159 177 195 213 231 249 267 285 303
Purchasing Agent, Director of Physical Plant 106 124 142 160 178 196 214 232 250 268 286 304
28 (7] 20 Manager/Superintendent- Arborist, Architect, Landscape/Grounds Manager, Superintendent, Foreman, Supervisor 107 125 143 161 179 197 215 233 251 269 287 305
29 [ 30 Government Official- Government Commissioner, Agent, Other Government Official 108 126 144 162 180 198 216 234 252 270 288 306
30 [ 40 Specialist- Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist, Certified Specialist }(‘)g gg ::(55 :gi 12; ;gg g:; ggg ggi g;; ggg ggg
K} Other Titled and Non-Titled personnel (please specify) ”; 153 Mg ’gg ‘g‘:} gg; %ég ggg ggg g;i 58; g?g
112 1 148 1 1
3. SERVICES PERFORMED (Chaok ALL that spply) 113 131 149 167 185 203 221 239 257 275 293 311
31 [J A Mowing 36 [ F Turf Fertilization 41 K Paving, Deck & Patio Installation 114 132 150 168 186 204 222 240 258 276 294 312
32 18 Turf Insect Control 37 [J G Turf Disease Control 42 L Pond/Lake Care 115 133 151 169 187 205 223 241 259 277 295 313
33 [J C Tree Care 38 [ H Omamental Care 43 [J M Landscape Installation 116 134 152 170 188 206 224 242 260 278 296 314
34 [ D Turf Aeration 39 [ | Landscape/Golf Design 44 [N Snow Removal 117 135 153 171 189 207 225 243 261 279 297 315
35 E Irrigation Services 40 [ J Turf Weed Control 45 [ O Other (please specify) 118 172 190 208 226 244 262 280 298 316

136 154
|| | | || NO POSTAGE
NECESSARY

IF MAILED
IN THE
UNITED STATES

BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA

POSTAGE WILL BE PAID BY ADDRESSEE

LANDSCAPE

ADVANSTAR COMMUNICATIONS INC
PO BOX 5054
PITTSFIELD MA 01203-9697



Receive FREE information on products and services advertised in (his issue.

NO POSTAGE
NECESSARY
IF MAILED
IN THE
UNITED STATES

BUSINESS REPLY MAIL

FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA

POSTAGE WILL BE PAID BY ADDRESSEE

ADVANSTAR COMMUNICATIONS INC
PO BOX 5054
PITTSFIELD MA 01203-9697

NAME (please print) s
LANDSCAPE <

FIRM

ADDRESS

October 1997 cITY STATE ZIP o

; " PHONE ( ) FAX (
Th ft ber 15, 1997
is card is void after December INTERNET/E-MAIL ADDRESS

| would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: "] Yes [no 4a. Do you specify, purchase or influence the selection of
products? Yes No

~

Signature Date

s : 4b. If yes, check which products you buy or specify:
1. My primary business at this location is: (check ONE only) (check ALL that apply)

01 [ 250 GOLF COURSES

CONTRACTORS/SERVICE COMPANIES :g : ; Q:;B!OYS 5:75 :; NSAowev; (reel r[otéiryb :
02 [ 255 Landscape Contractors (installation and maintenance 08 275 Landscape Architects 48 — 3 Ch;:r;aws 58 13 sn:):er:mova PR
03 (] 260 Lawn Care Service Companies 07 280 Land Reclamation and Erosion Control = oy 2
1 ) 49 [0 4 Chipper-Shredders 59 [ 14 Spreaders
04 265 Custom Chemical Applicators (ground and air) 08 [] 285 Irrigation Contractors
05 [ 270 Tree Service Companies/Arborists Other (please specify) 80.L16 De-Gers g™
- DN s | 51 [ 6 Fentilizers 61 16 Tractors
INSTITUTIONAL FACILITIES 52 [J 7 Fungicides 62 17 Truck Trailers/Attachments
09 [ 290 Sports Complexes 16 325 Condos/Apartments/Housing 53 [] 8 Herbicides 63 18 Trucks
10 [] 295 Parks Developments/Hotels/Resorts 54 [J 9 Insecticides 64 19 Turfseed
1" 300 Right-of-Way Maintenance for Highways, 17 [ 330 Cemeteries/Memorial Gardens 55 [ 10 Line Trimmers 65 [T 20 Utility Vehicles
Railroads or Utilities 18 [ 335 Hospitals/Health Care Institutions
12 [ 305 Schools, Colleges, Universities 19 [ 340 Military Installations or Prisons 5. Do you have a modem? Yes No
13 [ 310 Industrial or Office Parks/Plants 20 [ 345 Airports
14 [J 315 Shopping Centers, Plazas or Malls 21 () 350 Multipie Government Municipal Facilities 6. Do you subscribe to an on-line service? . i
15 [1320 Private/Public Estates or Museums [ Other (please specily) _ o | 7.1s CD-ROM available in your workplace? [Yes [INo
SUPPLIERS & CONSULTANTS
¢ “ N S S S T T e et
22 355 Extension Agents/Consultants for Horticulture 25 [ 370 Manufacturers
23 [ 360 Sod Growers/Turf Seed Growers/Nurseries 26 [ Other (please specity) - 101 119 137 155 173 191 209 227 245 263 281 299
24 [ 365 Dealers/Distributors/Formulators/Brokers 102 120 138 156 174 192 210 228 246 264 282 300
2. Which of the following best describes your titie? (check ONE only) BRI IR B P SR S e o8 &
27 110 Executive/Administrator- President, Owner, Partner, Director, General Manager, Chairman of the Board, 105 123 141 159 177 195 213 231 249 267 285 303
Purchasing Agent, Director of Physical Plant 106 124 142 160 178 196 214 232 250 268 286 304
28 [ 20 Manager/Superintendent- Arborist, Architect, Landscape/Grounds Manager, Superintendent, Foreman, Supervisor 107 125 143 161 179 197 215 233 251 269 287 305
29 [ 30 Government Official- Govemment Commissioner, Agent, Other Government Official }% :gg }:g :gg }g? ]Igg g:g ggg ggg S;(‘) ggg %
30 [ 40 Specialist- Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist, Certified Specialist
¢ 110 128 146 164 182 200 218 236 254 272 290 308
31 LI Other Titled and Non-Titled parsonnel (please specity) ————————— | 111 129 147 165 183 201 219 237 255 273 291 309
3. SERVICES PERFORMED (Check ALL that apply) .8, -8 SR B
31 [J A Mowing 36 [ F Turf Fertilization 41 [J K Paving, Deck & Patio Installation 114 132 150 168 186 204 222 240 258 276 294 312
32 [ B Turl Insect Control 37 [ G Turf Disease Control 42 [J L Pond/Lake Care 115 133 151 169 187 205 223 241 259 277 295 313
33 [JC Tree Care 38 [J H Omamental Care 43 [ M Landscape Installation 116 134 152 170 188 206 224 242 260 278 296 314
34 [ D Turf Aeration 39 [J | Landscape/Golf Design 44 [ N Snow Removal 117 135 153 171 189 207 225 243 261 279 297 315
35 (] E lrigation Services 40 [ J Turl Weed Control 45 [ O Other (please specify) LI QuCRC T 118 136 154 172 190 208 226 244 262 280 298 316



Protect cable and hoses with
new protectors

Checkers Industrial Products, Inc., Boulder, CO, of-
fers cable and hose protectors that protect cable and hose
lines up to 3% inch OD from physical pressure damage
and provide safe passage for pedestrian and vehicle trafhc.
Other features:

» modular interconnecting design for multi-length
flexibility.

» one through five channel systems available.

» universal safety colors.

» urethane construction.

Contact Checkers Industrial Products at 800/438-
9336 and tell them LM sent you, or

Circle No. 254

A brush to complete topdressing tasks

The GreensGroomer topdressing and grass grooming brush is one of the simplest
tools that a golf course superintendent has available to use. The unique brush layout of
the brush moves the topdressing three times as it’s being moved forward its own
length. The result is that topdressing materials become almost invisible when the job is
completed.

The stiffness of the brushes used on the groomer is balanced with the total weight
of the system resulting in the power to move topdressings without any harm to the
golf green. And with its quick raising/lowering, pneumatic tire transport system, a few
simple turns of a winch handle results in it being ready to go to the next green for
more work.

The unit is constructed of high-quality components. The finish is high luster baked
enamel available in either red or green. Wheel axle assemblies are quickly removable
for tire repair and the plated axle is rust resistant. Grafoil wheel bearings are equipped
with grease fittings for long wear and resistance to sand environment.

To learn more about the unit contact GreensGroomer at 317/298-8852 and tell them
you read about it in LANDSCAPE MANAGEMENT, Or

Circle No. 255

LANDSCAPI

WHETHER IT'S
THE GREAT LAKES
OR JAKE'S LAKE,
WE'VE GOT YOU
COVERED,
Geosynthetic products, you need
them. Sometimes in large quantities,

sometimes less than truckload

GEO-GROUP INTERNATIONAL

Circle 110

SEEDLIN(

Plan Heal h Care

c;u;nlng of lunluglcull) based prnducl\ for
professional Horticulturalists.

Mycorrhizal Fungi
Beneficial Bacteria
Botanical Extracts
Water Management
Plant Health Care, Inc.

440 William Pitt Way
Pittsburgh, PA 15238

PLANT www.planthealthcare.com
HEALTH
Caene)  1(800) 421-9051

Circle 121
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*PRODUCT REVIEW

(3

This tool is handy for Rain Bird emitters

The Xeriman Tool allows contractors to install Rain Bird Xerigation emitters 50
percent faster. Contractors can use the five-function tool to insert Xeri-Bug emitters
and PC modules directly into 4", %" or 1” tubing cleaning, quickly and easily. You
can insert emitters and PC Modules into drip tubing while continuously feeding 4"
distribution tubing from a coil, insert emitters with preattached tubing that has been
precut to the desired length, remove emitters cleanly without leaving a gaping hole,
and easily insert goof plugs into the holes left when incorrectly installed emitters are
removed.

Circle No. 256

Gravely front-mount mower easy to operate

Gravely’s Promaster 360 commercial front-mount mower is available with a 22.3-hp
Yanmar liquid-cooled diesel engine and a choice of 50” or 60" side-discharge or 60"
rear-discharge mulching mower. Each mower is offset to allow for ease in trimming.
The variable speed hydrostatic transmission provides speeds up to 8.8 mph and allows
for smooth operation
when changing from for-
ward to reverse. Operation
is by means of a single
foot control.

Features include front
and rear tie downs, a
transmission brake to se-
cure the unit for safe trans-
port and power steering
for ease of operation and
less operator fatigue.

Circle No. 257

72" cut. Low, wide and stable so
extreme contours n'lmt:oux
compromise - without ing.
The best use the best.
Why not you?
Articulating front-mount,
pull-bebsind and PTO
decks alio availuble

Limited Dealer
Opportunities dvailable.

Call Today!
1-800-515-6798

hitp://www.lastec.com

Circle No. 114 on Reader Inquiry Card
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Mobile washing
made easy

Landa’s MVP3-30025 gasoline-driven
pressure washer cleans at a rate of 3 gallons
per minute and 3,000 pounds per square
inch of pressure at 200° F. The new model is
ideal for on-site cleaning where electricity is

not available. It features an optional roll
cage for added durability.
The economy, hot-water pressure

washer is driven by a 9-hp Honda engine
with recoil start and features a high-effi-
ciency 12V burner assembly, eliminating
the need for a generator. Dimensions are
26" wide, 41" wide, 42" high and weighs
320 Ibs. Call Landa, Inc., Portland, OR, at
800/547-8672, and mention LM or

Circle No. 258
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“THE CRUSADERS"
( i Purple/Red

THINK TULIPS

100 Crusaders blend

$34 delivered

IOOO Crus1ders blend $280 dehvered

Order Now For Fall Delivery & Planting!

I"888 'TI P'TOES 847-8637)

SCHIPPER

), CT 06836

SCHIPPER
& CO. USA

Our Roots Are B

The Ultimate
Wheelbarrow

productivity and profit to

o more wheelbarrows! Add \ru d, efficiency
erosion control projects with an

wr landscaping an

f/{pfﬂiif/awer

[ [\!l ows organic mulch with a range of up to 350 ft v
55 cu. yds. per hour

vith a flow rate of up

P One man operates the system by remote control for “on demand

adjustments in flow rate

P Features

B Reing 800-283-1221

automatic feed & dust suppression systems (patents ;‘rmimv_g:

Circle No. 125
L i Attention Small Lanuscaners !

’—

Get a real droSeeer“
for just $149 a month’

Don't settle for less

for small hydroseeding applications
Only a genuine FINN T-30

HydroSeeder

gives you all this

B Durable 300 gallon steel tank

B Hydraulic reversible agitator for
thorough mixing

M Simple one-man controls

W Patented FINN centrifugal pump
to handle the thickest slurries
W H]\ €ase

than the real thing

Ideal for use at

L ] RL'\(JUH\ €S

©® Cemeteries

@ Golf courses

@ Sports fields

@ Office complexes

@ Apartment complexes
® Parks, and more

F INNA

CORPORATION

1-800-543-71 66

9281 LeSaint Drive, Fairfield, OH 45014 « Web site: http://www.finncorp.com

Circle No. 109

Circle No. 123

Everywhere You Look
- There We Are!

Ranked Among the Best

Franchise Opportunities in America!

“Success Entrepreneur Income Business
Magazine Magazine Opportunities Start-ups
GOLD Franchise | § Platinum The Top

100 500 200 150

* Proven Leaders in the Lawn Care Industry
» 17 year Track Record of Successes
* In-depth Training
* Exclusive Territory » Extensive Support

N\
nitro\-‘green
Call Roger Albrecht at: 1 800-982-5296
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LM MART

PRO'-fect: having all professional qualities
for performance and longevity.

THE PROFECT
TRIVIMER

Professionals need PROformance. That's

why our new PROFORCE TBC-2510 trimmer
has more quality features than others in
its class. At 11.6 Ibs. with 1.3 hp, it
has excellent power-to-weight
and outstanding
acceleration
A heavy-duty

The New

PROFORCE
2510 Brushcutter

anti-vibration system
combined with a SOLID-STEEL
drive shaft and the new BRAIN
autofeed cutting head ensure smooth
and reliable cutting power. The engine has
been tested to last over 1500 hours and
complies with new emission standards
To enjoy PROfection, see your Tanaka dealer

or call 206-395-3900

 THERES MoRE
[0 LIKE AFABOUT

Circle No. 127

Ribification!

This new single-source reference provides
!
L

the most current and comprehensive
information on the basics of turfgrass and
The Landscape
Management Handbook

landscape management available today!
edited by William E. Knoop

125 pages, softcover, Item #1L.SMB830  $34%

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

Call 1-800-598-6008
Fax: 218-723-9146 » Outside the U.S. 218-723-9180
ADvANSTAR MARKETING SERVICES  Customer Service Dept. « 131 W. 1st St., Duluth, MN 55802

Shipping/Tax: UPS—add $5 per order, plus $1 per additional book. International, Hawaii, Alaska,
Canada and expedited Shipments—call for rates. Residents of CA, CT, GA, IL, MN, NJ, NY, OH and
TX must add sales tax. Prices subject to change CODE: 950072
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MARKET SHOWCASE

BUSINESS OPPORTUNITIES

A Bright ldea

for the .

off season

-
.

Professional Christmas Lighting

*» Keep Your Good People Year 'Round »
* Employ Your Owned Assets *
* Offset Fixed Costs *
* Sell To Existing Customers ¢
* Excellent Margins ¢

Christmas

Decor

Purchasing Power * Nme&cognmon
Shorter Learning Curve

1-800-687-9551

www.christmas-decor.com

EDUCATIONAL OPPORTUNITIES

TR T P LT TR RIS
Théin 41 Home (1

PRINCIPLES OF
TURAGRASS MANAGEMENT

400+ page manual covers 14 topics,
all regions, and all seasons in U.S.
Certification by The University of
Georgia and the PLCAA. Used inter-
nationally. Call 1-800-325-2090.

http://www.gactr.uga.edu/IS/Turf/

A e A AT 0 ML Y K A A SRR i S

Circle No. 150 on Reader Inquiry Card

EQUIPMENT FOR SALE
Elite Trenchers

Heavv Dlltv. “Built Tough to Last”

20’ to 30" Per Minute
Cuts Roots 7" Diameter
Low Voltage Wire
Flower Bed Edging

& Sprinkler Installation

D DD10” Dp12* Invisible Flower Beds
2u3 w.de 20r3 Wide 2" 30!4 Wide Fence
#1T

e v e v | ool |

T VISA/MasterCard
1114 SE 12" Court » Cape Coral, FL 33990
1-800-223-5468 » Fax (941) 458-4530
http:\\www.elitetrenchers.com

Established Garden Center and
Landscaping Business, Marquette, Ml

Owners Rennng Contact 'l’lmbercrest

NEARY Model #300 lapping machine
w/materials. Used twice. Asking 200.00.

Contact:

Tom Sprague, 7500 Old Oak Blvd.,
Middleburg Hts., Ohio 44130
216-891-2774

FRANCHISE OPPORTUNITIES

EMERALD
GREEN

Are you tired of working hard just to
make a living? Now is the time to join
forces with a nationally known company
and turn that hard work into success!

¢ Strong brand awareness with high
quality Scotts® products

e Effective sales/marketing programs

* Complete training and support

* Financing available

Call Now! 800-783-0981

...featuring

products

Sun Art Decals Inc., since 1975
Manufacturers & Designers of

Self-Adhesiv

ARRD Ideal for Vehicles
7 1 and Equipment
rlL
| Nou® Lodo

’ CLEVELAND,OH

SUN ART DECALS INC.
|85 WRIGLEVRD.
BEREA, OH 44017

Member of the OHIO LANDSCAPERS ASSOCIATION

management

Every month the Market Showcase offers readers
of Landscape Management a complete and up-to-
date section of the products and services you're
looking for. Check it out every month, or you
might miss out.

For all ads under $250, payment must be received
by the dlassified 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
PLACEMENT, CONTACT: DENISE ZAPPOLA,
216-891-3162, 1-800-225-4569, (ext. 162),

Fax 216-826-2865, Email dzappola@advanstar.com

40x60x 12
S7QL)HL

mnvwmm WMMMMY All Steel
Bulldings. Call Today For A Price Quote Brochure.

HERITAGE BUILDING SYSTEMS
800-643-5555
ceralbldg.com

SOFTWARE

Introducing...

TRIMMER

Software for the Landscape Contractor

TRIMMER Cuts Time
Spent On:

Billing

Routing
Site Scheduling
Customer Tracking

To Make Your Life Easier!

For a FREE Demo Disk contact us at
TRIMS Software International, Inc.
3110 North 19th Avenue, Suite 190
Phoenix, Arizona 85015
(800) 608-7467 * Fax: (602) 277-8029
Or visit us at www.trims.com

Send Blind Box Replies to:

Landscape Management
Classified Ad Dept.
LM Box XXX
131 W. First St.
Duluth, MN 55802-2065

(Please include box number in address)
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MARKET SHOWCASE

SHREDDERS

Topsoil Shredders
THE SCREEN MACHINE®

800-837-3344

7601 Americana Parkway
Reynoldsburg, OH 43068

LANDSCAPE

» 49,600 decision makers

» Highly responsive

targeted, influential audience:

DIRECT MAIL
Ljst
» 98% deliverable guaranteed

» Selects available

FOR DETAILS CONTACT

Mark Fleischer, 216-891-2773

CLASSIFIEDS

HELP WANTED

LANDSCAPE MAINTENANCE
OPERATIONS MANAGER

Nationally recognized landscape firm headquar-
tered in Orlando, FL has immediate opening
for MAINTENANCE OPERATIONS MANAGER.
Preferred candidates would have minimum of
5 years management experience in the mainte-
nance of commercial, multifamily and single fami-
ly developments. Must have proven experience
in managing, motivating, scheduling and admin-
istering field personnel through Superintendents
and Forepersons. Client relations, quality control,
communications and organizational skills are
very important in this position. B.S. Horticulture,
Arborist Certification and PCO License desir-
able. Excellent salary with generous benefits
including vehicle, retirement program, and dis-
ability insurance. Relocation expenses nego-
tiable. Qualified candidates are requested to
FAX resume to 407 678 8097 or mail to 2169 N.
Forsyth Road, Orlando, FL 32807. DFW/EOE.

*

Professional Landscape Contracting

Join America's leading irrigation and landscape
lighting distributor, Century Rain Aid, as we continue
to grow. Century is now accepting applications for
branch management positions in the Northeast and
Mid-Atlantic markets. Irrigation experience and
a college education are preferred. Century offers
industry competitive wage and benefit programs.
Please send your resume and salary requirements to:

Century Rain Aid, 31691 Dequindre Rd.,
Madison Heights, MI 48071, Attn: Wayne Miller.

Pre-employment drug screening required.
Century is an Equal Opportunity Employer.

Greentree, Inc. one of the Southeast's leading com-
mercial Landscape Management Companies is cur-
rently seeking a highly qualified, self motivated profes-
sional to manage divisions in the South East region.
Candidates must be resourceful, exhibit strong leader-
ship skills, and have a solid knowledge of Southeast-
em Horticulture. Our expansion offers unlimited career
growth. To apply contact: Human Resources Dept.,
1640 Roadhaven Drive, Stone Mountain, GA 30083.
Tel: (B00)667-4196 Fax: (770)934-0919. 12/97

48 LANDSCAPE MANAGEMENT

HELP WANTED

NORTHWESTERN
LANDSCAPE COMPANY

The Northwest's fastest growing com-
mercial landscape and maintenance
organization. 15+ years of continuous
growth. We are currently looking to fill
key management and supervisory posi-
tions. Must be committed to integrity,
professionalism, the pursuit of industry
excellence and have a desire to make a
difference in a growing company.
Company vision and mission statement
will be provided upon request. Excellent
pay and benefits, 401K - profit sharing.
Send or fax resume (Attn: President) to:
(253)848-8187 P.O. Box 1118,
Puyallup, WA 98371.

 Executive Vice President

Atlanta-based trade association
for lawn/landscape service industry
seeks executive vice president to
build membership, expand services.
Marketing-oriented individual with
proven background will manage
$1 million budget, 1000-plus mem-
bers, 9 staff. Involves 50 percent
travel. Six-figure compensation
package available. Send cover
letter and resume by 11/15 to:
Chair, Search Committee, P.O. Box
293, N. Chili, NY 14514,

WPLCAA

FLORAPERSONNEL, INC. In our second decade
of performing confidential key employee searches
for the landscape/horticulture industry and allied
trades worldwide. Retained basis only. Candi-
date contact welcome, confidential, and always
free. 1740 Lake Markham Road, Sanford,
FL 32771. PHONE (407)320-8177. FAX
(407)320-8083. Email: Hortsearch@aol.com.
Website: http://www.florapersonnel.com. 12/97

October 1997

LANDSCAPE CONSTRUCTION
PRODUCTION MANAGER

A qualified individual is invited to join the
staff of one of Chicagoland’s premier land-
scape design, build and maintain firms.
Qualifications required: Horticulture degree,
minimum of 4 years field experience, strong
leadership skills, working knowledge of zone
4 and 5 plant materials, operation of related
equipment, ability to organize and train
construction personnel, and to schedule and
supervise daily operations of the residential
and commercial construction division. Top
wages and benefits. This opportunity offers
the last level of advancement for a success-
ful career in the landscape industry. Send
detailed resume to:

don fiore

28846 Nagel Court

Lake Bluff, lllinois 60044
(847) 234-0020

(847) 234-0922 (Fax)
Attn: Don

AL SALESPERSON

Looking for a very aggressive person with a
minimum of 3 years experience in professional
sales to develop commercial and residential
design/build landscape clientele. This position
would consist of client prospecting, professional
presentations, and client follow-up. Experience
and education in the landscape industry required.
Excellent eaming potential with a salary compen-
sation package tied to performance. Please send
resume to:

TERRAFIRMA, INC.
3780 E. Morgan Road, Ypsilanti, MI 48197

GreenSearch—Attention Employers...can't find
good managers and supervisors? Or maybe you're
a job seeker looking for a new opportunity? We can
help you! Serving Green Industry company cate-
gories throughout the Southeast U.S. Call
GreenSearch toll-free at 1-888-375-7787, Fax
(770)392-1772. GreenSearch, 6690 Roswell Road,
#310-157, Atlanta, Georgia 30328-3161. 12/97
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CLASSIFIEDS

HELP WANTED

We need Experienced
Turfgrass Farm Managers
who want to GRO

* Do you know cool or
warm season grasses?

* Do i’you want more
responsibility + advancement?
* Can you grow your people as well
as you grow turfgrass?
We're Woerner Turf, the fastest
growing turfgrass marketers in the U.S.

Please FAX your resume and
salary requirements TODAY to:
Larry Woerner Senior VP
Woermner Turf
West Palm Beach, FL
FAX: (561)835-0718

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 Mississip-
pi for maintenance supervisors with 2-5 years experi-
ence. Brickman seeks energetic, team oriented college
graduates with proven leadership, communication and
interpersonal skills. Brickman offers full-time positions,
excellent advancement opportunities and exceptional
compensation and benefits with an industry leader
bulbmgonass-yeartmdmonofumompmmsongm
tomer service. For immediate confidential considera-
tion, please send or fax your resume with an indication
of your geographic 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 MAINTENANCE— CENTRAL VIR-
GINIA The largest landscape maintenance contractor
in central Virginia is constantly in search of qualified,
determined individuals who want to be a team player
and part of a rapidly growing, profitable organization.
Positions included: Production Manager, Project Man-
ager, Spray Technician, Foreman, Crew Members,
etc. Excellent benefits including 401-K, bonuses/
incentives. Massive growth potential. Send resumes
to JRGM, HR Dept., 11008 Washington Highway,
Glen Allen, VA 23059 Fax 804-550-1869. 6/98

Excellent opportunity to join a growing Chicagoland
industry leader as a Commercial Salesperson or
Design/Salesperson. We seek accomplished,
highly motivated individuals w/ on-target estimating
capability & proven sales techniques. Expected
commercial volume 1 million+ & residential
$600,000+. We offer an excellent salary w/ com-
missions & great benefits (co. vehicle, insurance,
401(k), etc.) all in a friendly environment w/
advancement potential. For immediate confidential
consideration, please call Maureen (847)526-4554
or fax/send resume & salary history to: 610 W.
Liberty St., P.O. Box 448, Wauconda, IL 60084
(847)526-4580. EOE. 10/97

GROW WITH THE BEST Are you looking for a
future in your career? Landscape Management
Services Inc., a leading northern California com-
mercial landscape maintenance firm, seeks a pro-
fessional Area Supervisor. Our growing, dynamic
company provides a powerful opportunity for an
experienced, energetic professional to soar. Join
a well managed team with career-track training,
excellent compensation, and great working
conditions! Fax your resume in confidence to
415-428-1802. 10/97

Seeking the Green Industry’s Best Sales Manager
An established Southeast-based leader in profes-
sional landscaping and maintenance has an immedi-
ate opening for a fully qualified and productive sales
and business development professional. The ideal
candidate will possess a proven track record of suc-
cess in commercial and high-end residential sales
and a bias toward building long-term relationships.
Skill and experience in estimating and design
would be helpful. Interested and qualified candidates
should either telephone, fax or mail their resume
to: GreenSearch, 6690 Roswell Road, Suite
310-157, Atlanta, Georgia 30328-3161. Toll-free
1.888.375.7787 Fax 770.392.1772. 12/97

IRRIGATION TECHNICIAN 2 positions available.
Starting between $22,466-$30,329 annually.
Apply by Oct 31 1997. Requires: education and
experience equivalent to 3 years exp. in the irrigation
industry. Working knowledge of the Motorola Central
Control System and related components, Irrigation
Auditor Certification, and Backflow Prevention
Assembly Tester Certification are highly desired.
Must possess an AZ CDL with no major driving cita-
tions in the last 39 months, or ability to acquire one
within 6 months of hire date. A City of Scottsdale
application and supplemental questionnaire are
required to apply. Contact: City of Scottsdale Human
Resources, 7575 E. Main St., Ste. 205, Scottsdale,
AZ 85251 (602)994-2491 10/97

BRANCH MANAGER Industry leader, award win-
ning, full service firm in Chicago western suburbs
seeks aggressive sale and client-oriented individual
to be accountable for a multi-million dollar growing
branch operation and be part of the senior manage-
ment team. Responsibilities include sales growth,
budgets, estimating, bidding contracts, quality control,
training and staff development, motivating sales staff,
client interaction, operations management and branch
profitability. Horticulturalbusiness degree or similar a
must, along with working knowledge of all grounds
maintenance operations and proven leadership and
sales record. This is an excellent career opportunity
for an energetic, goals oriented, proven leader with
3-5 years experience as a branch manager and excel-
lent interpersonal and communication skills. Send
resumes with salary requirements and references to:
Tandem Landscape Company, 33w480 Fabyan
Parkway, Suite 101, West Chicago, IL 60185 or
fax to (630)232-6370, Ann Mark Sorrentino. 12/97

Landscape, Irrigation, & Maintenance Managers
Expanding Louisiana Design/build Company is seek-
ing 3 managers with minimum 5-7 years experience
capable of independent operations control. Remote
and local project management skills necessary to join
one of the Southeast's fastest growing regional com-
panies. Job scheduling, materials, equipment, and
personnel co-ordination skills a requirement. Strong
horticultural knowledge of Zone 7-9 plants and dis-
eases is a must to effectively train and direct multi-
ethnic crews and foremen. Excellent earnings and
promotion opportunities. Send confidential resume to:
Jack's Nursery, Inc., 894 Robert Bivd., Slidell, La.
70458, Fax (504)643-2691. 10/97

JOIN OUR ALCA AWARD WINNING TEAM. ORE-
GON'S LARGEST COMMERCIAL LANDSCAPE
COMPANY is looking for experienced Landscape
Maintenance and Construction Supervisors,
Forepersons, and Irrigation Technicians. Must be
Self-motivated, team-oriented, industry professionals
with excellent communication and organizational
skills. Training and opportunties for those who want
to grow with us. Full time positions with excellent
benefits including medical/dental, paid holidays,
paid personal leave, 401-K and others. Send or fax
your resume to: Northwest Landscape Industries,
Attention HR Dept, 16075 SW Upper Boones Ferry
Road, Tigard, OR 97224 fax (503)620-7592.
Drug screening required. 10/97

LANDSCAPE

Arboretum and Grounds Manager Supervise work-
force responsible for the planting and maintenance of
the arboretum and grounds of a 250 acre botanical
garden including: trees, shrubs and turf; disease,
insect and weed control; leaf pickup; composting;
woody plant nursery; and irrigation systems. Respon-
sible for planning and budgets. Will work with other
NYBG departments, consultants and outside contrac-
tors. Must have at least 8 years of experience in pub-
lic gardens and a 2 year degree in Horticulture. Expe-
rience with unionized workforce preferred. NYS DEC
3A Pesticide Applicator's License required within
6 months. Competitive salary and excellent benefits
including 4 wks vacation. Send resume to: Human
Resources Manager-AGM, The New York Botanical
Garden, 200th Street & Southern Boulevard, Bronx,
New York 10458-5126. AAVEOE/M/F/DV 10/97

EDUCATIONAL OPPORTUNITIES

NOW...LEARN PROFESSIONAL Landscaping and
Gardening at home. Accredited program provides
thorough training in all phases of commercial and
residential landscaping. Diploma awarded. Free
brochure describes program and opportunities
in detail. Call 1-800-326-9221 or write Lifetime
Career Schools, Dept: LFO1X9, 101 Harrison
Street, Archbald, PA 18403. 12/97

Two year AAS degree program in Golf Course
Maintenance Operations, Landscape Contracting,
and one year Golf and Grounds Certificate. Fully
accredited, VA approved, expanded learning 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

NO ONE BEATS OUR PRICES Parts-Engines-
Equipment LANDSCAPERS SUPPLY Free
200+ Page Catalog 1-800-222-4303 Lowest
Prices Guaranteed. Free Gift w/First Order. TF

FOR SALE

FOR SALE: Residential & Commercial Landscaping
Company. Located in South Central Kentucky.
Well established, $300,000 per year plus, with room
to grow. Over $100,000 in equity and $200,000 in
Contracts for 1997. Owner will help assist in
transition. For more information, write: Business
Opportunities, 931 Winding Ridge Dr., Somerset,
KY 42503, or 800-928-5296. Ask for Willis.  10/97

MKl THE LANDSCAPERS SUPERSTORE™
WHOLESALE PRICES PARTS & SUPPLIES
CALL FOR A FREE CATALOG 1-800-724-2229
BUY DIRECT & SAVE!!! 3/98

! A natural
alternative to rock salt, our unique ice melting formula
sustains melting down to -12 F, and does not destroy
the vegetation. Call today for truckload pricing
800-989-5444 12/97

WHOLESALE DISTRIBUTOR

Needed to market environmentally friendly, liquid,
slow-release fertilizer products direct from manu-
facturer. Ken Franke, P.O. Box 123, Plato, MN
55370; 800-832-9635. 12/97
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Grab Bag

A last look back

The year was 1966. The occasion,

the founding of the Musser

International Turfgrass Foundation.
The Foundation is named for
Professor H. Burton Musser, a turf-
grass pioneer at Penn State
University for 40 years. Founders
include, clockwise from top right:
Joe Duich; Fred Grau; Warren
Bidwell; Al Wilson and Eb
Steinegger. All were major contribu-
tors to the green industry, and
Duich remains active with Tee-2-
Green/Turf Seed, Inc. The non-profit
foundation continues as a leading
promoter of green industry research
and development. “The foundation
that bears Musser’s name is dedicat-
ed to promoting the same kind of
pioneering individual,” says founda-
tion President Frank Dobie, Sharon
CC, Sharon Center, Ohio.

Timeline: ‘interest’ in bentgrass fairways Turf managers are

“There has been increasing interest in creeping bentgrass as fairway turf. The increased inter- ‘ ful' f
: i g il i resourceful’ folks
est has been mainly caused by a greater use of fairway irrigation; improvement in equipment; a ,
trend toward lower cutting heights for fairways and development of varieties bred especially for Professional turf managers
golf courses, such as Emerald and Penncross...Bentgrasses can make excellent fairways."” will be more important as
the turf industry faces

DR. JOHNNY R. THOMAS, RESEARCH DIRECTOR, NORTH AMERICAN PLANT BREEDERS; Weeps, Trees & Turr, JANUARY, 1974
higher energy costs and a

lower supply of water—and

. e | . £ : “ 'vo in the midet of a they can command higher
Grab Bag features brief observations and We're in the midst of a y 9
prognostications throughout the green indus- o] — I salaries, said Dr. James
try. If you have an unusual photo or com- national chemicat scare Beard at the Nebraska Turf-
ment you'd like to share with us, please send __DR. ALLEN FELSOT, PROFESSOR OF ENVIRONMENTAL grass Conference and Show.
itin... ENTOMOLOGY, UNIV. OF ILL, 1986

—Weeps, Trees & Turr, MARCH, 1981

50 LANDSCAPE MANAGEMENT October 1997



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

Welght distribution and hlgh ﬂota[ion, GraSShopper attachments lets you put Grasshopper

provides maximum traction with minimum tracking.  maneuverability to work all year long.  “patent pending
Selectability gives you a quality cut. Grasshopper,

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. é

: grass'hop'per abil'i’
the ability to make all the right moves for
| mowmy quality and timesaving produdwzty

GENa!

|JEBENSNENEINNEE SRR S=—m = ARNEEEERE S

v i Vg S

Model 721D with 21 hp
diesel engine and 61-inch
Combo Mulching™ Deck
with optional Electric
Height Adjustment.

Call ot write for the name of . - R 2yt ARE e IR
o yont neatest dealerdnda 7 . i ks B it NGy ST BN TR W e s
o “handsan"demonstratlon / Y R AR, i JOVRNEXMOWER

‘ The Grasshopper Company * One Grasshopper Trall « P.0. BOX 637 + Moundrldge I(S 67107 US.A. '
. Phone: (316) 345-8621 * FAX: (316) 345-2301" " W : ©199%, The Grasshopper Company .
Circle No, 113 on Reader Inquiry Card Ok Y ) : R\,



Penncross is Picture Perfect
at the Ryder Cup

Fourteenth hole, Valderrama, Marbella, Spain. Ryder Cup ‘97 golfers play on Penncross, the world’s most specified putting green grass.
P ) p I/ g plaj 4 p g green g

he development of creep-

ing bentgrass greens, tees
and fairways added a fresh
approach to the ancient
game of golf: Putting is now
faster and truer, bentgrass
fairways allow more roll, and
along with tees, recover from
divot and traffic damage
more rapidly. Golfers get
around, and today’s global
players expect bentgrass.

Now, more architects and
designers incorporate the
‘Penn Pals’ from Tee-2-Green
into their courses with out-
standing results. Our bents
contrast well when perennial
ryegrass, Kentucky bluegrass
or fine fescues are used in
short and tall rough areas.
[t's no wonder today’s turf

professionals count on the
‘Penn Pals’ to make their
courses picture perfect.

In 1955 Professor Burt
Musser, assisted by Dr. Joe
Duich, released Penncross
creeping bentgrass as a seed-
ed bent for golf course
greens. For more than 40
years Penncross has
been specified for greens
around the world and
extended the boundaries of
bentgrass adaptability.

Exceptional heat and wear
tolerance plus recuperative
ability are Penncross strong
points. Forgiving nature and
management latitude are
more reasons for Penncross’
long life, reputation and
continued popularity.

Circle No. 128 on Reader Inquiry Card

Superintendents know
Penncross will always rise to
the challenge and perform
flawlessly... like in the
‘97 Ryder Cup at Valderrama.

Penncross is
one of the
‘PennPals"™
available in
the sealed
tamper proof
“Penn Pail”
marketed by
Tee-2-Green®.
Call today for
the distributor
nearest you.

TEE-2-GREEN®

PO Box 250
Hubbard, OR 97032 USA
503-651-2130
FAX 503-651-2351
800-547-0255 (IN US.)




