


Bug-free greens mean more 
accurate putting. 

About the only bug 
you have 

to worry about 
with DURSBAN. 

So, if you've been hav-
ing trouble controlling a 
certain squatty German 
bug with rubber legs, 
don't call us. 

But, for just about 
any other bug problem, 
DURSBAN* insecticide ^ ^ ^ ^ ^ ^ ^ 
is the answer. 

It's labeled for all the 
major insects you'll be battling this year: 
chinch bugs, cutworms, armyworms, 
grubs, sod webworms, chiggers, clover 
mites, turfgrass weevil, earwigs and more. 

No other insecticide fights them longer, 
either. While other brands quit after four 
or six weeks, DURSBAN keeps going 
strong up to eight weeks. And that could 
mean up to six fewer applications per year 
on year 'round courses. 

But , e v e n t h o u g h it l a s t s longer , 
DURSBAN insecticide costs less than 

DURSBAN 
is labeled 

for all 
the major 

insects 
and gives you 
extra weeks 

of 
protection. 

most other brands. In 
fact, you can do a 1000 
sq. ft. area for as little 
as 46C. Which is prob-
ably why many courses 
are using DURSBAN on 
tees, fairways and around 

^ ^ ^ ^ ^ ^ ^ the clubhouse as well 
as on their greens. 

DURSBAN is a l s o 
gentle on desirable grasses, ornamentals 
and the environment. 

Choose DURSBAN insecticide in 2E 
and concentrated 4E liquid formulations. 
Plus, 50W wettable powder. 

DURSBAN. There's hardly a bug it 
won't get. 

Available from your Dow distributor. Be 
sure to read and follow all label directions 
and precautions. DURSBAN... for what-
ever's bugging you. The Dow Chemical Com-
pany, 9001 Building, Midland, MI 4 8 6 4 0 . 

'Trademark of The Dow Chemical Company 
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30 A Practical 
Quick-Fix 

Dr. N o r m a n H u m m e l of Cornel l 
U n i v e r s i t y says o v e r s e e d i n g c a n 
help c u r e a thle t i c field scars and 
help p r o m o t e h e a l t h y turf. 

Thatch: Friend 
or Foe? 

M e m b e r s of the W T & T Editorial 
A d v i s o r y Board take a look at the 
p r o b l e m s — a n d benef i t s—of 
thatch . 
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Public Sports 
Turf Dilemma 

O u r e x c l u s i v e s u r v e y s h o w s the 
sports turf m a r k e t is on the verge 
of e x p l o d i n g into a m e g a - b u c k , 
high interest s e g m e n t of the 
G r e e n Industry . T h e quest ion 
r e m a i n s of w h o will s h e p h e r d 
this " c o m i n g of a g e " of sports 
turf? 

/ I O Pro Baseball 
H L at RFK? 
M o v e o v e r Redskins ... 
G r o u n d s k e e p e r T o n y Burnet t is 
m o r e than r e a d y for the r e t u r n of 
pro baseball to W a s h i n g t o n 
D.C. 's RFK s tadium. 

Soccer Showcase 
in Michigan 

A n n A r b o r ' s F u l l e r Park wasn ' t 
safe for s o c c e r . E n t e r Gary 
F i c h t e r w h o bel ieves the 
i m p e t u s for good fields must 
c o m e from the users . 

Pay for Play" 
in Tucson 

T h e profit a p p r o a c h c o n c e p t to 
softball is n e w with T u c s o n ' s 
Sports Park leading the way . 
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STOP GRUBS 
FROM THE FIRST BITE 
TO THE LAST GASP. 
Grubs are a hardy breed. They're 
tough to prevent and even tougher 
to get rid of once they start chowing 
down on the roots of your turf. 

One thing that puts them off 
their feed is T)FTANOL 5% Granu-
lar insecticide. 

Another is new OFTANOL 2 
Insecticide. It's a liquid formulation 
of OFTANOL, containing two pounds 
of active ingredient per gallon. 

The nifty thing about 
OFTANOL, liquid or granular, is that 
it stops grub damage fast, even 
before it kills. After an application of 
OFTANOL, grubs stop feeding and 
the damage stops. Use it as a pre-
ventive, in the spring, or as a cura-
tive anytime grubs are a problem. 

Grubs, one serious problem with 
two serious solutions. OFTANOL. 
Always read the label before use. 

OFTANOL. 
WHEN YOU'RE SERIOUS 
ABOUT GRUBS. 

Mobay Chemical Corjxjration 
Specialty Products Group 
Box 4913, Kansas City, Mo. 64120 

(H*TAN< H. is a Reg. TM of the Rarent (om|«ny of Farhenfahriken Bayer OmbH. Ianerkasen. 





UNBEATABLE 
IN THE CURVES. 

OUR NEW 12/2 TWIN. 
If a power curve is your measure of an engine, you don't 

have to look any further than the new Briggs & Stratton 12V2 hp 
twin. It's unquestionably the super power of its size category. 

systems and hydraulic drives. 
It's the perfect engine for riding mowers, tractors and 

wide-area commercial mowing equipment. 

A MORE COMFORTABLE RIDE. 
A twin is naturally smoother running — the counter-acting 

forces of opposed pistons create less vibration. That means 
longer equipment life. And, of course, more comfort for your 
customers. 

When it comes to torque as well as 
smooth, quiet operation, it simply has no 
competition. In fact, there's really only one 
area of comparison. Price. You get all this 
extra at very little extra cost. 

BIG POWER FOR TODAY'S 
BIGGER DEMANDS. 

You get nearly 40% more 
displacement than with competitive 
engines. 

It means greater torque and important 
back-up power. The kind you need for 
today's larger rotary blades, debris handling 

LONGER LASTING, QUIETER. 
This l/C® (Industrial/Commercial) engine is loaded with 

long-life features. You get rugged cast iron bores. Cobalite® 
exhaust valves and seats. Valve rotators. 

Replaceable DU bearings. A choice of 
super-quiet mufflers. A heavy-duty 

dual element air cleaner — so 
good it even exceeds automotive 

standards for efficiency. 
And we top it off with a 

long-life warranty — our 2+5 
extended warranty even covers 
commercial users. 

The new Briggs & Stratton 
12V2hp twin. All the power you need 
today. And then some. See your 
Briggs & Stratton representative 
for details. 

BRIGGS & STRATTON 

The power in power equipment. 



NEWS/TRENDS WT&T 
by Bruce F. Shank, executive editor 

Chemical lawn care exceeds 
mechanical for first time 
L a w n C a r e Industry m a g a z i n e has r e v e a l e d gross r e v e n u e s for 
c h e m i c a l l awn c a r e e x c e e d e d those for m o w i n g / m a i n t e n a n c e 
for the first t i m e in the s e v e n - y e a r history of the m a g a z i n e ' s 
State of the Industry Report . 

T h e s u r v e y quest ionnaire , m a i l e d to 1 ,500 l a w n c a r e c o m -
panies, p laces 1 9 8 4 c h e m i c a l l a w n c a r e gross r e v e n u e at $1.5 
billion, c o m p a r e d to $1 .3 billion for m o w i n g m a i n t e n a n c e . 
C h e m i c a l l a w n c a r e grew at an a m a z i n g 4 0 p e r c e n t p a c e w h i l e 
m o w i n g / m a i n t e n a n c e g r e w at only 11 p e r c e n t , w h i c h isn't bad 
c o m p a r e d to m o s t o t h e r s e r v i c e i n d u s t r i e s . C o m b i n e d , t h e 
overal l l awn c a r e industry grew 2 6 . 6 p e r c e n t in 1984 . 

T h e s u r v e y also r e v e a l e d a large i n c r e a s e in t ree c a r e equip-
m e n t p u r c h a s e s by lawn c a r e c o m p a n i e s as t h e y e x p a n d into 
t ree and s h r u b care . Increases in spray tank and irrigation 
supplies p u r c h a s e s indicates t r e n d s t o w a r d liquid applicat ion 
and irrigation installation. 

Open shops grow in California 
Will iam Burke , e x e c u t i v e d i rec tor of the San Diego Associa t ion 
of G e n e r a l Contrac tors , told the California L a n d s c a p e & Irriga-
tion C o u n c i l r e c e n t l y 'open shops ' a r e caus ing unions to re-
think d e m a n d s . O p e n shops e m p l o y both union and n o n u n i o n 
t r a d e s m e n . 

B u r k e ' s group is n o w developing m e d i c a l and o t h e r benefit 
p r o g r a m s for open shops. S u c h p r o g r a m s f u r t h e r w e a k e n union 
s t rongholds in California . Unions , after w i n n i n g major w a g e 
and benefit i n c r e a s e s in 1983 , h a v e had to a c c e p t c o n c e s s i o n s in 
fol lowing years . L A l a n d s c a p e c o n t r a c t o r s r e f u s e d to grant 
union d e m a n d s last y e a r c a u s i n g a strike. 

B u r k e w a r n e d the group of Los A n g e l e s a r e a l a n d s c a p e con-
t rac tors that open shops that pay e x c e s s i v e l y low w a g e s will 
only s t rengthen unions. 

Garden centers join discounters 
G a r d e n c e n t e r s a re fighting falling c o n s u m e r pest ic ide sales by 
aligning t h e m s e l v e s with discount chains . A r e c e n t s u r v e y by 
C h a r l e s Kline & Co. s h o w e d discount s tores h a v e c a p t u r e d the 
largest s h a r e of the $1 .4 billion c o n s u m e r pest ic ide and fertil-
izer m a r k e t , 31 p e r c e n t c o m p a r e d to 23 p e r c e n t for garden 
c e n t e r s and 21 p e r c e n t for s u p e r m a r k e t s and g r o c e r y stores. 

In c e r t a i n m a r k e t s , l awn and garden c e n t e r s h a v e e n t e r e d 
into a g r e e m e n t s with d i s c o u n t e r s s u c h as Gold C i r c l e to recap-
ture s h a r e s of the m a r k e t . G a r d e n c e n t e r chains , like Petitti 
B r o t h e r s in n o r t h e r n Ohio, c o n n e c t their yards to discount 
stores. C o n s u m e r s shopping at the discount s tore a re a t t rac ted 
by the plant mater ia l displays. C o n s u m e r s benefit from trained 
sales people and bet ter quali ty plant mater ia l w i t h o u t having to 
m a k e an e x t r a trip to a r e m o t e n u r s e r y . 
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4,6 Sc7 Station Automatic Sprinkler Controllers 
These versatile, digital controllers are designed to satisfy most residential irrigation needs. And, best of 
all, the DewBee" performs with the proven reliability of a powerful microcomputer. Simple to program and 
competitively priced, the DewBee* features: 

• Watering time that may be set from one minute, to ^ • Individual lights showing the watering station 
9 hours and 59 minutes (DewBee 4,6), plus, one min- • Split second accuracy • 9 volt battery to 
ute to 59 minutes (DewBee 6,7) • 8 programmable irri• jr j^M keep program in memory during temporary 
gation cycles per day • True dual programming • Bright ^ f l ^ power failure • Automatically-activated safety 
digital display • Lightning protection jpp ^F back up program (ASBP) 

THE AFFORDABLE 
RESIDENTIAL SPRINKLER CONTROLLER I ^ B M M W v Circle No. 120 on Reader Inquiry Card 
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GREEN INDUSTRY NEWS 
SURVEY 

Women's landscaping role grows...slowly 
Melissa Merritt's confidence in her 
groundskeeping abilities is solid. 
She's doubtful however, employers 
look at her in the same light. 

When Dana Smithlin talks shop at 
a conference trade show she usually 
finds herself in the company of men. 
As a partner in Foothill Grounds, Tuc-
son, AZ, she just doesn't find many 
other female business owners in the 
Green Industry. 

Their story, if not typical, reflects 
some of the trends, often contradic-
tory, uncovered by a recent survey by 
Lawn Care Industry magazine. A total 
of 2,000 questionnaires were mailed 
to l a w n c a r e a n d l a n d s c a p e 
companies. 

Women are finding career oppor-
tunities in the landscape and lawn 
care industries the poll suggests, but 
the Green Industry is still male domi-
nated. The acceptance of women 
workers (or more accurately the level 
of their involvement) has been steady. 
Steadily slow. 

Of the 277 companies responding 
to the LCI survey, 168 (61 percent) 
"feel" landscape companies are hiring 

more women. But of the 139 com-
panies that added additional employ-
ees the last five years, only 64 (about 
26 percent) added women to their 
payrolls. And only 20 percent of the 
women in the landscape and lawn 
care industries work "in the field" as 
opposed to the office. 

"I didn't have any problems getting 
on a landscape crew in Texas," Mer-
ritt tells WTfrT. But when she re-
turned to her hometown to get a job on 
a stadium grounds crew, she was 
turned down flat. "I think they were 
afraid I couldn't do the heavy work." 
Instead, she applied for and beat out 
62 other applicants for the top grounds 
job at Penn Valley Community Col-
lege in Kansas City, MO. 

Says Smithlin, "it was hard, really 
hard. Obviously, I have the support of 
my husband Peter and my brother Ed 
(the other equal partners in Foothill 
Grounds), but for the longest time I 
guess I was kind of like a silent 
partner." 

Smithlin says clients often tried to 
bypass her involvement in the com-
pany. "They 'd say, 'Nope, let me 

speak to Peter,' That first couple of 
years I'd get very angry when this 
happened." 

But with more than 40 employees, 
Smithlin let it be known she takes an 
active role in the company's affairs. 
"Someone has to make the decisions," 
she says. "Many of the men in this 
industry don't know how to run their 
businesses. There are a lot of suc-
cessful companies—probably more 
than you realize—that have a woman 
running the books." 

Smithlin, who started in the busi-
ness with a shovel in her hand, says 
the impact of females in the industry 
will grow fastest as managers, land-
scape architects, or through the nur-
sery ranks; not as laborers or crew 
supervisors. 

The LCI poll suggests many em-
ployers shy away from hiring women 
field workers because of the heavy la-
bor of moving railroad ties or swing-
ing a 16 lb. sledge; a point Merritt isn't 
ready to concede. 

"I can operate trucks and tractors," 
Merritt responds. "Lots of times I've 

continued on page 66 

Participants at the Sports Turf Summit include: (center to right), Dr. Fred Grau, 
Musser International Turfgrass Foundation; John Macik, sports medicine coor-
dinator for the National Football League Players Association; Dr. William 
Daniel, professor emeritus, Purdue University; Dr. Kent Kurtz, executive secre-
tary, Sports Turf Managers' Association; Allan Shulder, executive director, 
Professional Grounds Management Society; Tim Bowyer, president Southern 
Turf Nurseries; Michael Latino, eastern sales manager, Ransomes Equipment 
Co.; Eliot Roberts, director, The Lawn Institute; and Jack Murray, research 
agronomist, USDA 

TURFGRASS 

Sports turf leaders 
set research committee 
The decision to create a Sports Turf 
Research and Information Committee 
was unanimous after two days of in-
formation sharing by 14 sports turf fig-
ures from across the country. 

"A great amount of good informa-
tion on sports turf field management 
exists," Eliot Roberts of the Musser 
Foundation told the group. "We need 
to get it in the right hands." The Mus-
ser Foundation is a non-profit turf re-
search foundation. 

Dr. Henry Indyk, professor of soils 
and crops, Rutgers University, New 
Brunswick, NY, urged the group to 
stress the liability of poor sports fields to 
schools and parks. "No one seems to 
take poor fields seriously until some 
child gets injured," Indyk stated. 

"A good sports field has a positive 
impact on a football, soccer, or base-
ball team," Tim Bowyer, president of 
Southern Turf Nurseries, Tifton, GA, 
said. "We install more than 100 new 
fields each year and team records im-
prove in nearly every case. We know 
this, but reaching the right people to 

continued on page 16 


