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QM, d like to show you the
weeds PENDULUM controls.
But they never showed up.

he reason they never showed up? Because PENDULUM®

herbicide is a highly effective preemergent turf herbicide.
Compared to the competition, PENDULUM demonstrates
a higher level of control across a broader spectrum of weed species.
With PENDULUM, weeds won't ever see the light of day.
For the PENDULUM herbicide distributor nearest you,
call: 1-800-545-9525, Ext. 1676.

Herbicide Crabgrass Goosegrass Foxtail PoaAnnua Oxalis Spurge Henbit Chickweed

PENDULUM #] #] (#] 0 &) [+ O o

Barricade® o (+) [+ o A (+) o o

Dimension® +] [+ o o o (4] (4] o

Team® #] (+] o (+] o (+]

Ronstar’ (+} o (+} (+)

Surflan® [ #] 8] #] o A () #] #]

Level of control © Medium A Medium-High B High Not registered
*“Novartis Rohm and Haas Co. Dow AgroSciences Rhone-Poulenc

~— PEND 17

® Registered Trademark, American Cyanamid Company © 1998 Always read and follow label directions.Jhe Power of Cyanamid Pendimethalin
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The Landscape
Management

Handbook

Thie best single-source reference containing
the most current and comprehensive information
on the basics of turfgrass and landscape
management available today!

edited by
William E. Knoop A
A 2
125 pages, softcover ‘ ’}«e ¢
ltem #LSMB830 ¥

$ 249%

\% Provides an overall
understanding of turf
and landscape care and
management and covers

all the basics of the
green industry

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

\# 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 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
Order on-line at www.landscapegroup.com
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. intemational, Hawail, Alaska,
Canada and expedited shipments—call for rates. Residents of CA, CT, GA, 1A, IL, MN, NJ, NY. OH
and TX must add sales tax. Price subject to change. CODE: 950574
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A proud supporter of these green industry
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American Nursery &
Landscape Association
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professional organizations:

Associated Landscape Contractors of America
150 Elden Street, Suite 270, Herndon, VA 20170
703) 736-9666; http://www.alca.org

American Nursery & 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; http//www.gcsaa.org

Independent Turf and Ornamental
Distributors Association

1217 Wayburn

Grosse Pointe Park, MI 48230

(313) 331-7739

The | Association

8260 Willow Oaks Corporate Dr. Suite 120
Fairfax, VA 22031-4513

(703) 573-3551; http://www.irrigation.org

National Arborist Association

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

(603) 673-3311; http://www.natlarb.com

National Golf Foundation
1150 South U.S. Highway One, Jupiter, FL. 33477

- (561) 744-6006

Ohio Ti Foundation
P.O. Box 14824, Columbus, OH 43214
(614) 760-5442

The Outdoor Power Equipment Institute
341 South Patrick St

Old Town Alexandria, Va. 22314

(703) 549-7600; http://opei.mow.org

Professional Grounds Ma

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; http://www.plcaa.org

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

Washington, DC 20005

(202) 872-3860

Sports Turf Association

1375 Rolling Hills Loop, Council Bluffs, [A 51503-8552
(712) 366-2669; (800) 323-3875;
http://www.aip.com/stma

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

ance. The comfortable 30° angled

grip ends that give you better leverage. The
“cushy” absorption during high-repetition, high-impact
cutting. Then notice the sure, swift, clean shearing per-
formance of its fully forged blades. The AH 6900
Series Aluminum Handled Hedge Shears by Corona.

Amazing comfort plus outstanding performance.

Cono\
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© 1998 Corona Clipper / A Harrow Company 1540 E. Sixth St. / Corona, CA 91719
800/847.7863 or 909/737.6515 / Fax 909/737.8657 / www.coronaclipper.com
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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
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News ITems LANDSCAPE
Yo >

ADVERTISEMENTS manageme nt

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

Fax: 216-891-2740
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Engines that deliver maximum performance when you need
it most. That's Echo Pro Performance. 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.

-

Inside every Echo power tool beats our world-class, two-stroke engine - the heart of Echo’s legendary performance and unsurpassed
reliability. It's here, in the engine, that our rugged construction and intelligent engineering make the difference.

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 Pro Performance Team

1997 Echo, Inc
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OPENING SHOTS

Send your
team to the
GIE. It's well
worth it.

TERRY MCcCIVER
Editor-in-Chief

6 LANDSCAPE MANAGEMENT

ere’s the deal: for $35 each, you can
treat your employees to lunch and a
day of educational sessions designed
to help them become better assets to
your company.

That's what the Green Industry Expo is doing
in Nashville this year with “Green Team Day.”

Sure, you have to get them there, which, may

or may not be a challenge, depending on where
you are. But if your office is within one or two
days of Nashville, you really ought to consider
driving at least two or three of your crew in.

The GIE is held from
Nov. 14-17, with Green
Team Day on the 17th.
The day starts early, so
you'll probably want to
get your crew there the
night before.

If you feel your crew
could use a brush-up on
these topics, or if it's their
first time exposure to the
show, you should send
them in for the day.

The GIE is the main
event within the land-
scape, lawn care and
grounds management in-
dustries. It's co-produced
by the Professional Lawn Care Association of
America (PLCAA); Professional Grounds Man-
agement Society (PGMS); and Associated Land-
scape Contractors of America (ALCA).

PLCAA sessions during Green Team Day in-
clude: Six Sure Fire Ways to Make Your Day
Shorter; Taming an Ormery Engine; How to Use
a Spreader Correctly; and How to Reduce Call-
Aheads.

The Professional Grounds Management Soci-
ety’s educational topics include: Pitfalls in Sports-
field Construction; Customer Service from the
Ground Up; Common Sense Tips for Landscape
Design; and Growing Good Employees.

The Associated Landscape Contractcors of
America will offer sessions on How to Read Your
Customer’s Mind; Fleet Management; Equip-

September 1998

ment Selection and Maintenance; and Ways to
Make Your Day Shorter, among others.

The responsibility here cuts both ways. As a
company manager or owner, you owe it to your-
self, your employees and your company to ensure
your employees have a well-rounded education.
If you are stressing Green Industry “career oppor-
tunities” within your company, this is one way to
show it. Employees often feel they are not learn-
ing enough, that they don’t know enough about
what this industry is all about. They need to see
how other people work, what's going on in the
Green Industry.

Your role has to be that of a mentor as well as
a boss. If you take the time to nurture and edu-
cate the career-oriented members of your team,
they will likely pay you back with dedication,
quality work and much thanks.

Anyone we've asked has told us that yes, the
employee retention equation includes opportuni-
ties for personal and professional growth.

It's getting to be a tired story, hearing about
how hard it is to find good employees. Well, it’s
partly because not enough employers are making
Green Industry jobs attractive, challenging, and
career-based. It's no wonder that workers bolt for
50 cents an hour more. What are you offering
them besides the work, which is hot, hard and
sometimes exhausting?

If you send your team to the show alone, you
have to make them accountable for what they do
there. Let them know they will have to be teach-
ers when they get back to the office, and will be
expected to pass along what they learned to oth-
ers in a classroom setting.

If all they can tell you is what they had for
lunch, and hand you an unopened binder filled
with unread handouts, you've made a mistake,
and they slept in.

For more information, call ALCA: 800/395-
2522; PLCAA: 800/458-3466; or PGMS:
410/584-9754.



THE JEFFERSON MEMORIAL:
PINK MARBLE, INDIANA LIMESTONE & LOFTS SEED

WA

JEFFERSON ME

Only the finest materials are used at the
Jefferson Memorial. That's why you'll find
Lofts Seed on the grounds of this and other
famous places such as the Statue of
Liberty, the White House and Central Park.
For seventy-five years Lofts Seed has been
developing turfgrass varieties with
improved germination, color, drought
tolerance and insect and disease resistance.

INTRODUCING:

turf-type
tall fescue

Hebel

SENTRY @

* Endophyte enhanced to protect
against surface-feeding insects

* Rich, dark green color

* Fine-textured leaf blade

* Improved disease tolerance to
brown patch and leaf spot

Rebelxl  Rebel i

Circle No. 113 on Reader Inquiry Card
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Our Rebel turf-type tall fescues produce
exceptionally durable turfgrass that performs
well in both sun and shade conditions. That
makes them perfect in high traffic areas
such as parks, commercial sites, home
lawns, even historic monuments.

So use Lofts Seed. And your next project
might just become a landmark.

' turf-type

ana tall fescue

* Rich, dark green color

» Upright growth habit

» Strong disease tolerance
to brown patch

Rebel 8D

WASHING

L0 NTDY, "C

For more information,
call Lofts Seed
toll-free at
1-888-LOFTS CO

www.turf.com

Where Great
Grass Begins
An AgriBioTech Company

ABT AgriBioTech, Inc.



http://www.turf.com

ASK THE EXPERT

BALAKRISHNA RAO

Manager of Research and

Technical Development
for the Davey Tree Expert
Company, 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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Gypsy moth in decline?

Last year we had a number of
gypsy moth larvae dead or dying
from something. We have seen this
happening on our clients properties,
even before we had a chance to
treat them. This has been an obser-
vation of local communities in our
area. It looks like a disease may be
killing them. Also, last year we did
not see much feeding damage from
the gypsy moth compared to previ-
ous years. Are they in decline?
What should we expect for the
1998 season?

—NEW JERSEY

Your observation regarding
larval mortality is correct. They
may be dying because of the
fungal or viral infection. A fun-
gal agent called Entomophaga
maimaiga has been found in
many states including New Jer-
sey, Delaware, Michigan, Vir-
ginia, Pennsylvania and Ohio.
This fungus causes a disease on
gypsy moth larvae - killing
them. As a result, even 4th and
Sth instar generations may be
found dead on tree trunks. Dis-
eased and sick larvae look slug-
gish, and when touched or
poked, the cell content comes
out, which reportedly causes an
itching irritation when in con-
tact with the skin.

A typical gypsy moth out-
break would last for two to four
years. But in recent years, be-
cause of these natural biological
control agents, as well as con-
centrated treatment programs
using commercial Bacillus
thuringiensis (B.t.) products and
traditional and/or alternative in-
secticide programs, their popu-

lations are in decline. Reports
from United States Department
of Agriculture Forest Service in-
dicate that the gypsy moth de-
foliation was the lowest on
record since 1968. They also re-
port that the defoliation has de-
clined more than 85% from
1995 to a low of 202,472 acres
scattered across 11 states. They
noted that most dramatic de-
cline occurred in Virginia - from
850,000 acres in 1995 to 0 in
1996.

Scientists also feel that the E.
maimaiga fungus is rapidly
spreading from state to state
along with gypsy moth. They
suggest that the increase in de-
foliation in newly infested areas
may be because the fungus has
not kept pace with the advanc-
ing front of gypsy moth.

The question always remains
“speculative” as far as what to
expect in 1998 and the future.
Transmission of fungal
pathogens to insects and subse-
quent population control re-
quire long periods of moist
weather so gypsy moth popula-
tion ‘crashes’ are hard to pre-
dict. In the Northeast, decline
generally occurs after gypsy
moth are in an area for a few
years. However, gypsy moth ac-
tivity may gradually move west-
ward with time and environ-
mental conditions may not be
conducive to control by natural
agents. Therefore, any efforts
made to manage them should
be continued with an open
mind in regards to outbreaks or
resistance to biological agents.
Where feasible, mechanical re-
moval and discarding of egg

mass and pupae should be
maintained.

Thanks to mother nature
help to keep the gypsy moth
population to a level where we
can maintain the remaining
moths known, practical means
of plant health care practices.

Ground ivy invasion

We have had a problem man-
aging ground ivy. It creeps into
lawns from adjacent areas. We
have been using 3-way mixtures of
2,4-D, Dicamba and MCPP. Re-
sults are variable. Is there anything
else we can use to get rid of these
weeds?

~WEST VIRGINIA

Ground ivy can present a se-
rious problem if not managed
properly. The plants produce
new growth wherever their
stems come in contact with the
ground. The 3-way mixture of
2,4-D, Dicamba and MCPP
should work reasonably well.
However, sometimes this
perennial weed may be difficult
to manage with a few applica-
tions. Ground ivy is considered
to be ‘intermediate’ in suscepti-
bility to the above herbicide
mixture in some situations.
That may explain why you are
getting variable results.

Consider using products
such as Turflon-II or Confront.
Repeat applications may be
necessary.

Read and follow label speci-
fications for best results. LM
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Hey, Clover.

Your luck has just run out.

That goes for all Finally, a new postemergent broadleaf herbicide that truly
of your broadleaf advances the science of weed control for ornamental lawns

. and turf grasses.
buddies, as well.
Millennium Ultra is uniquely formulated to provide the most

effective, broad spectrum broadleaf weed control available.
At the center of this leading edge chemistry is Clopyralid
for superior control of clover and all legumes. It's joined
with 2,4-D and Dicamba for rapid response and outstanding
effectiveness against dandelions, spurge, oxalis and other
woody species.

This exclusive state-of-the-art formulation annihilates

hard to control weeds in a single treatment. The

results are fewer callbacks, happier customers
and a product that's easier on the environment.

Millennium Ultra's low volatility amine
formulation makes it tank mix compatible
with liquid fertilizers or liquid iron all
summer long.

For ultimate performance, get Millennium Ultra.

Riverdale
1}
i

. - ™ L i 1
The Formulation Innovators lllennlum HJ i r,%
(800) 345 3330 Uitl U
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ARBOR VIEW

Thou

NANCY STAIRS
Technical Editor

hts on
fall planting

fter the rush of spring, and the de-
mands of summer, the fall can be a
" time when things slow down enough
that tree planting can be fit into the
“schedule. While not necessarily the
best time for planting, as root regeneration will
not be as great as when planting in the spring,
good scheduling and proper post-planting care
can mean successful tree establishment.

As when planting in the spring, efforts must
be made to keep the roots from drying out and
moving trees on dry, hot, windy or cold days
should be avoided. Trees should be well watered
as a dry fall and a cold winter are not conducive
to tree vitality or survival. But the soil should not
be too wet either. Mulching is also important,
even at this time of year.

If the site is prone to win-
ter winds, this may be a
situation where staking
(with suitable materials
and not ... wire throughia
piece of garden hose) is
appropriate as the re-
cently planted tree may
not have sufficient root
growth into the parent
soil to keep it up-right, or
winter winds may cause
excessive tree movement,
tearing the newly established roots in the transi-
tion area between the planting hole and the par-
ent soil. Thin-barked trees may be more suscepti-
ble to sunscald in the winter as they are not likely
to be acclimatized to the new situation; so pro-
tective wrapping can be left on the tree trunk but
must be removed in the early spring. Young trees
can‘actually photosynthesize through their bark
tissue and will need all the available surface area.

Balled-and burlapped or container stock are
most suitable for fall planting and use of bareroot
should be avoided. Double-check the root condi-
tion of the planting stock to be sure that the roots
are in reasonable condition.

Deciduous trees are best transplanted after
the leaves have turned color and dropped. In
colder climates this is best done at least a month

10 LANDSCAPE MANAGEMENT September 1998

before the soil freezes to allow time for some
root development. In warmer climates, the win-
dow of opportunity is much larger. Conifers can
be transplanted in the late summer and early fall.
Once the buds have set and shoot elongation is
completed the trees are better able to withstand
transplanting, however, high temperatures and
water stress should be avoided so take local cli-
mate into account.

There are benefits to fall planting: the soil is
warmer and may have more moisture (or the cli-
mate may be subject to autumnal rains), encourag-
ing some root growth prior to the winter. Transpi-
ration of conifers and broad-leaved evergreens
should be reduced due to shorter days and cooler
temperatures.

There are species which should not be planted
and some nurseries will not guarantee some tree
species for fall planting. It is a good idea to check
with your nursery supplier to make sure your trees
are guaranteed if planted in the fall. According to
information from the Morton Arboretum in Lisle,
IL, species commonly recommended for spring
planting only include: the families of birches (Be-
tula spp.), beeches (Fagus spp.), dogwoods (Cor-
nus spp.), cherries, apricots and plums (Prunus
spp.), hickories (Carya spp.), poplars (Populus
spp.), larches (Larix spp.), willows (Salix spp.),
hemlocks (Tsuga spp.), magnolias (Magnolia spp.)
and most of the oaks (Quercus spp.) except Eng-
lish and pin. Other tree species include: yellow-
wood (Cladastris lutea), tuliptree (Liriodendron
tulipifera) and baldcypress (Taxodium distichum).

‘O the-other trand;keep-irrmind that planting
failures may be as much due to poor planting stock
condition, poor site selection, poor planting prac-
tices or poor post-planting care as to tree species.
The extremes of winter can be even less forgiving
to a poorly planted tree that the summer because
you can't see the response of the tree reflected in
the leaves. Exercise care in these aspects and tree
survival should be more likely and hopefully those
that do survive look good too. LM

Agree/Disagree? Comments/Questions?
Column Suggestions? Let Nancy Stairs know at
440/891-2623. Fax: 440/891-2675. E-Mail:
nstairs@advanstar.com
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1997 Midwest Turfgrass Field Day
kicks off William H. Daniel Center

WEST LAFAYETTE, IN - Pur-
due University’s Turf Pro-
gram is on a roll.

Its new 25-acre William
H. Daniel Turfgrass Research
and Diagnostic Center (even
without its 7200-sq.-ft. edu-
cation building which is
under construction) was a big
hit with 750 turfgrass man-
agers. The occasion was the
Midwest Turf Field Day on
July 28. This was the largest
attendance ever at the field
day, a 15 percent increase
over 1997’s attendance. This
was the first-ever field day
held at the new site.

Turfgrass mangers from
Indiana and surrounding
states enjoyed perfect
weather as they reviewed
what turf experts at Purdue
were working on. Besides the

Dr. Clark Throssel reported that
so far results have been incon-

clusive on attempts to control
Poa trivialis in creeping bent-
grass by using pesticides.
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Perfect summer weather attracted over 700 to Midwest Turfgrass
Field Day at Purdue. The new 25-acre site provided more room for

supplier displays.

technical discussions at each
separate research plot, the
visiting turf pros seemed to
appreciate the extra space
provided to suppliers. The
new site is four times larger
than the former research site.

The Turfgrass Science Pro-
gram at Purdue received ap-
proval and finished plans for
the teaching and research fa-
cility in the summer of 1996.
That same summer drainage
and irrigation were installed
at the site, which is adjacent
to Kampen Golf Course and
just a mile or so from Ross-
Ade Stadium. In October
1996 two acres were seeded
there at the Daniel Turf Cen-
ter, with eight additional
acres seeded in 1997.

July 1997 saw the installa-
tion of specialized irrigation
plots for biological control re-
search, and by October 1997
a 1-acre USGA green was in
place. It was seeded this past
spring.

But, the biggest boost to
the program will come with
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ing laboratory for undergradu-
ate classes in turf manage-
ment and also for seminars for
professional turf managers,”
says Dr. Clark Throssel, turf-
grass professor at Purdue.
“Owr goal is to provide for

N as much hands-on education
for students as we can. We
want students to be able to
learn by seeing turf and turf
problems with their own eyes
the construction of the 7200-  and getting their hands dirty.”
sq.-ft. turfgrass education More than 70 students are
building. Construction began  majoring in Turfgrass Science
this summer. It will house a at Purdue.
teaching laboratory for 60 The new research/educa-
tion site was named to honor
the late William H. Daniel, a

nationally respected turfgrass

people, offices for grad stu-
dents and faculty to use while
working at the Daniel Turf
Center, a field lab, an office
for Don Fassnacht, the facility

educator and researcher at
Purdue, and the co-inventor
of the PAT natural turf sports
field construction system. O

manager, and space for
equipment storage.

“We plan to use the teach-

TruGreen-ChemLawn
buys Ruppert Company

ServiceMaster subsidiary, TruGreen/ChemLawn and
Ruppert Landscape Company announced on August 26
that TG/CL has acquired the Ruppert company. Ruppert's
team will lead the TG/CL landscaping division, which will
be headquartered at Ruppert's current base in Ashton, MD.
Ruppert will continue to operate under its current name and
leadership structure for the foreseeable future. Craig Rup-
pert will stay on as President of Ruppert Landscape Com-
pany, and will take on added duties to manage the new divi-
sion, which currently operates from 14 offices throughout
the U.S. Additional expansion is planned for the division, re-
ports Ruppert. The buy gives TG/CL'’s landscape division
annualized revenues in excess of $140 million. O
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11, | JULTIMATE WHEELBARROW

INDUSTRY LEADERS SEE PROFIT RISE WITH NEW TECHNOLOGY

I Soon, this one- wheeled

o more wheelbarrows
tub on two handles will be obsolete because of
a new technology that is sweeping the landscape
industry. Rexius Forest By-Products of Eugene,
Oregon has patented a highly efficient system that
will pneumatically apply a wide variety of mulch
and compost materials at distances up to 800 feet
away. This new system is fully automated and oper-
ates with remote control allowing only one person
to apply 30 to 100 cubic yards of material per hour!
No other equipment can match the power and ver-
satility of an Express Blower

With today’s rising costs in manual labor and
the risks associated with large pools of employees,
you need to take advantage of every opportunity to
streamline your business and become more cost
efficient. With the new Express Blower from Rexius,
you can now take an entirely new approach in the
application of mulch materials. One truck replaces
dozens of workers and cuts your job time into a
fraction of what it used to be. With this new sys-
tem, the operator can apply material quickly and
evenly, saving you 20% to 30% in material costs
alone. When applying materials with an Express
Blower you can work year round, in any weather,
because theres no damage to the terrain with blow-
er hoses as compared to the high traffic of workers
and wheelbarrows. A typical load of material can be
applied in a couple of hours where it takes a 5 man
crew all day to spread. Industry leaders are realizing
that spreading by hand is a waste of time and
money, and are choosing to spread their materials
with an Express Blower

The capabilities of the Express Blower are con-
tinuing to grow and in recent months they have
been expanded upon with an all new “Supplemental
Injection System” which actually injects seed, fertil-

izer or any number of other granular materials
directly into the blow stream while blowing.
Express Blower technology literally replaces the
need for hydroseeding in many cases, and elimi-
nates the cost of two separate applications. The
Express Blower is powerful enough to blow topsoil
blends designed for new lawn installation and apply
the grass seed, all at once! Consider the ease and
effectiveness of blending pre-emergent herbicide
and landscape mulch together in just one applica-
tion, or compost and native seed blown on sloped
embankments for immediate and long-term erosion
control. The possibilities are endless with the

Express Blower

Companies all over the country are expanding
their business and realizing the profitability of an
Express Blower. They have reached into several
new markets spreading mulch, compost, topsoil
blends, playground chips, and even animal bedding
for the livestock and poultry industries. They have
also expanded into new areas of business such as
sports turf topdressing and erosion control for high-
way departments and municipalities. If you are
looking for an edge on your competition or a new
business venture that will bring a high rate of
return, the Express Blower is the key to expanding
your possibilities

For more information about the
Express Blower log on at
expressblower.com
or call toll free 800-285-7227

==

FEHpress Jlower

A Division of Rexius Forest By-Products, Inc
750 Chambers St., Eugene, Oregon 97402
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Landcare USA, Brickman still buying

LandCare USA and The
Brickman Group continue to
acquire commercial landscape
companies.

“We're on a path to be-
come the leader in the com-
mercial landscape and tree
services business,” Bill Murdy,
chairman and CEO, told
LANDSCAPE MANAGEMENT.
“We intend substantial more
growth.”

In August the Houston-
based company announced
that it had acquired:

Clean Cut, Inc., Austin,
TX, founded in 1985 by Den-
nis Dautel and Rex Gore;

Landscape West, Inc.,
Anaheim, CA, founded by
Barry L. Konier in 1962;

Horticultural Industries,
Inc., Sarasota, FL, founded by
Donald and Bill Davoli in
1987;

Gator & Gator Landscape
Co., Longwood, FL, founded
by Scott Annan and Chuck
Richardson in 1983;

Continental Landscape
Management, Inc., Phoenix,
AZ, founded by Aaron Eu-
bank in 1985.

These additions, com-
pleted with a combination of
stock (81 percent) and cash
(19 percent), provide 83 per-
cent maintenance and 17 per-
cent installation services. Sev-
eral other acquisitions will be
announced in September.

“We have closed a couple
of other companies, but we
have not released those
names,” Murdy told LM.
“They want to have a chance

to have their employees un-
derstand the whole thing.”
Meanwhile, The Brickman
Group Ltd., headquartered in
Langhorne, PA, in July pur-
chased Allen Keesen Land-
scape, Inc., based in Denver.
“We're going to continue
moving west,” Scott Brick-
man, president and CEO, told
LM. Brickman's goal is also to

be a national service provider.
Earlier this year Brickman
acquired KT Enterprises,
Chantilly, VA; Kopabianco
Landscape, New Haven, CT;
BMI, Indianapolis, and Can-
non Landscape Services, in
Maryland. Founded in 1939

as a landscape business for

homeowners by Theodore W.

Brickman, Sr., The Brickman

Leaf mulch not bad for turf

Group now has more than 60
locations, most of them east
of the Mississippi.

“We're growing as we al-
ways have, primarily through
internal growth,” Scott Brick-
man said, adding that his orga-
nization is always looking for
other companies to embrace
“as long as they're good fits.” O

WEST LAFAYETTE, IN - The easiest way to dispose of leaves is to mulch them into the turf.
Though this practice has been recommended for many years, there is little data on the long-
term effects of tree leaf mulching into turf. Work at Purdue University and Michigan State
University could change that.

“After four years, everything has been posi-
tive regarding mulching leaves into the turf,”
said Zac Reicher at the Midwest Turf Field Day.
Reicher, an extension turfgrass specialist, was re-
ferring to a long-term study at Purdue focusing
on multiple years of annual leaf mulching on

turf performance.

Every October since 1994, Purdue investi-
gators have collected maple tree leaves to apply
to the turf. These leaves are run through a
graden shredder and applied to a perennial rye-
grass—about 4000 lbs./A in a single application
and immediately mowed with a mulching
mower. (A woodlot will drop about 3000

Ibs./A/yr of tree litter.)

Dr. Zachary Reicher, turfgrass extension special-

ist, says leaf mulch won’t harm turfgrass.

Since the researchers felt that the high car-

bon-to-nitrogen ratio in the tree leaves would eventually limit nitrogen in the stand they used
three annual nitrogen rates. Beginning spring 1195, N rates used were 0.2 and 4 Ibs. N/1000
ft%/yr. However, by summer 1996, the ryegrass receiving no additional nitrogen declined dra-
matically and so the annual N rates were adjusted to 2, 4 and 6 Ibs. N/ 1000/ftzlyr.

Data collected includes monthly clipping weights, visual quality and color ratings, and an-
nual evaluations of thatch, soil pH and soil nutrient concentrations.

“There has been no negative effects of mulching these leaves into the turf,” said Reicher.
“There is no disease effects, no weed pressure effects, no nutrient effects, and no effect on
soil pH.

“We're not saying that everybody can mulch the leaves into the turf. But what we do rec-
ommend is that any place that you can, consider mulching the leaves.” O
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The floating green at Coeur D'Alene GC

GOLF COURSES

Blackhawk CC
Madison, Wi

Blackhawk is an enviable golf
course and Monroe Miller is a fine
golf course superintendent. But, be-
hind the scenes, Miller has been a
leader in his profession for decades.
As editor and publisher for The
Grass Roots, the Wisconsin GCSA's
award-winning publication, Miller is
an unsung hero of professional ed-
ucation. He's also been a voice for
the average superintendent nation-
ally at times when few others were
speaking out.

Albuquerque, NM
David Chavez, CGCS, runs one
of the best-managed public golf de-

partments in any municipality in the
United States. Despite tremendous
play pressure, Chavez and his team
deliver great conditions at five facilities
that are among the only public access
golf courses in the region. In his spare
time, Chavez has been a leader in
GCSAA and his local chapter.

The famous floating island
green gets most of the attention,
but the rest of the course is an eye-
popping treat maintained to the
highest standards by John Anderson
and crew. Green Industry profes-
sionals visiting Idaho for the turf
seed field days would be well ad-
vised to schedule a side trip to this
outstanding achievement in envi-
ronmentally sound management.

THE TOP GREEN Il\IDI.ISTHV I.EADERS




Wherever Joe Hahn, CGCS,
pictured, goes, quality follow.
Hahn, who
oversaw Oak
Hill CC
through two
Opens and a
Ryder Cup, has
brought out-
standing turf
quality to this
quietly excel-
lent club.
Hahn is a class guy who commands
the respect of his peers and earns
the goodwill of those who play his
courses. No one preps a course for
a major better than Hahn.

Crooked Stick GC
Carmel, IN

How would you like to be the
superintendent in Pete Dye’s back-
yard? Chris Hague, CGCS, loves it.
He's brought the same outstanding
conditions to Crooked Stick that he
brought to Hazeltine National dur-
ing the 1990 Open. This may be
the best course in Indiana and
Hague is up to the challenge.

Dakota Dunes CC
Dakota Dunes, SD

Remember those pictures of
golf courses completely submerged
by floods in 1993? Dakota Dunes
was one of them. Now, despite pe-
riodic flooding, this blending of river

delta, links and woodland features
is home to a Nike Tour event and a
favorite for executives at nearby
Gateway 2000 headquarters.
Doug Hausman, CGCS, and his
staff battle the elements to provide
great golf in the northern plains.

West Palm Beach, FL

This daily fee gem combines the
highest maintenance standards with
innovative and effective business
practices. They were among the
first to install cart-mounted comput-

erized range finders, a technology
that not only speeds up play, but
enhances player satisfaction and
boosts revenues through advertis-
ing. Superintendent Steve
Bernard and owner Ray Finch
continue to make Emerald Dunes a
truly marvelous experience
for the more than 300 cor-

hosts each year.
Fox Hollow at Lake-
wood
Lakewood, CO

If other courses are
models of environmental-
ism, Fox Hollow is a model
for accessibility. Don Tol-
son, CGCS, has led the course’s
commitment to providing great golf
for all, despite disabilities. Fox Hol-
low has hosted an annual tourna-
ment for the American Disabled
Golfers Association and Tolson has
been one of the leaders in educat-
ing superintendents about the
Americans with Disabilities Act and
its implications for golf.
The General at Eagle Ridge
Galena, IL

Bob Graunke, CGCS, and his
staff at Eagle Ridge do things right

porate outings the facility |

— and they do it affordably. The
addition of The General in 1997
was a major enhancement to the
Eagle Ridge facility. This scenic
beauty was designed by Roger
Packard and Andy North for daily
play, but it's also a delight for first-
timers as well.
Hazeltine National GC
Chaska, MN

Jim Nicol, CGCS, always tells it
like it is, but he's modest about his
team’s accomplishments at Hazel-
tine. This 1991 Open course con-
tinues to deliver great golf under
Nicol’s leadership and is one of the
true greats of the North. Superbly
conditioned despite some of the
toughest winters around.
The Honors Course
Ooltewah, TN




David
Stone, pic-
tured, is a con-
summate pro-
fessional. The
Honors Course
is a Pete Dye
masterpiece
and one of the
first facilities
certified as an Audubon Coopera-
tive Sanctuary. The Honors has
emerged under Stone’s leadership
as a seamless blend of golf and na-
ture. Look for big things in this Ten-
nessee beauty’s future.

Mundelein, IL

Pete Leuzinger, CGCS, pic-
tured, of lvanhoe has done as much
as any superintendent to advance
the cause of environmental golf.
He has been
an active
spokesman for
the industry’s
efforts to be-
come
“greener” and
for the past
four years, he's
brought that
same spirit of
education to vanhoe, a blending of
prairie, marsh and forest in
Chicagoland. The members have
enthusiastically embraced
Leuzinger's approach, and the club
is a model for how golf can proac-
tively create a better image for itself.

Ardmore, PA

Merion is one of the granddad-
dies of American golf. This subur-
ban Philadelphia classic has been
under the excellent care of Paul B.
Latshaw, son of Paul R. Latshaw, '
one of the deans of the profession.
The younger Latshaw has helped to
revitalize the relatively short Merion
course and bring it back to its for-
mer glory.

Jackson, NJ

This coastal New Jersey club is a
spectacular blending of nature and
golf designed by Roger Rulewich
during his days working with Trent
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Jones. The course winds its way
through irreplaceable wetlands and
is a favorite of celebrities, politicians
and other notables from the nearby
Big Apple. Superintendent Dennis
Parker continues the quality stan-
dards set by Steve Cadenelli, CGCS,
(Metedeconk’s longtime super and
former GCSAA president) as well as
the club’s strong commitment to
education and research.
Ohio State University Golf
Courses
Columbus, OH

Pretty tough to maintain two
great courses (Crimson and Gray),
be a laboratory and classroom for
one of the nation’s finest collegiate
turf programs, and live up to the
legacy of Jack Nicklaus's school
days, but Gary Rasor and his squad
do the job year after year. A trip to
the Ohio State courses is a must for
any turf pro visiting Columbus.
Ojai Valley Inn
Ojai, CA

Sam Williamson, CGCS, and
his team, have produced one of the
best kept secrets in southern Cali-
fornia at the Ojai Valley Inn & Spa.
Nestled just north of Los Angeles,
the course is a beautiful, highly
playable centerpiece for a great re-
sort and conference facility. The
course is extremely challenging, but
thanks to Williamson, very fair for
the thousands of first-timers who
visit the facility each year as part of
corporate groups.

Lawrence, KS

A nine-hole executive golf
course in the LM100? It's true!
Anyone who
has visited this
miniaturized
classic in
northeast
Kansas (just a
stone’s throw
from GCSAA
headquarters),
knows why we
think it's spe-
cial. Top-notch cohansey bentgrass
putting surfaces and carpet-like
zoysia fairways combine with a
great layout that weekday visitors
can play for $10 during a lunch
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hour. With maintenance overseen
by Dick Stuntz, CGCS, and his
crew at nearby Alvamar G&CC, it's
one of the best executives in the
country.

This enduring and endearing lit-
tle course in the shadow of the Su-
perstition Mountains is one of the
best public golf values in the South-
west. Jerry Zidow, CGCS, one of
the true gentlemen in the golf
course maintenance business, leads
a team that keeps this course in top
shape despite tremendous playing
pressure from the snowbirds and
numerous corporate outings.

Roswell, GA

Asked privately how he'd rate
Peachtree GC, one Georgia-based
golf executive said flatly, “It's the
best in the state.” Better than that
well-known course down the street
in Augusta? “Yup, no question.”
High praise, but justified for the
only course designed collaboratively
by the Jones boys (Robert Tyre and
Robert Trent). Bill Shirley, CGCS,
and his staff keep the greens light-
ning fast for some of the south's
finest amateur players. Flush with
florals, Peachtree is a southern belle
in all her glory.

Pinehurst, NC

What can you say that hasn't
been said? Pinehurst, with its eight
courses overseen by Brad Kocher,
CGCS, and Bob Farren, CGCS, and

a tremendously professional staff, is
arguably the best golf complex in

the world. The greens on Pinehurst
#2 have been successfully converted
to Crenshaw bent in preparation for

the 1999 U.S. Open, thus curing
the only potential fault in this classic
course’s bid to be one of the great-
est tournament sites of all time.
Tom Fazio's new Centennial Course
(#8), is only a few years old but
looks and plays like a mature mas-
terpiece.

Minden, NE

If you build it, they will come.
That was the thinking behind Sand-
hills, a genuine classic in the middle
of western Nebraska's scenic dunes
land. Ben Crenshaw designed it
and a team led by Corey Crandall
maintains it. Built in 1995, the
course isn't just environmental —
it's actually part of the environment.
It's proof of the old Donald Ross
adage, that architects don't build
courses, God does — architects just
find them. It's tough to get to this
isolated tribute to the Scottish dunes
classics, but the trip is worth it.

While the masses enjoy the TPC
at Sawagrass across the street, Frank
Sbarro and crew provide tremen-
dous golf for members and guests
at Sawgrass CC. Build among the
mangrove swamps, this course was
environmental before environmen-
talism was cool. Great golf, plenti-
ful wildlife and a quiet setting. Just
heed Sbarro’s warning not to worry
about errant balls hit into the
swamp — they belong to the
snakes and gators.

Spencer T. Olin GC
East Alton, IL

Just east of St. Louis lies one of
Arnold Palmer’s oldest and best de-
signs, Spencer T. Olin GC (named
for one of Palmer’s earliest support-
ers and the founder of the Olin
firearms and fittings companies).
Rob Dillinger, CGCS, and staff
have battled the Mississippi River
periodically with mixed success (you
needed scuba gear to play it in
1993). But, when the river cooper-
ates, this is one of the finest and
best maintained public facilities in
the Midwest.



You know our
M-Series mid-size
tractors for their
all-round ver-
satility. Now we're
going after some
new turf.

Introducing
our M4700,
2-wheel drive Turf
Special. It's got
wide flotation turf
tires, a low-profile
front end, creep
speed for spraying and turf conditioning and
a sunshade for added comfort.

Like all Kubota tractors, the M4700
is loaded with features that increase pro-
ductivity and make
operation easy.

An ISO-mounted,
semi-flat deck greatly
reduces vibration

Creep speed transmission
has 12 forward .~p¢'ni>
(0.17-13.76 mph) with
turf tires

Kubota also offers an M4700 model with 4-wheel drive.

and minimizes
fatigue, while
hanging pedals
add comfort and
ease of operation.

The E-TVCS
5-cylinder diesel
engine delivers
maximum power,
with high torque,
low noise and
low vibration.
Enhanced com-
bustion efficiently
reduces fuel cost and lowers emissions.

The Kubota M4700 Turf Special.
It's designed from the ground up for land-
scape and turf applications. And
then some.

For more information, please write to:

IKiyhola

KUBOTA TRACTOR CORPORATION
P.O. Box 2992, Dept. GM
Torrance, CA 90509-2992
or call Toll Free 1-888-4 KUBOTA ext. 401 é
(1-888-458-2682 ext. 401)
Financing available through Kubota Credit Corporation % [
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A Nicklaus-designed nine-hole
course in the middle of southern
Missouri? Yup, and it's an
Audubon Signature course as well.
This tasty little morsel in the midst
of the Ozark Mountains is the brain-
child of Bass Pro Shops founder
Johnny Morris, with help from the
Golden Bear and Audubon Interna-
tional's “Green Bear,” Ron Dodson.
Now lovingly cared for by natural
resources manager Terry Frost, Top
of the Rock combines the best of
playability and environmental re-
sponsibility in a small package.
Turning Stone Casino Resort
Upstate New York

Joe Baidy, CGCS, pictured, is
simply one of the best guys in the
industry. After many years at Aca-
cia CC, a Cleveland-area Don Ross
treasure he
helped to re-
store, he has
taken on a
new challenge
at Turning
Stone. Baidy is
a remarkable
superintendent
who has also
devoted much
of his professional life to serving his
colleagues through GCSAA, local
superintendents associations and
the Penn State alumni group. Joe
won’t acknowledge that he's been
one of the profession’s greatest
leaders, but he gets plenty of credit
for the current status of GCSAA.

GROUNDS FACILITY
MANAGERS

Recreation, TN

This community of nearly 40,00,
with 522 acres, not including green-
ways, keeps Harvey Faust, Director
of Parks and Recreation, busy. For
the city to
maintain a
high level of
service to the
community re-
quires a com-
mitment at all
levels. Faust
says."We con-
tribute back to

the quality of life. We think of our-
selves as not being a bat and ball or-
ganization but one that is vital to the
health and welfare of our citizens.”

Ed Harvey, Executive Director
of Northbrook Park District, oversees
200 acres of parks and a 215 acre
golf course. He sees planning as the
most significant aspect of maintain-
ing a high quality operation. The
biggest challenge Harvey see is the
increasing demand on and for pub-
lic space in a community bounded
on all sides. Presently, Northbrook is
doings an overall needs assessment
for athletic fields as they receive
heavy use not only by the commu-
nity but also by affiliated groups and
organizations. Northbrook needs to
plan for the future, and identify the
number of fields that they will need
and to look into options for finding
the room for the fields.

Plano, TX

Don Wendell, Director of Parks
and Recreation, has been with the
city for 17 years. The park system is
3400 acres and responsibilities in-
clude general parks, athletic fields, a

golf course, public buildings
grounds and medians. In a city that
is growing by about 12,000 people
a year, the expectations are very
high. For Wendell planning is an im-
portant part of meeting these ex-
pectations. “Parks and open spaces
are a really and important part of
the community and important part
of each person.”
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Wheaton Park District,
Wheaton, IL

The environment has been a
focus for this community with a
120 acre marsh to maintain and de-
velop and a golf course with
Audubon designation. But that is
only a part of the challenges for
Bob Dunsmuir, Director of Parks
and Recreation, with a park system
of about 44 sites on 900 acres
which range in size from a 0.25
acre to a golf course of 221 acres.
Says Dunsmuir, “We have to work
with a lot more of the storm water
issues, the wetland issues than ever
before.” That includes renovating
the golf course built in 1927 and
creating more wetlands, managing
a 70 acre park with a lagoon, and
joint community responsibility for a
70+ acre wetland mitigation bank-
ing program which allows develop-
ers to replace wetlands lost to de-
velopment.

David Lorenz, Executive Direc-
tor of Parks and Recreation is kept
busy with nearly 2,881 acres of de-
veloped parks and open areas, in-
cluding three golf courses. Lorenz
believes that the community bene-
fits both from being a parks and
recreation district rather than a city,
and by having a dedicated staff of
professionals. The most recent chal-
lenge has been taking on the re-
sponsibility for Hudson Gardens, 30
acres complete with 16 demonstra-
tion gardens. Says Lorenz, “The
whole theme of this was to pro-
mote Colorado landscaping and
xeriscape concepts for education.”
Ft. Worth Parks and Commu-
nity Services
Ft. Worth, TX

Richard Zavala, pictured, has
been Director for the past five years
The extensive park area of 9,889
acres with 195 parks and public
spaces includes five golf courses.
According to Bob Riley, Manager of
Park Planning and Resource Man-
agement, Zavala has brought to this
department “quality of service ...
we have clearly been providing the
same level of service throughout

this commu-
nity. We stan-
dardized
things very
much so, and
on the other
hand prioritize
things.” Much
of the work is
contracted,
100% of the medians, and another
35-40% of grounds work is con-
tracted out.”
Skokie Park District
Skokie, IL

Steve Hartman, Director of
Parks and Recreation, for 43 sites
over some 240 acres, says, “We
spend as much time traveling as we
do working.” The biggest project
has just been completed. “We re-
built all 43 parks. We're a commu-
nity that's 70 years old and many of
the parks still had the original
equipment in them. We have rebuilt
all of our neighborhood parks, so
our oldest park infrastructure is 5
years old now. Not only did we re-
build all our parks, we rebuilt all of
our in-door facilities too. We spent
about 40 million dollars.” The new
challenge will be to maintain the
up-dated parks.

If you think that a small property
would be an easy job, talk to Mark
Gwinner, Director of Landscaping
here. With only 3.5 acres and three
full-time people and one half-time
person, you might think his job is
easy. But the high volume of use,
morning, noon and night, not only
increases the maintenance work
due to the high amount of damage,
vandalism and theft that occurs, but
also adds scheduling challenges
both for safety and for efficiency.
For this small property, close to the
water, IPM is important. Says Gwin-
ner “We put a lot of emphasis on
trying to do as much natural control
as we can, hosing off the plants and
cleaning up leaves and any of those
kinds of things.”

Colorado Springs CO
Broadmoor is the longest stand-
ing 5 star resort in the country, for



38 straight
years. Main-
taining that
standard keeps
Tommy An-
derson, pic-
tured, irector
of Grounds
and Landscap-
ing, busy. With
36 people at the summer peak, the
over 40 acres of maintained area re-
quires a lot of hand work. The re-
sponsibilities cover water gardens,
hardscapes, turf areas, flower beds,
over 200 hanging baskets with drip
irmigation, changing flowers three
times a year, planting 12,000 bulbs,
landscaping, lake maintenance and
even moving large trees. Up-grad-
ing the landscape is on-going

Blue Cross/Blue Shield
Hartford, Ct.

Gary Dickinson, grounds su-
perintendent for this 1997 PGMS
award winner has served the site for
26 years. " After a while, you know
what to expect from certain plants
at certain times of the year,” says
Dickinson, who also manages the
interiorscapes at the site. He has
three full time employees and four
summer hires to help him maintain
the grounds. Special feature for this
year includes a sculptured English
gothic style garden, borrowed from
a design at a Disney theme park
“Anybody and everybody in this
trade sees things at other locations
and tweaks them to fit their areas, ”
he says

C. Brent Mayberry, vice presi-
dent/general manager, says Signa-
ture Landscaping, Lake Forest, has
had the Lake Forest account for five
years. “We convinced them that
outsourcing would be the way to
go; it takes the pressures off of their
shoulders so their crew can concen-
trate on other
in-house du-
ties.” Signa-
ture devotes
seven people
to the site for
basic mainte-
nance, with
two more for

tree and lawn care duties. Around
for 16 years, for the last seven years
Brent has been vice president and
general manager. Signature is a di-
vision of Sydney Services Corpora-
tion, Lake Bluff, IL

Westfield Companies
Westfield, Ohio

Ken Kushmider, shown far
right, is the superintendent in
charge of grounds and the licensed
landscape architect at this beauti-
fully maintained insurance company
complex. Kushmider and assistant
superintendent Russell Luyster,
left, and a crew of eight manage
the home office grounds and coun-

SUCCESS.
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ornamentals to protect
from winter dessication.

Overcoat fall transplanted
trees and shrubs for sure

Overcoat fungicide
applications on greens,
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try club complex that is contains 40
acres of turfgrass, 40 acres of as-
phalt (a snow removal challenge),
six acres of shrubbery and one acre
of annuals and perennial bed.

Kushmider credits assistant su-
perintendent Luyster for being “a
very important part of what we do
here. | take care of designing and/or
setting up the work plan. | give Russ
the tools and he makes sure it gets
done. It's a wonderful combina-
tion.” Recent projects included a
new clubhouse and landscaping at
the company country club.
lllinois State University
Normal, IL

Mike O'Grady, assistant
grounds superintendent, has been
atISU 21 years. His crew of 18
maintains 350 acres of grounds,
125 of which is highly detailed
work, including five athletic fields,
president’s residence, the university
quadrangle around residence halls
and institutional buildings around
campus.

100 different varieties of trees
grow at ISU, and the university is
also an arboretum. All trees are cat-
egorized using a new bar code id
system.

New Paltz, NY

John Van Etten has been the
grounds manager for 13 years at
this 129 year-old resort with a 101
year-old golf course. It's a national
historic landmark. A greenhouse
supplies all the nursery stock for the
gardens: geraniums, mums, poin-
settias. They store a couple thou-
sand bulbs in winter. Tom Wright is
the greenskeeper for the 9-hole golf
course. The crew of 23 maintains
500 acres of grounds. A 110 year-
old, 3-acre organic show garden is «
the focal point and changes with
the seasons. The golf course, de-
signed in the Scottish style, is
Audubon certified.

The rapidly growing village of
Channahon, in the southwest
Chicago metropolitan area, main-
tains award-winning parks. These
parks (381 total acres, 239 devel-
oped) include one of the highest-

rated public golf courses in the
country, Heritage Bluffs, and the
44-acre Central Park with its Toma-
hawk Aquatic Center. Channahon,
Park District Executive Director
Charles J. Szoke and his staff are
following a detailed master plan
that was developed with strong
community input.

Palm Beach, Fla.

For 17 years Chip Guile has
been the grounds supervisor t at
this legendary hotel. “We're contin-
ually trying to improve and add on
to our theme gardens,” says Guile.
Special gardens (with more than

20,000 annual flowers) cover one-
and-a-half acres, and include a chil-
dren’s garden, a color garden, a
tropical garden and an herb garden.
The total property covers more than
140 acres, including a 90-acre golf
course. There are approximately 90
acres of shrubs and hedgework at
The Breakers. Formal hedges alone
cover five twisting, turning miles.

Gettysburg
Military Park
Gettysburg, Pa.

Visit Gettysburg and you “step
back in time” more intensely than
at any other national historic site.
Rustic monuments are everywhere,
and the Civil War comes alive as
you walk these historic grounds.
Landscape Preservation Supervisor
Danny L. Reever has served his
country here for 30 years. Bruce
Craig is the new chief of resource
management, who recently ran the
National Park Trust. The summer-
time crew of 18 works around
droves of visitors, whose numbers
total 1.5 million annually. A six-man
crew mows and trims 6000 acres
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weekly, and crews remove snow
from 33 miles of paved roads.

Home of the Washington Sub-
urban Sanitary Commission, this site
contains six acres of turf, two acres
of display beds and three acres of
woody ornamentals. The crew also
tends 18,000 sq. ft. of shrubbery.
Drainage and insect control are a
challenge in terraced areas; heat
from the building’s mirrored exte-
rior combines with a strong soil
base. The grounds are managed by
Ruppert Landscaping. James
Sweep is the manager.

Rockville City Hall
Rockville, MD

The Rockville City Hall campus is
a 4.1 acre site in Montgomery
County, north of Washington, DC.
Flowering trees add lots of color to
the site, which also contains a white
oak tree that is a descendent of the
Wye Oak, the Maryland state tree.
There are 55 rose bushes on the
site, a gift from sister city, Pin-
neberg, Germany. Bulbs, annuals
and pansies appear in rotation
throughout the year. Ron Orn-
dorff is horticulturist since 1989.
Crew size is 3 full-time and two
temporary grounds keepers. The
newest park is in Courthouse
Square with fountains, hedges, con-
cert area. The crew visits city hall
one day each week as well. The
biggest challenge there is the rose
garden. They require weekly main-
tenance to keep them in their
prime. “We want all our sites to ap-
pear as if they never need mainte-
nance,” says Orndorff.

Berrien Spring, MI

Dave Nelson began here in
1976. He manages the arboretum
and grounds around this 1600-acre
campus. Two full-time staffers help
out, and students,from an on-site
grade school volunteer throughout
the year.The youngest do weeding
and watering. The campus is
known for expansive lawns and at-
tractive groves. The landscape has
many annual and perennial beds
and a large rock garden. Shrubs of
many years duration outline the

buildings around the campus, an in-
ternational flag mall displays dwarf
flowering trees and shrubs, and
changing display beds of annuals
and bulbs in spring, summer and
fall seasons.

Cleveland, Ohio

John Michalko, pictured, gets
added responsibilities at Case West-
ern Reserve University, being re-
cently named assistant director of
campus operations. He started at
the university
in 1977 as su-
perintendent
of grounds,
and continued
in that capacity
for over 20
years “We've
had a lot of
changes. We
developed a
master plan, and our president has
been very active in improving this
campus,” says Michalko.

Austin, TX

This 500,000 sq. ft. office com-
plex in downtown Austin covers
one square block with multi-level
turf and ornamental beds. A court-
yard on a lower level has a water
features surrounded by trees and
turf. Large, 50-year-old oaks pro-
vide a little too much shade for the
St. Augustinegrass turf, and there is
urban stress from heat, automotive
exhaust and foot traffic. Crepe myr-
tles and Asian Jasmine surround the
30-inch diameter oaks. Ryegrass is
green and lovely as the myrtles
bloom in spring. Annual change
outs are performed each year, with
a vast array of colors. The landscape
is managed by Rusty Brightman
and his crew from Clean Cut, Inc.

Austin, TX

This shopping center is located
in a hilly, rocky area, and many na-
tive trees were left alone during con-
struction. No topsoil was incorpo-
rated during construction, so
constant monitoring is required by
the crew from Clean Cut, Inc.
Shoppers do lots of walking through
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this site, so parking lot islands are
maintained to perfection. Turf areas
are topdressed each year to keep
the surface level for mowing crews.
Various plants are pruned with dif-
ferent techniques. Indian
Hawthornes, dwarf Yaupon Holly
and Maiden Grass are used for a
great display of color and foliage.

The university is bordered all
around by sidewalks. The site covers
55 acres, and two off-site campuses
are in a residential neighborhood.
The Lone Mountain campus and
main St. Ignatius Church campus are
very hilly, and the climate poses
other challenges. There are many
tropical plantings, with dense annual
and perennial beds. Jay Stafford is
the grounds superintendent.

This campus comprises more
than 700 acres and is populated by
more than 42,000 students. The
campus contains 85 acres of turf,
40 of which are used for student
athletics. Sun Devil Stadium is home
to the Arizona Cardinals, and host
stadium for the Fiesta Bowl. The
campus has been designated an ar-
boretum since 1990. A Horticultural
Resource Center on Campus studies
cancer research bulbs, drought-tol-
erant trees and annual flower test
trials. David Webb and Donald
Dickerman manage the grounds.

Environmental Industries, Inc.,
turns 50 in 1999. Burton S. Sperber
and his father started it as a family
nursery. Now the nation’s largest
landscape provider and maintainer.
Richard Sperber is president of Its
Valley Crest Division which offers
landscapefirrigationvsite develop-
ment and reported revenues of
$230 million in 1997. Valley Crest
has 10 offices and about 1700 em-
ployees. Another operating division
of Ell is Environmental Care, Inc.,
which provided landscape mainte-

nance services of about $93 million
in '97. Bruce K. Wilson has been
president since 1980.

LandCARE USA, Inc., will gen-
erate about $220 million in rev-
enues in 1998, its first year in busi-
ness. The company was formed
early in 1998 when seven green in-
dustry firms
joined to form
what's ap-
proaching the
first truly na-
tional land-
scape com-
pany. Since
LandCARE
USA went
public on June 4, it has acquired an-
other five landscape firms with
more additions planned. William
Murdy, pictured, is chairman and
CEO for the company. (See related
article on page 15.)

The Brickman Group has tradi-
tionally relied on internal growth
which has been running at about
20 percent a year. In 1997 The
Brickman Group provided about
$105 million in
landscape ser-
vices, said
Scott Brick-
man, pictured.
That number
should in-
crease signifi-
cantly in 1998
as the com-
pany an-
nounced three acquisitions this past
spring and another this summer.
The Brickman Group has 60 branch
offices with its presence strongest in
the East and Midwest. The com-
pany’s headquarters are in Lang-
horne, PA, adjacent to Philadelphia.
(See related article on page 15)

Memphis, TN

The lawn application giant en-
tered the maintenance market by
starting a Landscape Division and
acquiring four sizeable landscape
companies early in 1998. TG-CL has

made several other purchases since
in key markets. The announced ac-
quisition of Ruppert Landscape Co.,
Ashton, MD, in late August will
push the newly formed division’s
revenues to about $140 million in
1998. (See article on page 12.)

The Bruce
Co. of Wiscon-
sin reported
revenues of
about $27 mil-
lion in 1997,
and growth of
21 percent. It
employs 490 people, says Vice Presi-
dent Arnold O. Sieg, pictured.

Canoga Park, CA

Mickey Strauss, the president
of this firm, reported revenues of
$20 million for 1997, an 11 percent
increase from '96. American Land-
scape Companies has six branch of-
fices.

Tucson, AZ

This powerhouse in the Ameri-
can Southwest is built upon the
knowledge and
commitment of
its front-line em-
ployees. From
seven branch of-
fices, The
Groundskeeper
completed
about $18 mil-
lion in work in
1997, and antic-
ipates about 10 percent growth this
year, reports Kent Miller, pictured.

The landscape division of this
well-known business headquartered
in the Pacific Northwest reported
revenues of $17 million in 1997, a
five percent increase from revenues
reported in ‘96. Teufel has 290 em-

ployees operating out of two
branch offices.

Landtrends, Inc.
San Diego, CA

This diversified landscape com-
pany has shown impressive growth
since its found-
ing in 1981 by
Jon Ewing, pic-
tured. Active in
the California
and Nevada
markets,
Landtrends
billed out $15
million in 1997.
It has two
branch offices and about 410 em-
ployees. This year it added sports
turf management as a service.

Miami, FL

This South Florida business re-
ported modest growth of 2.5 per-
cent in 1997, and sales just under
$15 million. Vila and Son Land-
scape & Nursery employs 195 and
has two branch offices.

Woodbine, MD

Now celebrating its 30th year,
this Washington D.C .-area land-
scape company now offers colorful
installations in downtown metro-
politan areas. The company saw 28
percent growth in 1997 to about
$14 million, but doesn't expect to
grow as fast in "98. Chapel Valley
employs 250 and has two branch
offices. The company is operated by
founder J. Landon Reeves.

Farmers Branch, TX

President Steve Barley re-
ported respectable growth in 1997
and sales of about $14 million. The
company has four branch offices

and 350 employees.

Boston, MA

Schumacher is building its ath-
letic field construction business as it
grows its other offerings. In 1997
this Boston-based company totaled
revenues of $13.3 million, a 34 per-
cent increase from the year before.
About 80 percent of the company's
revenues come from installations,
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says President Peter P.
DiDomenico.

Sussex, Wi

The third generation of the Lied
family is involved with this respected
business headquartered in south-
eastern Wisconsin. In 1997 LLD&D
generated revenues approaching
$12 million. The company has two
branch offices and about 300 em-
ployees, reports Judson Griggs.

Richard Glass, president, re-
ports that his company grew by a
healthy 16.8 percent in 1997 to
about $11.1 million in sales. R.
Glass Landscape has two branch of-
fices and employs 350.

Morrell, owner and
CEO, says his com-
pany recently added
arbor care to its ser-
vices. In 1997 he re-
ported sales of
about $10.6 million,
a 28 percent jump
from the year be-
fore. The company’s
201 employees work out of a cen-
tral location.

This Portland-area landscape
company grew by 21 percent in
1997 to break the $10-million-in-
sales barrier. It expects similar
growth this year. Cedar Landscape’s
197 employees work out of one of-
fice location.

Norcross, GA

This Atlanta-area company re-
ported a nice increase in business in
1997 with revenues rising to just
over $10 million, reports Mark
Flowers, senior vice president. With
several branch office locations and
180 employees, Weeks Landscape
Services is in a good position to
build its newest customer service of-
fering, hardscaping.

This operation, headquartered
just southeast of Chicago, gener-
ated $10 million in revenues from
three locations in 1997, a 3 percent
increase over 1996. This “one-stop”
landscape service was founded in
1951 and employs about 175 in
peak season,

LMI (Landscape Management
Inc.) Carroliton, TX

This Texas firm should crack
$10 million in sales in ‘98, narrowly
missing that figure in 1997 and still
growing at a rapid rate. This is one
of several heavyweights in the
bustling Dallas market. LMI has two
branches and about 180 employees.
McFall & Berry Landscape
Management
Mclean, VA

This company operates in north-
ern Virginia, one of the landscape
industry’s most competitive mar-
kets. McFall & Berry grew modestly
in 1997 to about $9.2 million in
sales. It employs about 185 during
peak season, and maintains three
branch offices. It's beefing up its
hardscapes/construction business
this year, says Mark McFall.

ports a strong 1997 for the Califor-
nia-based company. He pegged
growth at 20 percent bringing rev-
enues to $8.7 million this past sea-
son. He and Rob Zolezzi own this
22-year-old company that has
forged a strong relationship with its
clients. L&L has three branch offices
and a staff of 163.

Landscape services are year-
round this far south, and this com-
pany’s 120 employees working out
of one location keep pretty busy.
Stiles Landscape grew by 16 per-
cent in 1997 and reported revenues
of $8.3 million.

The Greenery, Inc.
Hilton Head, SC
B. W. Edwards, president, notes
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that his company grew about 15
percent in 1997 to $7.9 million. The
Greenery has two branch offices
and a staff of 168.

The company with the most
longevity on our list, Hillenmeyer Nurs-
enies is over 150 years old. The company
reported a slight dip in revenues for ‘97
to $7.7 million, but expects just over 10
percent growth this season. About 175
employees operate out of a single loca-
tion for this quality, fullsenice company.

Tru Green-ChemLawn
Memphis, TN

TruGreen became the lawn care
industry powerhouse early in the
decade when it purchased Chem-
Lawn. Several years ago TG-CL ab-
sorbed Barefoot Grass, then the na-
tion's second largest lawn care
provider. TG-CL has continued to
acquire local
and regional
lawn applica-
tion compa-
nies. TG-CL is
a part of Ser-
viceMaster
Consumer
Services, and
generates 80
percent of its
revenues in the residential market.
Dave Slott, pictured, is president of
TG-CL. The company reported $770
million in sales for 1997, a 22 per-
cent increase over 1996.

Although this Ohio-based com-
pany is best known for its tree
work, it's a nationwide provider of
lawn care services too. Founded
more than 110 years ago and now
employee-owned, the Davey Tree
Expert Company reported sales of
$295 million in 1997, up 10.5 per-
cent from ‘96. The company does
not break its sales into one category
or another but reports total rev-
enues for its four divisions:
Residential, Commercial, Utility, and
Consulting.

Holmdel, NJ

With more than 350 locations
Lawn Doctor is the largest lawn cag
franchiser in the United States. This
company was started by Tony Gior
dano and Robert Magda in the ear
1960's, and became Lawn Doctor:
in 1967. While Lawn Doctor has ak
ways been strongest in the East,
there are franchise operations in
more than 30 states. Systemwide
Lawn Doctor generated revenues ol
$43 million in 1997. As a note:
company executives, Russell Frith
and John Buechner, have served
as presidents of PLCAA.

The Weed Man, the company
started several decades ago by en-
trepreneur Des Rice, continues to.
grow and now has a presence in
the U.S. too. Weed Man Vice Pres=
dent Michael Kernaghan reports
that systemwide it increased sales
by 10 percent to about $45 million’
in 1997. There are 135 Weed Man'

Greenspace is a part of the First
Service Corp. It is the company's
non-franchised lawn operation and
it generated $34.5 million (CAD)in
fiscal year 1997. FirstService also
garnered revenue from its lawn o
erations as part of its sizeable prop
erty management operations, and:
royalties from lawn care franchise
holders, in all, about $60 million
(CAD) from all lawn care revenue"
sources.

Jensen Corporation
Cupertino, CA

The California-based company
with two branch operations and
100 employees reported a 20 pef-
cent sales increase in 1997 to $9
million in revenues.

West Carroliton, Ohio
With 10 locations, this Ohio-
based company is one of the large
regional lawn care providers in the
country. President Douglas Baker



says his company grew to $20 mil-
lion in 1997. Leisure Lawn has
about 375 employees.

NaturalLawn of America marked
its 10th birthday in 1997 with sig-
nificant growth, about 28 percent
reports R.C. Loeb, vice president.
With 42 locations, the Maryland-
based operation generated about
$11 million in sales last year. Natu-
raLawn of America markets itself as
an alternative to traditional, chemi-
cal lawn care and has grown every
year since its founding.

In Florida it's not unusual for a
company to offer both structural
pest control services and lawn appli-
cations. Massey Services, headquar-
tered just east of Orlando, is a
leader in both. In 1997 Massey Ser-
vices reported sales of about $21.5
million from 35 locations. About $7
million of that was in lawn care, re-
ports a company spokesman.
Pro-Grass Inc.

Willsonville, OR

This 20-year-old company has
evolved into a full-service lawn care
company also offering tree care ser-
vices. Headquartered in Oregon, it
does business in locations through-
out the Pacific Northwest, including
northern California. Pro-Grass grew

by 14 percent in 1997 to $7.7 mil-
lion. It has five branch offices and
about 150 employees

Kennewick, WA

This company, headquartered
near Spokane, WA, has been
around for more than 50 years and
it keeps growing and growing and
growing. President Chris Senske
reports it grew by 9 percent in 1997
to about $8.3 million. A bit more
than half of that is in lawn and tree
care. The company now does
Christmas lighting.

One of the largest independent
lawn care operations in New Eng-
land. The primary market for this
company is eastern Massachusetts
and Cape Cod. Ed McGuire started
the company in 1979 and has since
grown it to about $5 million in sales

with three branch offices and 65

employees.

Marysville, OH
One of the most recognizable

names in lawn care made a move
into the professional lawn applica-
tion market prior to the 1997 sea-
son and racked up revenues of $4.5
million by year's end. Scotts Lawn
Service reports 10 company-owned
locations and 21 franchise outlets.

THE GREAT

“COVER UP”

Protection Against Winter

Kill & Frost
Early Green Up

Enhanced Germination

New Course/Field Construction

NOW AVAILABLE IN
TWO STYLES:

AgraTurf (501) 268-7036

Coor Farm Supply (919) 934-4573

Dar-Por Sales (914) 946-1743

E H Griffith Co. (412) 271-3365

Fisher & Son (610) 644-3300

Garden West Distributors, Inc (602) 272-5466

Green-it-Turf Products (303) 3310900

George W. Hill & Co., Inc. (606) 371-8423

Londscsape Supply, Inc. (540) 344-2699

Los Vegas Fefilizer Co., Inc (702) 649-1551

Las Vegas Fertilizer Co., Inc (760) 775-4343

Metro Milorganite 1(888) 217-1039

Nassou Suffolk Turf Services (516) 694-044)

T ' / Partoc Peat Corp. (908) 637-4191

ul' Professional Turf Specialty (217) 352-0591

Seed Way (717) 848-3312

B I u n ke's Sierra Pocific Turf Supply (408) 374-4700

Southeastern Turf Gross (904) 260-8565

Terre Co. (201) 473-3393

TEL:800-455-3392 Tom lrwin Co (617) 2730143

Torf Industries, Inc (972) 241-0545

Turf Specialty, Inc 1(800) 228-6656

FAX: 919-468-8748 | s Gl

Wetsel Seed Co. 1(800) 572-4018

Wilbro, Inc (803) 263-4201

EMAIL: typar@prodigy.com "~ o o
Circle 115
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WOVEN & NON-WOVEN

Searcy, AR
Smithfield, NC
White Plains, NY
Pittsburgh, PA
Malvern, PA
Phoenix, AZ
Denver, CO
Florence, KY
Roanoke, VA

N. Los Vegas, NV
Palm Springs, CA
Bedford Hills, NY
Formingdale, NY
Great Meadows, NJ
Champaign, IL
York, PA
Compbell, CA
Jocksonville, FL
Clifton, NJ
Burlington, MA
Dallas, TX
Londonderry, NH
Egan, MI
Harrisontburg, VA
Norway, SC
Souix City, IA
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The company expects to almost
double its sales for the ‘98 season.

Middleton, MA

Prescription Turf Services, Inc.,
has been a respected turf care
provider in the Boston (and sur-
rounding) market throughout the
1980°s and 1990's. President Paul
Harder reports that it grew by 11
percent in 1997 to record revenues
of about $2.5 million.

Tom Speirs’ northern Virginia
operation racked up sales of about
$2.2 million in 1997. Recently it
added commercial turf consulting
to its services. It has 45 employees.

As Lawn Masters approaches its
30th birthday, it continues to grow,
providing services to lower New
York State, Hudson Valley. Steady
growth has characterized this com-
pany that operates out of three lo-
cations with 42 employees. Presi-
dent William Carey reports
revenues of $2.2 million for 1997.

Cemetery maintenance is the
newest service being offered by
Clippers, Inc. Company President
John DeBell reports his company
totaled $1.8 million in revenues in
1997. It has 55 employees.

Billings, MT
Dennis M. Roberts reports a
great year in 1997 with 24 percert
growth. He pegged the ‘97 rev-
enues at $1.5 million with 30 em-
ployees working out of five branch
offices.

sonville, FL
This north-
ern Florida
company of-
el  fers customers

both lawn care and pest control ser-
vices. In 1997 it recorded sales of
$1.5 million and expects respectable
growth in 1998 too, says President
Nick Dennis, pictured.

Avon, Ohio

President Thomas H. Brun-
ner's company added low voltage
lighting to Personal Lawn Care's
services. Headquartered west of
Cleveland, this company had 11
percent growth in 1997, and sales
of $1.5 million.

Mark I. Schlossberg, pictured,
has been active with association
and legislative matters on both the
regional and
national levels,
all the while
building Pro-
Lawn Plus into
a strong re-
gional com-
pany. His com-
pany had
revenues of
$1.4 million in
1997, an 11 percent increase over

1996. They have 15 employees.

Stow, OH

John C. Prusa’s operation in
northeast Ohio employs 21 out of
three locations. The impressive
Lawnmark operation that was syn-
onymous with lawn care from Ohio
up through the Northeast in the
1980's is pretty much gone except
for this quality operation that in-
creased sales by 19 percent in 1997
to $1.2 million.
Munie Lawn Specialists, Inc.
Caseyville, IL
This operation, located in a
quiet, rural area just across the
Muississippi
River, kicks
up quite a
bit of busi-
ness in the
metropoli-
tan St.
Louis mar-
ket. Owner
Joseph A.

il
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Munie decided to get into the
lawn application business after
attending a conference in the
late 1970's. Since then he’s built
this operation into full service.
He reports lawn care revenues
of $1.17 million in 1997, a 21
percent increase over the previ-
ous year. The company operates
out of two locations
Nutri-Turf Lawn & Tree
Svc. Warren, MiI

This company reports 1997 rev-
enue of $1.25 million, and fore-
casts upwards of $1.3 for this
year. The company has one of-
fice that employees 45 peak-
season workers. Bruce Kopitz
reports new services offerings
were myccorrhizal fungi and nu-
trient fixing bacterial injection
for tree care

No new services were added
by this Lawn Doctor Franchise in
1998, but it expects to bring in
$1.4 million in revenue, a
$300,000 increase over 1997.
This branch employs 14 people.
Jack Foreman is the president.

Ed. note: The LM 100 is our an-
nual look at 100 leading Green In-
dustry professionals. We ranked our
lawn care and landscape companies
according to 1997 revenues, as re-
ported in an LM survey. Golf course
selections are based on reputation,
design and the management skill of
superintendents. Grounds care facil-
ities were based on past recognition
by leading grounds associations and
personal observation. Those not
contacted and feeling they should
be considered for the 1999 LM 100
please contact the editors.

Those companies not listed, but
responding to our survey who are
also leaders in the Green Industry
include the following:

Lawn Care Operators
Turfgrass Company, Inc., Dayton,
OH; Green Lawns Plus, Marlbor-
ough, MA; Arbor-Nomics Turf, Inc.,
Norcross, GA; Heritage Lawns, Inc.,
Plainville, CT; Gro-Green, Plano, TX;
Lawn Cure, Inc., Jefferson, IN;
Mike’s Lawn Service, Storm Lake,
IA; Turf Pride, Inc., Kennesaw, GA.

Landscape Contractors

Dennis’ Seven Dees Landscap-
ing, Inc., Portland, OR; Rood Land-
scape Co., Jupiter, FL; Swingle Tree
Company, Denver, CO; CoCal
Landscape, Denver, CO; Glen Gate
Co., Wilton, CT.

Industrial Landscape Services,
San Jose, CA; Byrd's Lawn & Land-
scaping, Charlotte, NC; Laflamme
Services, Inc., Bridgeport, CT; SKB
Industries, Inc., Lilburn, GA; Foxfire
Landscape Co., Macomb, MI; James
Martin Associates, Vernon Hills, IL.

Evergreen Services Corp., Belle-
vue, WA, LTI, Alpharetta, GA; Boz-
zuto Landscaping Co., Upper Marl-
boro, MD; Gardeners' Guild, Inc.,
San Rafael, CA; Kruegers Associ-
ated Landscape, North Plains, OR;
Del Conte’s Landscaping, Inc., Fre-
mont, CA.

Mills Brothers Landscape &
Nursery, Inc., Ft Collins, CO; Scian’s
Landscaping, Inc., West Berlin, NJ;
Wheat's Lawn & Custom Land-
scape, Inc., Vienna, VA; Madelyn
Simon & Assoc. Inc., New York, NY;
Byrne Landscape Mat., Inc., Santa
Rosa Beach, FL; Shiloh Nurseries,
Emissville, PA.

Grounds facilities

Of our grounds fadilities, the fol-
lowing have received awards from
the Professional Grounds Manage-
ment Society:

Andrews University; Arboretum
Retail; Franklin Plaza; Blue
Cross/Blue Shield of Hartford; West-
field Companies; Waterfront Plaza;
lllinois State University; Mohonk
Mountain Resort; The Breakers;
Richard C.Hocevar Bldg.; Broad-
moor Hotel Resort; Lake Forest
Academy; Rockville City Hall; Uni-
versity of San Francisco;

Grounds facilities awarded by
the National Recreation and Park
Association: Ft. Worth Parks &
Community Services; City of Plano;
So. Suburban Parks & Rec, Littleton,
CO; Skokie Park District; Wheaton
Park District; Germantown Parks &
Recreation; Northbrook Park Dis-
trict; The Channahon Park District.

Lawn care/landscape/grounds
profiles by Ron Hall, Terry Mclver,
Nancy Stairs. Golf profiles by Pat
Jones. Special thanks to the Profes-
sional Grounds Management Soci-
ety, Hunt Valley, Md.
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CALL TO ACTION:

The Lawn Quality Protection Act

by TOM DELANEY
PLCAA

Organophosphates or Carba-
mates—get your attention?
How about the following prod-
ucts—Orthene, Dursban, Di-
azinon, Di-syston, Oftanol,
Counter, Sevin—just to name a
few? If EPA is allowed to have
its way and continues to follow
along its current course, these
product uses on turf may be
limited or lost.

The FQPA of 1996 added
several new requirements for
testing and risk assessment to
the regulatory process for pesti-
cides. EPA must now address
aggregate exposure from drink-
ing water, non-dietary residen-
tial sources (turf), and residues
in food, as well as cumulative
exposure from chemicals with
a common mechanism of toxi-
city. These new data require-
ments call for exposure assess-
ment information not
previously considered.

FQPA contains “data call-
in” provisions that provide the
mechanism for obtaining the
data necessary to conduct these
new risk assessment evalua-
tions. However, early indica-

tions are that the Agency is not
planning to use the “data call-
in” provisions of the law, and
instead will use the very con-
servative “default” assumptions
about exposure and usage in-
formation, which may actually
be inaccurate and unreliable,
and will likely result in the un-
necessary loss of pest control
products, especially in the non-
food markets like turf.

Companies may be forced to
sacrifice non-food products to
protect food uses. Once these
products are lost, it is unlikely
that they will be brought back
to the non-food (turf) market,
even if new data indicates all
uses are safe and available under
the new requirements. We are
still waiting for EPA to reverse
the 2,4-D safety clothing re-
quirements that they mandated
be put on the label before the
complete testing was done.
They have had all the tests for
two years now.

The conservative “default as-
sumption” approach will have a
very negative impact on the
non-food pesticide industry. It is
imperative that implementation
of FQPA be based on the best
information available through
current science and accurate
data so that valuable and safe
pest management products re-
main available.

Action Needed

Recently, PLCAA and sev-

eral other association sent a let-

ter to Dr. Lynn Goldman, EPA
assistant administrator, to call
attention to this problem. But
the key to our success is YOU.
Dr. Goldman has said EPA
will not use the data call-in
provisions of the law to obtain
the data needed for the new
aggregate exposure and cumu-
lative risk assessment in the
same law. We're asking you to

able pest management protec-
tion tools as possible;

P obtain the necessary in-
formation through “data call-
ins” to establish the safety of
pesticide products;

P base decisions on actual
pesticide use; and

P establish and communi-
cate uniform policies for con-
sistent FQPA implementation.

call or write your member of Delaney is Executive vice presi-
Congress. Tell them to urge dent of the Professional Lawn
EPA to: Care Association of
P preserve as many valu- America, Marietta, GA.
[DATE)

Honorable [NAME]
U.S. House of Representative/U.S. Senate
Washington, D.C. 20515/20510

Dear Representative/Senator [NAME]:

I am in the lawn care business in [TOWN] and am writing you re-
garding EPA’s implementation of the new Food quality Protection
Act (FQPA). EPA is now in the process of deciding which pesticides
will be kept on the market and which pesticides uses will be canceled,
as required by law. I understand that EPA is making decisions with-
out considering actual pesticide use practices. Also, I hear that EPA is
not waiting for sufficient data to meet the law’s new requirements.
This makes no sense to me.

I have been in the pest management business for [X] years and con-
sider myself a good steward. I use pesticides when necessary to con-
trol insects and disease, and practice integrated pest management
using all available tools. I know that the pesticide manufacturers can
supply EPA with all the data needed to support the continued avail-
ability of these products, if the Agency properly implements the law.
Please urge EPA to implement the law fairly, by using “data call-ins”
and science-based decisions.

Sincerely,

[NAME]
[ADDRESS]

L—
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Here’s a description

of the Food Quality
Protection Act and
how it relates to you.

By LISA SHAHEEN

or months now,
you may have
been hearing
about the Food
Quality Protec-
tion Act (FQPA), risk cup and
other terms that sound ominous,
but you're not sure exactly what
they're all about. Especially if
you don'’t happen to be a legisla-
tive buff, you may pass by an
editorial about regulations or
tune out a speech about perti-
nent regulatory issues.

Now is the time to pay at-
tention.

The FQPA is a 1996 law

.

puo’-A

[’

FQPA REPORT

Explaining FQPA

that amended the Federal In-
secticide, Fungicide and Ro-
denticide Act (FIFRA) and the
Federal Food, Drug and Cos-
metic Act (FFDCA). It calls for
very substantial revisions of the
pesticide law, and paves a new
way in which pesticides are
regulated.

The problem is that every
active ingredient has hundreds
of applications, and this is
where it gets complicated. For
example, one active ingredient
may be effective against
roaches, but is also used for
some lawn pests and agricul-
tural uses. This isn't a problem
when considering one applica-
tion at a time, but the FQPA
considers the sum total of risk
associated with a given chemi-
cal, and combines all its poten-
tial uses. Risk is assessed in two
ways: aggregate or cumulative.

1. Aggregate risk assess-
ment—All the potential uses
for a particular chemical are

added together.

measure of allowable risk for a given chemical.

Three Ways to Reduce Risk:

1. Eliminate uses—Discontinue some uses for a given active in-

gredient.

2. Risk Mitigation—Enforce unreasonable safety precautions.
3. No new uses—Refrain from adding any additional uses.
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Without solid data the EPA may make inaccurate assessments of the
safety of the products that we use to manage our clients’ properties.

2. Cumulative risk assess-
ment—Any risks associated
with a given chemical, plus any
chemical with a similar mode
of action to the first chemical,
must be added together to as-
sess how risky it may be. For
example, when assessing chlor-
pyrifos, the risk from other
chemicals that aren't chlorpyri-
fos, but act the same way as
chlorpyrifos have to be fac-
tored in to measure cumulative
risk. For chlorpyrifos, this
would include all other
organophosphates, such as
malathion and diazinon.

According to the FQPA,
once the type of risk is defined,
how much of that risk is allow-
able must be decided, and this
is where the “risk cup” enters
the picture. For each chemical
or class of chemical, the United
States Environmental Protec-
tion Agency (EPA) creates
what's called a risk cup, which
equals the total amount of al-

lowable risk exposure.

If all the potential risk for a
given chemical, and the chemi-
cal similar to the first one are
poured into a cup, and it
“overflows,” then it’s at its
breaking point. To lessen the
risk and keep the cup from
overflowing, the EPA deems
action necessary.

There are three ways to re-
duce risk in the cup.

1. Eliminate Uses—A man-
ufacturer may decide to get rid
of all its indoor (structural) uses
in order to continue the agri-
cultural uses of the same active
ingredient.

2. Risk Mitigation—To re-
duce risk associated with the
use of a product, manufactur-
ers might mandate unreason-
able precautions, such as wear-
ing head-to-toe protective
equipment each time a product
is handled. Of course, this is
one way to reduce risk, but it's
not very practical.



3. No New Uses—Refrain-
ing from adding any additional
risk keeps the risk cup from in-
creasing.

Many active ingredients
used for lawn care, agriculture
or other uses are also used in
other formulations for struc-
tural pest control. Ultimately,
manufacturers have to decide
whether they want to support
a particular chemical or not.
The question becomes, Is it
cost-effective for them to sup-
port the use of an active ingre-
dient in a small market like
pest control, or continue its use
in a bigger market like agricul-
ture?

One of the main problems
for lawn care operators (LCOs)
and golf course superintendents
is the execution of the FQPA,

and how the EPA is going
about doing it. The agency may
feel pressured to make fast de-
cisions to meet various dead-
lines. The fear is that it will
move forward without using
any hard data on which to base
its decisions. Instead, the EPA
would use worst-case scenarios
as a starting point to doing risk
assessments.

In order to make sound de-
cisions regarding the FQPA,
the EPA needs to do risk assess-
ments. To do risk assessments,
it needs good data. If there isn't
any good data, and instead it
has to use worst-case scenarios,
then it will get an unrealistic
picture of what the risks truly
are.

The Green Industry must
demand that hard data and

sound science are obtained by
the EPA as part of its assess-
ment process. As a result of
previous lobbying efforts by
various industries affected by
the FQPA including agriculture
and pest control, Vice Presi-

‘dent Al Gore issued a memo to

the EPA ordering the agency to

revamp its review policy.

Lisa Shaheen is senior managing
editor of Pest Control magazine.
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Turfgrass managers
now have more
options to enhance
the environmental
friendliness of the
Green Industry.

R.L. BRANDENBURG

North Carolina State
University

FQPA REPORT

Pesticides and our image

uch has

| been
written in
recent
years
about the public's concern over
pesticide use especially in
urban environments.

This concern has focused
not only on public health con-
cerns, but also on potential dis-
ruptive environmental effects
including fish and birds. One
could go on for pages writing
about this on-going debate that
has been a part of lawn and
landscape management.

Unfortunately it has, at
times, become part of a rather
ugly and unproductive argu-
ment over pesticide use based
on fact, fiction, and emotion.
No one really benefits from
such an adversarial approach.
Fortunately, the landscape in-
dustry’s ability to speak respon-
sibly on this issue has im-
proved. Many groups such as
the PLCAA and the GCSAA
have taken steps to increase the
education of turfgrass managers
on this issue and to address the
questions presented by a con-
cerned portion of the public.
End to confrontation

One of the biggest gains we
have made in recent years is
that we have dropped the con-
frontational approach. For
many years, the most common
approach to public education
was simply to compare pesti-
cides to all the other risks in

one’s life and thus attempt to
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The landscape management industry should use FQPA as another
image-enhancing change.

minimize concern over these
chemicals. After all, if the
public could be convinced that
numerous other risks would
probably kill them long before
pesticides would, then they
would focus their attention
elsewhere. Those of us who
are not experts in such com-
munication (and I include my-
self in that group) learned that
you cannot diminish the con-
cern over one topic by increas-

ing anxiety on another one.
We slowly and painfully
learned that no one wins with
this approach.
Educational approach better
Our more recent efforts on
educating the public about pes-
ticide use in the landscape have
focused on a clearer, more
straightforward approach con-
cerning pesticide use, IPM, and
product safety. Fortunately,
we have abandoned the
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“silent” approach which gave
the appearance we had some-
thing to hide, the bash the en-
vironmentalist approach which
severely crippled our own cred-
ibility, and the previously men-
tioned “scare tactics” approach
that told the public the world
was filled with substances more
deadly than pesticides.

I hope this industry contin-
ues to pursue this aggressive
course of actions that presents
the facts and provides the pub-
lic with a realistic picture of the
direction our industry is
headed.

Research brings better
products

We are not using the same
pesticides that we used 20
years ago and we are using
more compatible ones in a
more efficient way. And even
more impressive, is that we've
probably only begun to reap
the benefits of university and
industry research that will fur-
ther enhance our ability to
manage turfgrass in a cost-ef-
fective manner that is in har-
mony with everyone's desire to
minimize any negative environ-
mental consequences. The fu-
ture looks very bright for an
ever increasing array of options
and programs for turfgrass
management. Research into
landscape pest management
has never been as active as it is
at this time. Just as we have
seen significant benefits over
the past decade, we will reap
additional benefits over the
next few years as this research
provides new products and in-
formation. [ foresee continued
development of pesticides
with reduced toxicities to man

FQPA REPORT

and animals. We will undoubt-
edly see more biological prod-
ucts developed and our im-
proved understanding of pest
biology help us use these more
effectively.

Just as the products Merit
and Mach 2 were well received
by the turf industry because of
their “reduced risk” fit, other
new products will also find
their niche. Even though we
have seen some biological ma-
terials enter the marketplace
and disappear due to poor per-
formance or lack of fit in the
turfgrass industry, we now
have a better understanding of
how to make similar products
work.

I also see continued success
in better forecasting ability for
a variety of pest problems.

Our image is dependent
upon the public being aware of
the fact that we remain on the
cutting edge of science (and
there is a lot of science under-
way in landscape management)
and new research is often fo-
cusing on addressing consumer
concerns. New equipment to
improve pesticide application
efficiency and reduce drift has
been available for several years.
Several major manufacturers
are getting involved in the de-
velopment and marketing of
such equipment so the future
for such equipment appears
bright. The biological products
may receive the greatest benefit
from the use of injection
equipment.

FQPA questions, industry an-
swers

A final area that will have
an impact, not only on how we
conduct our business, but also

Let’s tell the public about our advances
and help guide and accept new regula-

tions for greater public confidence.

on our image is the implemen-
tation of the Food Quality Pro-
tection Act (FQPA) of 1996.
One might ask how a law that
we have no control over could
impact our image and it is a
reasonable question. We can
have an impact on the imple-
mentation and secondly, its
final deployment will affect
what products we can and
cannot use in the landscape.
Hopefully this will give the
public more confidence. How-
ever, while one would assume
that any new law regulating
pesticides would instill greater
public confidence, we must re-
member two things.

The FQPA will have some
teeth to it and will have an im-
pact on what products are
available to use. The EPA has
begun the formidable task of
reviewing one third of all pesti-
cides including the
organophosphates and carba-
mates by August 1999 and all
pesticides within 10 years.
Many did not realize that
under the FQPA all pesticides
of similar modes of action (like
the organophosphate insecti-
cides) would be grouped to-
gether to determine residue ex-
posures and risks. All uses, not
just food residues, but turf,
landscape, and household uses
would also be lumped together
to determine exposure and risk.
Furthermore, children’s expo-
sure is given a 10x safety factor.
Each group of pesticides then

LANDSCAPE MANAGEMENT

" has arisk cup, or an amount of
allowable exposure. Under the
new system it appeared that
many pesticides far exceeded
this allowable risk cup and
many uses would be lost. This
could be especially true for
compounds that had many reg-
istered use sites including agri-
culture, turf, ornamental,
household (eg. chlorpyrifos).

Once the FQPA is fully im-
plemented, the landscape
maintenance industry should
use it as another image enhanc-
ing change. It will change how
we do business and undoubt-
edly some products will be lost
to the landscape industry.
However, this should be an-
other step in upgrading public
confidence in our use of pesti-
cides in the urban environ-
ment. Let’s tell the public
about our advances, adopt new
technologies, and help guide
and accept new regulations de-
veloped to create even greater
public confidence in pesticide
use laws.

We all stand to benefit.

R. L. Brandenburg is a professor
of entomology at North Carolina
State University.
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Green Industry

can bring balanced view

RISE is striving to
keep the EPA fully
informed. Green
Industry profes-
sionals can help
by telling repre-
sentatives why
pesticides are nec-
essary for the pub-
lic’s protection.

By LISA SHAHEEN

s questions

fly around
the Environ-
mental Pro-
M tection
Agency (EPA) about weighing
the risks associated with pesti-
cide use, Responsible Industry
for a Sound Environment
(RISE) is working diligently to
keep the answers in balanced
perspective. The message from
RISE: pesticides are not the
problem—pests are.

Elizabeth Lawder, program
manager for Washington,
D.C.-based RISE, has closely
followed the Food Quality Pro-
tection Act (FQPA) since the
law has become an issue for the
Green Industry. The FQPA has
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the potential to elimi-
nate pesticides, begin-
ning with the
organophosphates and
carbamates, as soon as
August 1999. Lawder is
responsible for all com-
munication activities
for the organization,
and her primary focus is
on specialty pesticides.
She suggests that lawn
care operators (LCOs)
shift the focus from the
idea that pesticides are the
problem, and put more em-
phasis on pests as the problem.

When the FQPA was first
passed, RISE representatives
were very supportive of its in-
tentions. The industry has been
trying to reform the Delaney
Clause for years, and the FQPA
eliminated that problem. The
Delaney Clause was an amend-
ment to the Federal Insecticide,
Fungicide and Rodenticide Act
(FIFRA) that called for zero
tolerance of any cancer-causing
food additive. When the clause
was adopted it was reasonable,
but as technology improved,
detection methods became so
tightly honed that it became
impossible to adhere to the
provisions of the Delaney
Clause.

“When we first heard that
this bill was going to move, we
were pleased, because it does
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reform the Delaney Clause,”
Lawder reports.

The problems began as the
EPA began planning imple-
mentation of the FQPA.

“We support the goals of
the FQPA, but what we're see-
ing now is that the EPA is using
default assumptions in imple-
mentation, based on unrealistic
assumptions,” she says.

RISE wants to cooperate as
much as possible with the EPA
and assist the agency in obtain-
ing information necessary for
proper implementation of the
FQPA. However, RISE has
faced some resistance.

“We're trying to tell the
EPA that the industry is willing
to provide the data that you
need, but give us guidance on
what you're looking for so that
we can provide it,”” she indi-
cates.

It sounds cut and dry, but so

far, it hasn't been that easy.
The EPA hasn't requested any
data.

“Some high-ranking officials
at the EPA say that they have
all the data that they need in
order to make the decisions
that they need to make,” she
admonishes. “Our argument is
that they are using theoretical
models and not real-world
data.”

Lawder wants the EPA to
have a balanced viewpoint as it
reviews pesticide risks, and
points out the important, al-
though often overlooked, fact
that pests endanger public
health, damage structures and
cause disease. Pesticides, on the
other hand, are one of the tools
and part of the solution to pest
problems.

Lawder’s main message to
PCOs is that these relevant
tools could be lost.



“We don’t want to wait
until it’s too late to draw atten-
tion to the importance of spe-
cialty pesticides,” Lawder as-
serts.

RISE wants to educate the
EPA and the public on not only
the value, the safety and how
important pesticides are to
lawn care businesses, but also
how important they are to
managing damaging pests.

Of course, everybody wants
a safe food supply, legislators
included, and public health is
something that consumers can
really latch onto. These are the
areas that the EPA needs to be
reminded about.

“What we're trying to do is
let people know that pesticides
are a really important part of
managing public health pests,”

she stresses.
LCO role

From experience, LCOs un-
derstand why pesticides are a
necessity when it comes to
lawn care. However, it's not al-
ways as clear to legislators and
the public. Lawder says it's
vital that LCOs know the im-
portance of their individual
comments to their representa-
tives.

“The more letters a Con-
gressperson gets from a con-
stituent, the better. It's very
important that members of
Congress hear from the people
back home because they do lis-
ten,” she states.

Lawder says that every
Congressional office tracks let-
ters received, so they know
what is coming in and where it

is coming from. This brings at-
tention to a specific problem
and encourages the representa-
tive to make it a priority.

“The more people who
write, the higher up on the pri-
ority list the issue goes,” she
adds.

Lawder offers recommenda-
tions when communicating
with legislators. She says LCOs
should be specific and get per-
sonal. Lawn care operators
should tell their representatives
about their business, noting
items such as number of em-
ployees and years in business.
An LCO can establish an air of
professionalism by describing
what kind of professional train-
ing they have and stating that
their technicians are trained.

“Explain exactly what you

do. For example, an LCO
might say, ‘I control harmful
turf insects, and I service 3,000
homeowners in your district,”
Lawder suggests.

Since organophosphates are
at the top of the EPA’s list,
identify the specific
organophosphate products that
are used in lawn care or on golf
courses. Tell the representative
how important it is to have a
particular product as a tool, not
only to conduct business, but
also to control pests.

Finally, drive home the fact
that pest control protects the
public.

Lisa Shaheen is senior managing
editor of Pest Control magazine.
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Inquire today and let an
Otterbine representative show

you how!

Otterbine®/ Barebo, Inc.
3840 Main Road East

Emmaus, PA 18049
1-800 AERSTER

Circle 117

LANDSCAPE MANAGEMENT

Enhancing Waterways...

Otterbine Barebo offers a complete line of custom water features; including
ornamental 1/2 HP Instant Fountains and High Volume units that dramatically
increase the flow of oxygen throughout your body of water. From golf courses
to residential housing, we can meet all your water quality management needs.
Each Otterbine aerator is made to the exacting standards that have given
Otterbine products their reputation for high quality, longevity, safety and ease
of installation.
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PLCAA Day on Hill 3

he Profes-
sional Lawn
Care Associa-

tion of Amer-

ica's Legisla-
tive Day on the Hill was held
on July 20-21 in Washington,
D.C., with more than 70 lawn
and landscape management
professionals lending a hand to
beautify the grounds of Arling-
ton National Cemetery.
Browner thanks LCOs

Carol Browner, Environmen-
tal Protection Agency adminis-
trator, commended PLCAA for
working closely with
EPA on projects
such as environmen-
tal stewardship, and
>p()kv of a time of
continued coopera-
tion between gov-
ernment and private
industry.

“The work you
are performing
today, and the work
groundskeepers per-
form every day here
at Arlington National Cemetery,
is an honor to this national
shrine; to these American men

and women who gave their lives
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Carol Browner:
PLCAA members do
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for our country,”
Browner said.

Arlington Superin-
tendent Jack Metzler;
PLCAA President Bob
Ottley, One Step Tree
& Lawncare, N. Chili,
NY; and event coordi-
nator Phil Fogarty,
Scotts Lawn Service,
Euclid, Ohio, made re-
marks during the dedi-
cation ceremony complete with
a presentation of the Joint Color
Guard.

“I think PLCAA improved
the image of the turf
industry by helping a
national shrine look
better to the average
citizen, "said Brad
Williams of Williams
Landscape Services,
Inc., Chapel Hill, NC.

“Being a veteran
myself, it is a great
honor to participate
at Arlington,” said
Gene Pool of Emerald
Green/Bolton & Pool
Lawn Care, Van Wert, Ohio.

“I feel Arlington is the most
sacred ground I'll ever stand

on, second to Calvary.”
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RENEWAL
AT ARLINGTON

AA PRESENT

& REMEMBRANCE

On the day following the
Arlington project, lawn care
operators met with legislators
or legislative aides to discuss

crucial issues af-

A PLCAA members and their
families gather at the foot of
the Unknown Soldier memorial
for a photo before work begins.

<« Members of Pena Landscap-
ing, Scotts Lawn Care and All
Green Corporation at Arlington.

ued funding for the National
Turfgrass Evaluation Program;
and comprehensive OSHA re-
form.

The following

fecting business op-
erations, most im-
portantly the
FQPA.

“Not only have

we made progress

on issues, but more
importantly, we
have built a rela-
tionship with our
representatives;
they now address lawmakers.
me on a first name
basis,” said Pool.

Other issues discussed on
the Hill were compensatory

time vs. overtime pay; contin-

Pool: discussed the
issues with Ohio

companies made fi-
nancial or in-kind
contributions to the
Arlington Cemetery
project: American
Cyanamid; The An-
dersons; Bayer; Chan-
tilly Turf Farms; Dow
AgroSciences; FMC;
Georgia Marble, Co;
Jacklin Seed; Lesco;
Medalist America;
Novartis; PBI Gor-
don; Riverdale; The Scotts
Company; Zeneca Professional
Products. LM



“Today, I need to be an
agronomist, a negotiator,

a mechanic and an accountant.”

“I flat out don’t have time to waste on

someone who just wants to sell me a
product and then walk away. I expect

a lot more than that from the people

I do business with. What I expect - and
need - is someone who will work with -
me to figure out what needs to be done
and the best way to do it. Someone with
the energy, know-how and backing to help
me get the most out of the products I buy.
That'’s Terra. They've got the products

[ need, when I need them. Pesticides.
Fertilizers. Seed. Adjuvants. All of the major
brands, including their own line of Terra
Professional Products. And they back
every one of them with the kind of product
information, agronomic advice and technical
support that I can really use. They even
offer soil and tissue testing services. One
call and I know I'll have the product I want
and the answer I need. In the long run,

I know that working with Terra saves

me time and makes my life easier.

And that's exactly what | expect.”

»Terra

Terra Industries Inc.

P.O. Box 6000

Sioux City, lowa 51102-6000
1-800-288-7353
www.terraindustries.com

Working with you.
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Large tree transplanting

What any landscape contractor should know before offering

this lucrative service to clients wanting ‘instant’ landscapes.

by TERRY A. TATTAR, Ph.D., Shade Tree Laboratory

University of Massachusetts

Technological developments in tree
transplanting now make it possible, with
the necessary equipment and expertise, to
transplant trees of virtually any size. It is
common to read about historic trees being
moved to allow road and building con-
struction to be performed on
their growing sites.

Indeed, large tree moving
specialists using the latest in tree
moving technology, including
spades, cranes and digging equip-
ment report high degrees of suc-
cess in routinely moving these
very large trees.

The interest of most land-
scapers in large trees, however, is
to provide their clients with the
option of utilizing unique nurs-
ery stock to create distinctive
landscape designs. This article,
therefore, will focus on strategies
for the selection and successful
establishment of large nursery-
grown trees in the landscape.

Large tree transplanting is
both an opportunity and a seri-
ous challenge for the landscaper.
Recently, I wrote an article enti-
tled “Increase the Odds of Tree
Survival” that was published in
the May 1998 issue of LAND-
SCAPE MANAGEMENT. In addition
to reviewing recommended tree
planting techniques, the risks of
transplanting large trees were &
also presented. Readers not fa-
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A hand-dug copper beech being

miliar with that article may find it of inter-
est.

Research on tree transplanting of both
large and small trees has revealed at least

one general conclusion, that root growth is

the key to success after transplanting, re-
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gardless of tree size. However, small trees
are much more forgiving of our mistakes
and neglect, while large trees are not.
Why transplant large trees?

Large trees are the landmark compo-
nents of any landscape. They create the
impression of maturity and permanence.
Large individual residences, condominiums
and office buildings, for example, require
plant materials of substantial size to com-
plement these structures. Landscape archi-
tects have realized for many years that
many of their designs could be achieved al-
most instantly with the use of large trees.
In addition, many property
owners are no longer willing to
wait for trees to grow into ma-
ture size and are willing to com-
mit the resources necessary to
establish a “mature” landscape.
The result is an increasing de-
mand for large trees in the land-
scape.

Although the cost to the
client of transplanting large
nursery trees is high there is a
high profit potential to the land-
scape contractor. A landscape
contract that involves numerous
large trees will be substantially
larger than a contract with only
small root stock. Despite the
extra labor required, the much
higher cost of large nursery trees
usually makes it worthwhile fi-
nancially. If performed correctly
with positive results, large tree
transplanting can be very lucra-
tive for the landscaper.

Recent advances in root
growth technology have in-
creased survival rates and short-
ened establishment times of
transplanted trees. For example,

the use of root growth stimu-

wrapped and strung for shipping



lants and mycorrhizal preparations de-
signed specifically for trees, have aided root
growth after transplanting. It is now possi-
ble, therefore, to provide the necessary
amendments to an otherwise large, healthy
nursery tree, together with regular irriga-
tion, to achieve a very high degree of suc-
cess in transplanting.
The pitfalls

Before going off into the sunset to
transplant large trees and reap great re-
wards, you should recall Murphy's Law “if
something can go wrong, it will”. There is a
lot that can go wrong with large trees, and
remember what was stated earlier, that

large trees don’t forgive us. My general rule

is no detail in tree planting is too small and :
i VTGS Rps e Make sure you have enough labor and the necessary equnpment when digging, moving and

everything you do, or forget to do, counts.
. - transplanting large trees.

Numerous studies on transplanting
large trees have reported that is takes sev- tree’s root system to recover completely therefore, that most large trees will not

eral years, and many as 10 years, for a from transplanting. It can be expected, look as good in the landscape, following

I F E P R O D U €T S
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Back 1n the [ree

MycorTree™ Mycorrhizal Inoculants Put \uum’
Protective Power to Work . .. Where It Counts Most.

tban environments can be a “jungle” for new and established trees and shrubs.
Stress, depleted soils and poor availability of water can challenge even the hardiest
trees and shrubs, and hasten the decline of aging or damaged trees.

Plant Health Care, Inc. offers a comprehensive line of mycorrhizal fungal
inoculants, biofertilizers, and water management products
specifically formulated to help maintain opﬂ-nl

growth and quality. '

In landscape situations, MycorTree™ Injectable is injected All PHC Products are available directly from Plant Health Care, Inc.
into the soil in a water slurry or is mixed with Bartlett fertilizer.

Soil injection of MycorTree™ significantly increases root growth as

1-800- 421-9051

compared to the non-treated controls. PLA}\T
Thomas Smiley, PhD Circle 119 HEALTH Saver” Yuccah™ and Healty Start
Bartett Tree Research Laboratories CARE. INC

50598L1
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Sugar maple trees, unloaded and ready for fall planting in Sharon, Connecticut

transplanting, as they appeared in the nurs-
ery. In my experience most trees appear
reasonably healthy during the first growing
season as a transplant, but often appear less
vigorous the second growing season. One
reason for this is that energy reserves pre-
sent within the tree prior to transplanting
allow it to produce a crop of normal foliage
the first growing season, but subsequent
root loss prevents the transplanted tree
from storing sufficient energy reserves for
the second growing season. Survival, of
course, depends on the generation of new
roots, the faster the better.

Most properly transplanted trees will
eventually establish. However, there are
two problems that can often plague the
landscaper, 1) anxiety of clients over a “less
than perfect” tree and 2) the one-year
guarantee time limit of the nurséry. First,
the physiological events that follow trans-
planting of large trees described above
need to be carefully explained to your
clients. They have to understand that a
large tree needs time to establish before you
accept the job. Second, work out a flexible
agreement with the nursery to allow the
extension of the guarantee time for their
trees.
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Once planted, if, in your opinion, a tree
is in poor condition and likely to be a
source of embarrassment for your com-
pany, don't hesitate to have it replaced.
However, if the tree is growing slowly but
still retains its original form and has solid
potential to establish, try to get the guaran-
tee extended. I have found that this can be
a win-win arrangement that works out for
the client, the landscaper and the nursery.

Another important consideration is that
moving large trees is a labor-intensive ac-
tivity. If numerous trees are to be planted a
large crew is needed since trees must be
planted as soon as possible after they are
received on the job site. The landscaper
will likely have to commit much of their
personnel and equipment, and perhaps
need to hire additional workers.

Since the cost of large trees to the client
is high, the expectations of the clients are
also high. The landscaper must be pre-
pared to make numerous follow-up visits
to the clients to inspect the trees and to
allay fears of the client. The whole process
from tree selection to final acceptance of
the trees by the clients could take several
years. Patience and persistence are both re-
quired traits for those who transplant large
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trees. However, in my opinion, once you
commit yourself to transplanting large trees
correctly, it is well worth the effort.
How to move large nursery trees

Despite all the technological improve-
ments and all the scientific advances in
growing nursery stock, most large trees are
still moved in the same manner as they
have always been moved, by hand digging.
Why is hand digging still so popular? We
have always known that careful prepara-
tion of the root ball has been most critical
for transplant success. Now the experi-
mental evidence exists to support any at-
tempts to preserve as much of the root sys-
tem as possible. To minimize any injury to
roots and changes in the soil texture
around them, digging around the roots,
root pruning, as well as shaping, wrapping
and tying of the root ball, all have to be
done mostly by hand. Heavy equipment to
move and lift the root ball is brought in
primarily after the hand work is complete.
Tree spades must match tree

The development of tree spades has al-
lowed transplanting of many large trees but
their use in transplanting nursery trees is
limited. A tree spade can dig and trans-
plant a tree into a pre-dug hole very
quickly. Many valuable shade trees which
were in the way of building and road pro-
jects have been saved because they could
be transplanted locally using a tree spade at
low cost. However, it is very difficult to use
a tree spade for long distance shipping.
There is also concern about the compres-
sive forces on soil at the edge of the root
ball that is dug by a tree spade. But, the
most serious concern about tree spades is
their use on trees that are larger than the
spade was designed for. When a tree spade
exceeds its size capacity, much of the root
system remains in the soil. The result is a
large tree with a very small root system,
which will very likely perform poorly in
the landscape.
Steps to success

[t should be clear by now that success
in tree transplanting begins at the nursery.
Your first job must be to locate sources of
quality nursery stock for the client. They



should then visit the nursery with you and
agree on the tree selections you recom-
mend. If they cannot go to the nursery you
should take color photographs of each can-
didate tree for their selection. Once selec-
tions are made each tree should be tagged
to avoid any future confusion during dig-
ging and shipping of your clients’ trees.

Your clients need to understand the de-
tails of large tree transplanting and how the
tree will need time to establish in its new
site. Your skill as an educator are critical
here. Warn them that health problems
sometimes happen and despite all our ef-
forts transplanted trees sometimes die or
will not establish in satisfactory condition.
Assure them that you have secured re-
placement guarantees for them if this event
should happen. And be clear as to the
post-planting care and efforts required by
the client.

Discuss extension of the standard one-

year guarantee with the nursery before set-

The whole process from
tree selection to final
acceptace of the trees by
the clients could take sev-
eral years. You need
patience and persistence.

tling on a contract for tree sale. In my ex-
perience the difficult issue is most likely to
be a living tree in unsatisfactory condition
at the end of the guarantee period rather
than the replacement of a dead tree. As
discussed earlier, a flexible guarantee al-
lows the tree more time to establish, pro-
tects the client and can often save both the
nursery and the landscaper replacement
costs. In addition, the nursery often will re-

quire assurances that all the trees sold will

be irrigated as needed during the guarantee

period to protect their investment.

Follow-up care is the final key to suc-
cess in large tree transplanting. Irrigation
obviously will be the most important tree
care activity for newly planted trees for
several years. Mulch applied over the roots
at planting time must be renewed when
appropriate to supplant irrigation, suppress
weed competition, and most importantly,
to keep lawn mowers and trimmers from
getting anywhere near the trunk. Check,
loosen and eventually remove any ties or
supports on the tree several times during
the growing season. In addition, monitor
and control any insect attacks as well as any
tree pathogens that threaten the health of
the transplanted tree. Vigilance in follow-
up care is essential and will pay off in fewer
tree losses and better establishment of
transplanted trees.

The author is a professor at the University of
Massachusetts Shade Tree Laboratory,

Ambherst.
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VAM Mycorrhizal Fungal
Inoculant Delivers Healthier, Longer-Lasting
Blooms Without the Need for Fungicides.

hether you plant annuals, perennials or groundcovers,
Mycor™ Flower Saver™ gives you abundant, enduring
blooms and root systems that resist stress and disease.
Mycor" Flower Saver
combines a proprietary
“cocktail” blend of endomycor-
rhizal fungi with growth
promoting bacteria and

organic biostimulants - all

in a single dry application.

Calll 800 1421 9051 Now for our
Free Catalog of Biological Products
for Flower and Lawn Care.

Treated with Flower Saver
Healthy Start

ith no fungicides (2

Treated with compost fertilizer

and fungicides (2 months) and Yuccal 5

months)
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IRRIGATION COMPONENTS

By CURT HARLER/ Contributing Editor

Given today's high-management turfgrasses and the need to
be frugal with water resources, irrigation has moved from
being an art to a science. In involves choosing proper flow
rates, maintaining accurate spray patterns, figuring sprinkler
placement, and a host of other variables.

The starting point is to consider how much water will be
applied at what rate to a particular area. This will vary with
soil type, variety of grass being irrigated, and climate. Irrigation
rates generally fall into three categories: low, or less than a
half-inch per hour; medium, one-half to one inch per hour;
and high, over an inch per hour.

Valve & Filter Co. offers Hydro-Flo flowmeter & automatic filters.

pass.
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Be sure that all components of the system — pump, pipe,

sprinkler heads — are sized to deliver the volume of water

needed. Note that systems using heads providing half-circle or

quarter-circle coverage will have more complex calculations

than simple full-circle coverage. For example, a full-circle head

must have twice the flow of a half-circle head. If you are not

comfortable with numbers and formulas, be sure to have a

local dealer or engineer calculate the effect of any changes you

make to an existing system before turning it up.

Below are several of the latest and best products available

from leading irrigation firms for use in a variety of turfgrass

applications.

T. CHRISTY ENTERPRISES
800-258-4583
www.bluglue.com

Fix irrigation pipe quickly and
economically with Slick-Wrap from
Christy, Orange, CA. Slick-Wrap is a
specially formulated water-activated
fiberglass tape, and presents a per-
manent solution to leaks or joints. It
can repair all types of pipe, including
plastic, metal, copper and poly. The
material can be used where tradi-
tional solutions have failed and
comes in two sizes.

Circle No. 264

818-362-0292
email: efcoinc@aol.com
Clean water is better for the

pump, the pipe, the sprinkler heads
and the turf. Efco, North Holly-
wood, CA produces a full line of
basic filtration equipment
ranging from the ODIS
1000 through the 4000.
Basic irrigation filter prod-
ucts are available through
the company catalog, but
all other systems are cus-
tom-made to meet the
user’s irrigation needs.
Units can be ordered in
thread, flange or victaulic
models and are rated to
standard 120 psi pressure
with a maximum of 150
psi.
Circle No. 265

AMERICAN GRANBY
315-451-1100
www.americangranby.com

A series of pump start relays for
irrigation systems, from American
Granby, Liverpool, NY, are available
in 2 hp and 5 hp models. They fea-
ture a UL and CSA rated contactor
with an expected mechanical life up
to 30 million operations. Pressure
screw terminals accept 24 to 10
AWG wire. The relay is designed to
be finger safe to prohibit touching
of energized parts.

Circle No. 266

Among the newest irrigation
products detailed in the latest cata-
log from Hunter, San Marcos, CA,
is the ICC controller. It provides a
powerful water-management tool
for larger landscape projects. It can
be housed in a metal or plastic cabi-
net depending on the application.

Circle No. 267
K-RAIN MANUFACTURING
561-844-1002
www.k-rain.com

K-Rain’s new Pro-Plus sprinkler
offers adjustable and true-continu-
ous 360° coverage. This new sprin-
kler can be adjusted from 35° to
360°. Both adjustable and continu-
ous circle heads are in one rotor.
The Pro-Plus can be set before in-
stallation or while the system is op-


http://www.bluglue.com
http://www.americangranby.com
http://www.hunterindustries.com
http://www.k-rain.com
mailto:efcoinc@aol.com

K-Rain’s sprinkler is adjustable.

erating. This product also offers a

5" riser that pops up through even

the tallest turf. It can be retrofitted

to any other sprinkler, says K-Rain.
Circle 268

www.kifco.com

Water-Reel irrigation equipment
from Kifco, Havana, IL is designed to
work efficiently, even under a vari-
ety of pressures. Units are portable,
easy to install and work unattended.
The B130 and B160 feature auto-
matic shutdown for the water
motor, a pressure gauge to read
machine inlet pressure, a filter to in-
sure clean water for the motor and
a 3-wheeled chassis with steerable
front wheel and tow bar. The B140
with Booster Pump and SRT100T
Big Gun can irrigate a football field
(about an acre) in a single pass. Free
video on machine setup and opera-
tion available from Kifco.
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www kingsafety.com

A new line of smaller, faster
safety sealed irrigation connectors is
available from King Safety Products,
St. Charles, MO. Each of three con-
nectors — small, medium or large
— handles a wider range of wire
combinations. They seal from the in-
side out and they provide a water-

tight/corrosion proof seal with just a
twist. Also available, a complete
electrical waterproof, 158-piece
connector kit.

Circle No. 270

The Turf Bubbler Wick Irrigation
system from Nibco, Fresno, CA
saves up to 70 percent of water
consumption as compared to tradi-
tional spray systems. It applies water
by using a series of outlets in the
turf, just under the mower-cut
height. Watering times average 35-
40 minutes, three times a week
Units have tested effective for tall
fescue through Bermuda turf types
System is easy to install at about the
same cost and time requirement as
traditional systems.

Circle No. 271
RAIN BIRD
626-812-3600
www.rainbird.com

Rain Bird's Golf Division says it's
enhanced the wiring to speed up in-
stallation of MSC+ and PAR+ satel-
lite irrigation controllers. The con-
trollers are available in two-wire,
wireless and stand-alone designs
and feature quicker connections be-
tween the Relay Output Modules
(ROM-8) and the terminal strips on
plastic pedestal models. The termi-
nal strips are preinstalled on the rear
section of the plastic pedestal and
are points of connection for valve
wires.

Circle No. 272
RAINDRIP, INC.

800-544-3747
www.raindrip.com

The Aqua-Pop pop-up irrigation
assemblies rise up with only six
pounds of water pressure to a
height five or nine inches above
ground cover. The sprinklers provide
even coverage and retract back into
the ground when not in use. They
come barbed or threaded for con-
nection to quarter- or half-inch PVC
All come with Micro Spray Jets in
three different spray patterns: full,
half, or quarter circle. Also available
are pressure-compensating drippers
that maintain rated flow rate for 10-
60 psi inlet pressure.

SYNCROFLO, INC.
800-886-4443
www.syncrofio.com

Specifically designed to compen-
sate immediately for low pressure or
no-pressure conditions, the Syn-
croFlow Gator Pumping System is a
programmable booster that con-
stantly monitors water pressure
within a system. The Norcross, GA
firm’s systems are available with ca-
pacities from 25 to 250 GPM. The
Gator is housed in a low-profile,
weather-resistant steel en-
closure. Digital flow dis-
play, remote start se-
quencing and stainless
steel enclosure are among
options.

Circle No. 274

253-395-3900
www.tanakapow-
erequipment.com
The Tanaka TCP-210
centrifugal pump features
the Sound Reduction Sys-
tem which significantly reduces en-
gine noise. Standard features from
the Kent, WA firm include spark ar-
restor muffler, ceramic seals, ball
bearings supporting the impeller
shaft, as well as metal impellers and
chambers. The TCP-210's 21cc en-
gine pumps up to 31 GPM through
1-inch suctiorvdischarge ports. Two
1 inch hose couplings, one garden
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hose coupling, and 10 feet of rein-
forced intake hose are included. It is
covered by a 1/2/5 warranty, provid-
ing one-year coverage for commer-
cial use, two for homeowner use,
and five on the ignition module

Circle No. 275
TRANSITIONAL SYSTEMS
MFG.
530-751-2610

If your operation calls for linking
two or more irrigation controllers
on the same pump circuit at the
same time, consider the Isolator
from Transitional Systems, Yuba
City, CA. It offers double protection
by locking out all controllers except
one. Priced at about the cost of a
pump relay, it deals with feedback,
polarity and phasing problems
Rated at 24 volts AC, with 5 Amp
output, its life expectancy is 100
million operations

Circle No. 276
VALVE & FILTER CO.
800-759-6554
email:pleasantp@msn.com

The VAF2000 line of automatic
water filters in sizes from 10 gpm to
unlimited flow with particle removal
down to 15 microns. Ideal for land-
scape irrigation, three types of stain-
less steel screens are available. Firm
also offers a low-cost, highly accu-
rate flowmeter called the Hydro-Flo.

-
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Gator unit is programmable.

It is especially suited for irrigation
and monitoring flow to center pivot
systems. Made by Valve & Filter, Ar-
vada, CO, it reads accurately down
to flows of one-third foot per
minute

Circle No. 277
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Think spring now!

Order and begin gathering bulbs and plant material now for

spectacular color in your clients’ landscapes next spring.

By STEVEN W. GUSTAFSON, Ph.D.

Who wouldn’t welcome this colorful spring display featuring a Kale Feather Mix, Tulip Goldader, and Pansy
Crystal Bowl Mix? (Photos courtesy Post Landscape Operations, a division of Post Properties, Atlanta)
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W t's September and high time to think about
spring color. In fact, it’s a great time to com-

o

plete planning next year’s spring flowering

[ . e ¢ pira

W bulb and tuber gardens. Start acquiring your
bulbs--don’t put it off any longer--for this year’s fall
plantings. These flowers will provide spectacular
color, blooming as early as early February in the
Desert Southwest, March in the Southeast, April as
you head north, and even May as you approach the
Canadian border. Of course, it depends on your lo-

cation, elevation and on any given year's weather.

e
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El Nifo dealt a real wild card this year. While
crocuses were observed blooming in Oregon's
Willamette Valley before the end of January this
year, there were reports of snow in May near Red-
ding, CA.

Besides beautiful, early color, there's another
good reason to start planning your purchases of
blooming bulbs now. They're like spring insurance.
They can provide a good transition in ornamental
beds when it’s too wet, or otherwise inclement, to
plant your spring and summer annuals. They can
save you from trying to
explain to your clients
why, during an April
with more than six
inches of rain, you don't
have your annual color
yet.

It's likely that if your
company is known for
providing color, you're
already sold on the bene-
fits of spring bulbs, so
lets talk choices. Grow-
ing up in Oregon, | al-
ways awaited the first
blooming snowdrops
(Galanthus nivalis) in
February as a sign that [
might once again see
some blue in the sky.
Snowdrops were quickly
followed by crocuses,
tulips, daffodils, narcissi,
hyacinths and other
early bloomers. But, not

all of these flowers are



PREVENT GRUBS.
STOP THEM IN

THEIRTRACKS.
OR MAKE SURE |
NOT EVEN AN

enemy insects all season long. Grubs. Cutworms.

Armyworms. Sod webworms. Plus, odorless
MACH 2™ is easy to apply. You don't even have
to water it in immediately.

So don't let grubs control your grounds, or your
schedule. Depend on MACH 2™ Turf Insecticide.

I's all you need to prevent or cure.

Now you can control grubs preventatively or For more information or for the distributor

curatively. With a single application. Only with new nearest you, call 1-888-764-6432.

MACH 2™ Turf Insecticide. |
n cH 2“.

MACH 2 is a powerful killer with a new
chemistry that accelerates the molting process
of target insects.

Just hours after ingesting MACH 2™, the insect

stops feeding. Then it dies beneath the surface in 2 TURF INSECTICIDE
to 3 weeks. It's that simple. ALL YOU NEED
With MACH 2™ Turf Insectiside, you'll kill target TO PREVENT OR CURE.
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A well-thought-out
planting of spring pas-
tels, including Viola
Lemon Chiffon, Tulip At-
tila, and Kale Winterbor.
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early spring bloomers. Late-blooming varieties of
most, including tulips, are also available in the trade.
And pleasing to clients.

In between, there are nearly endless varieties of
Asiatic, Day and Tiger lilies to give summer-long
blooms from bulbs. For each genus of flowering bulb
there are many different cultivars providing choices
of color, height and textures. It’s up to the discern-

ing designer to make the best choices for their appli-

September 1998

cation. Your local nurseryman can be a good source
of information for the varieties and bloom dates for
your region. Of course, studying flower supply cata-
logues is a great way to learn your plant material as
you wind down during the evening.

Flowers from bulbs are an often overlooked
source of color in commercial and institutional land-
scaping. One reason for this is that we, as commer-
cial landscapers, are often entrenched in our usual
paradigms (or stuck in a rut). We think of bulbs only
in terms of large, mass plantings and are frightened
by the potential cost of thousands of bulbs.

There are two fallacies we should rethink. First,
what is the true cost of
‘color’ over a three-year
period? If we compare Bulbs are

the cost of one or two

effective when
planted in

clumps along

crops of annuals per sea-
son relative to the cost of
bulbs, which supply sev-
eral years of color, the
cost difference over time @ foundation
is pr\obably negligible. as a b(ledTOp
Second, are mass
plantings the only legiti- O shorter
mate use of flowering
bulbs? Of course not.

We can use bulbs in

annuals.

smaller concentrations to

provide interest in a

mixed planting. Bulbs

are especially effective when used in this manner
along a portion of a free-form border. They are also
effective in clumps along a foundation as a backdrop
to shorter annuals.

Early spring color can also be provided by trees,
shrubs and even over-wintered annuals. A sure sign
of spring are the magnificent white blooms of orna-
mental pears. In Arizona, evergreen pear (Pyrus
kawakamii ), is popular, while in the Southeast it is
the Bradford pear (P. Calleryana). Here in west
Tennessee, flowering dogwood (Comus florida) and
redbuds (Cercis canadensis) in bloom are two of the
tell-tale signs that spring has arrived. Both are preva-
lent in both natural and man-made landscapes. Ser-
viceberries, crabapples and cherries follow soon
after.

While [ lived in Tucson, we eagerly anticipated
the brilliant yellow blooms of Cassia artemesoides in
late January as a sign that ‘winter’ was on the wane.

I liked to plant yellow cassias in front of purple



JOE GIBBS ON WINNING

“PLAYING FAIR DOESN'T MEAN
YOU CAN'T PLAY TOUGH”

THE NEW 225L LITE

We've taken a proven trimmer and made

£¢,
it even better. It's lighter, for a better p‘/
power-to-weight ratio to get the job done f\;f
£/
fast. And our E-tech™ engine reduces odor £
y/

and exhaust emissions. But it's no delicate
piece of technology. It's 100 percent
solid Husqvarna, as tough as they come.

To get your hands on one, call

1-800 HUSKY 62 for a dealer near you.

(3) Husqgvarna

Tough Name.Tough Equipment.”

www.husqvarma.com
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Circle No. 142 on Reader Inquiry Card



This grouping of spring

flowers provide curb

appeal color, and add

interest to this corner.

50

LANDSCAPE

Video brings bulbs to the screen

For help in choosing your bulbs for next season,
you might want to contact the Netherlands Flower
Bulb Information Center, Brooklyn, NY, for your
copy of the “Passion” video.

“Passion” is a fast-paced, entertaining look at
the Dutch industry famous for its 400-year love af-
fair with bulbs.

The 18-minute video is shot in the style of an
MTV video, and captures the spirit and style of the
Dutch bulb business, ranging from the history of
bulbs during Holland’s 17th century “Tulipmania”
to modern techniques of tissue culture.

MANAGEMENT September 1998

The video is the result of two year’s shooting all
over the Netherlands, and features sweeping aerial
views of Holland's famous tulip fields, time lapse
photography of bulb flower growth, and other col-
orful images and interesting information.

Copies of the video are available from US or
Canadian bulb suppliers or from the International
Flower Bulb Center in Holland (fax: 011-31-2525-
226-92). For North American viewing, request tapes
in NTSC American format. Cost is $13 per tape, plus
shipping/handling.

Dalea versicolor which was usually in bloom since
the previous November. This made a very nice com-
bination.

Another early blooming desert favorite of mine is
Texas mountain laurel (Sophora segundiflora). Anal-
gous to cassia in the Southwest, yellow blooming
forsythia in the North and Southeast is a sure sign
that spring is near. Other temperate early blooming
shrubs include bigleaf rhododendron, Pieris japonica,
Lonicera fragrantissima and azaleas.

In Tucson, with the onset of warmer weather,
fall planted pansies, snapdragons and petunias would
also quickly revive. These were soon joined by many
native desert plants and perennials, including desert
marigolds and zinnias, brittlebush and many desert
grasses. The Southeast can also enjoy an early revival
of fall planted pansies and snapdragons. These often
can accompany the early flowering bulbs in bloom
following a mild winter. These all can serve as beau-
tiful ground-level color.

The take home lesson is: it’s the right time to
plan for next spring's blooms. Trees, shrubs, peren-
nials, bulbs and annuals can all contribute to a
knockout early bloom. Plan now, plant this fall, and
next year you and your clients can enjoy the bloom
of your labor. LM

—The author is grounds manager/horticulturist at the

University of Tennessee, Martin.
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The grass is
greener here

THINK TANK

hunderstorms marched across Lake Erie
the morning of August 25 booming and
cracking and raking Cleveland with cur-
tains of rain.

The crew at Pine Hills, probably like crews at
other nearby courses, spent the morning on mop-
up duty. Four or five inches of rain in a couple of
hours is a lot of water. There would be no golf at
Pine Hills this particular morning. That's one rea-
son we at LM could spend a few minutes chatting
with its superintendent, Brian Vickers. The LAND-
SCAPE MANAGEMENT staff had taken a day off in
July and played Pine Hills, and met briefly with
Brian afterwards. That's why we called him: we
wanted to know more about him and the course.

Pine Hills GC is lo-
cated about 10 miles
south of us near Hinckley,
Ohio, a growing but still-
quiet community that
takes some delight in cele-
brating the return of the
turkey buzzards each
spring. The course has
seen lots of thunderstorms
since its opening in 1957.
So has Vickers, now in his 28th year there.

For a public golf course, Pine Hills is a gem. It’s
one of the best public courses in north-central
Ohio. At 6400 yards it’s not particularly long, and
if you strike the ball straight and play intelligently,
you can score. Its rolling tree-lined layout offers
few surprises and no tricks. It provides what every
fine public course should—18 fine holes of golf at
an affordable price.

Brian Vickers' story is un-
doubtably like many other su-
perintendents who started
working on a public golf
course while they were in high
school, and found a career.

“I started at the very bottom
just like everybody else—hand-

mowing around trees, raking

Vickers: good
mentors help
along the way.

bunkers, cutting cups. I had to
work my way up,” he says.
Unlike many of his col-

PAGE 46
i Valhalla readies for another PGA

Z PAGE
A plan for lake

| PAGE 246
Birkdale team a hit at British Open

leagues, however, he stayed put. To Brian the
grass never looked any greener on any other
course in any other part of the country.

“I've been fortunate because I've had some ex-
cellent mentors and I could follow in their foot-
steps,” he says. “I've also have a good crew (his as-
sistant is Trent Wash), including the young
people here each season. They are either in high
school or college, and we get some turf students
from Wooster (Ohio) too.”

Vickers (like most supers) doesn't seek pub-
licity in spite of the fine job he does. He focuses
on keeping Pine Hills’ turfgrass first rate, and par-
ticularly its predominately Poa annua greens. His
longevity at the course suggests that he does just that. LM

Ohio supers on the move

Andrew Knappenberger is director of golf main-
tenance at Quail Hollow. He was last at the Home-
stead in Hot Springs, Va.

Peter Bursan is new superintendent at Valley View
Golf Club in Akron.

Craig Kachline is assistant superintendent at Can-
terbury Golf Club. He was last at Raleigh CC.

LANDSCAPE MANAGEMENT September 1998 1G
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Or are there?

Apply Barricade*
this Fall for the only
Crabgrass control
that lasts through
next season. Guaranteed.
——

Only Barricade offers you Crabgrass control like this. Apply once this fall,
when things are slower, and that’s all you have to do to stop Crabgrass
next season. That's because only Barricade offers you both the long
residual and the performance that can last through the winter and
deliver in the spring. Its low solubility and volatility means it stays put in

the weed germination zone and won't break down over the

winter months. And it is the only one guaranteed
to last through the next season. There's nothing
else that offers you this — nothing else can.

So take care of one of spring’s more frustrating chores this fall, and you'll
have what everyone on the course wants: guaranteed success.

To find out about the Barricade guarantee, call 1-800-395-TURF for the
name of your Novartis Sales Representative. Or you can visit our website

at www.cp.us.novartis.com
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Alamo®

Award®

Banner® MAXX®
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Primo®

Sentinel®
Subdue® MAXX®

Barricade is an important part of tt
the system of leading-edge prc
maintain your enti
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Recapturing PGA magic

How superintendent Mark Wilson
and his staff plan to make Valhalla
Country Club a site worthy of its
second PGA Championship in

five years.

By RON HALL/Managing Editor

alhalla Golf Club bustles with activity
for its second ever PGA Champi-
onship—and the tournament is still two
full years away! The 13-year-old Club,
located on a quiet country road just
east of Louisville, KY, hosted the event in August
1996, and it will again in August 2000.
“I told my crew that I'm excited because I feel

pare—both its golf course and its facilities—for the
huge galleries and the incredible media scrutiny of a
Major.

Wilson and his crew—indeed, the entire club
staff—want to leave as little to chance as possible in
making their second PGA Championship every bit
as successful as their first.

A big success

That 1996 event, played in near perfect condi-
tions, showcased an immaculately groomed Valhalla
that brought out the best of the world’s best golfers.
In that tournament, Mark Brooks broke the hearts of
many Kentuckians in the gallery when he sank a 4-
foot putt on the first playoff hole and finished off
Kenny Perry, from nearby Franklin, KY. The Ken-
tuckian had driven into the rough on the first playoff
hole giving Brooks the opening he needed.

About 30,000 spectators stood shoulder-to-

shoulder along the mounded, 540-yard

The maintenance staff at
Valhalla will concentrate
on improving the roughs
for the 2000 PGA.

like our preparations for the tournament really begin
this fall,” says Mark Wilson, CGCS, now in his 11th
year at Valhalla.

The PGA Championship is one of the so-called
“Majors” along with The Masters, The U.S. Open,
and the British Open. These are golf's premiere an-
nual tournaments. A host club needs months to pre-
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18th to witness the finish, and more are ex-
pected in 2000.

“The thing that strikes you is when you
stand outside the club house and see the
television towers and the helicopters flying
over, and everybody being interviewed,”
says Valhalla General Manager Mike Mon-
tague. “You realize at that point that it’s a
little bit too late to fix anything. If you
know where you want to be in August of
2000, you have to start doing it now.”

Valhalla, and particularly the golf course
maintenance crew, scored a virtual touch-
down hosting its first PGA Championship.
But, then again, Mother Nature smiled on
Louisville all the 1996 season, concedes
Wilson, a vigorous, friendly man who's
seemingly always on the move within the
440-acre golf club.

“The golf course was so good that I sat here and
wondered, how in the world did we do that?” he
says almost wistfully. “It was one of those years
where everything that we did worked.”

As an example, less than two months before the
tournament he seeded a large spectator parking area



with bermudagrass. Mother Nature obliged even
then. “We got some rain and the bermuda took off,”
he recalls.

Conditions can change

The Eastern Kentucky University graduate is not
counting on such wonderful cooperation from the
fates in the year 2000. In fact, this season keeps re-
minding him that conditions can change, and fast.

“This year's been difficult,” he says. “We had a
very mild winter. It started raining in the winter and
it seemed like it wouldn't stop and we had lots of
weed and disease pressure. We couldn’t get the pre-
emergent down just right; the roughs aren’t nearly as
good as we'd like them.”

While the presence of weeds in his fescue roughs
is disconcerting, and the Club’s wildflower areas
didn’t pop with as much color as he would have
liked (he's considering sterilizing some of these areas
with Basamid and replanting wild flowers, perhaps
even annually), the course itself is in good shape.
Even so, there’s plenty to do.

Late this summer he and his crew began attack-
ing bentgrass encroachment in the intermediate
roughs lining the Pennway fairways. He estimates
that he and his crew will take out and resod a total
of about three acres of contaminated bluegrass.

“The guys were kind of worried about that much
resodding, but we'll probably only do about 500
yards a week on the front nine and 250 yards a week
on the back nine,” says Wilson. “When you put it in
that context, that's not a lot of sod.”

Greens being improved

Thinking even more long-term, Wilson last sea-
son began improving Valhalla's Penncross greens;
but gradually. He planted and carefully evaluated
several of the newest bentgrass varieties in his
10,000 sq. ft. turf nursery. For comparison’s sake, he
established them beside the strongest bentgrass
plants he gathered from the course’s segregated Pen-
NCross greens.

Wilson realizes that he can’t completely rebuild
or strip Valhalla’s greens; the Club is open to its 230
members year-round. Instead, he’s been inter-seed-
ing the greens with Penn G-2.

Several factors will determine the success of this
changeover, he believes: failure to be aggressive

enough in the process, timing of the seeding (about

Mark Wilson takes a well-deserved breather with his
friend “Chase,” one of the regulars at the Valhalla
Golf Club maintenance building.

the third week of September for Louisville), and
competition from existing turf. Proper preparation is
crucial, he says.

The first step is to purposely thin Valhalla GC'’s
Penncross greens. His crew will do this by lowering
the height of cut and frequency. (Typically the
greens are mowed at less than .125 inch.) They will
also be rolling the greens. Then, about three days
prior to seeding, Primo is applied to the greens,
2/10th ounce per 1000 sq. ft.

The actual renovation process involves verticut-
ting the green two ways, then aerifying twice with
half-inch tines. He then mixes the Penn G-2 seed
with Milorganite in a cement mixer, and makes one
application of the mixed seed/fertilizer. After top-
dressing, brushing and spiking the greens, he seeds a
second time. Then the green is gone over with vi-
bratory roller, followed by the third and final appli-
cation of fertilizer/seed, a total of 1 Ib. of bentgrass
seed per 1,000 sq. ft. The process takes about two
days, he says.

After the seeding, the greens are kept moist, and
aren’t mowed for about a week. The bentgrass

seedlings grow rapidly after being fertilized once a
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PGA highlights

Privately developed, the Valhalla Golf
Club is now partly owned by the PGA of
America, headquartered in Palm Beach
Gardens, FL. Superintendent Mark Wil-
son says one of his crews most important
tasks in hosting the PGA Championship
will be establishing areas for the hospi-
tality and media tents, for parking, and
providing other logistical support in an-
ticipation of the huge galleries.

Besides its Championship and Senior
Championship, the PGA is responsible for
the Ryder Cup, golf's premiere interna-
tional tournament, and PGA member
tournaments. Here are some PGA high-

lights:
: 1916, PGA of America formed.

Mark Wilson says that Valhalla GC is not heavily bunkered, but the 41 sand traps--including 1916, First PGA Championship at Si-

one new one--are strategically placed to capture the errant shot. wanoy Country Club in Bronxville, NY,
and won by British-born professional Jim
Barnes.

week with 1/2 Ib. N for a month. 19205305, Walter Hagen wins 5 PGA
GOOSE! So far, 50 good Championships.
GOOSE ' “I'm not sure how successful I've been so 1940, Ryron Nelson defeats Sam
hd Snead PGA crown.

far,” admits Wilson. “Our greens have been
' fine so far this year. Even if it isn’t as suc- 19.42_' Snead holes 60-foot chip shot
° cessful as we'd like, it'll still be a good reno- for birdie on 35.th hole a.nd PGA g
vation program. You've got to tear up the 1980 Jack Nicklaus wins fifth PGA
crown, ties Walter Hagen.

1999 PGA Championship at Medinah
Country Club, Medinah, IL.

bentgrass once in while because bentgrass
has a tendency to get thatchy and puffy.”

Next summer, Wilson and his crew (14
fulltime, 6 part-timers, and 6 or 7 interns)
will begin fine-tuning the course’s 41

bunkers, and making whatever other major Wilson says preparing for a major tour-
final preparations the course will need. nament like a PGA Championship is
Wilson sees himself as being both a stressful, but it's a great motivator too.
leader and a mentor or coach. He seems to “If I could package the excitement that
be confident enough of his abilities to dele- flows through our crew just before and
. gate day-to-day responsibilities to three as- during the tournament [ would be a mil-
Tired Of nuisance gm? sistant superintendents. lionaire,” adds Wilson. “For me and my
RdeX'iP AG‘% can help! “My job as a superintendent also means crew it’s like being in the that state Little
Spray this proven repellent on turf I'm a personnel manager, purchasing agent,  League Championship we never got a
to invisibly repel unwanted geese and public relation expert,” says Wilson. chance to play in.
from your valuable grass. “I'm the orchestrator, and try to bring it all “Actually, I guess hosting a PGA Cham-
Call 1-(800) HAD-BIRD, or visit us at together. But sometimes I'm a substitute pionship is like being in a World Series
http:/www.rejexit.com too, and I have to fill in with the daily Championship.” O
EPA Registration No: 58035-9 chores.”
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Jor the life of the soil!

Can Your Urea-Based N Sources
Compare to Nitroform"?

There is a difference in nitrogen sources.
Unlike the others, NITROFORM® is released throughout
the growing season by soil microorganisms.
NITROFORM?® feeds organically. It supplies both
carbon (energy) and nitrogen (food) for microbial
absorption and utilization in the soil. The carbon
in urea-based fertilizers is chemically converted to
CO, and lost to the atmosphere...a waste of energy.
Increased microbial populations hasten the
decomposition of organic residue. In turf, this reduces
the potential for excessive thatch formation while
accelerating the production of humus, nature’s ultimate
and perfect growing medium. NITROFORM® promotes

Urea-Based

Products
C’ > .
;s S ; '
Nu-Grp Technologles Inc’a%
B : v iy ; ‘

vigorous rooting and development of root tissue. The
effect is even more pronounced when NITROFORM
is incorporated in seedbeds or sodbeds, in container
soil mixes, or following core cultivation.

Because the N in NITROFORM® is released by
soil microbes, it is resistant to leaching and runoff...
even in sandy soils under heavy rainfall and irrigation.
What is your choice?

*NITROFORM
*NITROFORM
*NITROFORM®
*NITROFORM

Provides Season-long Feeding
Enhances Microbial Activity
Promotes Rooting and Root Formation
Protects the Groundwater

Circle No. 131 on Reader Inquiry Card
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A plan for lake purity

Ponds and lakes are often mismanaged, lose their aesthetic

value and eventually become worthless. Here is the latest

on the dynamics which affect water quality to help you put

together your program for lake and pond purity.

By HEATHER L. SCHWABE

rganic nutrients containing
e phosphorous and nitrogen are
! ":? essential to plant life in lakes
and ponds, but you must keep

. the nutrient level in an ideal
balance to avoid severe weed and plant
growth.

Aerobic bacteria will metabolize or-
ganic nutrients in the water making them
unavailable for vegetation. When a pond is
in balance, it has sufficient levels of oxygen
in the water to allow the bacteria to
breathe and digest these nutrients. If the
nutrient levels rise, the bacteria cannot
consume the nutrient burden and nutrient
levels will swell. The result is dramatically
increased plant growth, algae blooms and
organic sludge build up.

Nutrients come from several sources:
bottom sludge, dead organic material and
fertilizers. The greatest source of nutrient
in a lake is often found in the bottom sedi-
ment and dead organic matter. Algae typi-
cally has a two-week life cycle; when the
algae die it sinks to the lake bottom form-
ing an “aquatic compost pile.” Over time,
the amount of available nutrient in the
water feature grows at increasing rates.
Sediment build up also has significant im-
pact on a lake’s capability to store water.
Research shows that sediment build up
will occur at rates of 1 to 5 inches per year
in temperate climates and these rates can
be almost double in subtropical regions.
Using that equation, a lake will lose 80,000

8G LANDSCAPE MANAGEMENT

gallons per surface acre of storage capacity
per year, and so begins the gradual con-
sumption of the pond by organic sludge.
Fertilizer leaching into your pond or
lake also contributes to nutrient loading.
Two to four percent of the fertilizer ap-
plied near a lake can leach into the water.

Fertilizer, which contains phosphorus, has

Temperature layering (thermal stratifi-
cation) occurs when the sun warms the
surface water of the pond, causing it to be-
come less dense. This density and the
varying water temperatures in the pond
cause the water to become separated, or
stratified into layers. The colder water set-
tles on the pond bottom and the water gets
warmer in layers as you near the surface.
Certain solids will get suspended in these
layers creating poor clarity. Because the
surface layer will remain warm, algae
growth thrives while the cooler water tem-
peratures below help inhibit aquatic weed
and algae growth.

Sunlight also plays a part in the aquatic

ecosystem. In more shallow bodies of

The water in a lake should be turned over four to seven times a day.

been identified as the greatest single con-
tributor to aquatic weeds and algae
growth. Orthophosphorus, or dissolved or-
ganic phosphorus, has been identified as
the number one limiting factor in aquatic
vegetative growth. Levels greater than .05
mg per liter are considered high. When
phosphorus levels exceed .1 mg per liter,
nuisance populations of algae and aquatic

weeds will abound.
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water, the sunlight penetrates to the water
bottom. These shallow areas are typically
warmer which can accelerate plant growth.
Green plants will only photosynthesize
(grow) in the presence of sunlight. Aquatic
weeds, algae, sludge build up, odors, and
poor clarity are the most common prob-
lems and often, these problems are interre-
lated. There is good news however. If you
address one problem, most likely the other



problems will systematically follow suit.

When considering lake management
practices, it is important to keep in mind
proactive and reactive or preventive and
fixative strategies. Preventive strategies ad-
dress the causes of problems while fixative
strategies deal with the symptoms. Since
many of the visible symptoms of poor
water quality take a long time to develop,
developing a proactive water management
program is advisable. Most of the proactive
approaches are biological tools which have
a positive impact on the environment.
Let's look at the proactive, preventive solu-
tions first.

We must address nutrients in two ways:

P limiting nutrient run off into the
water feature

P supporting aerobic digestion which
limits the available nutrients in the water
itself.

You can implement methods which
will help divert the flow of nutrients into a
lake. The goal is to keep the nutrients from
reaching the water and if it does, keeping
it from the open water zone.

One control method is the introduction
of wetlands at the areas where water or
runoff flows into the pond. The wetland
area will slow the progress of water into
the pond, reducing erosion and flooding
problems and the intensive plant growth in
a wetland area will act as a nutrient sink for
the high nutrient water flowing into the
pond. The plants in the wetland will actu-
ally absorb nutrients before they can reach
the open water zone. This can result in a
higher water quality due to lower organic
nutrient levels. By creating a “no-fertilizer”
zone from 5 to 10 meters (15 to 30 ft.)
around the lake's perimeter, you will again
help limit nutrient runoff into the water.

Depth and temperature are two key
factors which we have reviewed. This
makes the shoreline zone the most difficult
area in the water feature to control or man-

age. When sunlight penetrates to the bot-

If the nutrient levels rise, the bacteria cannot consume the nutrient burden. The result is
dramatically increased plant growth, algae blooms and organic sludge build up.

tom, the water can become very warm,
and nutrient levels are usually very high.
Typically this is where you will see aquatic
weed and algae problems.

Lining the pond's bottom can be an ef-
fective tool in many situations; to help
eliminate bottom rooted weeds, to im-
prove clarity when the soil is easily mixed
into suspension, and in sandy soils when
the earth will not hold water. There are
many different types and grades of liners
depending upon the use. The most com-
mon is a PVC liner. Use of a UV resistant
liner is suggested when water levels may
drop or when sunlight may be able to pen-
etrate the bottom.

Aeration, fountains, and waterfalls are
all common tools for lake management.
All add oxygen and mixing in varying de-
grees. By adding oxygen the process of aer-
obic digestion is supported, lowering the
nutrients available for algae and weed
growth while helping to retard the growth
of or even reduce the sludge bed. The

water in a lake should be tumed over 4 to
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7 times a day. While waterfalls and certain
types of fountains are helpful, they do not
have sufficient mixing and aeration capa-
bilities to be used as stand alone tools. Sup-
plemental aeration and/or chemicals must
be used.

Aeration is the most effective, long
term pond and lake management tool.
There are three types of aeration systems;
surface spray, horizontal aspirators, and
bottom diffusers. Each has a set of
strengths and weaknesses which need to be
considered. Surface spray aerators are the
best choice when the pond is less than 12
ft. in depth and irregularly shaped. The
better units add over 2 Ibs. of oxygen per
HP per hour to the water and add 2 mg\l
of oxygen at depths over 10 ft. The circula-
tion rate produced by aeration breaks
through the thermal stratification and dis-
tributes oxygen to all parts of your pond.
By pulling cooler water to the surface of
the pond, algae growth is slowed and the
water’s pH level is lowered. This process

helps reduce odors. Remember to check
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OUR QUALITY

No one can accuse John Deere of standing
still. Since 1995, we've added ten quality
machines to our line. Another strong state-
ment about commitment to your business.
New this year are the RZI 700 and the walk-
behind Aercore® 800.

Effective and environmentally friendly, the
RZI 700 lets you inject liquids directly to the
root zone, eliminating drift and minimizing

surface toxicity. The RZI 700 delivers treat-
ments up to six inches through 16 single- or
multi-orifice nozzles. The 5,000-psi system
ensures injections penetrate even hard-
packed soil.

The Aercore 800
delivers the




RZI 700

IS ON

same advantages found in the Aercore 1000

and 1500. Powered by an 18-hp engine, the

800 covers a lot of ground at a coring swath

of 31.5 inches. Four gears allow you to
match productivity and speed.

JOHN DEERE

1 800

URSEL.

Add superior parts support plus our exist-
ing line of quality mowers, tractors, aerators,
and utility vehicles, and you’ll see why John
Deere is the fastest growing golf and turf
equipment name in the world.

For the name of your nearest distributor
or free literature, call 1-800-537-8233. Or
write John Deere, PO. Box 12217, RTP,
NC 27709-9601. www.deere.com

NOTHING RUNS LIKE A DEERE
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for oxygen transfer rates and pumping rates
when selecting a system.

Horizontal aspirators have a directional
flow. They are the best choice for long nar-
row bodies of water or canals.

Bottom diffused aeration is extremely
effective in water 12 ft. deep or deeper. As
the bubbles rise to the surface they transfer
into the water column and circulate. Since
the bubbles rise at roughly 1 ft. per second,
pond depth is critical. These types of sys-
tems require 12 ft. in depth to
operate at peak efficiencies.
Studies indicate that for every
three foot decrease in depth,
the systems relative efficiencies
drop 50 percent. Contrary to
popular belief they are rela-
tively ineffective in less than 8
ft. in depth and should not be
used in less than 5 ft.

Aeration is economical,
supports the natural ecosystem
and, most important, attacks
the source of the problem -
continuously.

Ozone is a relatively new
approach to lake water quality
management. They are espe-
cially good when clarity and foul odors are
an issue. Corona discharge systems have 10
times the output of UV systems and have
much lower operational costs. Regardless
of the type of ozone system you choose, in-
sure that the system is supplied with an
oxygen generator, a certificate of output
(in either grams per hour or pounds per
day) and effective mixing system such as a
diffuser system. Please note that aeration
tubing will be ineffective in more than 6
feet of depth.

Another option available to you are
lake dyes. Available in powder or liquid
form, lake dyes prevent the sun's ultravio-
let light from penetrating the water.
Aquatic plants can’t photosynthesize with-
out ultraviolet light. Dyes are a good tool

12G
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to use when you have bottom rooted weed
or benthic algae problems. Most dyes last
six to eight weeks and should not stain sig-
nage, turfgrass or waterfowl. It’s important
to use products which have EPA or gov-
ernment approval. Lake dyes can only be
used in lakes that have no discharge.
Chemical control is a common method
of pond and lake management. Herbicides
are applied to the pond to kill the algae
and plants. This method is quick and ef-

Aeration supports the natural ecosystem and, more importantly, at-

tacks the source of the problem continuously.

fective but may require the assistance of an
aeration system to support its efficiency. A
correct pond and lake management solu-
tion counters each problem in an effort to
maintain the natural ecosystem of the
pond. Because some plant life is essential
to a naturally balanced ecosystem it is not
advised to take a ‘chemical only’ approach.
As we mentioned previously, many pond
and lake management approaches will in-
corporate a few different methods of man-
agement. Many people believe that be-
cause it is not a natural treatment it should
be avoided. However, chemicals are essen-
tial in some circumstances. Because chem-
ical application requires permits to apply,
you should discuss this option with an aer-

ation systems or pond and lake manage-
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ment specialist before you begin.

Bioaugmentation is a relatively new ad-
vance in the management of ponds and
lakes. Aerobic bacteria are added to the
lake which compete with the algae for nu-
trients. The bacteria make the nutrients
unavailable for algae by locking them up in
their own cell mass. In addition, they re-
duce suspended solids and improve water
clarity.

Bioaugmentation should only be con-
sidered in ponds with a neutral
pH. A pH higher than 9 will
kill the bacteria. Temperature
is also an important factor. In
cooler waters, the metabolic
rate of the bacteria slows,
making it an ineffective alter-
native. The pond or lake must
also have adequate levels of
dissolved oxygen to support
the increased demand for oxy-
gen the bacteria will create.

Each pond is individual and
will require its own special
mix of water quality manage-
ment efforts. What works for
one pond might not be suitable
for another. A proactive ap-
proach to water quality management is
ideal, before a problem occurs. Once your
pond or lake experiences water quality is-
sues, it can quickly become a foul smelling,
algae ridden eyesore. By remembering the
factors which impact water quality you can
make use of the proper management tech-
niques to manage lakes and ponds, making
them beautiful and functional for many
years to come. O

The author is a marketing assistant for
Otterbine Barebo, Inc., Emmaus, Pa.
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Sweetbriar GC grows

New holes, a new club-
house, a housing develop-
ment and plans for better
turf management give Bill
Prest plenty to do at this
Okhio course that’s looking

for an upscale image.

by TERRY MCIVER
Editor-in-Chief

14G LANDSCAPE MANAGEMENT

ill Prest was very relaxed as

he moved back and forth in

his swivel chair in early

May.

By his calm demeanor,

you wouldn’t know he was
a) new at Sweetbriar Country Club; b) was
soon to begin a major construction project
and c) was about to begin work on reno-
vating tees and greens.

That must be what 32 years experience
does for a superintendent. He may be
faced with a daunting new project, but the
time put in before that gives him an edge
in the confidence department.

Prest began at Sweetbriar CC, Avon
Lake, Ohio this year after 32 years at
Springvale CC in nearby North Olmsted.
He was a do-it-all superintendent at
Springvale, to the point where he was even
running the banquet facility. His total

management experience will come to the
fore at Sweetbriar, but his priority will be
the course reconstruction and grounds
management.

The plan: golf and housing

Prest and owner/builder Barry Koff
have 300 existing golf course acres in use
for Sweetbriar’s present 27 golf holes. An-
other 200 acres surround the golf course.
This fall, construction will begin on the
surrounding acreage to build six new, up-
scale holes, which will be incorporated into
the original 18.

“The first redesigned six holes will be
up this fall. Next fall, we will reroute the
original 18 and incorporate the new six
into it, with a net loss of nine holes.”

“Then we start construction on a hous-
ing development in conjunction with what
will by then be a new, 18 hole golf course,”
says Prest.

Tee renovation begins with core aerification, followed by heavy sand topdressing.
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The entire project is ex-
pected to last at least three
years, and the course will be
open during construction. The
plan is to make it one of the
area’s better public facilities,
with a new, upscale look, with
wall-to-wall irrigation; bent-
grass greens, tees and fairways;
three or four heights of cut.

“A true country club style
of design,” says Prest, the kind
of look he was successful at
bringing, here and there, to
Springvale.

But the new Sweetbriar will be very
playable and, affordable, though Prest does
expect to lose some players with a hike in
greens fees.

A 600-seat banquet facility will also be
built, to be catered by a major Cleveland
restaurant chain.

A local contractor is handling the earth-
moving, Prest's crew will do shaping.

“I've never been involved in a total con-
struction project, so I'm looking forward
toit.”

Prest is trying to get Audubon Coopera-
tive Sanctuary certification during con-
struction.

“We're going to look at environmental
aspects right off the bat. In the new con-
struction, some of the existing holes will
stay, however, they will be reconstructed;
we do have some very large pin oaks and
white oaks we are going to try to save.

“I have some background there in de-
veloping some sensitive areas in construc-
tion zones which will be kept free of large
equipment. | think trees are one of the
most highly neglected resources on any
golf course. I think it's changing at high-
end courses, but a low-end facilities not
much thought has been given to tree
management.”

Prest says a new tree care program by

The Davey Tree Expert Company will be

Prest: being outdoors is
where it's at.

a beneficial addition to the
course’s tree care plan.
New approach

Prest says his transition at
Sweetbriar has been fairly
easy which is fortunate since
he came on with different
ways of doing things and sav-
ing time, and since relatives
of the ex-superintendent
continue to work there.

Prest is a hands-on man-
ager, who is getting his peo-
ple used to his style and
showing them just what he
wants done and how.

“Some of the new programs I've devel-
oped have been well accepted,” he says.

“I changed the mowing
philosophy. They did a lot of
the mowing with high school
and college kids. This meant
that in spring and fall the re-
maining staff put in a ton of
hours. We're trying to convert
the mowing to retired people.

That includes greens, tees,

fairways and approaches and
roughs.”

The time they spend is
minimal: greens require 21
hours/week; fairways require
18 hours/week; roughs re-
quire two on 40 hour weeks.

Prest seems to have a han-
dle on employee retention.
He’s a ‘nice guy’ who knows
how to talk to people, and

knows the importance of mu-

tual respect.

“There are a lot of kids out
there that love to do this type
of work, it's just a matter of
finding them. You go through
quite a few high school kids
to get a crew.”

The summer Sweetbrar
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crew totals 22, and 10 are full time. Prest
plans to go to a 30-person payroll by the
end of 1999.

Prest’s full plate is easier for him to han-
dle since he now has a clean-cut job de-
scription: “golf and grounds, period.”

“There’s lots to do here, and I no longer
have to deal day to day with the public as-
pect of other management duties.™

To speed up the greens, Prest began a
four-time/year aerification program. Also,
he's been topdressing greens lightly each
month, and he rolled the greens in spring.
The standard aerification program combats
compaction; same thing for tees.

“We're trying to develop a more aggres-
sive stand of bentgrass.”

Before this season began, Prest wanted

Trees that are to come down are marked with stripes.
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to make “good first and last impressions” on
golfers playing each of the Sweetbriar
nines. Tees were thus overseeded with
perennial ryegrass and Penncross at 2
Ibs./1000 sq. ft. The fairways on the first
and last holes of all three nines were aeri-
fied first, and seeded with ryegrass at 5

16G

1bs./1000 sq. ft. The ryegrass
mix is a 39/39/18 mix of
Legacy II, Linedrive and As-
sure, purchased from Lesco.
Penncross bentgrass is
Prest’s choice for the greens
and tees.
He knew what he wanted
Prest's golf course career
began when he was in high
school, working part time at
Springvale. After that, he
tried an indoor job that
lasted 20 minutes.
“Isignedup togotoa

community college, and ap-
plied for a position as a
night porter at Fisher Foods.
The first night I got in there,
they start showing me what
to do; I was there 20 min-
utes and left.

“I went back to Spring-
vale and told course owner
George Biddulph I didn’t
have money to go to college.
George ended up sending
me to University of Massa-
chusetts.”

Prest has participated recently in the
RISE/PLCAA/GCSAA “Ambassadors”
program, which means to educate the pub-
lic about the benefits of turfgrass and pesti-
cides, and bring favorable attention to the
expertise of Green Industry professionals.

“It's fun, it really is,” says Prest of the
Ambassadors program. “I've probably
given 15 to 20 talks, and my experiences
have been very, very positive.”

Prest is one of a growing, but still small
group of Green Industry “ambassadors”.
These golf superintendents and lawn care
professionals speak in front of civic and
school groups within their communities.
They explain their professions, and talk
about products and equipment they use.

Prest says audiences seem to be gen-
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Tree damage from mowers helps explains why it's better to
have one person at the wheel regularly.

uinely interested in his message. Even so,
he acknowledges that some of the people
he's spoken to “have some real concerns”
over the use of pesticides.

“These concerns are usually unfounded,
but they're there,” he says. “You have to be
prepared for this. Most people don’t real-
ize the education a superintendent has,”
says Prest.

“We're not all just ‘grass cutters’”.

Prest is managing the Sweetbriar course
to improve it, not just to keep it in a hold-
ing pattern until new construction is com-
pleted. After being a general manager, he
says it's good to get back on the course. O



With Its Lower Price,
Roundup Pro Herbicide
Looks Better Than Ever.

And So
Will You.

\We've cut the price of Roundup Pro* herbicide. So,
you can affordably get more for the same money.

Now you can use Roundup Pro in many more ways
and manage your course more efficiently. Use it
for turf renovation, cleaner mulch beds and sand
traps, tree rings, fencelines, and even brush control.

Use Roundup Pro at optimal labeled rates to
tackle hard-to-handle weeds and brush. The
optimal rate solution provides consistent control,
with 1-2 hour rainfastness.*

Roundup Pro kills labeled weeds completely,
eliminating regrowth. By getting effective vege-
tation control with just Roundup Pro, you can
assign your staff to other course needs and
get more work done. Now it could be more
economical than ever to use Roundup Pro in
a “See and Spray” program.

With the ease, economy, and efficiency of
Roundup Pro, your golf course will always look
better. For more information, see your retailer or
call Monsanto at 1-800-332-3111.

Get the best for less!

*Based on trial results,
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Roundup Pro* Is a registered trademark of Monsanto Company.
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A worthy past,
a bright future

Superintendent Dave Heroian
used today’s knowledge and
products to revive the charm
of the historic golf course at
the 103-year-old Myopia
Hunt Club.

ave Heroian has conflicting
priorities as golf course super-

intendent of Myopia Hunt

Club in South Hamilton, MA:

bring the technology he uses
on his 103-year-old course into the 21st
century while taking the character of the
course back to the 19th century.
“When I arrived at this course 11 years
ago the roughs were mowed down to 1 %

inches and highly maintained,” says Hero-

ian, who graduated from the University of
Massachusetts Turf School and holds a
four-year degree in recreation manage-
ment. “But a true links-style course doesn't
have maintained roughs. The course also
had added quite a few trees, which were
not in keeping with the old-style look. The
keys to a links-style course are wide open
spaces with a lot of mounding, bunkering
and tall roughs.”

So Heroian set to work removing trees

A former farmhouse, the dub house for the
Myopia Hunt‘Cbb {5 225 years old. The Club
itself is 103 years old, with a links-style golf
course, five palo fields| and fox hunting
(Phota credit: Arthur Cicconi) 7

. L}
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QUELANT™-Ca

Calcium & Amino Acids

CALCIUM DEFICIENCY
CORRECTOR

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

Quelant™Ca is a newly available amino acid
chelated calcium product that corrects calcium
deficiencies in turfgrass upon application.
Quelant™Ca provides readily available calcium
chelated with amino acids so that it is easily

‘\%%a

o

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

regardless of most soil and water conditions. The unique
formulation of amino acids used for chelation was

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

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

Best of all, Quelant™Ca is economical to use and
it protects the environment.

Quelant™Ca — a true systemic. It's new...it's unique...
and nothing else works quite like it!

For more information about Quelant™Ca call
Nutramax Laboratories’ at: 800-925-5187
nUTRamax
LABORATORIES, INC.

AGRICULTURE DIVISION
Baltimore, Maryland
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and replacing them with mounds and
bunkers. At the same time he stopped
mowing roughs and let the fescues grow
naturally. He and his crew also restored 25
bunkers to their original sizes and depths.
They dug through the different layers of
sand until they hit soil, which defined the
shape and size of the initial bunker. In ad-
dition, they looked at old pictures and
talked to the older members before making
changes to the bunkers.
Taft's Bunker

“President William Taft was a member
here in the late teens

Poa annua,” recalls Heroian, who was su-
perintendent at New York's Rockland
Country Club before coming to Myopia.
“We overseeded with ryegrass for the first
few years but then went to strictly bent-
grass. Ever since we had the new irrigation
system installed seven years ago we've
been on an intense overseeding program to
increase bentgrass populations.

“We started at 20-30 percent bentgrass,
and at this point we have between 60-80
percent bentgrass.”

For the past four years Heroian has

clippings about the same time we began
using Prograss. All of these practices work
together to reduce Poa annua popula-
tions.”

Neither has Heroian experienced much
of a problem with other weeds. While he
previously made a preemergence herbicide
application each spring for crabgrass control,
he now use just a postemergence herbicide
on certain fairways. Other fairways receive
no weed control treatment at all.

On fairways with areas of crabgrass in-
festations, he makes one application of Ac-

claim herbicide in

and early 20s, and
one of the bunkers is
named after him,”
says Heroian. “The
story goes that every
time he played the
course, the crew
made this particular
bunker deeper. Well,
Taft weighed more
than 300 pounds and
eventually they had
to tie a rope around
him to pull him out.
We redid the bunker
in 1992, taking it
down to six feet
deep. It's right in
front of the green
and when you're in the bunker, all you can
see is the pin and flag. We now have stairs
leading.golfers from the bunker to the
green.”

With 104 bunkers, most of them very
steep, the Myopia course requires intensive
hand labor. Bunkers are hand-raked and
hand-mowed, and tee banks are all hand
mowed. Heroian installed a new automatic
irrigation system in 1989, but his crew still
hand waters areas of the fairways and greens
to minimize moisture in summer months.
By cutting back on water, Heroian helps his
bentgrass “beat out” the Poa annua.

“When I came here, fairways were
mostly ryegrass and annual bluegrass—or

20G LANDSCAPE MANAGEMENT

View from the second tee at the Myopia Hunt Club. The course’s 104 bunkers are all hand
raked and hand mowed.

used Prograss herbicide as part of his bent-
grass overseeding program. Each year he
and his 14-member crew aerate and seed
fairways in August, then come in with two
fall applications of the herbicide. They
apply the product at the rate of one-half
gallon per acre in mid October and again in
mid November.
Reducing Poa

“Each year we have less and less Poa
and more and more bentgrass,” says Hero-
ian. “We cut back on water in late spring
and early summer, too, letting fairways wilt
a little bit. Poa doesn't like to be droughted
out like that, so we get a jump on it before
the season starts. We started picking up

September 1998

early June, return-
ing with a second
treatment two
weeks later.

In addition to
the golf course,
Heroian oversees a
separate four-per-
son crew which
maintains the My-
opia Hunt Club’s
five polo fields. Ba-
sically, the fields re-
quire only mowing
and divoting. But
the crew takes extra
care grooming them
for the East Coast
Open, an interna-
tional polo tournament the club hosts each
summer. This crew also helps with the rid-
ing stables and dog kennels, where hounds
are housed all year for the fall fox hunts.

“People often feel like they've been
dropped off in another country when they
visit here,” says Heroian. “We're definitely
an old-style club and the membership
wants to keep it that way. With the
changes we've made in the course, bunkers
now come into play like they did in the old
days. At the same time, we've added some
tees and increased the length of the course
by 150 yards. Members seem to be happy
with the mix of the old-style and the
newer trends in golf.” O



[IPM IN AGTION

Golf course owners, designers and

superintendents know that true Integrated

AT

Pest Management means you work within

natural parameters.

hy plant tropical oma-
mentals in arid climates?
Why spend thousands of
dollars on integrated pest
management systems that
solve some problems but create new ones?

It's a gradual conclusion in a sport that
has been judged as much by the rolling,
green “perfection” of the terrain as by the
challenges of the course. Now, native
plants, pest-resistant turfgrasses and cus-
tomized cultural or pest control practices
are more accepted by management and
some golfers.

These practices have been known to in-
crease the environmental compatibility of a
golf course as well as save money.

The IPM team at Collier’s Reserve
knows the ins and outs of the practice that
has as many definitions as it does supporters.

The country club/residential commu-
nity in southwest Florida has earned a spe-
cial place in IPM history as golf’s first
Audubon International Signature Coopera-
tive Sanctuary. As such, Collier’s design,

construction, management and overall phi-

losophy was developed in close relation to
the Audubon Society’s Principles of Sus-
tainable Resource Management.
Model sanctuary course

Collier's Reserve is owned and devel-
oped by Collier Enterprises. Arthur Hills
designed it, and popular and progressive
superintendent Tim Hiers, CGCS, is the
superintendent of the five-year old, 6,800-
yard course, which is a beautiful blend of
native vegetation and lower-maintenance
turf strains.

Rather than fight with the elements of
nature, the Collier's crew uses the science
of IPM and the conservation of natural re-

sources.

OLLIER’S

Much of the reserve is set aside as a
wildlife sanctuary for foxes, bobcats, otters,
bald eagles, woodpeckers and many other
animals. Every crew, building and manage-
ment practice focuses on the environmen-
tal integrity of the land and the conserva-
tion of natural resources. This
comprehensive, ground-up approach dis-
tinguishes Collier’s from other mainte-
nance procedures that were popular 20 to
30 years ago.

All irrigation heads, for example, are
“site ‘\}\‘Ciﬁ\ " which means water is used
only where it is essential to sustaining
turfgrass. Following this practice saves

water and electricity, and reduces the ger-

‘Two for one’ tree planting

The Collier's IPM program is well documented, and very thorough. Cultural practices
include aerifying fairways to maintain the right amount of thatch for turf health and
pesticide effectiveness. While many programs stop with turf or pest management, this
one also includes provisions for efficient power usage, water conservation, equipment

choice and maintenance, employee training and recycling. Even a policy to plant two

trees for every one removed.

LANDSCAPE
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Member

\|1||) does

RIVERTS

privileges. The benefits

of PGMS membership including helping you become
more effective and efficient. Why go it alone, when
there’s over 80 years of expert help available?
Comprised of on-staff grounds managers and
independent contractors, PGMS is the #1 broad-based
professional grounds management organization in the
United States. So far, the only thing missing is you!

Members nationwide agree:
PGMS provides the greatest professional
networking opportunity for grounds professionals.

What are you waiting for?

For more information about beginning your
membership, fill out the form below and mail
today. Or save time and FAX us:
1-410-584-9756. Isn't it about time?

Mail to: PGMS

120 Cockeysville Rd, Suite #104

Hunt Valley, MD 21030

Phone: 410-584-9754 * Fax: 410-584-9756

Name (please print) _

Organization

Street Address
City SERER I oy QORI NS SV T

Phone | PE. il _ Fax( )

Internet/E-Mail Address _

Membership
Has Its
Privileges.

Professional Grounds
Management Society (PGMS)
invites you to join its ranks and
start benefitting from
membership in a professional
organization dedicated to
assisting individual managers.
We've been growing since 1911,
helping to strengthen the
educational and economic
advancement of professional
managers nationwide.

e Local branch meetings
* Bi-monthly newsletter

e Membership card and certificate,
entitling you to discounts on rental
cars, books and videos

e Certified Grounds Manager and
Groundskeeper Certification programs

* Training manuals

* Who's Who in Grounds
Management membership directory

* Information clearinghouse

e Customized list of courses offered
by ICS Learning Systems, the
nation’s leader in distance
education

e Annual conference and Green
Industry Expo




mination of unwanted weed
seeds in native areas
The difference is in
the planning

What makes us distinc-
tive as a golf course is that
we planned on leaving a lot
of native area," says Bill
Davidson, assistant golf
course superintendent at
Collier's. Irrigated turfgrass
take up less than 76 acres
Native

vegetation is limited to the

around the course

periphery. It complements
the course, and adds beauty and challenge
to the game. It also saves time, money anc
resources by requiring less maintenance

A preventive control program maxi-
mizes turf health and minimizes the need
for fertilizer and disease control

We do a lot of monitoring,” says
Davidson. “Our philosophy is to avoid
broad insecticide applications anc
only what we need to treat

For example, careful vigilance for mole

cricket nymphs enables early treatment

Davidson: saves time and

money on maintenance.

i
1

and reduces overall pesticide
applications

[ can’t tell you how
many tanks of soapy water |
have mixed up to check the
mole cricket population,
says Davidson. The water
disturbs mole crickets and
causes 1]11'111 to flee to the
surface

When pests exceed their
IPM tolerance 1('\\‘1\, crews
use the least amount of
chemicals to get the job
done. Sometimes, this means
using biological controls—such as parasitic
nematodes—to attack mole crickets

I'o keep mole crickets within the
treated areas, I'm looking to buy a mole
cricket mating call box,” says Davidson. “It

plays a CD that's supposed to attract 95
percent ol the mole crickets to within
seven feet of the box
New product trial

In the summer of 1996, Collier’s partic-

ipated in a trial run of a new kind of pest

control, from the spinosyn class. Now

known as Conserve SC Turf and Orma-
mental insect control, the product com-
bines the efficacy of synthetics with many
of the benefhits of biological control

The product is reported to control cut-
worms, sod webworms, armyworms and
many other pests, for up to two weeks of
control

At the same time, it offers a “Caution’
signal word, and was registered under the
Environmental Protection Agency's Re-
duced-Risk pesticide program. The process
means the product has less impact on the
rest of the environment than most other
products, according to DowAgrosciences

It has effective control for the small
amount of material you need to use,” says
Davidson

T'he challenges facing the golf course
superintendent in this environmentally-
conscious time will continue, despite the
Green Industry’s record or compliance and
concern for the great outdoors

Integrated Pest Management, in one
form or another, will continue to expand
the superintendents’ tools for practical

turfgrass management



ASSOCIATION NEWS

Turf sod use increasing for golf courses

The percentage of all turfgrass sod purchases related to golf course development and
renovation has nearly doubled in the last decade, according to a survey by Turfgrass Pro-
ducers International (TPI), the international trade association of turfgrass sod farmers. In
1988, golf facilities accounted for 4.7 percent of all sod purchases. The percentage has
grown to 8.1 by 1997.

“Turfgrass is being used in many more new course developments,” says Doug Fender,
executive director of TPIL. “No longer just a remedy for poor construction or grow-in

problems, sod has distinct environmental and aesthetic advantages over seed. But it is eco-

nomics that truly drives the shift to all-sod use.”

Installing sod creates an immediate maturity for a course and decreases grow-in and
management costs as well as eliminating the need to rework washed out areas that tradi-
tionally amount to 20 to 30 percent of a seeded course.

In addition to speeding up construction, sod offers an aesthetic that can be a valuable
marketing factor in promoting a golf course or home sales in a planned community.

“Sod’s a perfect complement to the highly contoured golf course designs of today,”
says Fender. “Even fairways are getting solid sod because of sod’s ability to control ero-
sion.”

In addition, Fender points out that industry innovations such as over-sized turfgrass
rolls, washed sod and soilless sod are also driving turfgrass sod’s appeal for use on every
type of golf course.

New courses a source of inspiration

The introduction of a new golf course into a market does more than simply provide
additional holes for play, claims Gordon Witteveen, a golf course superintendent at
Toronto's Board of Trade Golf Club.

“There is no doubt that a new course with interesting design features forces all the
courses already in that market to ‘pull up their socks’,” Witteveen told over 60 members
of the ASGCA at their annual meeting in Toronto, Ontario.

Witteveen pointed to Devil's Paintbrush in Caledon, Ontario, opened in 1993, where
the use of sod bunkers triggered innovative thinking in many other Toronto area courses,
including his own Board of Trade Golf
Club. Working with ASGCA Past Presi-
dent Arthur Hills, the Board of Trade GC
developed a master plan for renovation.

Alice Dye, president of the ASGCA,
recommends that golf course owners and
developers should give careful thought to
their plans for both existing and future fa-
cilities.

“One of the best ways to stay competi-
tive is to develop and implement a compre-
hensive master plan,” she advises.

ASGCA h
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BIGGA members
a hit at Birkdale

Members of the maintenance team at
Royal Birkdale were in fine form during
the playing of the 1998 British Open, as
repont‘d in the latest issue of Gr(’(’nkt‘c’p('r
International.

“That there was not a blade of grass
out of place was testimony to the course
preparation,” writes the publication,
based in York, UK.

A 10-man team led by Chris Whittle
and a group of volunteer superintendents
were hard at work during the Open, and
had very little time to rest.

The British and International Golf
Greenkeepers Association held a compe-
tition for the fourth consecutive year to
estimate how many bunkers the BIGGA
Support Team would rake during the
four-day tournament.

Overall, bunkers were raked a total of
1,140 times.

The BIGGA Greenkeeping Support
Team has provided support to the resi-
dent greenkeeping team at every Open
Championship since St. Andrews in
1984, reports Greenkeeper.

The 1998 team was comprised of
greenkeepers from seven courses from far

and wide across the continent.

ASGCA website helps developers

and others with design issues



http://www.golfdesign.org

Offering low-
est price is no
advantage

/l?o~'Hq,L,(

RON HALL
Managing Editor

THINKS TANK

omebody has to offer the lowest-priced

lawn/landscape services in every market.

Although lowest-priced doesn’t neces-

sarily translate into bad service or, in

fact, an unprofitable business, it’s a very,
very tough niche to fill.

The operation with the lowest price for any
service—and let’s include any type of commercial
lawn care or landscaping—has to: a) operate more
efficiently (at a lower cost) than its competitors,
b) sell and complete more work to generate as
much revenues as the
competitors do.

Either one is a tall
order particularly in the
lawn/landscape business
where a guy can buy a
mower and a small trailer,
and start rounding up
properties convinced that
he can mow just a little
bit cheaper than the other
guy. The truth is he can—
until he wises up or runs
out of money.

Laying claim to being
the lowest-priced com-
mercial mower, applicator
or builder (or even near
the bottom of the price
ladder) will probably get even riskier as the
lawn/landscape contractor market continues to
consolidate.

LandCare USA, The Brickman Group and
TruGreen-ChemLawn are expanding rapidly in
commercial maintenance. (See stories on pages
12 & 15 of this issue.) They’re establishing them-
selves in as many major markets as they can as fast
as they can.

So, what's this have to do with prices?

Plenty. Look to the lawn application business
which is dominated nationwide by TruGreen-
ChemLawn. Most competing independent appli-
cation companies wouldn't want to go head to
head with TG-CL on price alone. Generally, the
smaller operation can’t buy product less expen-
sively than TG-CL. Nor does it have the same
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name recognition or marketing clout of a national
company.

To survive and prosper the local or regional
lawn/landscape business owner has to offer a level
of service and customer satisfaction that exceeds
the larger company. This requires continuing in-
vestments in equipment, employee training, cus-
tomer education/communication, and marketing.

This is impossible if the local operator doesn’t
charge fairly for his services. LM

Blalock gets Argentina work

Blalock Design Associates, based in Birmingham, AL,
will consult for the Argentine Soccer Association on
the development of a new training facility for the
country’s World Cup and Olympic soccer teams. The
project will consist of three new soccer fields and
the renovation of four other fields. All seven fields
will be ready for play in 1999.

NY students work rails

Landscape architectural technology students at
Delhi College, Delhi, NY, are helping the Delaware
and Ulster Rail Ride in Arkville, NY, to get a facelift.
Students created designs that included stone path-
ways, gardens, picnic areas, and handicap access for
the popular tourist attraction.
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¢ For this Scapes project,
the plan was to make the

design disappear within
the natural surroundings.




leven years ago Barry Schneider

was an independent landscaper

in Florida struggling to make

ends meet. His desire was to
move up in the landscaping world.

Opportunity knocked when a Scapes
company manager hired Schneider to man-
age a landscape crew.

Schneider was hired to finish a land-
scaping project for a Trammel Crow office
site. More work followed.

“I was excited about the kind of work
Scapes was doing in Atlanta, like craning
trees onto rooftop gardens, and doing land-
scaping for larger buildings, both

Profit can be fun

Schneider doesn't mind talking about
the mistakes he made, because it’s all in
the past. And just maybe some other wide-
eyed “landscape artist” will learn from his
experience.

“When I owned my own business in
Florida, I did not know my costs,” says
Schneider. “I joined Scapes and found that
Steve Coffey was a master at knowing ex-
actly what the overhead was, exactly how
much each plant costs.

“It was something new to me. It’s mind

boggling that I did what I did for so long

getting into. Many people think their gross
profit is their total profit. There's an entire
other list of charges after that, and taxes.

“For a small guy working out of his
home with a pickup truck, there's a chance
that the gross profit is indeed what you're
paying yourself, but you can’t do the big
jobs that way.”

“Some people just have fun doing the
work. I did. When I didn’t know my costs,
[ was planting beautiful trees, doing beauti-
ful landscaping, and I was very proud of
my work. It felt good. But I had a problem
with the checkbook. It was an ego thing to

do a nice job on a restaurant

of which I wasn't familiar with landscape. People will take on
in Florida. certain kinds of projects for low

“I ran a couple jobs in Atlanta profit just so they can do it.”
for a year and a half, and then a Will profitability ever be-
landscape architect we were come a standard within the
working with in Atlanta told us landscape industry? Likely not,
he had some office work in says Schnedier, but the industry
Washington and would like to will grow in spite of the prof-
work with us there.” itability problem.

Schneider saw the Washing- “I think the few that know
ton project through, and was in- how to be profitable will always
spired by the potential for more = do it right and the few that
landscape contracting work in = =54 , _ don'’t, won't,” says Schneider
the bustling commonwealth. A Scapes equipment van displays the company’s recent move into plainly.

“Things were booming; I saw  \yaterscaping. Schneider believes education

an opportunity here. I sold some
jobs and worked out of the base-
ment of the house I had rented.”

Steve Coffey, the founder of Scapes,
also saw the area’s growth potential, and
was sold on the idea of a permanent
branch office. In 1987, Scapes Virginia of-
fice was born. Sixty employees now work
out of the Ashburn Branch.

Today, Schneider is a partner with in-
dustry stalwart Coffey, who founded
Scapes 22 years ago in Atlanta. The com-
pany reports a combined annual revenue of
$8 million from commercial maintenance,
residential design/build and snow removal
(for commercial maintenance accounts).
The company recently added waterscaping
to its service offerings.

without knowing any of that. I like plants,
it was easy to do, I was successful at it and |
did it. But I never had any money.

“At Scapes, the budget is king,” says
Schneider. “

We track everything according to the
individual job budget, including the hidden
costs. It’s hard to do. It takes a lot of time
and it takes a lot of money to track it.”

Faithful tracking of each and every hour
devoted to a landscaping project is also a
key part of the Scapes budget-conscious
operation.

Schneider thinks young companies just
starting out often fall into costing traps be-
cause they, “just don’t know what they're

is a prerequisite if you really

want to succeed in this busi-
ness, yet association membership is small
when you consider the total number of
companies in the country. When asked
why he thinks that is so, Schneider thinks
it again goes back to available cash.

“Those who don’t know their costs
don’t have a lot of money,” and therefore,
can't afford memberships in Green Indus-
try associations.

Serious about morale

The tenure of the Scapes field labor
force is notable.

“Some of my foremen and laborers
have been with me for six or seven years.
It's the managers I find to be more of a
challenge to keep for a longer time. I think
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a manager gets to a certain point in his ca-
reer and wants to go out on his own or
wants a piece of the action. which is what
Steve has done for me. ”

More career-minded people may be
getting into the landscape business, but to
keep them interested is something else all
together.

To keep worker interest in the business
strong, Schneider and Coffey want to do
what they can to bring key employees in,
“as partners in the success of the business.”

“We've got the headquarters for Amer-
ica OnLine down the street, and I think
there are more people interested in that
environment [being indoors, working with
computers]. “What we do is tough. It’s
long hours, it's hot, it's cold, it's wet, it’s
dry. The amount of time and effort it takes
to be successful in this business is very de-
manding. Families suffer. It's something we
all need to work on.

“To make it a 9- to 5-job would be ex-
treme,” says Schneider of the industry’s
tendency towards long days, “but we need
to get to a 10-hour day.”

Scapes employee incentive programs
include a good profit sharing program, in
which key employees, foremen and higher
level workers share in a percentage of the
company’s profits.

But money is not the only motivator.
The company knows how to relax, too.

“We try very hard to have fun,” says
Schneider. Leisure activities include Friday
afternoon barbecues; company picnics;
soccer games, and attendance at the recent
Washington Capitals NHL playoff games.

“We try not to be too intense about
what we're doing,” explains Schneider.
Growth like never before

“The economy is incredible, and con-
struction is booming,” says Schneider as he
describes the current business climate in
the Virginia/D.C. area.

“I see office buildings going up every-
where. Those office buildings are going to

4L LANDSCAPE MANAGEMENT

“For a small guy working
out of his home and a
pickup truck, there’s a
chance that gross profit is
indeed what you pay
yourself, but you can’t do
the big jobs that way.”

become maintenance jobs. I see people
buying huge residential homes with lots of
landscaping and lots of turfgrass; the own-
ers of those homes are going to want pro-
fessional landscape management.

“Baby boomers are at the age when
they’re starting to have some money, and
are spending it on landscaping and on in-
teresting backyard environments.”

The company’s maintenance work in-
cludes mowing; edging; trimming; weed-
ing; chemical and fertilizer applications,
mulching and small tree pruning. Large
tree pruning is subbed out.

It was three years ago that Scapes added
waterscaping to capitalize on the trend,
and to fill a niche.

“There's good profit in waterscaping,”
says Schneider. “There’s a lot of fun to it,
and it's not competitive, because a lot of
people can't do it. It's something people
might be afraid to try.”

Schneider and Scapes never rest on
their laurels. While successful, they never-
theless continue to take stock of how
they’re doing against the competition.

“I see other landscapers making money,
doing something successfully, and it makes
me think about what I'm doing, how |
need to make more money, or need to
have a nicer facility, have cleaner trucks, or
put the guys in uniforms.

“If you were to look back 10 years ago,
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Schneider: Don’t take on landscaping work
just for work'’s sake.

there were two or three companies that
dressed their crews in uniforms. Now, 50
percent of the companies have uniformed
crews. That's sort of an indication that
there are smarter people in the business
who are watching what's going on and
who want to do what the successful busi-
nesses are doing.”

It can happen to you

Barry Schneider's story is one of hard
work and dedication, which ultimately led
to success.

His industry growth from a crew fore-
man to a business partner has taken 11
years. And after helping to grow a success-
ful business, Schneider wants to help other
career-minded people he employs become
successful, too.

Is the American dream still alive?

“Yes," says Schneider. “I do believe so.” O
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John Deere just couldn’t leave
well enough alone.

Circle No. 129 on Reader Inquiry Card

introducing the new
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Five years ago we introduced the 5000
Series Tractors. Tractors that delivered
John Deere quality, John Deere perfor-
mance, and John Deere comfort. Plus
they were more affordable than ever
before. Not surprisingly, the 5000 Series
took the market by storm.

So you might think we'd just leave well
enough alone. Not so.

Introducing the new 5000 TEN Series
Tractors, with an array of customer-driven
improvements. Like more horsepower.
(Five more horsepower on each model.)
New Powertech™ engines that deliver
more torque and lower emissions.
And there’s improved comfort too, with
ergonomically positioned controls,
reduced engine noise, and less vibration.

Outfit these tractors to meet your needs,
with a new, optional power reverser
transmission; MFWD (mechanical front
wheel drive); a cab; a John Deere loader,
or other hard-working attachments.

The new 5000 TEN Series Tractors—
more power, more comfort, yet still very
affordable. Visit your John Deere dealer
for a first-hand look. If you don't know
where one is, call 1-800-537-8233, or
find us on the Web at www.deere.com.

Nothing Runs Like a Deere®



http://www.deere.com

Thrill rides

An amusement park’s scenery
is a key part of its appeal, as
LM discovers at Ohio’s
Geauga Lake

By JAMIE PETERS

ow 110 years old, northeastern
Ohio’s Geauga Lake amusement
park shows little signs of its age.

Two acres of new landscaping
enliven the park grounds with a lush,
youthful vibrance.

Registered landscape architect Andrew
Sparks of Garfield Heights, Ohio, and Tony
Monaco, co-owner of Land Design by
Monaco Landscaping, Aurora, Ohio,
worked together to create an Old West at-
mosphere in the Coyote Creek area of the
park. The centerpiece is the park’s newest
ride, the $10 million suspended roller
coaster, “Serial Thriller”. To compliment
the ride’s seven loops and twists, the land-
scape was designed in subtle spirals, which
are most visible from the 120-foot peak of
the coaster.

Beneath the ride, a seven-foot waterfall
spills into a creek, which twists through the
terrain, mimicking the coaster’s sinuous
form. Wisconsin Holey Boulders line the
creek, enhancing the area’s western-prairie
aura. A 6,500 Ib. Holey Boulder, with the
ride’s logo embedded in the stone, is an im-
posing sight at the ride’s entrance.

For Sparks and Monaco, the amusement
park was an opportunity to deviate from
conventional residential and commercial

landscape designs.
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Andrew Sparks, left, and Tony Monaco saw the Geauga Lake project as a chance to move
beyond conventional landscape design.

“We tried to keep things looking un-
usual and different,” says Monaco.

South Carolina pine needles which
blanket the slopes of the area serve an at-
mospheric purpose and prevent erosion.
Weeping elms, mulberry and crab trees
lean out on the slopes.

“We tried to get a certain number of
plants that were sort of blown over and
leaning, like in some of the western parts,”
says Sparks. “And then the creek running
through gave us an opportunity to try a few
other things. There are some water lilies,
that will eventually spread and get bigger.”

Fifteen varieties of grasses — some of
which will reach 10-12 feet high — sprout
in a tumbling, rolling motion; and won't
need mowing, says Sparks.

“When you have an area this big, and

you have a maintenance staff like they
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have here, I think you can get away with
some things that you can’t get away with
in other types of venues," he says. “I think
the value of the drama and the excitement
that those kinds of plants add to this type
of landscape make it worthwhile. I don't
use mulberry ever, but we had an opportu-
nity to let a couple of plants just get huge
and hang all over the place. Who cares
how they're taken care of? There's an odd
catalpa right up at the front entrance, and
there’s another mulberry down at the
creek that [ would never use anywhere
else, but they will be perfectly fine here.”
Near the roller coaster is a butterfly gar-
den where many of the 1,800 grasses,
plants and trees were planted. Sparks
hopes they will thrive and fill out the
4,000-5,000 square foot garden. Among
the unique plant choices, Sparks points out
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the weigela shrubs, whose distinctive pur-
ple and yellow foliage varieties are appro-
priate for the park’s atmosphere.

“That’s what they [amusement parks]
cater to--the unique and the unusual,” says
Sparks. “If it doesn't startle or surprise peo-
ple, what good is the ride? And with this
landscape, I think we had the opportunity
to do the same sort of thing.”

When choosing plants for the area,
Sparks had to take the park’s seasonal oper-
ation into account.

“April and May,
I don'’t care how
dead it is, there's
nobody here,” he
says. “Starting
around the tenth of
May, things will be
starting to bloom,
and then all the
way into October

The parks
cater to the
unique and
the unusual.

It should

startle or

surprise and November

the visitors. there will be color
here the entire time
because their last

big hurrah is Halloween. So they have to go
right through October 31 with color and
things that are interesting.”

Work on the project continued after
the park opened in May, says Sparks. “That

“We tried to keep things looking unusual and different,’ says Monaco. The creek running
through this area was an opportunity to try water lillies and other plants.

was a little bit of a zoo because you're re-
ally distracted by the people, the behavior,
the screaming and watching the people on

‘The setting is always what people look at. It makes them want to come back.’
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the ride,” he says.

Monaco employs10 full-time crew
members, but at one point, he had 22
landscapers working three shifts around
the clock to finish the job. It's a challenge
that Monaco, who has worked on other
areas of Geauga Lake, embraces.

“You have to be a certain type of person
to work here because of the commotion,”
he says, emphatically waving his arms to
convey the fast-paced atmosphere. “I'm
the type of person that likes commotion,
more or less. | thrive on the challenge.”

Monaco lets his arms rest at his sides as
he contentedly walks away from the Coy-
ote Creek landscape.

“There are all sorts of people that come
to parks,” he says. “And a lot of them enjoy
the landscaping and like to sit down, relax
or even take pictures. The setting is always
what people look at. It makes them want
to come back.” O



The Price Of
Roundup Pro Herbicide
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That Gives You
Grounds For
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\We've cut the price of Roundup Pro* herbicide. So,
you can affordably get more for the same money.
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Now you can use Roundup Pro in many more

ways — think of all the services you can provide!
Use it for turf renovation, cleaner mulch beds, tree
rings, fencelines, and even backyard brush control.

Use Roundup Pro at optimal labeled rates to
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Don't fear complaints

By NANCY STAIRS/
Technical Editor

ddressing customer demands
takes a lot of time and effort.
Regardless of whether prob-
lems are real or perceived,

customer concerns and prob-
lems must be dealt with. But, complaints
can be turned to a company’s advantage
too.

“Complaints will help you grow your
business. If you look at complaints as gifts
to your business, you will improve your
business,” said Dr. Richard
Gerson, president of Gerson
Goodson, Inc., a marketing
management and training
consulting firm in Clearwater,
FL, at a free seminar at the
Outdoor Power Equipment
Expo in Louisville, KY, this
past July.

In fact, Gerson recom-
mended asking for customer
feedback. “Get the com-
plaints from the customers.
It's the cheapest, the best
source of information. If you
don’t want to call it ‘complaints’ call it
‘feedback’. Say to them, ‘what do I have to
do to improve service to you?’

“Even if it’s just when you go out to do
the job for that week, you ask them, ‘how
am I doing?"”

Effectively addressing complaints and
problems is essential. “If you have employ-
ees, do they have the power to do what’s
right for the customer when it's also right
for the company?” Gerson asks. “Or do
they have to stop whatever they're doing
to call you up and ask you for permission?

“Think about how the customer feels
when they have to wait for your employee
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Gerson: be sure to keep
the old customers.

to call you and get an answer from you. Cus-
tomers do not like to wait. When they want
something, they want it now. Yesterday.”

Gerson also emphasized that if you
own the company, you are responsible for
service and for the outcomes to clients.
you cannot blame employees, “even if the
employee has promised something; the
customer doesn't care.”

While Gerson does not believe that the
customer is always right, he does say that
customer satisfaction is whatever the cus-
tomer says it is. Customer criteria usually
include speed, accuracy, timeliness, friend-
liness and responsiveness.

“The needs, wants and ex-
pectations of the customer
must be met and exceeded
for customer satisfaction,” he
said.

“The key to your success is
not getting new customers,
it's keeping your old cus-
tomers and doing more busi-
ness with them. That is going
to make you successful.

“Every satisfied customer
you've got is worth four or
five referrals to you, if you do
it right.”

The value of retaining cusomers is
something every small business owner
should know, recommended Gerson.
“How many of you know what it costs you
to get a new customer? You need to start
figuring that out, especially if you're a
small business owner. It cuts into your
profit margin, drastically.

“If you know the lifetime value of your
customer and you can keep your cus-
tomers because you provide great service,
you can actually spend more to get them
the first time.”

The challenge, claims Gerson, is to re-
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tain those satisfied customers, “...because a
customer is satisfied, it doesn’t mean that
they’re going to stay with you. It doesn't
guarantee retention.”

For this reason Gerson believes that
customer satisfaction, a popular measure-
ment, is not what a small business owner

Reasons for
soliciting complaints

P complaints provide instant feed-
back for performance improvement

P complaints give you a chance to
show customers what you really can do

P> complaint resolution creates a
deeper relationship with your customer

P> customers whose complaints are
resolved spend more with your business

needs to know for customer retention.

“Repurchase loyalty” may be a better
measurement as it leads to the lowest costs
and the highest profits.

“If you can keep just 5 percent more of
your customers with you over time, your
profits, not your revenue, can increase 25
to 75 percent,” he said.

In order to move those customers from
satisfaction to loyalty:

P give great customer service

P measure service outcomes

P measure customer satisfaction

P> measure repurchase activity

P develop advocates and recom-
menders (people thrilled with you)

» reward loyalty and commitment (ask
them what they want and give it to them)

Loyalty is what you want from your cus-
tomers and addressing customer complaints
is one step towards that goal. The thing
about loyalty, Gerson states, “is that loyalty
means zero defection, not zero defects.” O



‘“After 40 years
of cutting grass,
Pve created an
equipment
graveyard. But
all my Hondas

are alive
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Cutting grass, .h}'\‘!,.l 1]"“.\ equipment
vour lifeblood. Nobody knows that
better than Don Nelson

He started mowing lawns when he
was eight vears old and is still going
strong. That’s more than he can say
for all the mowers he’s used—and womn
ut—during that time. Except when it

comes to Honda.

and well.”

“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 1 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

0] 1 ]
( III\LIH\llHQ L-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.
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Great ponds in a day

You can build a small pond
in a day if you plan your
work and work your plan.

he key to succeeding when

constructing a water feature is

designing a good system and

sticking with it. Building a

pond is no different than
building a patio, re-
taining a wall or even
planting a tree. There’s
a step-by-step process
you need to follow to
be successful. If you
fail to level your base
in your retaining wall,
your entire wall will be
unleveled. The same
principles apply when
constructing a water
feature. If you fail to
follow a sequential
step-by-step process,
your foreman and
crew end up working
inefficiently and not as
a team.

Ponds under 200
square feet can be built
in one day (40-50 man hours) with a
trained construction crew of four or five
workers. It is very important that you fol-
low the step-by-step sequence to avoid
making more work for yourself.

The following assembly process has
been used by Aquascape Designs, the
country’s largest water-garden builder, to
successfully build over 500 ponds and wa-
terfalls.
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1:30 R.M.: Mark out the pond design
with a garden hose and then spray paint

where the garden hose is laying.

After you make the determination on
the pond site size, it's time to remove the
sod and dig out the pond.

Place the skimmer and biological filter
where they will be permanently stationed
(tip: set filter about 6-10 feet from the
pond’s edge to create a stream).

September 1998

Left: once the pond site size is determined,
remove the sod and dig out the pond.
Top: Contour and remove wrinkles from the
underlayment and liner

Lay the plumbing (two-inch Flex PVC
is recommended) from the back of the
skimmer to the back of the filter on the
outside of the pond. There is no need to
bury the pipe, as it will be covered with
the excavated dirt from the pond.

1:45 ARM.: Hook up the filter by level-
ing the ground and threading the bulk-
head fitting and using the flexible PVC
glue to connect the fitting (no glue is
needed if you are using Poly Pipe).

While the foreman hooks up the filter,
the crew can begin excavation starting at
the center and moving out. All excavated
soil goes on top of the plumbing and forms
the base of the berm and waterfall.

During the excavation process, position
the filter system and skimmer (following
the detailed instructions given in the filter
installation manual). This helps shape the
pond edges. Furthermore, the filter must
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be positioned early so the excavated dirt
can be used to bury and stabilize the filter.

After positioning the filter on stable,
leveled ground, the filter should be set into
a final position so it tilts slightly forward.
this encourages the water to exit over the
waterfall stone, and reduces the possibility
of leakage from plants, interfering with the
flow of water over the waterfalls.

10:45 A.M.: Lay the underlayment and
liner contouring it to the pond edges by
walking on it, and pull out any wrinkles.

11:00 A.M.: Rock in the pond by form-
ing a chain gang. Use 6 to 12 inch cobble-
stones to build retaining walls up the verti-
cal edges of the pond, and gravel to cover
up horizontal areas.

11:30 AM.: Position underwater lights
facing away from the viewing area. Lock
them in place between cobblestones.

11:45 A.M.: Wash off the rocks by using
a garden hose while washing the dirt into
the sump pump at the bottom of the
pond.

12:00 P.M.: Begin filling the pond and
break for lunch! Notice everyone is work-
ing as a team to accomplish the common
goal of having the pond excavated, lined,
rocked and filled by lunch time.

12:30 P.M.: Back to work! The foreman
begins building the waterfall and stream

Left: wash off the rocks by using a garden
hose while washing the dirt into the sump
pump at the bottom of the pond.

Bottom: Two or three tons of cobblestones
are used around the berm for support. (Pho-
tos courtesy Aquascape Designs)

while the crew brings back topsoil to cover
the excavated dirt.

2:00 P.M.: The foreman continues

building the waterfall and stream while the

crew begins to build the retaining wall.
Typically two to three tons of 12 to 18
inch cobblestones are used around the
berm, for support.

3:00 P.M.: Carefully cut away excess
liner around the waterfall and pond.

3:45 P.M.: Spread mulch over the new
berm.

4:00 P.M.: Clean up and load the truck.

4:30 P.M.: Review the owners manual
with the customer, give them the bacteria
and receive your payment for a completed
project.
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You do not need ideal conditions, but
you do need standard conditions to con-
struct a water feature in one day. An
Aquascape construction crew of four to
five workers will build a 100 ponds a sea-
son with 90 percent of them taking only
one day. The average size pond we build is
11x16 that sells for around $5,000 (very
similar to the price of a hot tub).

It usually takes a landscape crew five or
six ponds to get their efficiency down to
one day. LM
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ASSOCIATION NEWS

ALCA certifies landscape professionals

ALCA's certification program sets standards for the interior and exterior landscape
profession. It improves the performance of landscape contractors through participation in
a continuing program of professional development.

The six hour Certified Landscape Professional - Exterior (CLP) exam covers all aspects
of management in the landscape industry, including business; risk, law and contracts;
human resources and health/safety; exterior production/operation and horticulture; and
sales, marketing, communications and public relations.

The benefits of certification can include: recognition of expertise for professionals in
the landscape contracting industry; increased personal commitment to the profession; en-
hanced self-esteem and professional credibility; increased marketing advantages for indi-
viduals and firms ; and increased respect and recognition of the landscape industry.

The following individuals recently passed the Certified Landscape Professional-Exte-
rior exam: Richard Hase, Hase Landscape, Inc., Waukesha, WI; Heather Shuster, Terra-
Firma Landscape, Inc., Muskego, WI; Mike Sutherland, Haversham Gardens, Atlanta,
GA,; and Robert Solomon, Redwood Landscaping, Santa Rosa, CA. O

Educating future Green Industry leaders

The National Future Farmers of Amer-
ica (FAA) Organization, the National
Council for Agricultural Education, the
Professional Lawn Care association of
America (PLCAA), the Golf Course Su-
perintendents Association of America
(GSCAA), the National FFA Foundation,
horticultural teachers (secondary and post-
secondary), and industry leaders from
across the Green Industry met in July to
discuss opportunities for an organized cur-
riculum project in agricultural education.
The project would focus on career devel-
opment opportunities in areas of turf,
mowing and edging; landscaping; tree and
shrub maintenance; lawn care; odd-season
activities; and other areas related to the in-
dustry.

The outcome of the meeting provided
the framework for development of a pro-
posal for educational materials by the Na-
tional Council for Agricultural Education.
The proposal will be developed and fund-
ing requests will be made to assist in devel-
opment of the materials and provide train-
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ing for teacher implementation. These ma-
terials will be made available to the 12,000
agriculture teachers across the country.
They will include activities and resources
to assist teachers in exposing students to
the broad career opportunities in the
Green Industry, and will provide the nec-
essary skills and information for pursuing
those careers.

A steering committee to assist in the
development of the proposal consists of
Tom Delaney (PLCAA), Barry Trautman
(Environmental Care Industries), Dick
Jones (The Davey Tree Expert Company,
ISA, NAA), Enid-Mai Frost (GSCAA) and
Rosco Vaughn (National Council for Agri-
cultural Education).
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Midwest Regional
Turf Field Day

The Midwest Regional Turf Field
Day was held in West Lafayette, IN the
end of July. The event, held at the 22
acre Wm. H. Daniel Turfgrass Research
and Diagnostic Center, was attended by
over 750 turf professionals. Attendees

were able to view the latest in turfgrass

research and to evaluate many types of

turf equipment and products from over
40 exhibiting companies. In addition,
attendees were able to interact with a
number of Purdue specialists from
many disciplines of the green industry
The field day for 1999 is planned for 27

July. O

CLCA presents

awards for projects

The 40th Annual Beautification Awards
were held by the California Landscape
Contractors Association (CLCA), where a
panel of judges assessed over 80 sites in
Orange County and Long Beach, for the
very best in landscaping design, mainte-
nance and lighting.

The highest honor, the ‘Meridian
Award’, for lifetime contribution to beauti-
fication of the environment was presented
to C. Wade Roberts of Sherman Gardens.

The ‘Sweepstakes Award’, for best
overall entry, was awarded to Richard Tay-
lor & Associates, Costa Mesa.

Chamley Landscape, Inc., Laguna
Niguel received the ‘Bill Vandergeest Ex-
celsior Award’ for the best entry by a new
CLCA member.

The ‘President’s Award’, for the best
entry in any landscape installation, was
given to Visionscape, Laguna Beach.

The ‘Judge's Award’ for maintenance
was awarded to Earthscaping, Laguna
Beach. O
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And behind those doors? Amenities like
a fold-down center console and optional
under-seat rear storage system.

But don'’t let the niceties fool you.
This is still a
Magnum'-powered
beast. There’s a
choice of two V-8s,
an awesome 300-
horsepower V-10, or
a newly refined, more

powerful 24-valve Cummins Turbo
Diesel with 460 [b-ft of standard torque.

What'’s more,
Dodge Ram received
J.D. Power and
Associates’ award for
“Most Appealing
Full-size Pickup,” three years in a row.

Here’s something else that’s appeal-
ing. Dodge Rams are the longest-lasting

full-size pickups on the road.

To make your ownership experience

even better, there’s w “

our On The Job
program, which

gives special treatment to qualified

commercial customers.

Ram &2 The New Dodge

For more information, call 1-800-WORK RAM or visit our Web site at www.4adodge.com
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How to use
liquid anti-icers

Know anything about eutectic temperature? Read on to be a
smarter product buyer and snow removal specialist.

By DALE KEEP
Il ice control products work the
same. Their function is to
lower the freeze point temper-
ature of water. This ability is
dependent upon the percentage of chem-
ical in solution that is expressed as the
“eutectic temperature” of the solution.
The eutectic temperature is the freeze
point temperature of a solution based on
the percentage of material in solution,
40 not volume.
30 1 While this may seem complex, the
20 4 freeze chart on an anti-freeze container is
10 4 an example.

0 For example, let's say you have a 12-
-10 4 quart capacity radiator system. You fill it
-20 4 with six quarts of anti-freeze and the re-
-30 4 mainder with water. This is a 50 percent

solution that provides protection down to
-34° F. However, if you fill the system
mm—wd“mm with three quarts of anti-freeze and the
(Decreasing concentration) remainder water, the volume of material
is the same, but the 25 percent concen-
tration protects only down to +10° F.
The same holds true for all ice control
products. These products melt snow,
which creates water and dilutes the con-

0% 5% 10% 15% 20% 25% 30%

Figure 1: A sample freeze point curve

centration. As the concentration changes,
so does melting temperature of the mate-
rial. I call this concept DOS, or “Dilution
of Solution.”

Some products actually become more
effective (melts at a lower temperature)
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as they dilute to the optimum eutectic
temperature.
Dilution of solution

Understanding DOS provides the key
for understanding how ice control prod-
ucts work. Specifically, an ice control
product will work until the eutectic tem-
perature of the solution meets the pave-
ment surface temperature. At this point,
the material will stop melting and you
may experience refreeze. Refreeze occurs
when an ice-control product dilutes to
the point that it can no longer melt ice at
the given surface temperature.

DOS also provides the foundation for
determining how long a product applica-
tion will last.

Let's say, for example, that your own
experience indicates that it will take 0.2
inches (0.5 cm) of water to dilute your
application to the point of refreezing.
Let's also say that each inch (2.5 cm) of
snow contains 0.1 inches (0.25 cm) of
water. How long will the application last
before it refreezes?

The answer: As long as it takes to ac-
cumulate 2-inches (5 cm) of snow. Two
inches of snow provides 0.2 inches of
water to dilute the application to the
point of refreeze. If it takes 12 hours to
accumulate two inches of snow, then the
application lasted 12 hours. If it takes one
hour to accumulate two inches of snow,
then the application lasted one hour.

DOS also explains why one applica-
tion rate will not fit all storm events. The
temperature and moisture of each storm
event varies, therefore, the application
amount needed to control each storm
varies.

Remember: the effectiveness of any
deicing chemical is dependent on four
factors:

1) Surface temperature

2) Application rate

3) Moisture

4) Beginning concentration
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Equipment issues for chemical roadway clearing

First, list your equipment usage requirements, then select the
equipment to fit that need.
Remember: equipment selection is based on user requirements

1. Product to be used.

Consider corrosiveness: Set up for corrosive material.
Recirculation: Set up to allow for recirculation mixing.

Tank material: plastic vs. stainless steel.

Deicer weight: Set up tanks to allow for at least 12 Ibs./gal (142
ka/lit.)

2. Pumps

Material: what are they made of, especially the impellers?
Tolerance: how much tolerance is there between the case and
the impellers of the pump?

VPM maximum: what is maximum volume per minute output?
VPM minimum: what is minimum volume per minute output?

4. Application pattern

Anti-icing: spray pattern

Deicing: concentrated stream

Lanes to shoot: number of lanes to cover per application
5. Speed

How fast do you want to travel while applying?

How slow can you safely travel while applying?

6. Controls

Speed vs. volume per area of application

Ground speed controls

Easy to use

7. Tank capacity

Area: how much area must you cover per tank full?
What is the minimum acceptable application rate per mass

3. Application rate

Maximum volume per area desired per application
Minimum volume per area desired per application

Quality control

A good quality control program is es-
sential to any reliable anti-deice program.
The potential for inconsistencies in deliv-
ered products will result in inconsistent
performance. Without a good quality
control program, performance results can
differ even though applications and cir-
cumstances are the same.

Knowing the specific gravity of a lig-
uid chemical deicer and the associated in-
formation, as presented on the previous
chart, is the heart of a good quality con-
trol program.

Specific gravity is defined as the mass
of a substance, given as a multiple of the
mass of the same volume of a standard
substance (usually distilled water) under
prescribed conditions of temperature and
pressure.

The specific gravity of aluminum is
2.70; therefore, a cubic foot of aluminum
weighs 2.70 times as much as a cubic
foot of water.

For measuring the specific gravity of
liquids, a hydrometer is commonly used.
For more accurate measurements, the

with the machine?

Pesticide trucks
Flusher trucks
Oil distributors
Water tanks

weight of a known volume of liquid is de-
termined under controlled temperature
conditions. Hydrometers must be cali-
brated according to the type of liquid to
be tested, and at a standard temperature,
usually 4° C (39.2° F) or 20° C (68° F).

Various types of hydrometers mea-
sure density or purity in storage batteries,
ship boilers, soil and milk.
Know what you're getting

The deicer contract clearly states that
the magnesium chloride-based product
must be delivered at 28 percent. A vari-
ance of plus or minus one percent is ac-
ceptable. Water weighs 8.34 Ibs. per gal-
lon. The product that exactly meets
specifications has a specific gravity of
1.262. Multiply the weight of water
times the specific gravity to determine
the weight of the liquid deicer. The
weight of a gallon of product is outlined:

27% = 1.251 specific gravity x 8.34
lbs./gal. = 10.43 lbs./gal.

28% = 1.262 specific gravity x 8.34
Ibs./gal. = 10.53 lbs./gal.

29% = 1.273 specific gravity x 8.34
Ibs./gal. = 10.62 lbs./ gal.
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8. Is retro-fitting an option?

Dale Keep

Effective temperature is
the lowest temperature
in which the cost of the
application is justified
by the results obtained.
Effective temperature is
based on an economic
decision.

SR5
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EXAMPLE FREEZING POINT OF MAGNESIUM CHLORIDE BRINE

% by Specific Freezing point Freezing point
weight gravity* Celsius Fahrenheit
6 1.051 -3.09 25.0
8 1.069 -5.67 218
- L ] T N YR SR S R DG TR ST
10 1.086 -7.83 179
P UEENRS RS R SRR T A e AR S
12 1.105 -10.5 131
R W T R R T R R N T
14 1.123 -13.7 7.3
B ol g P - R e AR L SRR SR I R
16 1.142 -17.6 ' 0.4
BRI A R et T AR 06
18 1.161 -22.1 -7.7
R A R L ST R O
20 1.180 -27.4 -17.2
R AT T R o o 2 AR TER 1+ 6 1 SN
22 1.200 -32.8 -27.0
R e R i TR RS ey L)
24 1.220 -25.6 -14.0
26 1.241 -21.1 -6.0
28 1.262 -18.3 -1.0
30 1.283 -16.7 3.0

*Specific gravity at 15.6 degrees C or 60.0 degrees F.

P Plow to remove snow and loose ice before anti-icing applications.

P If snow accumulates before or after applications, plowing directly before your
next application will minimize product dilution.

P Anti-icing trucks should be equipped with front-end plows.
Dale Keep
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Therefore, any product delivered with
a specific gravity reading between 1.251
and 1.273 and corresponding weights be-
tween 10.43 and 10.62 Ibs. would be
within the terms of the contract.

To tie this all together, when a load
comes in, get a sample and check the spe-
cific gravity of it with a hydrometer. Ref-
erence the hydrometer reading to the
correlating information on the chart.

When possible, get certified weight
slips on delivered loads. With the weight
slip and knowledge of the quantity deliv-
ered, you can quickly determine the
quality of the product delivered.

Assume you have ordered 5000 gal-
lons of product as described here, and the
weight of the load as verified by a certi-
fied weight slip is 51,000 pounds. Quick
math tells us that the product delivered
weighs 10.20 Ibs. per gallon. (51,000 Ibs.
+ 5000 gal. = 10.20) and does not meet
specifications.

More quick math (10.20 + 8.34) tells
us that the specific gravity of this product
is 1.223. Checking the chart, we find that
this product is only 24 percent and
clearly does not meet specifications.

Dry equivalents

Remember that with liquid deicers,
water is only a carrier, and that water
does not melt ice. So the question is,
How much chemical is actually put out
during an application?

Determining the dry equivalent will
provide this answer.

To determine dry chemical equiva-
lents, again specific gravity and the
weight of water comes into play. In the
previous example, the 28 percent prod-
uct weighed 10.53 pounds per gallon. [J

The author is maintenance methods special-
ist for the Washington State Department of
Transportation.



Here's a list of all the things you need to
have covered with your crews or subcon-
tractors prior to the start of snow season.

DO:

1. Tell your subcontractors to call you, the
contractor, before snowplowing, to get a
go-ahead and receive any special instruc-

tions. Make the foreman the contact.

2. Subcontractors must provide current,
working phone numbers.

3. All work order instructions must be read
completely. They contain special notes.

4. Push snow piles back as far as possible by
plowing up the curb and then raising your
plow and pushing the pile over the curb.

5. Run plow along the curb so the lot is
clean from “curb to curb.” Watch for pro-
truding curbs and be careful.

6. Square off corners unless they are natu-
rally rounded.

7. If you break down, let the company
know immediately so the route can be com-
pleted.

8. Inspect the job site after plowing.

9. Call in to the office after work is com-
pleted. Use the following chain of com-
mand:
a. Check with your supervisor/forman to
let him know your route is done, and to
see if he needs help on other jobs.
b. Contact dispatch or have your supervi-
sor contact dispatch to let them know
work is done.

10. If you get additional or special instruc-
tions from a customer, get a name and
phone number, and an okay from the com-
pany. Extra work should be done after the
regular route is cleared.

11. If you should do any damage while
plowing, include it on your time card and
report it to the company.

12. Stay on your route until all assigned jobs
are completed. If you are sent off your regu-
lar route, make sure the company knows
your assigned route is not done after each
extra job you do.

13. Carry a snow shovel in the event that
some hand labor need to be done.

14. When working near gas meters, stay at
least three feet away.

Removal Guide

DON'T:

1. Pile snow in front of or on: doorways;
fire hydrants; sidewalks; steps; garage
entrances; garbage dumpsters; shrub-
bery, especially evergreens; buildings
loading docks; cars

2. Push snow across streets or onto medians.

3. Leave trails or snow clumps.

4. Leave areas undone unless instructed by
the contractor company or the customer
and ok’d by contractor.

5. Use tire chains.

6. Pile snow in the middle of a parking lot.
All snow must go to the edges of the park-
ing lot unles you are otherwise instructed.

7. Load snow over or push up against fences
(especially state fences).

8. Use skid pads on plows.

Hand labor DOs and DON'Ts

DO:

1. Wait for snow to stop before doing hand
labor, unless snow depth exceeds six inches.

2. Blow the snow away from the driveway
as much as possible, unless the lot has not
been plowed.

3. If you must blow the snow onto the
plowed lot, run the curbline with the
blower to insure there’s no build up along
the curb.

DONT:
1. Exceed two workers per crew.

2. Blow snow onto evergreens or against
windows.

3. Disconnect two-way radio or mobile
phone before jumping or charging the
truck battery (the power surge will burn
them out).

Definitions:

Clean-ups: A partial job was done for one
reason or another. You are to plow the job
100 percent complete, or as much as able,
depending on number of cars in the lot.
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now removal
and DON'Ts

Drift patrol: Push back all drifts that are
closing in the lot. This includes, but is not
limited to, all drives, entrances, parking
areas, and loading docks.

Open-up: Usually the only time an open-up
is done is when there is a continuous snow-
fall, a snowfall that starts during the day or
a parking lot is opened up so cars can get
out, such as at an apartment building.
Open-ups are done for snow depths greater
than four inches unless specifically in-
structed by the contracting company. Do
not be concerned about plowing any stalls.
The entrances are to be plowed curb to
curb. For aisleways, only one pass is made
each way because you do not want too
much snow wind-rowed behind the cars.
The most common types of jobs that need
open-ups are apartments and restaurants.

Two-inch start: Do not start plowing until
there are two inches of snow on the
ground, unless the work order states other-
wise. At least a dozen measurements have
to be made to get an accurate reading.

If there is a lot of drifing, as many as 24
readings have to be made.

Recommendations:
1. Take the tailgate off for better visibility.
2. Carry a watch that works.

3. Extra equipment to carry:
ice scraper; extra pin for plow carriage;
long handled, #2 dirt shovel; spare plow
hoses, and hydraulic fluid; tow chain,
fire extinguisher; jumper cables; flash-
light; extra bolt and nut for chain lift on
plow; spare hydraulic cylinder

4. Have two, 12-volt batteries if you have an

electric over-hydraulic system.

5. Any lights not factory installed should be
fused.

6. If you get stuck more than once, put
snow in the back of the truck for weight.

7. When the snow exceeds five inches, thin
it out before wind rowing.

8. Carry some quarters for emergency
phone calls.

9. For personal safety, carry extra clothes,
hat, gloves, heavy boots, sunglasses...and
common sense.

Source: Clean Cut/Snow and Ice Managers Association.
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Snow removal services help
contractor stay productive year round.

“Being able to clear snow is a real added value I offer my clients.
I have a snowthrower, dozer blade and rotary broom, and my system
lets me change attachments fast, without tools. I'm a real beliéver in
zero-radius maneuverapility. It lets me get into spots other guys just
can’t reach witlrbigger or less maneuverable equipment. And it'is a
afot fastér than the smaller hand-pushed snow blowers.”
— Mark Moyer, Kirksville, MO

PTO-driven snowthrower delivers no-clog performance,
moves snow 20 to 30 feet away.

Let it Snow. Let it Throw.

When it snhows. . .

PTO-driven rotary brooms leave a Multipurpose dozer blades remove V-snow plow clears walkways.
clean, dry path. Shown with winter heavy snow, slush or sleet.
enclosure and optional heater.

First tu Finish.. Lnt to Last

Call or write for the name of your nearest dealer gg ‘V
and a “hands on” demonstration. ng ADP?
YOUR NEXT MOWER

The Grasshopper Company * One Grasshopper Trail * P.0. Box 637 » Moundridge, KS 67107 U.S.A. * Phone: (316) 345-8621 * FAX: (316) 345-2301



Grasshopper passes the test in the
worst storm of the decade.
“More than 25 inches of snow fell. Even though
1-2 inches fell each hour, we were able to keep the
driveways in our area clear with our Grasshopper.
The cab enclosure allowed us to stay warm for long
periods of time - even with a minus 20° F wind
chill index.”

— Charles Mcintire, Elkton, MD

Let it Mow.

When it shines. . .

Your Grasshopper turns into a high-efficiency
zero-radius mower that lets you trim while
you mow. Built for comfort, productivity and
endurance, your Grasshopper will give you
dependable service all year long, season

after season.

Switch attachments in minutes
without tools.

Grasshopper’s Quik-D-Tatch® mounting system*
easily connects a deck or attachment to the power
unit and eliminates the alignment hassles often
associated with switching attachments and

deck sizes.

Other productivity tools include:

* Quik-D-Tatch Vac® Collection Systems
 Dethatcher « AERA-vator™ » Wand Vac™
* ROPS ¢ Sunshade Canopy

Let it pick up leaves, mulch and aerate.
Grasshopper lets you handle
more jobs with the same machine.

GRASSHOPPER is number one in productivity.
The exclusive Combo Mulching™ Deck* with full-flotation
option, lets you mulch, discharge or bag with the same deck for
superior results in varying conditions.

*patent pending

Circle No. 122 on Reader Inquiry Card
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itical for
safety & success

The move to make trucks ride more like cars puts a spin on

the usual truck/plow compatibility equation. Don’t just take

for granted what a salesman tells you. Know the facts about

truck/plow compatibility.

By JOHN ALLIN

hen it comes to putting
plows on trucks, you can get
a lot of different opinions
from a lot of different peo-
ple. It can be confusing. | have spent time
on the phone with the manufacturers
and in dealers showrooms talking with
tech support people, sales people, and
owners of dealerships.
[ have found that one dealer can tell
you that there is no problem with putting

a plow on the truck they sell, and another
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tell you there is no way you should put a
plow on that truck. Below is a compila-
tion of what I have been able to find out
that I feel to be “reliable” information.
Much of the confusion surrounding
this issue can be traced to the addition of
the driver’s side air bag in trucks, but it
can also have a lot to do with the de-
mands of those who purchase trucks. It is
a federal law that all trucks under 8600
Ibs. gross vehicle weight (GVW) must

meet the same safety standards as cars.

September 1998

This makes automotive engineers very
conservative. Also, more than 90 percent
of pickups and sport/utilities sold today
are sold to car buyers who want a “new

car ride” in their trucks as well as the op-

The manufacturers are
saying that if you want
a plow, buy yourself a
three-quarter ton truck

or larger.

tions that are available in cars.

Because of this, the stripped down
“work truck” has become a thing of the
past. Trucks are being designed with a
softer ride and are now made closer to
the ground so people can get into them
easier. Much of this has to do with half-
ton trucks and sport utilities, so truck
manufacturers now consider sport utili-
ties, half-ton trucks and smaller to be per-
sonal use vehicles, not commercial truck
vehicles.

Listed below is some feedback I have
acquired from the manufacturers about
their recommendations regarding mount-
ing plows on their trucks.

Chevrolet/GMC: Has approved only
10 models (only two of which are half-
ton trucks) for snow work, and all of
them must have the VYO snowplow
prep package. They want no plows on
any sport utility vehicles, no plows on ex-
tended cab trucks, crew cab trucks and
Suburbans.

Ford: When the new F-150LD first
came out, they said no plow, but now
they seem to have backed off somewhat.
It must have a 3900 Ib. front axle, the
plow cannot exceed 500 lbs. and the
truck must have the Heavy Duty Service
Package.

On the F-250LD, they only approve a



plow for a 3950 Ib. front axle. They do
not approve of plows on any sport utility
vehicle.

Dodge: Only trucks with gas engines
are approved for plow mounting. And
these must have AHD plow packages.
No half-ton trucks or Dakotas are ap-
proved.

Toyota: They say no plows are ap-
proved on any trucks.

As you can easily see, the manufactur-
ers are saying that if you want a plow, get
a three-quarter ton truck or larger.

The manufacturers’ reasoning on
smaller trucks is this (and it is technical):
if a pickup is designed to carry three pas-
sengers, then three, 150-Ib. people must
be figured into the equation to see if the
front axle is overloaded. And over-load-

ing is a problem not to be
taken lightly, because it can
effect wear and federal safety

APPROXIMATE WEIGHTS FOR
STANDARD SIZE PLOWS:

6-1/2' light duty plows
6-1/2' standard duty plows
7-1/2' standard duty plows
7-1/2' super duty plows

450 |bs.
650 Ibs.
665 Ibs. Boss
715 Ibs. Boss

standards in braking. 7-1/2' poly plows 625 |bs. Western
If you have a four-passen- 7-1/2' power “V" plows 795 Ibs. Boss
ger sport utility vehicle (orex- 8’ standard duty plows 775 Ibs. Western
tended cab) or even a six-pas- 8" super duty plows 765 Ibs. Boss
senger Suburban (or crew 8’ poly plows 825 Ibs. Western
cab) the problem is worse. 8'2"power “V* plows 910 Ibs. Boss
g‘:‘p‘;:l‘)l‘j ivf‘:hp(])‘;‘]”y alone? g 412 standard duty plows  790/Ibs. Boss
ki 9' standard duty plows 825 Ibs. Western
dog for company? This is not
considered. It is a technicality. ¥ super ity plovs $15 s, Bobw
9'2" power “V" plows 960 Ibs. Boss

But there is another point that
they have not added to the
equation. That is “rear ballast.” The more
weight within limits that is added to the
rear axle subtracts weight added to the
front axle by adding a plow.

LANDSCAPE MANAGEMENT

Finally, there is one more thing that
has not been addressed at all by the manu-
facturers. This is the fact that Western has
come up with an innovative addition to
their plow frames. Western has added a
wheel to ride under the plow frame that
allows the plow to support its own weight.

The question arises: What can happen
if you put a plow on an unapproved
truck. Answer: the front end and front
suspension will not be under warranty.
The brakes may also wear prematurely.
There may be some safety concerns here
too. There are dealers that will install
plows on almost any vehicle out there in
the marketplace.

Keep in mind that my personal opin-
ion is that you should use a three-quarter
ton (or larger) truck for all snow plowing
operations. []

—The author is president of The Allin
Companies, Erie, PA, and a founding
member of the Snow and Ice Management

Association, also based in Erie. For infor-

mation on joining SIMA, contact them at

814/456-9550 or on the web at

www.sima.org

Top left: Chevy extended cab truck is not
to be used for snow plowing.

Ford truck, at right, must have a 3900 Ib.
front axle.
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Not only do Grasshoppers

take care of mowing jobs,
they are also put to work to

remove mountains of snow.
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igh in the Rockies, getting the
most out of your maintenance
equipment isn't simply prefer-
able, it is a necessity, according
to Vance S.Garfield, Parks Department
Superintendent for Kaysville City, Utah.

The department’s Grasshopper zero-
radius mowers with several attachments
offer the versatility any city needs in its
equipment mix to reduce costs.

“Not only is every season'’s weather
more extreme in the upper altitudes, but,
just like other municipalities, our budgets
aren't getting any bigger,” says Garfield.
“That’s why we have to make the best of
what we have. Needless to say, we can't
afford to buy separate equipment for
each season.”

The department also has two Jacob-
sen Turf Cats with 72-inch flail decks and

snowplows for two larger department

September 1998

trucks. Garfield's crew uses the big
equipment for cutting the wide open
spaces where maneuverability is not as
crucial. And the truck plows are neces-
sary to clear city-owned parking lots and
cemetery roadways during the winter.

“A lot of our cutting requires tight
turns, reaching into tight spaces and cut-
ting close to playground equipment,
shrubbery, flower beds, trees and fences,”
says Garfield. “We just couldn’t do it all
in the time we have without zero-radius
mowers.

The Kaysville Parks Department oper-
ates three Model 725 Grasshoppers and
one Model 721 for grass mowing, leaf
mulching and snow removal.

Getting around in tight places

“These machines—equipped as mow-

ers, plows, brooms or snowthrowers—

have ample power to handle a variety of



situations from large snow drifts to rela-
tively tall grass growth,” says Garfield.

In addition to helping the park crews
keep up with the feverish pace of grass
growth in the spring and throughout the
summer, maneuverability during the
winter is also very important. Garfield
says that zero-radius turning capabilities
are just as essential to snow removal dur-
ing the winter as plows are for the city’s
trucks.

“We have a lot of areas we take care
of that simply can't be reached with the
big equipment,” he says. “The entire two-
block center of the city surrounding our
city offices are honeycombed with walk-
ways and sidewalks. Our two Grasshop-
per mowers—a 21-hp unit and a 25-hp
unit—can be equipped with
snowthrower attachments. They're ideal
for that kind of job. I can’t imagine how
long it would take with conventional
hand-pushed snow removal equipment,
but the zero-radius units are fast, and
allow us to clear any amount of snow.”

If the snow is 8 to 10 inches or more,
Garfield adds, they set the snowthrowers
high and make a couple of passes.

“There is no depth these machines
can't handle if you either go slow the first
pass or just set it high for the first pass
and then repeat at a lower setting,” he
says.

Garfield says his crew is also responsi-
ble for keeping the city-owned cemetery
clear of snow which is especially impor-
tant since snow can be found on the
ground well through Memorial Day.

“The snow tends to stay for long peri-
ods here in Kaysville City,” says Garheld.
“If there's a scheduled funeral, it has to
be cleared in that one spot. If the snow
can't be simply blown off with a blower,

available in 48- and 60-inch models. It offers ‘no-clog’ performance, even in deep,
heavy, wet snow. Above are some of the other Grasshopper attachments.

P Snow removal on sidewalks and other narrow walkways can be done quickly
and efficiently with attachments like a V-Snowplow. V-Snowplows spread the load
in two directions, decreasing stress on the machine and distributing snow drifts
evenly to either side.

P A dozer blade affords the opportunity to surgically remove snow around items
such as parked cars. Not only does this provide for maneuverability around delicate
obstacles that must be untouched, but it keeps snow on the ground, a feature es-
pecially valuable in the removal of powder snow in high winds.

P> A rotary broom can be ideal in dry snow up to 8” deep. Use a broom that can
adjust to a 25° angle left or right for best results.

P> For deep, heavy snow, a snowthrower attachment is highly recommended for
most efficient and complete removal. With an adjustable discharge chute, and PTO-
driven unit to avoid belt slippage and utilize more power from the engine to the
auger, a snowthrower is indispensable.

P In exceptionally deep snow conditions ( over 8), one pass with a snowthrower
on a high-level setting and a second pass at full depth will ensure maximum unit ef-
ficiency and cleaner results.

P A machine that allows you to change attachments with ease will obviously re-
duce downtime and expenses, and increase productivity.

P Cab enclosures in harsh weather allow drivers to work all day with fewer
breaks.

Courtesy, The Grasshopper Company

we can use the snowthrowers because
they don't scalp the grass under the snow
like other units we have used. And their
zero-radius ability makes removing snow
around traditional monuments quick and
efficient.” O

LANDSCAPE MANAGEMENT September 1998 SR13



TAD

starts in summer

on Brubaker says that if you're
in the snow removal business,
you have to prepare for it.
That's why he starts in mid
summer to gather all that he will need to
keep his clients happy for the approach-
ing winter season. This includes lining up

customers and drivers, and making sure
that he’ll have enough product, including
ice melters, once the first snow or freezing

rain fall.
“Typically I try to have my contracts

EQUIPMENT
1. Check and change parts or fluids as
needed:
antifreeze
radiator hoses
air filter
battery cables and water lines
power steering fluid
engine belts
engine oil & filter
brake fluid (if color has changed, replace)
wiper blades
top off washer fluid
engine tune up
for gas engines: plugs & wires
for diesel engines: glow plugs.
hydraulic oil, if applicable
gear lube front and rear axles

SR 14

out right around the first of September,”
says Brubaker of Brubaker Maintenance,
Columbus, Ohio.

Brubaker, who has been in the com-
mercial snow removal business since
1962, secures the contracts from indus-
trial and commercial clients, then sub-
contracts the actual plowing to a network
of other drivers. Most operate small sea-
sonal businesses and appreciate the extra
income. He can have 22 trucks on the
road at one time.

While rock salt is Brubaker's product
of choice for parking lots and other large

“Snow equipment check list

2. Change, regardless of when changed
last:

fuel filter

automatic transmission fluid and filter
transfer case oil

hydraulic filter if applicable

3. Front axle check

inner spindle bearing

U-joints (front axles, drive shaft, steering)
wheel bearings, check and grease
brakes and seals, adjust if necessary
manual lockout hubs, clean and lube

4. Rear axle check
U-joints, drive shaft
brakes and seals, adjust if necessary
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areas, he stocks more specialized

deicers for walkways or areas with decora-
tive concrete.

“We have a lot of moisture and hu-
midity in our area, and sometimes we get
ablack ice on sidewalks,” he explains.
Since his customers include banks and
medical buildings, he has to have prod-
ucts that work without causing any addi-
tional problems.

For long sidewalks these deicers can be
applied with a push spreader. Hand
spreading from a 5-gallon bucket works
fine in smaller areas.

“As a courtesy to some of the my cus-
tomers, like banks, I'll put a bag of deicer
in their foyers,” explains Brubaker. “If |
can't get there in time—like when it starts
icing up and we're on the other side of
town and can't get there right away—
they can spread it by hand. It's an extra
cost, but it pays off in the long run.”

Nobody can predict what this winter
will bring. “ You have some good years
and you have some bad
~ years,” says Brubaker. []

PLOWS

1. Check fluid in pump and rams, check filter

2. Mount plow and check for movement

3. Check hoses and seals for nicks or leaks

4. Check plows for cracks

5. Check cutting blade for amount of wear
left and make sure bolts are tight

6. Check carriage bolts to make sure they
are tight

SPREADERS

1. Mount on truck

2. Check drive chain or gears. Lube them.
Chain should be lubed in spring when
put away.

3. Check hoses for nicks and leaks.

4. Check and adjust pattern.



Removal Guide

These plows built for heavy
duty use

The all new Fisher 9" and 10’
Municipal/Commercial plows were
designed for today’s new ‘Super Duty’

style trucks. Now available with the
Fisfer trip-edge design, these plows can
be used for parking lots, narrow streets
and intersections.

Applications include the Ford
F450SD, F550SD, F700 and F800; GM
Kodiak/Topkick, both regular and low
pro, and ICH 4700, 4800 and 4900.
For more information, contact:
FISHER ENGINEERING
12 Water Street
Rockland, ME 04841
www.fisherplows.com
Circle No. 278

Snowthrower offers ‘no-clog’

performance

A snowthrower attachment for
Grasshopper's full line of zero-radius
mowers delivers “no-clog” perfor-
mance, even in deep or heavy wet
snows. A discharge spout rotates a full
180 degrees to deliver snow 20 to 30
feet away.

Available in 48-inch and 60-inch
models, Grasshopper snowthrowers
feature heavy-gauge welded steel con-
struction, a high-speed 12-inch diame-
ter auger with heavy-duty 3/16-inch
flighting and a built-in heavy-duty
scraper blade.

Grasshopper's exclusive Quik-D-
Tatch” mounting system lets you
change deck sizes or add attachments
in minutes without tools.

Circle No. 281

Tailgate spreaders handle
various size jobs

The Western line of Pro-Flo tailgate
spreaders offers the ice control profes-
sional a choice of two spreaders ideal
for parking lots of any size. The Pro-
Flo spreads dry #1 rock salt, calcium
chloride and other ice melting materi-
al. The Pro-Flo2 tailgate spreader has a
2-stage delivery system with 16" belt
conveyor to assure positive feed of all

materials including wet sand.
For more information, contact:
Western Products

7777 N. 73rd Street
Milwaukee, WI 53223
www.westernplows.com
Circle No. 279

Rotary brooms for all seasons
Grasshopper’s PTO-driven rotary
brooms handle dirt, debris and clear up
to eight inches of snow, leaving a clean,
dry path. Rotary brooms are ideal for

e

clearing sidewalks, parking lots and
other public areas. Units can also be
used to remove gravel from grassy
areas near driveways and roads.

The 60-inch bidirectional model is
effective for dethatching at half-throt-
tle speed, while full-throttle speed
works best for snow removal.

The 48-inch and 60-inch fixed-
angle models operate at a 25 degree

LANDSCAPE MANAGEMENT

The 8.5 MVP plow, from Western
Products, adapts to any plowing situa-
tion because it's hinged in the center to
allow plowing in the scoop, ‘V’ or
straight blade position. Each wing has a
trip-edge; when the blade strikes an
obstacle only the lower edge trips back.
This plow has exclusive, handheld
CabCommand control. The FloStat
Hydraulic System, allows you to
hydraulically lock the blade wings to act
as one, along with double acting cylin-
ders for efficient back-dragging.

For more information, contact:
Western Products

7777 N. 73rd Street

Milwaukee, WI 53223
www.westernplows.com

Circle No. 280

right angle, while the 60-inch bidirec-
tional model can be raised up to two
inches and angled up to 25 degrees.
Circle No. 282

Multipurpose dozer blades
Grasshopper’s multipurpose dozer
blades move dirt, sand, gravel and
snow, and are particularly effective in
dislodging stubborn ice from sidewalks
and drives.

Available in both 48-inch and 60-
inch widths, Grasshopper’s dozer
blades are adjustable to allow opera-
tion straight ahead or 25 degrees left or
right. An easy-to-use control lever per-
mits pre-set height adjustment, while a
quick response foot control allows
intermittent height adjustment. A V-
snow plow is also available for side-
walks and other open areas.

Circle No. 283

For more information on these
products, contact:

The Grasshopper Company

One Grasshopper Trail ¥

P.O. Box 637

Moundridge, KS 67107 U.S.A.
www.grasshoppermower.com
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MVP

MULTIPOSITION V PLOW

PRl Ln
_4_/4

ONE SNOWPLOW DOES IT ALL!

The versatile 8'2' MVP™ snowplow from WESTERN® adapts to any plowing
situation because it's hinged in the center to allow plowing in the scoop, “V” or
straight blade position.

The feature that separates this plow from the rest is the exclusive, hand-held
CABCOMMAND control. Now all blade functions - including moving the two wings
in or out either simultaneously or separately - are right in the palm of your hand.
Add trip-edge blade technology, double acting cylinders and the patented
Uni-Mount® System for easy on/off, and its easy to see why the MVP snowplow
provides the professional with the ultimate in plowing efficiency.

WESTERN PRODUCTS 7777 N. 73rd Street Milwaukee, Wl 53223
World Wide Web: http://www.westernplows.com
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Century Rain Aid has ac-
quired The Pipe Connection, a
three-store distributorship in
Utah. The expansion into west-
ern US markets brings the total
number of locations to 83
branches in 20 states and
Canada. The new branches are
located in Draper, Salt Lake
City and St. George, Utah.
www.rainaid.com

The Board of Directors of
Briggs and Stratton has
elected William Reitman, VP of
Marketing, as a corporate offi-
cer. Marv Klowak has been
named VP of Engineering and
Quality Assurance.

Case Corporation has intro-
duced AvailabilityMAX, a new
dealer parts inventory man-
agement process that signifi-
cantly improves parts availabil-

.t:& 10 C

ity, selection and service for
customers. AvailabilityMAX is
presently up and running at
select Case dealerships.
WWW.casecorp.com
Castart® by Naturescapes™
has been approved to fran-
chise in California. California,
an important pool and land-
scaping market, is one of 14
states which require franchis-
ers to comply with individual
state law and regulation
rather than relying solely on
the FTC's regulations.
www.castartinc.com

CCL Organics has hired Ed
Ruszel to manage its organic
material collection and recy-
cling company in the East San
Francisco Bay Area. The com-
pany is licensed to handle ap-
prox. 30,000 yd3 of material a

o O, ::1
an

R
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year, which it composts and
sells as a soil amendment.
JCB, Europe’s largest construc-
tion equipment manufacturer
announced that it is building
its first factory outside Britain.
The new plant, to be located
in Savannah, Georgia, is to be
500,000 sq. ft and create up to
100 jobs in the first phase. The
factory will initially make back
hoe loaders. Manufacturing is
planned to start late 1999.
Sales and Marketing Manage-
ment magazine has awarded
John Deere with the “1997
Best Sales Force Award”, after
looking at sales performance
during the past three years,
reputation for customer ser-
vice and reputation for em-
ployee satisfaction, revenue
growth, number of sales peo-

VIDEOS AND LITERATURE FOR THE GREEN INDUSTRY

PlantAmerica CD-ROM...

Allan M. Armitage’s Photo-Library of Herbaceous Plants con-

tains images of annuals, perennials, ferns, bulbs, ferns, wildflowers and ornamental
grasses, as well as cut flowers, bedding plants and greenhouse crops. Over 2,600 differ-
ent plants and cultivars, with over 7,000 images, can be accessed by common, scientific
and family names. Available for $149.95 + $5 shipping, from PlantAmerica at 888-
PLANT-CD or www.plantamerica.com

An Environmental Approach to Golf Course Development... is a 48-page brochure avail-
able from the American Society of Golf Course Architects. Developed for any person

or group involved in golf course development, the brochure provides information on
how golf courses complement the environment and includes 12 case studies, specific
checklists for reference during the permitting process and a list of suggested references
and organizations. The brochure is available for $10, from the American Society of Golf
Course Architects. 221 N. LaSalle St., Chicago, IL. 60601.

Free storm water retention/detention design CD-ROM... from Hancor, Inc. The LandMax
CD-ROM has over 100 CAD drawings to allow users to design their own storm water
retention/detention systems. Compatible with all Windows'95 and NT-based systems,
the CD includes pipe drawings, as well as complete design information and installation
guidelines for the underground LandMax system. To receive a copy call (800) 848-
3546, ext. 258 or fax (419) 424-8302.

LANDSCAPE MANAGEMENT
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ple and keys sales executives.
Keystone South now repre-
sents Keystone Retaining
Wall Systems throughout
Georgia, Florida, and eastern
Tennessee. Scott Pannell, Sales
Manager, will be based in At-

lanta.

ganic Fertilizers announces a
new distributor, Golf Enviro
Systems, which will cover Col-
orado, New Mexico and west
Texas. www.naturesafe.com
Toro has a new marketing
strategy to expand the distri-
bution of Toro-branded mow-
ers to selected home centers.
This is a change from Toro's ex-
clusive distribution of its mow-
ers through independent deal-
ers. The plan is to build on the
ability of dealers to combine
sales and superior after-sale
service by matching dealers
with home centers to begin a
partnership of customer ser-
vice. Toro Super Recylcer mow-
ers will still be exclusively dis-
tributed through dealers.
www.toro.com.

urf-Seed, Inc. has brought
on John Rector as National
Sales Representative/
Agronomist, to act in a sales
and advisory role and to help
set up turfgrass trial plots in
strategic locations. Rector has
20 years of Southern California
sod-producing experience, in-
cluding management of cool-
and warm-season turfgrasses,
agronomy, pest control, re-
search and development, mar-
keting and sales. www.turf-
seed.com
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The National Expo for Lawn & Landscape Professionals!
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Opryland Hotel Convention Center ¢ Nashville, Tennessee ¢ November 14-17, 1998

A Over 60 Educational Seminars- Outdoor Equipment Demonstration-
@ ' Business & Technical Topics, @ ' Try Before You Buy

Expert Speakers A 5,000 Industry Professionals-
Q 300 Exhibiting Companies- ® ' Networking Opportunities Galore
12 Exclusive Trade Show Hours

For travel arrangements call Opryland
[ GIE is Sponsored by: International Travel at (800) 677-9526.
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PRODUCT REVIEW

Powered hauler from Foster

The Haulzall is a 450-pound machine with an 800 pound load
capacity and a 7.4 ft2 hopper. The hauler has a comfortable for-
ward walking speed and a controlled slower reverse speed as well as
a 360° rear-swivel wheel, for easy control and maneuverability.
Powered by a 5 hp Honda engine and able to carry any load up a
20° incline, the Haulzall also has automatic and parking brakes.
The variety of attachments include a flat bed, snow plow blade, hy-
draulic lift-dump cylinder, dolly attachment, trailer hitch attach-
ment. For more information contact Foster Manufacturing Corp.,
Racine, WI at (414) 633-7073, fax (414) 633-4458 or

Circle No. 250

Green Star 3- implement system

The Green Star RBS System for the rolling, brushing and spiking of
greens and turf, is now available on all Smithco bunker rakes. The sys-
tem can also be mounted on Toro Sand Pro and Ransomes/Cushman
bunker raking units.

All three implements (shown below) mount with Smithco’s Quad-
Pivot hook-up system, designed to allow maximum flexibility and
conformity to undulating terrain. The implements are available sepa-
rately or as a complete three-function system.

For more information contact Smithco at (610) 993-8181 or

Circle No. 251

Hydraulic powered pruner

The PR41 hydraulic powered pruner from Stanley offers
rugged, heavy duty cutting power in a lightweight, balanced
and durable pruner. The lightweight head design and full
power operation make the pruner fast, efficient and safe to
operate. An ex-
ternal knife ad-
justment allows
easy mainte-
nance for peak
cutting perfor-
mance. The unit
weighs 11.5
pounds and can
cut branches up
t0 2.25 inches in
diameter. It is 84 inches long, with a flow range of 3-9 gpm
and 1000-2000 psi.

For more information contact Stanley at (503) 659-5660 or

Circle No. 252

New preemergent from Scotts

Scotts introduces Barricade, a preemergent herbicide
for crabgrass and Poa annua. Due to its long residual,
Barricade is well-suited to fall application in both north-
ern and southem climates. A properly timed fall applica-
tion in southern areas can control Poa annua while in
northern climates a fall application can control crabgrass
in the spring.

Barricade comes in two formulations: a low-nitrogen,
high potassium formula, 8-4-24 plus 0.426 percent Bar-
ricade, and a high nitrogen/high potassium formula, 21-
0-20 plus 0.426 percent Barricade.

For more information contact Scotts at (800) 543-
0006 or

Gircle No. 253
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PRODUCT REVIEW

Marble
chips for the
landscape

Marble Dimensions has a
new line of marble chips
available in a variety of col-
ors, including gray, red and
green, and two sizes of
chips. An alternative to
presently available rock
products, the chips can be
purchased in 40 pound bags
or in bulk. For more infor-
mation call (801) 943-2995,
fax (801) 943-2865 or

Circle No. 254
(800) 966-8441 or

Circle No. 256

PELA Oil Extractor

For quick and easy oil changes on power equipment the PELA Oil
Extractor is a manually operated vacuum pump that sucks out old oil
from the engine
crankcase. The
integrated con-
tainer holds 1.7
gallons, prevent-
ing spills and has
a built-in float
switch which au-
tomatically shuts
the pump off
once the con-
tainer is full. This
tool eliminates
the need to re-
move drain
plugs when
changing oil. The
Oil Extractor is

easy to use, fast and very clean.
For more information call Pelican Marine at (888) 272-7964 or

Circle No. 255
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Soft-Plug aerator from JRCO

The Model 700 Series Hooker Soft-Plug Aerator is a front-
mount model which fits commercial hydro walk-behinds and rid-

ing mowers.
The 38" wide
aerator has
zero-turn ma-
neuverability
withuptoa
3" hole depth
and can aer-
ate 66,000 ft?
per hour at 5
mph.

For more
information

o

contact JRCO, Inc., P.O. Box 41304, Minneapolis, MN 55441, call

New
Husqvarna
chain saw

The new Model 350

chain saw from Husg-
varna offers a combina-

New Tupersan

label

PBI/Gordon has an-
nounced two new label
changes for Tupersan Her-
bicide Wettable Powder. It
is now labeled for
bermudagrass suppression
into bentgrass golf greens
and for application to road-
side slopes and other areas
via hydroseeding and other
hydraulic seeders. Gordon’s
Tupersan is a sprayable for-
mulation of siduron. It is
the only sprayable pre-
emergent herbicide that
may be used in newly-
seeded areas or even ap-
plied at the time of seeding
without causing injury to
germinating seedlings of
most cool-season turf-
grasses. For more informa-
tion, call PBI/Gordon Corp.
at (800) 821-7925.

Circle No. 257

tion of toughness and a power-to-weight ratio of 0.48
kw/kg. Although weighing only 10.6 pounds without the
18" bar and chain, the 3.1 cubic inch (50 cc), 3.1 hp engine
can generate more than 13,000 rpms at top speed. The saw
chain is a reduced kickback chain combining low vibration

and high performance.

For more information contact Husqvarna at (800)
HUSKY®62, website www.husqvarna.com, or

Circle No. 258
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TurfVent corecaster

Feldman introduces a front mount turf aerator which turns
without tearing the turf. The new TurfVent CoreCaster CTV-

52 core plug aerator allows the operator to aerate while turning
in any direction, no matter how sharp the turns.

Featuring heavy-duty caster assemblies with 360° dual-quad
tine clusters, the CTV-52 has a 52" effective coring swath. The
Turf-Vent Ejector coring tines have a 3.5” maximum penetra-
tion. The CTV-52 comes equipped with the connections
needed to attach to all motorized equipment with a Category 1
three-point hitch.

For more information contact Feldman Engineering at (800)
344-0712, e-mail feldman.engineering@excel.net or

Circle No. 259

Packaged muich
available

Bunton BZT 31

The new zero-turn rotary

Garick Corp. has mulches now
available in the Bark Bale, 4 yd® of
mulch compressed into a bale a lit-
tle over 2 yd®. The compressed bale
means that there is no need for a
bucket loader or dump truck as it
can be handled using a forklift. Easy
to store and handle, inventory con-
trol is also simplified. The Bark Bale
is available in hardwood, Ozark
cedar, cypress, pine and Alabama
Auburn, a reddish oak material.

For more information all (800)
2GARICK extension 15 or

Circle No. 260
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mower from Textron Turf Care
and Specialty Products also has a
liquid-cooled gas engine. The Bun-
ton BZT 31 is powered by a 3-
cylinder, 31 hp, liquid-cooled
Briggs & Stratton Daihatsu engine,
designed to provide cooler, quieter
engine operation and longer, more

dependable engine life.

FMC gives PBI Gordon rights to
herbicides

FMC Corporation and PBI/Gordon Corporation have an-
nounced a recent agreement covering two new FMC herbi-
cides, sulfentrazone and carfentrazone-ethyl. US marketing
rights for the use of these compounds in PBI Gordon's Trimec
herbicides have been assigned solely to PBI/Gordon for pro-
fessional turf and ornamental, industrial vegetation manage-
ment and consumer product markets. For more information,
contact PBI Gordon at (800) 821-7925 or,

Circle No. 261

Rain Bird says new Easy Rain is
better

Rain Bird Sales, Inc. has made several improvements to its
Easy Rain battery-operated controller.

Designed for residential and light commercial applica-
tions, the single-valve controller is powered by an alkaline
nine-volt battery. The improvements will help boost the Easy
Rain’s overall performance, including a pressure rating of 150
psi and a self-cleaning solenoid. For more info, contact Rain
Bird at (626) 963-9311 or

Circle No. 262

The BZT 31 features a 72" cut-

ting deck with adjustable cutting heights from one to five inches, using the electronic deck

lift and adjustment system. The mower can travel up to 9.5 mph, has 24x12-12 tires, a

wider wheelbase than other mowers and a low center of gravity. An optional rollover pro-

tection system is also available.

For more information call Textron at (414) 635-1249 or

September 1998
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For more information on our 19th Annual
International Irrigation Show, please visit our
home page at http://www.irrigation.org or
return this form to the IA.

THE IRRIGATION ASSOCIATION
8260 Willow Oaks Corporate Drive, Suite 120
Fairfax, Virginia 22031 USA
(703) 573-3551 » FAX (703) 573-1913
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Propuct Focus

Since 1689, Husqvarna Forest and
Garden Co. has been committed to
providing superior value to the people
that rely on its products. The com-
pany manufactures a complete line
of outdoor power equipment for
landscape professionals, arborists,
loggers and homeowners. Husqvarna
incorporates the best in engineering,
ergonomics, efficiency and economy
in its products.

MANUFACTURING FACILITY:

Husqvarna’s facility has been

located in Huskvarna, Sweden, for

its more than three centuries of
operations. Husqvarnas experience in
motorcycles in the late 1800’s led to
the introduction of the first chain saw
in 1959. The company’s North Amer-
ican headquarters, which markets its
products to retailers across the U.S.,
Ontario and British Columbia, is
located in Charlotte, N.C.

TECHNICAL SUPPORT, SALES,
TRAINING AND CUSTOMER
SERVICE:

Husqvarna dedicates a substantial
portion of its budget to keep

its associates abreast of the latest

Husqgvarna

Tough Name.Tough Equipment.”

Husqvarna

orest & Garden Co.

trends and technologies in order to
better serve its customers and set a
leading pace for the industry. Each
year, hundreds of Husqvarna’s
retailers attend training seminars at
the state-of-the-art North American
Training Center, which features the
latest computer-operated audio/visual
equipment, fully equipped worksta-
tions for hands-on training in equip-
ment systems and a model store with
merchandise on display.

MAJOR PRODUCT LINES

Husqvarna markets a complete line
of chain saws, trimmers, backpack
blowers, hand-held blowers, clearing
saws and cut-off saws. Husqvarna also
manufactures a full line of lawn and
garden products, including riding and
walk-behind mowers, yard and garden
tractors, tillers, edgers, brushcutters
and more.


http://www.husqvarna.com
http://www.husqvarna.com
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American Cyanamid
Company

Specialty Products
Department

One Campus Dr.
Parsippany, NJ 07054
(800) 545-9525

LANDSCAPE MANAGEMENT

Product Focus:

The Specialty Products Department of
American Cyanamid Company’s
Agricultural Products Division researches
and develops special-use chemical products,
and markets them throughout the United
States.

The department’s herbicides, plant
growth regulators and insecticides are used
in forestry, professional turf management,
consumer lawn and garden, industrial vege-
tation management, horticultural and green-
house industries, professional pest control
and public health markets.

American Cyanamid is committed to the
development of products that are effective,
convenient and respectful of the environ-
ment. Along with others in the turfgrass and
golf course industries, the company believes
it has a responsibility to protect the environ-
ment, to improve the aesthetics of America’s
communities and provide enhanced recre-
ational opportunities for all. The company is
committed to helping secure a superior habi-
tat for people and wildlife through the man-
ufacture and marketing of environmentally-
sensitive products.

Manufacturing Facilities:

American Cyanamid has a number of manu-
facturing facilities worldwide. Many of the
company’s products are manufactured at a
2,000-acre complex in Hannibal, Missouri.
In addition to using state-of-the-art technol-
ogy, this plant is a model for safety and en-
vironmental responsibility, emphasizing
strong programs in recycling and reuse in
all production areas to minimize waste.,

September 1998

American
Cyanamid
Company

The plant’s integrated environmental sys-
tems provide management control levels
that are designed to meet or exceed industry
standards for air, water, solid and hazardous
wastes. Pollution prevention and waste re-
duction efforts are an important part of on-
going programs in all production areas.
Cyanamid manufacturing plants also partic-
ipate in the Chemical Manufacturers
Association’s Responsible Care Program.

Tech Support | Training:

The Specialty Products Department is fully-
supported by a dedicated staff of research,
sales, marketing, technical, service, logistic
telemarketing and support professionals.
The sales force is among the best-trained in
the industry. Cyanamid’s Technical Service
Group in Princeton, New Jersey, supports
sales representatives in their effort to keep
lawn care operators, golf course superinten-
dents and custom applicators informed
about the performance and environmental
aspects of Cyanamid’s products.

Major Product Lines:

American Cyanamid produces and markets
leadership products such as pendimethalin
technical, the most widely used preemer-
gent herbicide for turfgrass weed control in
the United States; Pendulum herbicide, for
preemergent control of annual grasses and
many broadleaf weeds in turfgrass and for
over-the-top control in more than 260 la-
beled ornamental plants, available in 60
WDG and 3.3 EC formulations; Image her-
bicide, available to professional applicators
for postemergent use on hard-to-control
weeds like nutsedge in warm-season turf;
Cycocel plant growth regulant, used by
greenhouse horticulturists, primarily on
poinsettias, azaleas and geraniums; and
Amdro fire ant insecticide, America’s lead-
ing fire ant bait.



.J. Mauget
Company

Product Focus:

Mauget, the company which pioneered
micro-injection for trees, is also the com-
pany that was chosen by Shell Chemical in
1965 to introduce its new insecticide to pre-
vent Dutch Elm disease, called Bidrin.
Today, Inject-A-Cide B (Bidrin) is labeled for
systemic treatment for aphids and many
borers, caterpillars, psyllids, scale insects,
gall causing larvae, spider mites and spittle-
bug nymphs. Micro-injection, performed in
just minutes, eliminates concern over drift,
groundwater contamination, or applicator
and customer exposure.

Manufacturing Facilities:

In 1997, Mauget doubled the size of its man-
ufacturing and headquarters facility by
moving from Los Angeles to Arcadia, Calif.
The new facility enables the company to
continue to meet the growing demand for
highly-targeted systemic, closed-system,
micro-injected products. An aggressive re-
search effort recently resulted in the intro-
duction of two new insecticides, a fungicide
and an antibiotic.

Technical Support | Training:

Mauget maintains a technical support staff
to answer its toll-free telephone support
line—800/TREES RX. This service is avail-
able to all professional applicators and
nearly 35 distributors across the nation.

Additional support is available through
its website—www.mauget.com.

For more than 20 years, Mauget has pro-
vided winter training workshops throughout
the country through its distributors. Its com-
prehensive Micro-Injection Field Manual is
available from distributors for training and
reference.

Major Product Lines:
Since 1965, Mauget has developed 15 sys-
temic products to serve the ornamental tree
care market. Combinations of these prod-
ucts are available in capsule form for micro-
injection.

Antibiotics: Mycoject

‘ertilizers: Stemix, Stemix Iron/Zinc,
Stemix Zinc, Stemix Hi-Volume

Micro-Nutrients: Inject-A-Min (Iron, Zinc
and Manganese)

Fungicides: Fungisol and Carboject

Insecticides: Imicide, Inject-A-Cide; Inject-
A-Cide B and Abacide

Combination: Abasol
(Fungicide/Insecticide)

In Tree Health Care, Tomorrow is Today at
Mauget

LANDSCAPE MANAGEMENT
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J.). Mauget Company
5435 Peck Rd.

Arcadia, CA 91006-5847
(800) 873-3779,

(818) 444-1057

Fax number:

(818) 444-7414

E-mail address:
mauget@mauget.com
Website:
www.mauget.com
Incorporated 1958

Staff

Dale |. Dodds, president/CEO
Nathan E. Dodds,

vice president, general man-
ager

Charles A. Dodds,

vice president, operations
Arnold Farran, digital opera-
tions/field & technical sup-
port

Joanne Najar, administrative
assistance
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John
Deere

JOHN DEERE

John Deere Worldwide
Commercial &
Consumer Equipment
Division

4401 Bland Road

~ Fax number:

(919) 850-0123 (div. head-
quarters)

(800) 537-8233 (customer
communications center)
Website:
www.Deere.com

Date Founded:

Deere & Co.- 1837
Worldwide Commercial &
Consumer Equipment
Division - 1962

Staff:

Fred Korndorf, President
Mark Rostvold, Senior Vice

President

Product Focus:

The John Deere Worldwide Commercial & Consumer Equipment Division
manufactures and distributes a full line of lawn care products for residen-
tial, commercial and golf and turf applications. The John Deere Company
is noted for more than 160 years of innovation, the highest quality prod-
ucts and product and operator safety initiatives.

Manufacturing Facilities:

The John Deere Worldwide Commercial & Consumer Equipment Division
is comprised of four major product groups — Consumer Products Group,
Commercial Worksite Products Group, Lawn & Garden Products Group
and the Commercial Grounds Care Products Group. Manufacturing facili-
ties are located in Georgia, North Carolina, South Carolina, Tennessee
and Wisconsin.

Technical Support/Training:

Deere places a high emphasis on its customers and provides a number of
options for customers to contact the company. To locate a dealer, customers
can use John Deere’s dealer locator online at www.deere.com. Customers
can also locate dealers by calling John Deere at (888) MOW-PROS. For
more information on John Deere products, customers can call the
Customer Communication Center at (800) 537-8233. Additionally, John
Deere provides its dealers with the advanced technical training and sup-
port as well as sales tools and techniques.

Major Product Lines:

John Deere offers a full line of equipment for homeowners, commercial
groundskeepers, and golf and turf property managers. Equipment in-
cludes, but is not limited to, commercial and greens mowers, utility trac-
tors, skid steers, front mowers, zero-turning-radius mowers, residential
lawn and lawn & garden tractors, residential and commercial walk-behind
mowers, and hand-held equipment.
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Kubota

Product Focus:
Incorporated in California in 1972, Kubota
Tractor Corporation (KTC) has since be-
come a leading U.S. marketer and distribu-
tor of under-40 hp compact tractors by con-
sistently marketing high-quality products
that meet the needs of today’s customers.
Kubota Tractor Corporation markets a
complete line of tractors from 12.5 to 91
PTO horsepower, along with a complete line
of performance-matched implements, com-
pact construction equipment, pumps and
generators, consumer lawn and garden
equipment and commercial turf products.

Manufacturing Facilities:

KTC is affiliated with the Kubota
Corporation of Osaka, Japan, which intro-
duced the first Kubota tractor to the United
States in 1968. Kubota Corporation has af-
filiates and subsidiaries that manufacture
and/or market in 11 countries around the
world, and Kubota Corporation products are
sold in more than 130 countries. In the
United States, Kubota Tractor Corporation,
Kubota Credit Corporation (KCC) and
Kubota Manufacturing of America support
authorized Kubota dealers and customers.
Kubota Manufacturing of American is lo-
cated in Gainesville, GA. Production started
in 1989, making loaders for Kubota B and
L-Series tractors. Backhoe production began
in 1990. And, in 1995, the first Kubota trac-
tor manufactured in the United States
started rolling off the assembly line.

Based in Torrance, CA, KTC has facilities
throughout the United States. Division of-
fices are located in Columbus, OH; Atlanta,
GA; Dallas, TX; and Stockton, CA. The
Engine Division is located in Schaumburg,
IL. Nearly 1200 dealers comprise Kubota
Tractor Corporation’s coast-to-coast net-
work.

Technical Support | Training:
Kubota Tractor Corporation supplements

its high-quality, dependable products with
the service, parts, training and financing
necessary to ensure customer satisfaction.
Service personnel in the dealerships are
provided with annual training on new prod-
ucts, and additional in-shop service training
is available through printed materials and
video-based programs. Kubota also provides
dealers with a computerized parts ordering
system which links dealerships to an inven-
tory of more than 60,000 part numbers
strategically located in four warehouses
across the country. Kubota Credit
Corporation offers flexible programs such as
low A.P.R. financing, equity financing, tai-
lored customer repayment plans, rental pur-
chase plans and leasing options.

Major Product Lines:

Kubota’s residential and commercial mow-
ing equipment consists of the F-60 Series
front mower, T-Series lawn tractors, G-
Series garden tractors and GF-Series front
mowers, along with a variety of implements.
Designed to deliver top performance,
Kubota’s tractor and implement line-up fea-
tures the B-Series tractors, Grand L Series
and L Series products, M-Series tractors
and the M-Series Turf Special. Kubota’s
compact construction equipment line boasts
the powerful new generation KX-2 Series
excavators, R-20 Series wheel loaders, L-35
and B21 tractor-loader-backhoes and an im-
pressive array of related implements and
attachments. Ideal for a range of indoor and
outdoor construction and emergency-power
applications, Kubota offers customers and
extensive line of gas and diesel generators
and pumps.

('(l/’(ll’f/l'll(‘\

Kubota Tractor Corp.
3401 Del Amo Blvd.
Torrance, CA 90503
(310) 370-3370

Staff:
Mr: S. Majima, president

Mr. Robin Killian, senior vice
president of sales
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Lofts Seed Company,
Inc.

2325 Stratford Road
Winston-Salem, NC 27103
(800) 526-3890

Fax number:

(336) 659-1927

Website:

www.turf.com

Date Founded:

1923

Staff:

Ken Budd, President/CEO
Neil Myers, Director of
Marketing

Lofts Seed
Company,
Inc.

Product Focus:
Production and development of turfgrass varieties, along with several wild-
flower and native grass mixtures.

Manufacturing Facilities:

Intensive research facility located in Lebanon, OR, where Lofts’ staff of
agronomists and technicians work to develop new and improved turfgrass va-
rieties.

Technical Support/Training:

Offer a technical support line — (888) LOFTS-CO, along with our website
which provides detailed information about our company and products. We
produce an informative landscape catalog, along with consumer lawncare
guides.

Major Product Lines:
The Rebels turf-type tall fescues; Palmer line of perennial ryegrasses;

Preakness Kentucky Bluegrass; Supreme Sport mixture; Tri-Plex Ryegrass
blend; Rugged Wear blend.
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Novartis
Crop
Protection,
Inc.

Product Focus:

Novartis Turf and Ornamental Products
was founded in December, 1996 with the
FTC approval of the merger of Ciba and
Sandoz Agro, Inc. With this major merger,
combined with the recent acquisition of
Merck & Co. Inc.’s global crop protection
unit, Novartis has made the commitment to
become the worldwide leader in providing
innovative products and services, and devel-
oping superior technology to protect the pro-
duction and care of turfgrass and ornamen-
tal plants.

Manufacturing Facilities:

Novartis’ U.S. Crop Protection, Inc. head-
quarters is located in Greensboro, NC. Its
headquarters houses approximately 1500
employees including the Turf and
Ornamental Products Group, as well as the
Crop Protection, Inc. Agricultural Division.

Technical support | Training:

Novartis is committed to discovering and
marketing a broad range of leading-edge
products for the Turf and Ornamental in-
dustry. With that in mind, Novartis has six
highly dedicated Turf and Ornamental field
scientists who are setting the pace by re-
searching products that are both highly ef-
fective and environmentally compatible. To
reach their goal of listening to the needs of
their customers, Novartis Turf and
Ornamental Products has a field sales force
which includes 19 dedicated turf product
sales representatives and three ornamental
product sales representatives. In addition,
Novartis also offers an on-site customer ser-
vice staff to provide information and litera-
ture on Novartis Turf and Ornamental
products and services. For more informa-

NOVARTIS

tion, please call 1-800-395-TURF.

Major Product Lines:

Turf Product Line:

Primo®: Plant Growth Regulator;
Barricade® Preemergence Herbicide: Poa
annua, Crabgrass, Goosegrass and 28 other
weeds; Banner® MAXX® Fungicide: dollar
spot, summer patch; Subdue® MAXX®
new formulation Fungicide: Pythium and
Phytophthora; Sentinel® Fungicide: brown
patch, dollar spot; and Award® Insect
Growth Regulator: fire ants.

Ornamentals Product Line:

Subdue® MAXX® new formulation
Fungicide (features zero hour reentry inter-
val): Pythium and Phytophthora;
Medallion™ new Contact Fungicide:
Rhizoctonia, Botrytis and Alternaria;
Factor® Herbicide: problem grass and an-
nual broadleaf weed control all season;
Avid® Insecticide: spider mites and
leafminers; Banner® MAXX® Fungicide:
Broad spectrum tree and shrub disease con-
trol including powdery mildew, rusts,
leafspot, blights, scab and anthracnose;
Precision® Insect Growth Regulator:
whiteflies, soft scales, fungus gnats and
shore flies; Citation® Insect Growth
Regulator: dipterous leafminer larvae devel-
oping in the foliage of chrysanthemus.

LANDSCAPE MANAGEMENT
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Novartis Crop
Protection, Inc.

410 Swing Road

PO. Box 18300
Greensboro, NC 27419-
8300

(800) 334-948|

(910) 632-6278

Staff:

Leo Bontempo,
President/CEO

Tom McGowan,Vice
President of Specialty
Products Business Unit
Gene Hintze, Director, Turf
and Ornamental Product
Michael Joyce, Director,
Marketing Services

Joe Yoder, Director; Research
and Development
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PLANT HEALTH CARE,

Plant Health Care, Inc.

440 William Pitt Way * Pittsburgh, PA 15238

1-800-421-9051

Fax: 412-826-5445
www.planthealthcare.com

E-mail-address:
www @planthealthcare.com

Date founded:
November 1994

™

PLANT
HEALTH
CARE, INC.

INC.

COMPANY OVERVIEW:

Plant Health Care, Inc. (PHC, Inc.) is a micro-
bial biotechnology company specializing in the
development of biological “plant health care”
products and natural systems solutions for the
commercial horticulture, turfgrass, forestry and
land reclamation industries. The Company is
the world technology leader in the commercial
development of endo- and ectomycorrhizal fungi
inoculant products, and is fast becoming a leader
in beneficial bacteria technology. PHC, Inc. has
developed more than 30 proprietary products for
improving plant, soil and water quality.

MANUFACTURING FACILITIES:
PHC, Inc.’s principal laboratory and production
facilities are housed at the University of
Pittsburgh Applied Research Center (“UPARC”)
where it also maintains the world’s largest pri-
vate pure culture collection of ectomycorrhizal
fungi. The Company operates a 20,000 sq. ft.
automated dry materials blending and packaging
facility in Pittsburgh, PA where it manufactures
both brand name and private label products.
Recently the company received an excellent
environmental rating by Eco-Rating
International for its manufacturing processes,
products and services.

CALL FOR OUR NEW GREEN FOR LIFE™

PRODUCTS CATALOG: 1-800-421

-9051

A NATURAL SYSTEMS APPROACH"

TECHNICAL SUPPORT:

PHC, Inc. scientists and technical experts help
design and implement “plant health care™ solu-
tions for difficult landscape and land restoration
projects, including large-scale mineland reclama-
tion, habitat restoration and reforestation of
degraded sites.

MAJOR PRODUCT LINES:

Mycorrhizal Fungi Product Line: MycorTree",
Mycor™ and VAM Cocktail™ brand mycorrhizal
inoculants for trees, turf, flower beds, ornamental
plantings and propagation.

Water Management Product Line: Pond

Saver™ microbial pond cleaner, BioWash™ micro-
bial wash rack cleaner, Yuccah™ brand natural
wetting agents, and Terra-Sorb™ hydrogels..

Soil Nutrient/Bacteria Product Line: BioPak™
and Flexx™ brand dry, water soluble biostimulants
with beneficial bacteria and chelated micronutri-
ents, Healthy Start™ brand biofertilizer products,
Humex™ WS dry, water soluble humic acid, and
PHC™ Seakelp™ dry, soluble seaweed extract.
Biocontrol Products: Compete™ Soil Inoculant,
AQI0™ Biofungicide, Crymax™ and Lepinox™
bioinsecticides, and Cruiser™ brand beneficial
nematodes.

PHC", Green for Life™, A Natural Systems Approach”, MycorTree”,
Mycor™, VAM Cocktail”, PondSaver™, BioWash™, Yuccah™, Tera-Sorb”,
BioPak™, Fiexx™, Healthy Start™, Humex™, Compete™ and Seakelp™ are
trademarks of PHC Royalty, Inc. ©1938

AQ10", Crymax”, Lepinox™ and Cruiser”
are trademarks of Ecogen, Inc
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Rain Bird

Product Focus:

Rain Bird manufactures a wide
range of irrigation products for turf,
golf and agricultural applications.
Products include the market-lead-
ing T-Bird series of rotors, 1800
spray heads, the new E class con-
trollers, Easy Rain and Unik bat-
tery-operated controllers, and a full
range of valves and drip irrigation
equipment.

Manufacturing Facilities:
Rain Bird has manufacturing facilities in the U.S., Mexico and Europe.

Technical Support/Training:
All products are supported by a toll-free technical services hotline (800)
247-3782.

Major Product Lines:
Rain Bird is the world’s leading manufacturer of irrigation equipment and
water management products. Available internationally through an exten-

Rain Bird Sales, Inc.
970 West Sierra Madre Ave.

3 Lo s . . 3 Glendora, CA
sive network of distributors, the full line of quality products includes ro- (626) 812-3400
tors, sprays, valves and Xerigation® drip irrigation equipment. (800) 247-3782

Fax number:
(626) 812-34] |
Website:
www.rainbird.com

Date Founded:

ot b

1933

Staff:
Tony LaFetra, President/CEO
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Rexius
Express
Blowers

Rexius Express Blowers
750 Chambers St.

Eugene, OR 97402

(541) 342-1835

. Fax number:

(541) 343-4802

E-Mail Address:
dans@expressblower.com
Website:
www.expressblower.com
Date Founded:

1947

Staff:

Marv Rexius, President
Arlen Rexius, Senior VP
Rusty Rexius,VP Public
Relations

Dan Sutton, VP Sales

Jack Hoeck, VP Production
Jerry Cunningham, Controller

Product Focus:

The Express Blower is a truck powered, remote control operated material
blowing system that can blow a variety of organic materials. Mulch, com-
post and soil mixes can be blown up to 800 feet from the truck and from
30 to 100 cubic yards per hour, depending on material and sizing. Primary
markets for the Express Blower are landscaping, turf topdressing and ero-
sion control.

Manufacturing Facilities:

Rexius Express Blowers is located in Eugene, OR at the 25-acre facility of
Rexius Forest By-Products, Inc., a 50-year-old company with 160 employ-
ees producing a variety of landscape and garden products. Rexius utilizes
a 10,000+ square foot shop which maintains its 80 trucks and uses to
manufacture its blower trucks. The facility operates 24 hours a day, 6 days
a week.

Technical Support/Training:

Rexius employs a highly talented group of 20 technicians, fabricators and
mechanics, in addition to its own parts department, to support the
Express Blower division. Rexius has two full-time training technicians
and three full-time service technicians offering help in trouble-shooting
and general service and maintenance. Rexius also offers a variety of help
in sales and marketing of the blower business in general.

Major Products Lines:

The standard model Express Blower is a 40 foot straight unit with a 28
foot, 56 yd3 box. This unit is primarily mounted on a new model
Freightliner FL112, but custom configurations are optional. The second
unit is the 43 foot semi Express blower trailer which can be configured
with most existing semi tractors. Its capacity is 86 yd3, designed more for
commercial work and high volume production. Other new models are in
the design process.
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Riverdale
Chemical
Company

Product Focus:

Riverdale produces primarily post emergent broadleaf herbicides. The most
recent focus is on the new compounds; Millennium, Ultra, Cool Power and
Horsepower, each containing revolutionary Dow components.

Manufacturing Facilities:
Riverdale’s home office is in Glenwood, IL. All products are manufactured,
formulated, packaged and shipped from Chicago Heights, IL.

Technical Support/Training:

Riverdale supplies label books, labels on CD-ROM and product information
bulletins. Sales representatives provide product stewardship and training to
distributors and end users.

Major Product Lines:
Post emergent broadleaf herbicides: Millennium, Ultra, Cool Power, Riverdale Chemical
Horsepower, Solution, Triplet. Company
425 W. 194th St.
Glenwood, IL 60425
(800) 345-3330
Fax number:
(708) 754-03 14
Website:
www.Riverdalecc.com
Date Founded:
194 |
Staff:
Jim Champion, President
Marvin Moore, VP Sales &
Marketing
Curtis Clark, Marketing
Manager
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Tee-2-Green®

PO. Box 250
Hubbard, OR 97032
(800) 547-0255,
(503) 651-2130
www.bentinfo@tee-2-
; green.com

Fax number:
(503) 651-2351

Date founded:
1973

Staff:
Bill L. Rose, president

Charlotte Flowers, general
manager

Dr. Joe Duich, consultant

Rick Elyea, consultant

Photo description: Bill Rose,
President of Tee-2-Green in-
spects a Penn A-4™ field

72 LANDSCAPE MANAGEMENT

Product Focus:
Tee-2-Green® is a registered trademark of
Tee-2-Green Corp. founded in 1973 to mar-
ket Penncross creeping bentgrass produced
by the Penncross Creeping Bentgrass
Association, in agreement with Penn State
University. The growers association and Tee-
2-Green® have maintained the high produc-
tion standards set forth in 1955 by Professor
Bert Musser, then assisted by Dr. Joe Duich.
As Dr. Duich later released Penneagle and
PennLinks, the varieties became the “Penn
Pals,” and set high standards for tees, fair-
ways and putting greens worldwide.

The Penn “A” and “G” series, plus Seaside
I1, developed by Dr. Joe Duich, were intro-
duced in 1995 and are the new generation of
creeping bents. The “A” and “G” series are
finer and denser than other commercial va-
rieties, and demand close mowing. Seaside II
is salt tolerant and was developed exclu-
sively for fairway use.

Manufacturing Facilities:

All of the Penn bentgrass varieties are
grown and certified in Oregon and meet
higher standards than any other creeping
bentgrass produced anywhere in the world.
Seed is conditioned in the individual
grower’s cleaner, and stored in one of Tee-2-
Green’s warehouses. Shipments are care-
fully palletized and shrink-wrapped to avoid
contamination. Pure Seed Testing Inc., West
and East facilities maintain ongoing re-
search and evaluation of all the “Penn Pals”
varieties.

September 1998

Tee-2-Green

Technical Support | Training:
Tee-2-Green® supports distributors and golf
course superintendents through advertis-
ing, tech sheets and publications, plus trade
show and seminar participation.

Technical representatives Russ
Hayworth in Arizona and Rick Elyea from
Ohio work with golf course architects, de-
signers and distributors to help spec the
right bentgrass for their course.

Tee-2-Green® supports education
through scholarships for Penn State
University turfgrass students, and through
The Annual Musser Golf Tournament which
awards scholarships to graduate students
involved in turfgrass research.

Major Product Lines:
Tee-2-Green® markets only premium bent-
grasses for turf maintenance professionals.

Penncross, introduced in 1955, remains
the best selling bentgrass year after year.

Penneagle, introduced in 1979, is an ex-
cellent choice for fairways, and consistently
tops fairway trials.

PennLinks, introduced in 1986, rapidly
became the new choice for true putting.

Pennway is an economical fairway and
winter overseeding blend

PennTrio is a certified creeping bent-
grass blend with 1/3 each Penncross,
Penneagle and PennLinks

Penn A-1, Penn A-2, Penn A-4, Penn G-1,
Penn G-2, and Penn G-6 (shown above prior
to harvest), the new “Penn Pals”, are typi-
cally lower growing and well adapted to a
cutting height of 1/8 inch. They are dense,
fine leafed and have an upright growth
habit

Seaside II is salt tolerant, and was devel-
oped exclusively for fairway use.



Terra
Industries
Inc.

Product Focus:

Terra is a leading marketer and producer of nitrogen fertilizers, plant pro-
tection products, seeds and services to growers. Terra meets the needs of
non-agriculture customers through its Professional Products group, work-
ing with turf growers, lawn care/landscape professionals, golf course su-
perintendents, nursery operators, park supervisors, foresters and vegeta-
tion control managers.

Manufacturing Facilities:

Terra operates over 425 service centers supplying plant input products
and services. Terra also operates two methanol and four nitrogen fertilizer
manufacturing facilities in the U.S,, one nitrogen plant in Canada and two
in the UK. Terra has five formulation facilities as well as fertilizer blend-
ing facilities geographically located to meet customers’ needs.

Technical Support/Training:

Terra Professional Products employs a dedicated sales force of more than
130, working from 425 locations throughout the Midwest, South, south-
east and Atlantic sates. This distribution network is supported by Terra’s
own full-service soil and leaf tissue laboratory, a staff of technical service
representatives, technical literature and research center.

Major Product Lines:

Terra offers an extensive line of pesticides, fertilizers, seed, other supplies
and services. Terra Professional Products carries over 3,000 products, in-
cluding products marketed under Terra and Riverside brand names, as
well as from other industry leaders. Terra recently expanded their turf fer-
tilizer line with the introduction of Terra fertilizers with GoldCote™:.

Terra Industries Inc.
600 Fourth St.

PO Box 6000

Sioux City, IA 51102
(800) 831-1002

Fax number:

(712) 233-6136

E-Mail Address:
bwoerner@terrainindustries.c
om

Website:

www.terrainindustries.com

Date Founded:
1964

Staff:

Burton Joyce, President and
Chief Executive Officer
Mike Bennett, Executive Vice
President and Chief
Operating Officer

Monty Summa, Senior Vice
President - Terra Division

Dale Locken,Vice President -
Northern Division

John Taylor, Vice President -
Southern Division

Robert Yarborough,
Professional Products
Manager - Northern Division

Karen Hartman, Professional

Products Manager - Southern
Division
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The Toro Company
8111 Lyndale Ave.S.
Bloomington, MN 55420-
1196

(612) 888-8801

Fax number:
(612) 887-8258

The Toro Company

Product Focus:

The Toro Company offers one of the broadest lines of outdoor power equip-
ment available for landscape professionals worldwide. Toro listens to con-
tractor needs and translates them into innovative products designed to
achieve the highest level of productivity. A Toro product signifies superior
engineering, guaranteed service and a commitment to operator safety.

Manufacturing Facilities:

Toro’s Tomah, WI manufacturing plant, the main manufacturing facility
for commercial products, has achieved the prestigious ISO 9002 certifi-
cation for international quality consistency. This certification is tangible
proof that Toro has a documented system and the long-term commitment
to provide the level of process consistency and quality that customers ex-
pect.

Technical Support | Training:

Toro is supported by an exclusive network of highly-trained and knowl-
edgeable distributors and dealers. This distribution network offers su-
perb parts availability and convenient after-sale services. Every Toro
product comes with owners and parts manuals. Also available are in-
structional videos for training employees in operating procedures and
safety precautions.

Major Product Lines:

Toro offers a wide variety of product lines including: ProLine hydro- and
gear-drive mid-size mowers, Z Master zero radius tractors, Groundsmaster
outfront riding rotary mowers, Workman utility vehicles, as well as debris
management and aeration equipment. All backed by Toro’s exclusive tech-
nologies that increase productivity, operator safety and versatility.
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Turf
Merchants,
Inc.

Product Focus:
TMI sources from private breeding pro-
grams the latest in improved turfgrass
seeds. Our major focus is on improved turf-
grasses for the professional markets of golf,
landscaping and landscape architecture.
These include creeping bentgrasses, turf-
type tall fescues, perennial ryegrasses and
Kentucky bluegrasses. TMI also offers do-
mestically-produced, warm-season grasses
such as bermudagrass and zoysiagrass.
From its own conventional breeding pro-
gram, to university sources such as Rutgers
University and Texas A&M, TMI is looking
forward to offering the latest technologically-
advanced varieties available anywhere.

Manufacturing Facilities:

Turf Merchants, Inc. is located in the heart
of Oregon: southern Willamette Valley,
where over 65 percent of the world’s supply
of grass seed is grown.

Natural rainfall and expertise in produc-
tion make the quality of Oregon grass seed
the best in the world. TMI operates from
three satellite warehouses located strategi-
cally around the valley with points north,
south and west. This makes customer re-
sponse an industry standard, with prompt-
ness and accuracy in shipments that are un-

paralleled. TMI has the ability to blend,
process and ship simultaneously from any of
these locations where over 30 million pounds
of seed are processed each year.

Technical Support | Training:

TMI has a variety of technical support
through extensive trial systems, product lit-
erature and data bases. Results from turf tri-
als in dozens of locations make the process of
selling a simplified matter when comparative
data is essential. Color slides of the produc-
tion process and research add an additional
dimension to the support available.

Major Product Lines:
Turf-type perennial ryegrasses including
Affinity, Manhattan 3, Rodeo II, Allaire II,
Patriot I, Evening Shade, Nomad (spread-
ing type), Pennfine IT and VIP II.
Turf-type tall fescues include Bonsai 3,
Twilight II, Taurus, TurfGem II, Adventure
I1, Micro, Earthsave, Avanti II.
Kentucky bluegrasses are Gnome, Cobalt,
Sodnet, Rugby, Viva and Trueblue.
Creeping bentgrasses are Backspin and
Trueline.
Zen zoysiagrass and Del Sol bermuda-
grass round out the warm-season lines.

Turf Merchants Inc.
33390 Tangent Loop
Tangent, OR 97389
(541) 926-8649

Fax number:
(541) 926-4435

Staff:
Steven P, Tubbs, president

Nancy Aerni, vice president
Frank Gill, vice president

Robin Mankle, secretary/
treasurer
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Turf-Seed Inc.
PO. Box 250
Hubbard, OR 97032
(800) 247-6910
(503) 651-2130

e-mail: info@turfseed.com
www.turf-seed.com

Fax number:

(503) 651-2351

Date founded:

1970

Staff:

Bill L. Rose, president
Gordon Zielinski, executive
vice president

Darcy Loscutoff, general

i manager

Tom Stanley, marketing
director

Duane Klundt, customer
service

Vanessa Jensen, southeast
marketing

Rick Elyea, golf course
consulting

John Rector, national sales
representative
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Product Focus:

Turf-Seed, Inc. was founded in 1970 by Mr.
Bill Rose, president, to market only pre-
mium quality turfgrass cultivars and
blends, foragegrass cultivars and mixtures,
plus wildflower mixtures through an estab-
lished distributor network. Golf courses, sod
production farms, athletic field managers,
parks departments, and homeowners rely on
Turf-Seed’s Research/Production/Marketing
(RPM) program. Turf-Seed’s industry-wide
reputation for top-performing proprietary
varieties developed by Pure Seed Testing,
Inc., production by Roselawn Seed and se-
lect contract growers, plus systematic mar-
keting managed by Mr. Tom Stanley com-
plete the RPM cycle.

Manufacturing Facilities:

Turf-Seed, Inc. is located near Hubbard,
Oregon, in the center of the fertile
Willamette Valley, “grass seed capital of the
world.” Most of the production comes from
this region, with its ideal growing condi-
tions. Crops are cleaned by growers or in
nearby seed conditioning plants where blue
tags are attached, and delivered to the Turf-
Seed warehouses. Blends and mixtures are
made at this Turf-Seed facility on two
blending lines. Turf-Seed’s corporate offices
are attached to the warehouse for efficient
marketing communication and shipping co-
ordination. Employees enjoy breaks and
lunch on the grassed picnic area in the back.

September 1998

Turf-Seed,
Inc.

Technical Support | Training:

Turf-Seed sets the pace in providing infor-
mation to distributors and consumers
through technical publications, Turf-Seed
Trends newsletter, variety and blend tech
sheets, vis-a-vis trade show and seminar
participation, plus the first and largest inde-
pendent field day in the United States. This
annual event, now in its 15th year, is held al-
ternately at the Pure Seed Testing West 110-
acre research farm near Hubbard, Oregon,
or Pure Seed Testing East near Rolesville,
North Carolina. The Oregon event, held the
third Thursday in June during even num-
bered years, focuses on cool-season grasses,
while the North Carolina event is Friday
preceding ASTA, and features tall fescue,
bermudagrass, and zoysia, and addresses
humidity-induced disease pressures. For in-
formation, call 503/651-2130.

Major Product Lines:

Perennial ryegrass: Alliance Brand blend,
BrightStar, BrightStar II, Catalina,
Chaparral, Charger, Citation III, Manhattan
3, Navajo, QuickStart, Roadrunner, Sunrye
(246). Tall fescue: Confederate blend,
MowLess blend, Triathalawn blend, Apache
I1, Coronado, Coronado Gold, Eldorado,
Matador, Murietta, Olympic II, Safari,
Silverado, Tar Heel, Tomahawk, Wolfpack.
Kentucky bluegrass: Galaxy Brand blend,
Blacksburg, BlueStar, Challenger, Columbia,
Livingston, Marquis, Midnight, Opti-Green,
Unique, Voyager common Ky., Winterplay
Poa trivialis. Fine fescue: Aurora, Discovery
hard fescue, Shademaster II creeping red
fescue, Seabreeze slender creeper, Shadow,
Tiffany chewings fescue; Bighorn sheeps fes-
cue, Seabreeze slender creeper. Creeping
bentgrass: PennTrio blend, Pennway blend,
Penncross, Penneagle, PennLinks, Penn A-4,
Penn G-6, Seaside II. Wildflowers:
Bloomers® wildflower mixture, Baby
Bloomers wildflower mixture, DeBlooms an-
nual wildflower mixture.
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United Horticultural

Supply

Product Focus:

United Horticultural

Supply is specifically de-
signed to serve the profes-
sional turf and ornamen-

tal industries by providing
the finest products and tech-
nical expertise available.
Since our inception, we have
committed ourselves to three
principles: to provide the highest
quality products available; to provide
qualified technical personnel dedicated
strictly to the horticulture industry; and to
implement and promote environmental
stewardship. UHS’s national strength pro-
vides customers a wider selection of prod-
ucts and is the reason we are leaders in
bringing innovative and cutting-edge tech-
nologies to the market.

Manufacturing Facilities:

Seven regional divisions, each operating as
a local business with its own sales, manage-
ment and marketing staffs, enable us to
concentrate on the unique needs of the di-
verse parts of the country as well. This
blend of national scope and local focus is
what makes United Horticultural Supply
unrivaled in the industry. Each regional
United Horticultural Supply division is
linked to a series of strategically located
warehouses, which ensures prompt delivery
and availability of product.

Technical Support/Training:
Complementing our extensive line is a staff
of dedicated professionals who are knowl-
edgeable about the items they sell as well
as their intended markets. Each salesper-
son has working experience within the in-
dustry they serve, enabling them to provide
solid advice and accurate answers to your
questions. Regional research and field trials
enhance our position in responding to local
needs and our ability to bring effective and

innovative products to market.

Major Product Lines:

United Horticultural Supply is uniquely po-
sitioned with all major manufacturers of
chemicals, fertilizers and related products,
carrying only the finest items in order to
satisfy the needs of today’s working profes-
sional. In addition, we have developed our
own exclusive line of premium products.
Marketed under the UHS label, these prod-
ucts are recognized as top performers in the
business. Several of these products were
first introduced by UHS and have quickly
become industry standards. Examples in-
clude Dursban TNP and 2CG insecticides,
Chaser and Pre PairR herbicides, RespondR
wetting agent plus several surfactants and
spray additives. We also carry: Fertilizers -
blends formulated to perform best in the
various micro-climates and management
programs found throughout the United
States. Turf Seed - perennial ryegrass,
bluegrass, fine and turf-type fescues plus
custom blends and mixtures. Safety &
Professional Products - a comprehensive
line of safety products to meet worker pro-
tection standards. Equipment - we also fea-
ture quality-built fertilizer spreaders and
backpack sprayers plus unique items such
as the Powerhead trimmer disk.

LANDSCAPE MANAGEMENT

capabilities

United Horticultural
Supply

9335 Elm Court
Denver, CO 80221
(800) 847-6417

Fax number:

(303) 487-9010
Website:
www.uhsonline.com
Staff:

Jeff Allison, Atlantic Division

Manager
(410) 548-2200

Russ Mitchell, Great Lakes
Division Manager

(517) 333-8788

Steve Jackson, Gulf States
Division Manager

(800) 457-0415

Bob Flynn, Midwest Division
Manager

(800) 833-4827

Randy Dauvis, Pacific Division
Manager

(800) 637-0422

John Walther, Southern
Division Manager

(409) 731-1017

Mike Thurlow, Western

Division Manager
(209) 253-5700
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Walker Manufacturing
Company

5925 East Harmony Road
Fort Collins, CO 80528
(970) 221-2614

Fax number:

(970) 221-2619

E-Mail Address:
walker@frii.com
Website:

www.walkermowers.com

Date Founded:

1957

Staff:

Bob Walker, President
(Marketing/Finance)

Dean Walker, VP
(Engineering/Manufacturing)
Max Walker, VP (Chairman)
Bob Tomasek, Customer
Service/Warranty

Walker

Company

Product Focus:

Walker manufacturing designs, develops and manufactures a line of com-
pact, mid-size commercial riding mowers and attachments. The mowers
are targeted for use in landscaped areas with combinations of trimming
and open space where quick maneuverability and fitting into tight spots
increase productivity

Manufacturing Facilities:

The company’s factory is at Fort Collins, CO, situated on 25 acres. It has
100,000 square feet of manufacturing area and 16,000 square feet of of-
fices and research and development. The manufacturing operation in-
cludes parts fabrication, welding, painting and assembly. Fifteen acres of
irrigated turfgrass around the facility provides in-site test mowing area.
The current facility will allow growth to produce up to 25 units per day.

Technical Support/Training:

The factory customer service staff is available for technical support to
dealers and end-customers. A dealer program is administered by 33 inde-
pendent territorial distributors across the U.S.

Major Product Lines:

Walker makes mid-size commercial riding mowers and attachments. Five
tractor models have gasoline or diesel engines from 11 to 25 hp. Nine in-
terchangeable mower decks with cutting widths from 36 to 62 inches are
offered, each with grass collection, side discharge or mulching available.
Six front-mounted implements are also marketed: two snow blowers, a ro-
tary broom, a dozer blade, a dethatcher and an edger.
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Western
Products

Product Focus:

Western Products manufactures a full line of snowplows and salt and
sand spreaders for four-wheel drive trucks. Snow and ice control products
are distributed through a nationwide network of distributors.

Manufacturing Facilities:
Plows and ice control products are manufactured in three plants located
in Milwaukee, WI; Johnson City, TN; and Rockland, ME.

Technical Support/Training:

Western Products distributors, located throughout the snow belt, sell
wholegoods, service parts and provide service and warranty support for all
product lines.

Major Product Lines:

Products include: steel and poly blade snowplows in 6.5’ to 10’ blade
widths and hopper, insert-type spreaders in steel and stainless steel and
four models of tailgate-type spreaders

Western Products
7777 N.73rd Street
Milwaukee, WI 53223
(414) 354-2310

Fax number:

(414) 354-8448

E-Mail Address:
info@westernplows.com
Website:
www.westernplows.com

Date Founded:
1950

Staff:

Eric Smitsdorff, Sales and
Marketing Manager

Rick Coolman, Advertising
Manager
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Everywhere You Look
- There We Are!
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| Ranked Among the Best

‘ Franchise Opportunities in America!

Success |

Entrepreneur [ Income Business |
Magazine Magazine Opportunities Start-ups
1 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
e Exclusive Territory » Extensive Support
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nitro-green
Call Roger Albrecht at: 1 800-982-5296
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SOI.ID UNITS

No other product can beat the durability and
design flexibility offered by VERSA-LOK
solid retaining wall units

No exc eptions

Call (800)77

0-4525 to receive FREE Design &
Installation Guidelines
and learn about the
advantages of our
solid units

VERSA-LOK - Retaining Wall Systems

Oakdale, MN « (800)770-4525 « http://www.versa-lok.com/wall

Circle No. 138

THE FREE R.A. BLOCH

NATIONAL
CANCER HOTLINE
1-800-433-0464

hen cancer strikes you, your family or
friends, reliable information is vital.
Talking to a cancer survivor will help
you or your loved ones successfully
cope with this always-treatable, often-
curable disease. All at absolutely no charge.

Call 1-800-433-0464, 24 hours a day to be
matched with a survivor with your type of cancer.
Let the R.A. Bloch National Cancer Hotline help
you get through the shock and uncertainty of a
cancer diagnosis.

All calls are absolutely free, completely spon-
sored by Richard Bloch and Sprint, and donations
are never, ever solicited. Our volunteers don’t give
medical advice — they talk from personal experi-
ence of beating cancer. Their “I've-been-there”

experience might save your life.
Call now for help, comfort and hope.

1-800-433-0464
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CLASSIFIEDS

HELP WANTED

((oin Century Rain Aid, America’s leading

¢/ irrigation and landscape lighting distributor,
as we continue to grow. Century is now accepting
applications for branch management and sales
positions. Irrigation experience and a college edu-
cation are preferred. Century offers industry
competitive wages and a complete benefits pro-
gram, including medical, dental, vision and 401K
matching. Please send your resume and salary
requirements to:

169';

Attn: Wm
Contey s oe Exnal Cpporanty Empleyer

7’57 5077

Northwestern Landscape Co.

The Northwest’s fastest growing commer-
cial landscape and maintenance organiza-
tion. 15+ years of continuous growth. We
are currently looking to fill key manage-
ment and supervisory positions. 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.
Send or fax resume (Attn: President)
to: (253)848-8187, P.O. Box 1118,
Puyallup, WA 98371.

e LANDSCAPE FOREMEN
Delhi Flower and Garden Center- a major
retail, wholesale, and landscape com-
pany in the greater Cincinnati area has
an opening for landscape foremen. Must
have a good driving record. Quality
benefits include: profit sharing, 401K,
health & life insurance. Come join a
great award winning team.

Reply/Apply: Delhi Flower and Garden
Center Landscape Services, 135 Northland
Boulevard, Cincinnati, Ohio 45246.

“ Phowe: (513)771-3737

Fax: (513)7717-6057

Siver Creex YaLLey Country CLus
SAN JOSE, CALIFORNIA

JOB OPENING

Silver Creek Valley Country Club is looking for self-
motivated employee to manage the Clubhouse
grounds, Swim and Tennis Facility and the golf
course landscaped areas. This person will be re-
sponsible for 3 landscape personnel. We are looking
for an employee who is imaginative and will assist the
superintendent in re-designing and maintaining land-
scaped areas. This person will be friendly, pre-
sentable, with a great attitude and the creativity to
help bring the Club’s landscape to a different level.
Hourly wage is based upon experience and attitude.
Full medical, 401K and vacation included.

Send resume to: 5460 Country Club Parkway,
San Jose, CA 95138.
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RUPPERT

LANDSCAPE

customers.

EOE

START YOUR CAREER, NOT A JOB

Ruppert Landscape Company, is a full-service commercial landscape
contractor located throughout the East Coast.
strong management and sales candidates for installation, maintenance,
and irrigation to join our employee focused, entrepreneurial spirited
organization that is dedicated in providing top quality service for our
At Ruppert, you will be recognized for your constant
efforts and provided with endless opportunities. To be considered call

888-698-0200 or apply directly at www.ruppertlandscape.com

Ruppert is seeking

Need Workers Next Year?
Seassnal HE-B workens from Meico.

If you have a seasonal need (up to 9
months) for workers for landscape main-
tenance, installation or general labor, we
can help you get “H2-B" workers from
Mexico who can only work for you. This
process takes a minimum of 120 days,
plus 30 days to complete your paperwork
for filing, so you must start now for next
season. These reliable workers can solve
your labor problems from now on.

Call Bob Wingfield, (214)634-0500.

The following positions are available: MAINTE-
NANCE/ CONSTRUCTION FOREMAN & LEAD-
MEN, IRRIGATION TECHNICIANS & SPRAY
TECHNICIANS, MAINTENANCE FIELD OPERA-
TIONS MANAGER Are you aggressive with strong
organizational and communication skills and like
challenges? Do you have 5 years experience run-
ning day-to-day field operations comprised of 75
employees or more? We are a well-established full
service landscape company looking for a field man-
ager to oversee several area supervisors and day-
to-day field operations. Located in Arizona's
Greater Phoenix area, we have been in business
for over 23 years. If you are the right person for the
job, we are offering a generous salary, company
vehicle, health and dental insurance, 401K with
generous company match, and profit-sharing. Our
starting package is $30,000 to $45,000 depending
on past success and experience. 5 years minimum
experience in the landscape industry. Please send
your resume to 3747 E. Southern, Phoenix, AZ
85040. 12/98

FLORAPERSONNEL, INC. In our second decade
of performing confidential key employee searches
for the landscape/horticulture industry and allied
trades worldwide. Retained basis only. Candidate
contact welcome, confidential, and always free.
1740 Lake Markham Road, Sanford, FL 32771.
PHONE (407)320-8177. FAX (407)320-8083.
Email: Hortsearch@aol.com. Website:
http//www.florapersonnel.com. 12/98
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MAINTENANCE MANAGERS & SUPERVISORS
The Brickman Group, Ltd., one of the nation's
largest and fastest growing full service landscape
companies, has an immediate need nationally for
maintenance managers and supervisors. Brickman
seeks energetic, team oriented college graduates
with proven leadership, communication and inter-
personal skills. Brickman offers full-time positions,
excellent advancement opportunities and excep-
tional compensation and benefits with an industry
leader building on a 59-year tradition of uncompro-
mising customer service. For immediate confiden-
tial consideration, 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. 12/98

EXCITING CAREER OPPORTUNITIES FOR VEG-
ETATION MANAGERS Rapidly growing Vegeta-
tion Management Company is looking for experi-
enced Division Managers to work out of our region-
al and branch locations throughout the U.S. Must
have a minimum of two (2) years experience in
Vegetation Management and/or a degree in horti-
culture/aboriculture/urban forestry or related field.
Must be self-motivated, decisive, creative and have
strong organizational skills. WE OFFER: —Excellent
starting salary, —Company paid health insurance,
—Excellent working environment, —Bonuses, —
Vacations, —401 K Program. For career opportunity
and confidential consideration, send or fax resume,
including geographic preferences and willingness to
relocate to: DeANGELO BROTHERS, INC., Atten-
tion: Paul D. DeAngelo, 100 North Conahan Drive,
Hazleton, PA 18201, Phone: (800)360-9333, Fax:
(717)459-5500. EOE/AAP M-F 9/98

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. Candidates
pay no fee. Call GreenSearch toll-free at 1-888-
375-7787, Fax (770)392-1772. GreenSearch, 6690
Roswell Road, #310-157, Atlanta, Georgia 30328-
3161, www.greensearch.com. 12/98


http://www.ruppertlandscape.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.greensearch.com

HELP WANTED BUSINESSES FOR SALE HELP WANTED

LANDSCAPE MAINTENANCE—CENTRAL VIR-
GINIA AND TIDEWATER AREA The largest land-
scape maintenance contractor in Virginia is con-
stantly in search of qualified, determined individuals
who want to be a team player and part of a rapidly
growing, profitable organization. Positions included:
Project Manager, Spray Technician, Foreman,
Crew Members, etc. Excellent benefits including
401-K, bonuses/incentives. Massive growth poten-
tial. Send resumes with salary requirements to:
JRGM, HR Dept., 11008 Washington Highway,
Glen Allen, VA 23059 Fax 804-550-1869. 11/98

Fast paced Design-Build Firm needs
Landscape/Irrigation Foreman to install high end
residential projects. Year round employment, salary
plus bonus & benefits. Minimum 3 years infield
experience. Must have references, be self-motivat-
ed & well organized. Charlotte, N.C. (704)509-
6456. 10/98

DIVISION MANAGER Award winning full service
landscape management firm is seeking motivated
individuals to build its senior management team.
Located in the fast paced San Francisco Bay Area,
our growth has created the need for division man-
ager in Maintenance Department. Top candidates
will be good communicators, organized, customer-
focused, and understand a financial statement. An
Associate or Bachelor degree is preferred with five
years experience in the commercial field. We offer
generous salaries and profit distribution, company
vehicle, health/dental/life insurance, and 401k with
company match. For immediate confidential consid-
eration, mail, fax or E-mail resume to Gachina
Landscape Management, Inc., 1130 O'Brien Dr.,
Menlo Park, CA 94025, Fax: 650/853-0430, E-mail:
jobs@gachina. com. 5/98

LOCATE IN ONE OF FIVE GREAT CITIES! Tell
us what city you prefer! We are a leading lawn
care company that has been in business for 30
years with locations in Cleveland, Fort Wayne,
Indianapolis, Pittsburgh, and St. Louis. We are
accepting resumes for branch managers and
branch manager trainees. Our trainee packages
average $35,000 to $40,000 per year and our
branch manager packages average $75,000 to
$80,000 per year. Both trainee and branch manag-
er benefits include generous salaries, health bene-
fits, new personal vehicles and a large year end
bonus. >

= Branch manager
applicants should have managerial experience, and
trainee applicants should have assistant manager
experience. Send or fax resume to: Kapp's Lawn
Specialists, Michael Markovich, 4124 Clubview Dr.,
Fort Wayne, IN 46804. Fax: 219/432-7892. 10/98

BUSINESSES FOR SALE

LANDSCAPE CONSTRUCTION & MAINTENANCE
CO. Well estab. co. in the Boston, MA area. 1996
year-end $2.5M volume, net $335K, 1997 profits in
six digit figures as well, 5% construction, 10%
maintenance + 25% snow plowing operations. Well
run, great money maker. Owner is willing to stay on
board but has other ventures. Selling at $1.75M.
Mail responses of interest with name and financial
background to: (Great Opportunities) 271 Canton
St., Stoughton MA 02072. 7/98

15-year-old Retail Nursery and Landscaping busi-
ness for sale in Northcentral Indiana, due to health
reasons. Working part-time in 1996, brought in
$312,000 gross. Includes 6 to 30 acres (many large
trees growing in field), store + two other buildings,
1997 Series 700 dump truck, two 1-ton dump
trucks, two pick-ups, trailer, other equipment, large
inventory, plus home with 4-5 bedrooms, 3 baths,
family room with fireplace, in-ground pool. P.O. Box
2124, Warsaw, IN 46581-2124. 9/98

Landscape & Maintenance Co. Well established -
good reputation. 1997 Gross over $300,000.00.
1998 will surpass 1997. Equipment value over
$110,000.00. Partial owner finance. Includes all
equipment, contracts, customer lists and assets.
Located in Southern New Mexico -13th fastest
growing city in U.S.! Must sell due to illness. Mail
inquires to LM Box 528. 9/98

BUSINESS OPPORTUNITIES

WANT TO BUY OR SELL
A BUSINESS?

Professional Business Consultants can
obtain purchase offers from numerous qualified
potential buyers without disclosing your identity.
There is no cost for this as Consultant's fee is
paid by the buyer. This is a FREE APPRAISAL
of your business.

If you are looking to grow or diversify through
acquisition, | have companies available in Lawn
Care, Grounds Maintenance, Pest Control,
Landscape Installation and Interior Plant
Care all over the U.S. and Canada.

P.B.C. 682 Phelps Ave., Lockport, IL 60446
708-744-6715 » Fax: 630-910-8100

EDUCATIONAL OPPORTUNITIES

NOW...Learn professional Landscaping and Gar-
dening at home. Accredited program provides thor-
ough training in all phases of commercial and resi-
dential landscaping. Diploma awarded. Free
brochure describes program and opportunities in
detail. Call 1-800-326-9221 or write Lifetime Career
Schools, Dept: LFO1Y1, 101 Harrison Street, Arch-
bald, PA 18403,

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. Contact Golf Course
Operations/Landscape Technology Dept., Western
Texas College, Snyder, TX 79549. 915-573-8511
ext. 305 12/98

FOR SALE

MOWER REPLACEMENT PARTS. FREE 200
page catalog SAVE $8$ on mower parts, air & oil

12/98 |

filters, trimmer line, belts, plugs, oil, tools, water |

garden supplies. Mow More Supplies 1-800-866-
9667 Order free catalog MM98LM. 11/98

MKI THE LANDSCAPERS SUPERSTORE™
WHOLESALE PRICES PARTS & SUPPLIES CALL
FOR A FREE CATALOG 1-800-724-2229 BUY
DIRECT & SAVE!!! 9/98

FOR SALE (2) HOWARD PRICE MOWERS-
Model 1260-10' batwing, 2nd season, approx. 1000

hrs & 700 hrs., 4-WD, spare tire/blades, diesel |

engine, roll over protection. Excellent Cond. Call
(847)695-0080. 9/98

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. 12/98

LooKing for Someone Special?
| Bill Smith:
Phone: 800-225-4569 ext.670,

LANDSCAPE MANAGEMENT September 1998

DIVISION MANAGERS- Well established Central
Indiana full service Co. specializing in commercial
accounts in need of professional managers for the
following divisions:

ER- This division encompasses T&O treatments,
Annual Flowers, Pruning & Bed care. Position
entails customer service, plant diagnosis estimat-
ing, employee management & sales. Candidate
should possess related degree. 5 yr. exp. in all
facets of landscape maintenance.

MANAGER- This division encompasses grass cut-
ting for commercial properties of up to 20 acres,
bushog & fall leaf removal. Position entails cus-
tomer service estimating, employee management &
sales. Candidate should possess a college degree,
strong communication and organizational skills, 5
yr.'s experience in commercial cutting. All positions
offer competitive salary, insurance, company truck
& profit sharing. We are an Equal Opportunity
Employer. Send resume to: P.O. Box 34231,
Indianapolis, IN 46234. 8/98
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Grab Bag

NGEF to study the
‘state of the game’

The National Golf Founda-
tion reported in August that it
would begin a comprehensive
study on the future of golf.
The study will analyze the cur-
rent golf growth environment,
examine changes made over
the past 10 years and make
some predictions about what
lies ahead in the next decade.
Golf demand in specific demo-
graphic segments of the popu-
lation—including “baby
boomers” and their children—
will be studied.

Big harvest for ‘98

Pennington Seed, Inc. has
announced that it will harvest
more than 100 million pounds
of turfgrass seed this year. As
dramatic as that number
sounds it accounts for only 10
percent of the one billion
pounds of turf and forage
seed produced industry-wide.

The unusually rainy condi-
tions during the winter and
spring benefited the Oregon
crops, which annually produce
half the seed worldwide, in-
creasing turf seed supply. In-
creased acreage and strong
yields mean good news for re-
tailers and consumers. Turf-
type tall fescue pricing could
drop 10 to 15 percent and
Kentucky bluegrass and peren-
nial rye varieties could be 5
percent lower.

Supplies for varieties pro-
duced outside of Oregon are
also plentiful.

84 LANDSCAPE MANAGEMENT

Last look at one of 100

The Mohonk Mountain Resort, New Paltz, NY, is truly deserving of LM 700 membership.

John van Etten is the grounds manager at the 500-acre, 110-year-old resort. This organic

show garden is one of the many highlights

21,000 attend Expo in Louisville

The International Lawn, Garden and Power Equip-
ment Expo was successful once again in attracting both
exhibitors and visitors in its 15th year.

Of the 613 exhibitors, 218 were either returnees to
the Expo after a break or new, while 68 were recog-
nized as having exhibited every year of the Expo, and
174 companies exhibited in the demo area. In atten-
dance were international exhibitors from Australia,
Canada, Finland, France, Germany, Ireland, Italy, Swe-
den and Switzerland.

Of the 21,135 visitors, 35 percent were dealers; 34
percent were lawn and landscape professionals; 12 per-
cent were distributors; 10 percent merchandisers/buyers,
retailers, lawn and garden centers; and 9 percent were
manufacturers representatives.

Arizona companies

form compost alliance
The Groundskeeper, parent com-
pany of Desert Compost, and West-
ern Organics, Inc. have joined forces
at Desert Compost’s Tempe, AZ facil-
ity. Western Organics will manage
the site, receiving, mulching and
composting yard waste, grass clip-
pings, sawdust and wood waste
products. This will allow The
Groundskeeper to focus on its core
business and maintain its commit-
ment to environmental sensitivity.

Grab Bag features brief observations and prognostications throughout the green industry

If you have an unusual photo or comment you'd like to share with us, please send it in
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Elegant 4
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It's not everyday a lawn gets more attention than  agronomists at' Fine Lawn can help you select a
endless acres of magnificent flowers. Unless, seed mixture that will exceed your expecta-
of course, it was seeded with Supranova : tions. We can even blend  different
Supina Bluegrass from Fine Lawn 1 varieties to solve specific needs.
Research. Or one of 14 other Fine Lawn The benefits of uSing Fine Lawn seed
varieties, each specifically developed -, are easy to see in residential lawns,
to thrive in a particular environment. . . athletic fields, parks, golf cotirses and
Whether your lawn basks in' the 'gumm commercial'f)ropeftiw. Formore infor-
humid heat of the Southeast, or drowns in ‘ L% mation, or to find the location of 'fhehaala

the moisture-rich Northwest, the experienced nearest you, please give us a call.

Reseaich inc 1 s
P.O. Box 1051, Lake Oswego, OR 97034 ”w (503) 636-2600 FAX (SQJ) 636:7020

www.finelawn.com

Circle No. 102 on Reader Inquiry Card
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they're| New
saying | Penn

about | Pals

“Penn A-4 enhances the gamé of golf. It is my personal feeling that Penn
A-4 is one of a number of significant contrirtions to the game of golf by

Dr. J 2 .'I ) ."
e M Cittler Robinson, CGCS, Supt.
Bayville GC, Virginia Beach, VA

“Simply stated, everyone who has played Bayville comments the greens
are ‘the best they have ever putted.’ This grass allows our members to
experience ‘tour’ quality putting and green speed without jeopardizing
fairness and enjoyment. Properly managed, Penn A-4 is, in my opinion,
the best grass to date and has set a new standard for excellence.”

Dean Hurst, PGA Professional
Bayville GC, Virginia Beach, VA

“Even though summer temperatures can reach 115-120°, we've cut our
Penn A-4 at 7/64" for more than a year with no problems.”

Doug Anderson, CGCS, Supt.
The Vintage Club, Palm Desert, CA

“The density of Penn G-6 helps to control moss. For me, the lower the cut-
ting height, the easier the management (Penn G-6).”
Pete Gerdon, Supt.
Grandfather Golf and CC, Linville, NC

“Because of the short season at our 7,500 ft. elevation, we sodded our
rebuilt greens with 42" wide rolls of Penn A-4 from West Coast Turf in
California.

There, we found a source for rootzone sand that closely matched our
own, and the long, wide rolls minimized seams. We re-opened 5 weeks
after sodding, and dense, fibrous roots reached 10-12" in a matter of

o Kevin Ross, CGCS, Supt.

CC of the Rockies, Edwards, CO

“Quality of the Penn A-4 putting surfaces at The Estancia Club is beyond
comparison. Ball roll and the pace of the greens are excellent. I would
t hesitate using Penn A-4 again.”
not hesitate using Penn A-4 again Carl Rygg, CGCS, Supt.

The Estancia Club, Scottsdale, AZ
Circle No. 103 on Reader Inquiry Card

't

Penn A-4 14th hole, The Estancia Club, Scottsdale, AZ

"Penn A-4 Greens do not cost more. While they do need more topdressing
and aerification, they require significantly less water, fertilizer, and

sticides.”
A Ted Hunker, Supt.
Tartan Fields GC, Dublin, OH

" We've overseeded Penn G-6 into our Poa/bentgrass greens after aerifying
a total of five times. We fill the holes within 1/4 to 1/8" with sand, seed
with one lb. per 1,000 sq. ft., then topdress. When the Poa stresses under
heat ure, Penn G-6 will re-populate that

eat press nn re-pop at area Jobn Lof, Supt,

Michelbook CC, McMinnville, OR

“Penn A-4 greens do not mean more work, more trouble, and do not cost
more money to maintain. In fact, just the opposite may be true. We have
found that they require fewer cultural practices such as vertical mowing
and brushing. .

In two years of managing Penn A-4, we have not observed any brown
patch or dollar spot, and greens require limited amounts of fertilizer.”

Kurt Thuemmel, CGCS, Supt.
Walnut Hills CC, East Lansing, MI

"I overseed our 18 old greens with 1/4 1b. per 1,000 sq. ft. of Penn A-4
each time we aerify. Now, with single cut and roll, we can vary our green
speeds from 9 to 12'". Where ball marks tend to tear older bents, they
just mak ts in Penn A-4."
just make dents in Penn Pat Pranklin, Supt

Plum Creek CC, Fishers, IN

“We resodded high stress areas in our PennLinks fairways with Seaside II,
and are very pleased with its performance. I selected Seaside II with
improved dollar spot disease resistance and salt tolerance to address two
major turf challenges; the coastal influence and potential sodium buildup
from irrigation.

We find Seaside II a strong ally to our PennLinks fairways, and in the
future, will slit seed with Seaside II where needed to enhance turf quality.”

David Major, CGCS, Supt.
Del Mar CC, Rancho Santa Fe, CA

“We have 36 putting greens and 4 practice greens that have been converted
from Toronto C-15 to Penn A-4 Creeping bentgrass.

When the greens were placed in play the spring after conversion,
comments from our golfing membership were very positive even though
turf maturity had not been reached. Putting trueness and turf appearance
were among the positive remarks most often mentioned. Now that the
putting surfaces have additional development, comments are the greens
are superior to anything they’'ve played.”

Bill Byers, CGCS, Supt.
Des Moines G & CC, West Des Moines, [A

“Comments from golfers have been extremely positive (Penn G-2).”

Jeff Hill, CGCS, Supt.
Pinehurst Resort and CC, No. 8, Pinehurst, NC

Penn A-1
Penn A-2
Penn A-4
Penn G-1
Penn G-2
Penn G-6
Seaside 11
NuPenn Blend
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