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Arms Control.

you can get around any obsta
cleaner. Just move ouhu end o
backward and the ma

chine changes direction.
T-bar steering
offers you more control,
too. Thats because the
T-bar handle itself is

icle easier, faster and

f the bar for \\dld or

your traction control.
Let g0, and the handle

returns to neutral and disengages the traction belts.
The next time you see a Toro T-bar walk behind
mower, stop and ask the operator 48
how it performs. We expect you'll
want to contact your local Toro
distributor for a thorough demon- |
stration. At which time you'll

see firsthand just how ThC prOfeSSIOIlalS
important arms control [ha[ kiep you Cut[mg

IS to your future.
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WASECA from page 16

landscape management. The lab isn’t
an isolated farm, as it is at many
schools. The lab is the entire
campus...or, rather, the campus is
the laboratory, open to the
creativity, and occasional mistakes,
of its students.

Waseca began as an agricultural
high school in the heart of corn and
soybean country. The University of
Minnesota took over the facilities in
the early 70s and started a 1200-acre
experiment farm, along with the
technical college.

The 110-acre campus may be one
of the smallest campuses in the
system, but with the recent decline
of agriculture, it's a haven for
landscape management students.

The campus currently is going
through a re-design and students are
involved in all aspects. In August
1986, students seeded 12 acres with a
conventional rye and bluegrass mix.
Last fall, students designed campus
roadways and, in the spring, lined
them with little leaf lindens and
Summit ash.

Students or crew?

Despite the majority of work being
done by students, a buildings and
landscape crew of seven
(superintendent, two gardeners,
three buildings and grounds
personnel, and a technician)
oversees the campus. “There's no
definite break-down," says
landscape manager Jerry Nelson.

“When they're not doing it, we do it."”

The budgets are even kept
separate. Plant materials used by
students come from the educational
budget, but plants used by the
landscape crew come from
maintenance budget.

John Ball: “In .my class, I'm God"

The campus is the laboratory at UMW. Professor Phil Allen instructs
students.

Nelson's crew is responsible for
general maintenance of the campus
and athletic fields, including a
football field, two practice fields and
two softball fields.

The crew concentrates on the
athletic fields, horticultural gardens
and front entrance, which is the
focal point of the re-design. Only the
entrance is irrigated, although some
irrigation will go into the garden
area as it's built.

“Usually a faculty member
decides what needs to be done and
when it needs to be done and
coordinates it with the landscape
supervisor,” Pedersen explains.

When the two departments cross,
they don't always agree. “There’s a
lot of plant material that I would not
get if it weren't for the horticulture
department being here,” Nelson
says. “There’s a lot I don't think is
real hardy. But we usually talk it
over."
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Often, what a class leaves
unfinished, the Horticulture Club
picks up on, so students can gain
even more experience. And, what
the Hort Club leaves undone, work-
study students and the maintenance
department will come in and finish.

Nursery students grow much of
the plant materials used on campus
in cix on-site greenhouses. “We label
everything someplace on campus,”
Pedersen says. “We try to duplicate
it once or twice for testing."

An example is the juniper garden
which incorporates three samples of
several species, all pruned
differently. “Quite frankly, you can
lecture about these things forever
and you can even demonstrate, but
it’s not until students stand out there
by themselves that they really
learn,” says Pedersen.

During the two year technical
program, students learn plant
materials, landscape and hardscape

continued on page 24



One of the strengths of Team™ is its
weeks of control. One application puts
an end to crabgrass and goosegrass for
up to 20 weeks.

The control’s not just longer, it's
more effective, too. Research by leading
universities shows that Team provides
outstanding annual grass control all
season long while being gentle to all
turf species.

That's because of the way Team
works. It stays put on cool season turf.
Won't leach out, even in heavy rainfall

And once activated, forms a vapor zone
that keeps weeds from emerging for
up to 20 weeks.

That's Team's most impressive
strength. Its weeks of weed control.

See your Elanco distributor. Or call
toll-free: 1-800-ELANPRO. In Indiana,
call collect: 317-261-6102.

Elanco Products Company
A Division of Eli Lilly and Company

There’s on
one thin

more impressive
than Team’s
strengths.

Its weeks.
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WASECA from page 22

design, equipment, and the business
of bidding for jobs. Books and
lectures, of course, are significant,
but take a back seat to the hands-on
training.

Students design and maintain
what’s known as the “free form”
garden. The gardens blaze each spring
with bright colored annuals mixed in
with perennials and groundcovers.
Students have learned hardscaping by
installing different patio paving
systems, a gazebo and retaining walls.
Future plans include building a
waterfall and installing nightlighting.

“The gardens were cornfields the
year I came,” Pedersen says. He
started at UMW in 1973 as landscape
supervisor. Only one class had gone
through the program. Pedersen
worked on a masters degree nights
and became an instructor in ‘78.

Besides the gardens, students
work extensively with turf. The
campus has 32 turf plots (250 sq. ft.)
and a golf green.

Trimmin’ trees

Students go so far as to prune trees
on campus. UMW has at least 53
species of trees on campus, along
with its own arboretum.

“Students start working on the
sycamore or oak because they're
forgiving trees,” explains John Ball, a
UMW professor who climbs trees
along with his students. The liability
crisis is threatening the
arboriculture industry today. That
can be a crisis to a college class.

“In my class, I'm God,” Ball says.
“They get one mistake...Well, they
don’t even get that.

“One way to control students’
tree pruning is to use electric chain
saws,” Ball says. “They're
lightweight, easy to start, and I can
unplug them to get their attention.”

Students also are assigned specific
areas to maintain, which they work
on about 20 hours a week. Most of
the 65 acres of turf on the campus
gets fertilized twice a year, spring
and fall, with nitrogen. The
landscape crew mows manicured
areas twice a week at two inches in
the spring and once a week at 21/
inches in the heat-stressed summer.

Equitable equipment
The school buys equipment through
a low-bid process, so it doesn’t
concentrate on one manufacturer.
Most of the equipment is Jacobsen,
Toro or Deere. UMW uses a five-
gang Toro reel mower on the football
field and a three-point hitch Woods
tractor in low-maintenance area.
Most companies take an interest

in exposing students, their future
customers, to various equipment.
Jacobsen has loaned equipment to
the school, and Cushman gives
UMW a three-wheel truckster each
year. Toro, located in nearby
Minneapolis, puts on irrigation
seminars each year.

“I think it’s good for students to

Brad Pedersen: education is the goal
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get on different mowers,” Nelson
says. “When they get out, that’s
what they’ll need to know about.”

The school actively participates
in its own Integrated Pest
Management (IPM) program.

“We use very little insecticides,”
Nelson says. “We use nothing on a
preventative basis. We spray only
when there’s a problem and we've
been lucky.”

Nelson uses Trimec for weed
control twice a year, hitting areas
harder with the fall application.

With the campus growth and re-
design, Nelson’s job is anything but
boring. “The biggest challenge is the
new construction going on,” he says.
“You can’t concentrate on
maintenance when you get extra
projects thrown in.”

But Nelson is quick to point that
the students’ help allows his crew
the freedom to undertake more
projects. The mutual efforts of the
crew and the students gives a special
feeling to the small campus. And
students know that their personal
involvement truly makes them a
part of their school. LM



Think rugged. Think reliable. Think powerful, strong trucks.

UD TRUCKS show we're thinking like you . . . because the UD TRUCK
meets all your demands for the toughest business of all —yours. Its power
steering and a short turning radius give you greater maneuverability. Its
ladder-type frame masters the rigors of the work site. Its dry sleeve diesel
engine and integrated power train deliver the power and economy you need

.. and the low maintenance costs you are looking for.

Together — comfort, handling ease, precision engineering, reliable

design — UD TRUCKS make it easier to get the job done.

Keep it simple, make it strong.

CALL TOLL FREE 1-800-225-5831
for the dealer nearest you. And @ TRUCKS
discover the truck that’ ready to go.
ansan Diesel America, Inc.
(214) 550-8400, 1-800-225-5831
© 1987 Nissan Diesel America, Inc © I NISSAN OIESEL MOTOR GO, 1D o
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FALL MARKETING

Some companies have had great success marketing services in the fall.
Before you start up such a program, here are some tips to follow.

or most green industry com-
F panies, spring is the most active

marketing time. Opportunities
exist for a fall marketing system that
could be helpful to green industry
companies, whether they be lawn
care, tree or landscape services.

In the North, tree services can gen-
erate revenue for the winter months,
and marketing can reflect the pos-
sibility of pruning at this time.

Southern areas have various op-
portunities for landscape and mainte-
nance services in the winter months.
But for the most part, fall marketing
doesn’t deal with raising revenue for
the winter; rather it is done for both
fall and next-season purposes.

Given the fact that fall marketing
has been successful for some com-
panies in various parts of the country,
here are some of the keys to helping
put together a strong fall marketing
program:

1. Define the marketing’s objective.
If it is for extra sales in the fall, then
you will approach it one way. If it is for
generating fall revenue and for next-
season customers, you'll approach it
differently. (Examples later.)

2. Don’t use the same materials for
fall marketing that you used for your
regular spring marketing. Some com-
panies simply take the same mailing
materials and telemarketing scripts
and use the ones left over from spring
in the fall. It doesn’t work very well, if
at all. You should include something

Wandtke and McGary are senior consultants with
All-Green Management Associates in Columbus,
Ohio. Dr. McGary focuses on marketing and man-
agenent issues. Wandtke focuses on operations
and financial questions.

by Rudd McGary and Ed Wandtke
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IN BUSINESS

Fall marketing is done
for both fall and next-
season purposes.

that points out the benefits of your
service over the winter months. If
what you are doing in the fall doesn’t
help, why are you doing it?

3. Define your current customer
base. This means that you need to
know their geographical location as
well as their income and their home
values. By assessing these three sim-
ple pieces of information, you will be
able to go the next step.

Information such as this is found in
two places. For the location, check
your own routing cards. For the de-
mographic materials, look either to
the library or mailing list companies.
Both have the information. At the li-
brary it's free but time-consuming.
With the mailing list companies, it's
fast but costly.

4. Use your current customer list as
a model for your fall marketing. Gen-
erally, people with similar buying pat-
terns use such services. The best way
to profile your next customer is to de-
fine your current customer base. This
is especially true in the fall, when you
have been servicing the next-door
neighbors or people who are demo-
graphically the same, for the entire
season. In the fall they can evaluate
your work visually and get referrals
from people who have been serviced.

If you've done your job well, these
people will generally help you get
new customers. If you haven't, you've
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got more troubles than worrying
about fall marketing anyway.

5. Be more liberal with incentives
in the fall. But this statement is true
only if you are trying to get people
who will take both the fall and next-
year services. If you are simply trying
to generate a few fall sales, you
shouldn’t do anything out of the ordi-
nary. If, however, you can get these
people to become next-season cus-
tomers, you can afford to be a little
more generous with your offers. Then
you won't have to spend time in the
busy spring season to attract them,
and you will have some extrarevenue
in the fall.

6. Start the marketing activity right
after Labor Day. You want people who
are going to be next-season customers
to have a chance to work with your
company this year. If you wait until
October to do your marketing, you
may be unable to actually provide
them with your service. It is always
better if a consumer has had previous
service. And starting after Labor Day
will help you provide them with a
sample of how you operate your busi-
ness.

Fall marketing should be focused
not only on raising some extra reve-
nue in the fall time window, but also
on getting the customers to remain the
next season. The keys are knowing
your own current customer base, and
using that knowledge to help target
your customers for fall marketing.
Most people buy services because
someone else they know does also.
This should be a key in the green in-
dustry marketing plans, but it’s often
overlooked. Don’t do that in the fall
marketing.

Finally, make sure that you use dif-
ferent materials from those used in
the previous spring. Just because you
have some brochures left over, a little
free radio time from a barter arrange-
ment, or an old telemarketing script,
doesn’t mean that you should use
them in the fall. Planning to do your
fall marketing early (as opposed to a
rush of activity in September or Octo-
ber when you want a little more reve-
nue) will help you design a marketing
program to fit your company and help
you be more profitable in the upcom-
ing year. LM



Denser, darker green Manhattan I

takes the bruises for your athlete

What goes up must come down. ...
and that goes double for athletes’
knees and elbows.

Improved Manhattan Il peren-
nial ryegrass has a built-in cushion
developed through genetic
improvement. The greater filler
density of Manhattan Il takes the
punishment athletes dish out, then
springs back to retain its great-

“Fall on the leader”
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looking appearance. All that
toughness. . . with improved mow-

ability to boot!

TURF-TYPE PERENNIAL RYEGRASS

st CERTIFIED SEED |

associations can eam

cash for turf research
by saving Manhattan Il
blue fags. Contact your

dealer for details.
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Manhattan Il also provides a
darker green color than the old
standard Manhattan; improved
disease resistance, drought and
shade tolerance as well as fertilizer
savings.

Manhattan Il was developed to
save on maintenance cosfs ... but
the real saving is on knees and
elbows!

S E——
Distrbuted by
Turf Merchants, Inc.

P.O. Box 1467 = Albany, OR 97321
Outside Oregon 800-421-1735
503/491-3622 TWX 910-997-0733

Turf-Seed, Inc.

PO. Box 250 « Hubbard, OR 97032
503/981-9571 TWX 510-590-0957




Ryan keeps your
business growing strong.

Ryan equipment is a great addi-
tion to your business. Because with
the Ryan line, you can do more jobs
faster at less cost. There's less
downtime and more worktime. And
the more work you can do, the more
business you'll take on.

With competitive equipment,
what you save on the purchase price
you'll pay in replacement costs. But
Ryan is designed to go the distance.
So when you're considering Ryan,
consider what Ryan can do for you
in the long run.

I'he long-term value of the
Lawnaire IV.

The Lawnaire 1V is the
highest-quality, roll-type aerator on
the market today. It combines speed
and precision for fast and effective
core aeration.

Self-propelled by a rugged
3-hp. industrial engine, the Lawn-
aire IV features a 38 Ib. removable
weight bar and a 55 1b. water drum,
made of durable, corrosion-resis-
tant polyethylene for tine penetra-
tion up to 2% inches. The 30 coring

tines penetrate the soil evenly every
3% inches across a 19-inch path. A
convenient lift handle raises and
lowers the machine for easy maneu-
verability in tight spots. A single
clutch-throttle lever on the han-
dlebar makes operation a snap.
Add Ryan’s durable, low-
maintenance, chain-drive design,
and you’ve got an aerator that will
keep you on the job and out of the
repair shop for years to come.
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Increase your customer base with
the new Mataway" Overseeder.
Nothing is as versatile and ef-
fective for turf renovation as Ryan’s
new Mataway Overseeder. A pow-
erful 10-hp. engine and extra wide
19-inch swath lets you dethatch or
deep slice up to 10,000 square feet
per hour. Snap out reels make it
easy to change the type of blade and
spacing you want. An Overseeder
accessory can also be added, giving
you the flexibility to power rake,
overseed, or to do both at the

Circle No. 110 on Reader Inquiry Card

G\l;\':\

same time with a single piece of
equipment.

It's a cost-effective way to stay
one step ahead of your competition.
A full line of Ryan reliability.

The proven Ryan Ren-O-Thin
power rakes with interchangeable
reels: the industry standard Jr. Sod
Cutter with Tote Trailer; and the
Tow Lawnaire for really large turf
areas put you in a position for
additional business. Because
they're what you need to provide

professional quality turf care.

Prove it to yourself,

The best test of Ryan’s reliability
is in your own back yard. So ask the
dealer nearest you for a free demon-
stration today. Or call toll-free:
1-800-228-4444.

BUILT TO LAST

6086 Cushman, OMC-Lincoln, P.O. Box 82409, Lincoln, NE 68501

<) Outboard Marine Corporation, 1987, All rights reserved







