
PURE. PENNCROSS. 

THE BUCKET 
Lot number identifies 
grower, field, year, 

Oregon 
Blue 
1kg 

Putting Green 
Quality tag 
(on handle) — 

Registered 
trademark 

Marketed only by 
Tee-2-Green Corp. 

Certified 

White, 6 gallon 
reusable bucket 

For more than 30 years, 
Penncross remains the 
most specified putting 
green grass . . . of any 
species. 
T&lk about tried and true! Penncross 
creeping bentgrass has established a 
track record that stands to this very day. 
Steady performance through heat, 
drought, snow, storms and floods have 
established Penncross as the premium 
putting green surface for the most de-
manding players and superintendents. 

This reputation can only be earned 
through years of dependable service. . . 
and most importantly. . .consistent 
putts! 

A putting green is no place to putter 
around with an unknown bentgrass. Go 
with what you know. . .and you know 
Penncross from its, years tinlop-pf the 
leaderboard. * ' ' ' ^ 

/ i 

THE ^ 
SEED; 

THE GREEN 

IORE THAN 
7,000,000 
SEEDS PER 
POUND. 

Penn State University authorizes Penncross seed to be grown only from stolons and sold only 
as certified seed. Seed produced from Penncross seed cannot be labeled Penncross. 

Available through select distributors 

TEE-2-GREEN CORP. 
PO BOX 250 • HUBBARD, OR 97032 
FAX - 503-981-5626 
1-800-547-0255 • TWX 510-590-0957 

THE BAG Lot number identifies 
grower, field, year 

Putting Green 
Quality tag 

Marketed only by 
Tee-2-Green Corp.-

Registered 
trademark 

Oregon 
Blue 

- 1 k g 

Certified 

Bright 
burlap 

- b a g 



Now you can raise your 
trimming production to a new 
all-time high with the superior 
efficiencies and cutting per-
formance of the all new Tri-
King 1471. 
Faster, more precise control. 
Our exclusive footToperated 
hydraulic lift with automatic reel 
shut off combined with aircraft-
yoke-type steering delivers the 
fastest l i f t turn and mow capa-
bility of any triplex in the industry. 
For greater overall production. 

Plus, it tackles your most 
demanding trimming jobs, thanks 
to the hill-hugging ability of this 
71" hydrostatic traction 
drive mower. 
Unequalled cutting perfor-
mance. Match cutting fre-

quency precisely to mowing 
conditions with variable speed 
control and a choice of 5- or 10-
blade reels. And fixed or free-
floating heads glide closely over 
land contours for that one-of-
a-kind Jacobsen cut. 
Designed to tr im operating 
costs, too. The 1471's low-
maintenance design includes a 
reliable 14-hp cast-iron Kohler 
Magnum engine with electronic 
ignition, and a ducted clean air 
system for extended operating 
life. Unlike competitive systems, 
its direct-drive traction pump 
eliminates annoying belt slippage 
and time-consuming adjust-
ments and replacements. And 
interchangeable reel drive belts 
make replacement easy, without 

troublesome jackshaft removal. 
So, arrange a free demonstra-

tion with your Jacobsen dis-
tributor, today. And see for 
yourself how superior efficien-
cies and performance enable the 
1471 to take the high 
ground in trimming production. 

Attractive lease and finance 
plans available. Jacobsen 
Division of Textron Inc., 
Racine, Wl 53403. 

J-3-7 

TEXTRON 
Jacobsen Division of Textron Inc 

© Jacobsen Division of Textron Inc. 1987 

JACOBSEN 



Prevent do 
BROWN PAICHFR 

Every time a golfer steps ontoa / ^ ^ V X T T \ "T/ " ^ I 1 y O 
green, it's inspection day. You don't / l l V I I l i ^ I # 1 j / 
want to be put on the spot, use I I I ^ k l I I 
Banner® preventively before there's ^ JLL \ L / J L 
a problem. 

Because Banner stops disease before it starts. And Banner provides the longest lasting con-
trol of dollar spot and brown patch available. Banner works systemically to control disease 
from the inside out. Once absorbed by the leaf and root system, Banner won t wash off, and 
keeps on working after drying, unaffected by rain or irrigation. 

One 2 oz. spraying of Banner lasts 14 to 21 days on brown patch, and provides up to 28 
days of excellent control on dollar spot at a 1 oz. rate. Nothing lasts longer Banner also provides 
excellent systemic control of powdery mildew, rust, anthracnose, red thread and stripe smut. 

P | D A ( - i C I j ^ V 
W I LmJ/ \ V j I— I I 



LLARSPLJT& 
M RUINING MDU 
HCNEW Banner's low rate (1 to 2 oz. per 1000 

square feet) and long application interval 
mean lower cost per day of control. Less 
chemical, low rates and long residual also 
mean Banner performs with fewer applica-

tions, which makes it the preferred treatment where environmental consid- ^ ^ 
erations are important. Banner's easy-to-use, no waste liquid formulation is 
safe to turf grass and applicators. Banner is simply the best protection there is ^ ^ ^ ^ 

ixsr BANNER. LONGER LASTING, 
And you'll know it 
on inspection day. 
AND YOU'U KNOW IT PREVENTIVE CONTROL. 
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ThinkQfUs 
AsTurf Insurance. 

We pack peace of mind into every pound of Par Ex.® 
And we call it IBDU? It's pure nitrogen and it's 100% avail-
able to your turf in the space of a single growing season. 

You're in charge. 
Ordinary slow release nitrogens are temperature 

activated. They depend on bacterial activity or coating 
thickness or other factors which are out of your control. 
Vtlien activated by hydrolysis, nitrogen from IBDU 
becomes available to your turf. Normal soil moisture is all 
you need; excessive moisture will not adversely affect 
IBDU's performance. 

Nitrogen efficiency—the IBDU key to quality turf. 
A nitrogen source is efficient if most of the applied 

N is absorbed by the plant and not lost in the environ-
ment by leaching past the root system, volatilization, or 
other factors. Studies have shown that IBDU trickles slowly 

past the root system, increasing total N uptake over time, 
resulting in better nutrient efficiency and less nitrate 
pollution of ground water when compared to soluble 
N sources. 

Late season fertilization —the IBDU advantage. 
Studies have shown IBDU to be a superior slow-

release nitrogen source for producing excellent turf in 
the spring, after application the previous fall on cool season 
grasses. IBDU is also superior on over-seeded Bermudagrass 
in southern areas. 

Sure, you can buy cheaper fertilizer. But run into a 
turf problem or two, then check your costs. There's a 
good chance they'll be rising as fast as your blood pressure. 
So why take the risk when, 
for a few pennies more, you 
can take control with IBDU. iisii* ex 

| P R O F E S S I O N A L P R O D U C T S 



Economy still faltering 
• Although the United States e c o n o m y is exper iencing one of the 
longest e c o n o m i c expansions in its history, indications are that 
the e c o n o m y m a y not be quite as strong as it appears. 

At least, that 's what L a w r e n c e Chimerine , Ph.D., told the atten-
dees of the International Lawn, Garden & P o w e r Equipment E x p o 
earlier this year. 

Chimerine , c h a i r m a n and chief e x e c u t i v e officer of W h a r t o n 
Econometr ics , explained that the current e c o n o m i c expansion is 
charac ter ized by relatively slow growth, a severely depressed 
starting point and u n e v e n e c o n o m i c p e r f o r m a n c e . C o n s u m e r 
spending is starting to flatten out after several years of strong 
growth, he said. However , while a n e w boom is not emerging, he 
said, it does not seem likely that the e c o n o m y will start sliding 
into another recession. A pattern of relatively flat or slow growth 
will remain in place for the n e x t several years or even longer, he 
predicted. 

C h i m e r i n e ' s out look for lawn, garden and o u t d o o r p o w e r 
equipment sales n e x t year is for declines of three to five percent . 
One bright spot he sees is that c o n s u m e r spending for remodeling 
is beginning to show signs of significant strength. 

Green industry called 'burgeoning' 
• W h a t the National Universi ty Continuing Educat ion Associa-
tion calls the "garden i n d u s t r y " is " b u r g e o n i n g . " According to an 
article by George F a u x in the N U C E A magazine, " landscaping 
and gardening ventures are among the fastest-growing businesses 
in high-construct ion a r e a s . " 

F a u x goes on to write: 
" T h e landscaping and gardening markets have blossomed into 

multi -mill ion-dollar industries. No longer the college kid down 
the block, today's typical landscaper is a well - t rained and well-
paid professional; a small firm of seven m e n can earn upwards of 
$ 2 0 0 , 0 0 0 a year. T h e high cost of plants and shrubbery, together 
with an emerging aesthet ic appreciation for the great outdoors, 
has m o v e d c o n s u m e r s to seek such professional landscapers and 
horticulturists for their h o m e beautification projects . " 

T h e article pointed out the m a n y continuing educat ion pro-
grams that provide courses to better prepare landscapers and 
horticulturists for today's competi t ive market . 

For more information, contact the N U C E A at One Dupont 
Circle, Suite 420 , Washington, DC 20036 ; (202) 659-3130 . 
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One great discovery deserves another. 
We call ours the Kubota F2000 front mower. 

The first front mower with 4-wheel 
drive,it makes fast work of those nooks,cran-
nies, curbs and slopes you can't landscape 
into submission. 

Add front wheel differential lock, a 20-
horsepower diesel engine, and travel speeds 
up to 9.5 mph, and it flies in the face of rain, 
snow and mud. With Kubota-like ease. 

It has a hydrostatic transmission to spare 

you the trouble of clutching. Rear-wheel 
power steering and independent front 
brakes for precision maneuverability. And 
your choice of 60"or 72"mowers, a sweeper 
or snowblower. All lifted hydraulically. 

Next time your turf throws you a curve, 
let our F2000 straighten it out. 

Send for our free Grounds Maintenance 
Equipment Guide by writing to Kubota 
Tractor Corp., P. O. Box 7020-A, Compton, 
California 90224-7020. 

(£ 1987 Kubota Tractor Corporation 

Nothing like it on earth. 



GREEN INDUSTRY NEWS 
DESIGN 

Tips for lighting up Christmas landscapes 

Norway spruce and Eastern red oaks "dressed up" for Christmas 

Christmas lights can add color and 
hol iday spirit to the l a n d s c a p e — i f 
they ' re done right. Frank LaGuisa, 
senior specialist of decorative lighting 
for General Electric, has designed the 
National Christmas Tree display for 
12 years. He says landscapers should 
fo l low t h e s e s teps in prepar ing a 
Christmas display: 

• Determine the objective: the mes-
sage to be expressed, viewing angles, 
sight l ines of viewers, natural fea-
t u r e s , a r c h i t e c t u r a l f e a t u r e s and 
s tructures . Analyze the site, using 
natural attributes. Find the best loca-
tion for decorations and features to be 
highlighted. 

• Select a theme appropriate to the 
desired image, such as tradit ional , 
modern or religious. Take into consid-
e r a t i o n local c u s t o m s , t radi t ions , 
characterist ic decor, ethnic traits and 
religious customs. 

• Translate the theme into a unified 
composition. Establish a focal point 
and color scheme to maximize effect. 
Set a unifying format, but play varia-
tions against the theme: color, propor-
tions, sizes or treatments. Do not vary 
eveything. 

• Establish the type of construction. 
D e t e r m i n e w h e r e d e v i c e s wil l be 
mounted: how they can be reached 
with the e l e c t r i c a l power supply. 
Consider weight and size limitations. 
Check out visual conflict with lighted 
windows, street lights and identifica-
tion signs. Use skills within your orga-
nization and famil iar construct ion 
methods. 

• Choose lighting equipment. Se-
lect fixtures and lamps with the ap-
propriate wattage, s ize, type, and 
color. Plan for the quantity of lamps 

necessary to provide the planned pat-
tern and brightness. 

To figure exactly how many lights 
are needed, LaGuisa suggests this 
formula: for the number of string set 
lights needed to give a tree a " f u l l " 
effect, multiply the height of the tree 
by the width of the tree (in feet) by 
three. Trees larger than 50 feet may 
require medium-base lamps, whi le 
trees less than 10 feet can use "mid-
get " lamps. When using plug-based 
midget lamps, modify the formula by 
mult iplying by six or eight, rather 
than three. 

Create color impact by using solid 
or limited color combinations. Iron-
ically, the more multi-colored lights 
on one display, the less vivid is the 
perce ived color. Mult i -colored sets 

RIGHTS-OF-WAY 

with equal n u m b e r s of gold, red, 
green and blue lamps will produce a 
yellowish-white light, since the pri-
mary colors produce white light. 

The color impact hierachy is: gold 
lamps are the brightest, followed by 
red, then green, while blue has about 
one-fifth the visual impact of white 
lights. For best results, use brighter 
colors on focal points or foreground 
elements, and dimmer colors on back-
ground elements. 

Outl ining s tructures is a s imple 
and effective way to decorate for the 
holidays. Add liveliness to the display 
by installing a twinkle lamp in every 
sixth socket. Heavier use of twinkle 
lamps will produce a busy effect. 

For colorful examples of Christmas 
lighting, see "On Design." 

Government, business 
cooperate on highway 
T h e largest matching fund program in Texas ' highway 
beautification program has been announced by Lexington 
Development Company. T h e unique partnership of state 
government and private business has produced a 500-foot 
wide, 2V2-mile long belt of blazing color. 

The $500,000 project lies along Highway 90-A between 
Sugar Land and Richmond, southwest of Houston. It fronts 
Lexington Development's 3,100-acre master planned com-
munity, New Territory, which will contain 8,500 homes, 
office, commercial and retail buildings. The program in-
cludes a mix of wildflowers, grasses, shrubbery and trees 
planted along the median and both sides of the property. 
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