GIVE

PENNWAY BLEND IS

A HIT IN DES MOINES
WHERE SUMMERS ARE
HOT AND MEMBERS
DEMAND PERFECTION.

Nick Dunn, Superintendent
Wakonda Club, Des Moines, IA

Warren Bidwell is available to speak to your superintendents’ group about Penn bentgrasses.

PENNWAY
CREEPING
BENTGRASS
BLEND

No. 6 Fairway, Wakonda Club, Des Moines

Club in Des Moines voted to replace
their bluegrass/poa fairways with
creeping bentgrass, I wasn’t certain
of its availability. Leon Williams from
Williams Lawn Seed assured me that
he could get an adequate supply of
Pennway blend from Tee-2-Green
Corp. in Oregon. I knew Tee-2-Green
for quality Penn products, but I
wasn't positive about Pennway. When
[ found that Pennway is 25% Oregon
certified Penncross, 25% certified
Penneagle and 50% creeping bent
also from Tee-2-Green, I elected to
use it over other bent blends
available.

After one year, our fairways look
superb and the membership raves.

With our maintenance program,
we have had no problem with thatch

Call our toll free number for details. TEE-2-GREEN Corp., PO Box 250 Hubbard, OR 97032

Circle No. 150 on Reader Inquiry Card

IT A DIVOT!

“When the membership at Wakonda

buildup, and we find that Pennway
requires less water than our old
bluegrass/poa fairways ... an impor-
tant factor considering our droughty
summer. Pennway? Yes. Give it a
divot!”

PENNWAY

FOR FAIRWAY USE

CREEPING BENTGRASS BLEND
One of the ‘Penn Pals’

Tee-2-Green Corp.

1-800-547-0255
FAX 503-981-5626
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Keep your fairways

looking great.
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Golfers love to play on
beautiful fairways. It’s that
simple. Which is why it’s so
important to keep your course
in top shape. That means
controlling diseases like dollar
spot and anthracnose. And
that means a program using

BAYLETON?® fungicide.
BAYLETON is taking care
of more and more beautiful
fairways because more super-
intendents are discovering

how long it lasts. How much
in application costs
by making fewer applications.
And how good it makes them
and their fairways look.
BAYLETON. Because golfers
play favorites. For more in-
formation, contact Mobay
Corporation, Specialty
Products Group, Box 4913,
Kansas City, MO 64120.

Circle No. 131 on Reader Inquiry Card

Bayleton

Mobay Corporation

A Bayer usa INC COMPANY
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AS | SEE IT...

LM

A nation
of innocents

Yet again the green industry has been called out and forced to
defend itself from critics.

As we return to center ring, there are plenty of reasons to feel
confident. We carry all the muscle that can be mustered through
exhaustive research, EPA approval, and high-powered public
relations. And, after all, aren’t we the ones who rid the world of
the bugs and fungi that have for centuries pointed a loaded gun at
the temple of a hungry civilization?

But what happens? A few short, sharp jabs to the midsection
from the parents of apple-eating children; a looping right from
anti-field burning zealots; and—Ilastly—a quick combination
from Ralph Nader and company.

We're on the ropes, and our legs are weakening...but we won'’t
fall.

We won't fall because we know what we do is a good thing. The
world is a better place because we do it. If you need to be reminded
of that, stroll through the produce section of your local grocer.
Look around: there’s plenty for everybody. Go to a New York
hospital and try to talk to a withering victim of Lyme disease. Your
industry is waging the war on the tick spreading it. Famine,
plague: biblical icons with no relevance in this, the land of milk
and honey.

We will recover in this battle. And when we do, we'd be wise to
not return blows. Keep in mind that the fighter in the other corner
is not a bloodthirsty thug seeking our kayo. (That type is in fact a
small minority, well-practiced in the art of media manipulation.)
Mostly, the fighter across the ring is made up of people who want
their children to enjoy long, healthy lives. Parents who sit up at
night worrying about how to protect them from crack, war, and
the Ted Bundys that may still be out there. It is people forced to
come to terms with acid in rain and death in sex. They’'ve seen
astronauts incinerated in the Florida sky and the last remnants of
the America’s frontier choked by millions of gallons of muck.

Let’s not give them reason to worry about seemingly innocent
things like their lawn and apple juice. And if they do, let’s not
respond with a fist, but extend a hand of understanding.

7
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Quality Turf-Seed

° .
varieties developed
and produced for
L

turf professionals.

Species Variety

Improved Challenger

turf-type Columbia

Kentucky Midnight

Bluegrass Galaxy blend

Imp. Common Ky. Voyager

Improved Birdie II

turf-type Charger

perennial Citation II

ryegrass Manhattan II
Omega II
Remington
Saturn
Alliance blend
CBS Il blend

Improved Aurora

hard fescue

Improved Shadow

Chewings fescue

Improved Bighorn

Sheeps fescue

Improved Flyer
creeping fescue Fortress
Shademaster
Improved Apache
tall fescue Bonanza
Eldorado
Monarch
Murietta
Olympic
Silverado
Triathalawn blend
Improved Penncross
creeping Penneagle
bentgrass PennLinks
Creeping Pennway

bentgrass blend

TURFSEED
PO Box 250, Hubbard, OR 97032
503/981-9571 FAX 503/981-5626

1-800-2417-6910
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When you buy fleet
be prepared for

g o S T PHONE 2W4 60 200
pwikr AE MESQUITE TEXAS T5%0 0
Sa81 NORTH GALLL
MAKE DR MODEL
mﬁ' OR DOMESTIC
MANAGER

LEASING 8 FLEET

There are over 1100 Nissan Dealers dedicated to filling all your fleet needs.

At Nissan; we think that hundred brand new Maximas.  help your business go places.
every fleet vehicle we sell needs a But our large dealer body is Our streamlined ordering sys-

great deal of work. just one of the ways Nissan can  tem is another. With a toll-free
Not under the hood, but 4 phone call, you can be put

behind a desk. And not by " in touch with the Nissan

a mechanic, but rather by 4 Fleet Dealer nearest you.

a highly-dedicated staff of % Fast and simple.

fleet professionals. % And since the perfect

" fleet requires the very latest
in automotive technology, we
maintain a state-of-the-art com-

puterized tracking system. So

= /T

a nationwide network of over “®
1100 Nissan Dealers, ready to
help meet your fleet needs and

4
!
concerns. From a few spare parts ¢ we can locate your fleet order
for a truck to an order of one We have cleven regional offices to serve you.  instantly at any time. Anywhere
Boston Regional Office Denver Regional Office New York Regional Office Columbus Regional Office Los Angeles Regional Office Nissan Motor Corporation in US A
111 Plymouth Street 11000 E. 45th Avenue No. 4 Corporate Place 150 E. Wilson Bridge Road. Suite 100 1683 Sunflower Avenue 18501 South Figueroa Street
Mansfield, MA 02048 Denver. CO 80239 Piscataway, NJ 08855 Worthington, OH 43085 Costa Mesa, CA 92626 Carson, CA 90248
(617) 339-1000 (303)371-4230 (201) 981-0220 (614) 846-6900 (714) 549-1277 (213) 532-3111

*].D. Power and Associates 1988 1. Q.S. ** April 1988 NADA Official Used Car Guide
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vehicles from Nissan,
excessive service.

across the country.
' Our personalized service
b is another advantage. We give
our fleet representatives the
flexibility to design
programs that can
work around your
requirements. Rather
than trying to fit your
needs into a set of rigid
guidelines.
Of course, even
the best fleet program
is only as good as the
vehicles it offers.

And there’s no prob-
lem here. Since Nissan
offers 37 different models of cars,
trucks and vans to fill your fleet
needs. From compacts to off-road

vehicles. All of them built with an

in-depth understanding of both
the operator's and owners wants

Just a few of the vehicles in the Nissan fleet lineup.

Plenty of head and legroom, large
towing capacities and some of the
biggest cargo volumes available,
including the largest of any lead-
ing standard pickup.

If you're looking for an ex-
tremely reliable and roomy econ-
omy car, the Sentra"is a perfect
solution. It’s available in four dif-
ferent body styles. And in a recent
study;, it was shown to be one of
the most trouble-free cars in its
class. Even out-scoring the Honda
Civic”

And as for something equally
well-built but a little larger, the
Stanza”is ideal. This luxurious
sedan offers more standard fea-
tures than all domestic cars in its
class’* Like power steering, power

brakes and halogen headlights.

lems during the first three to four
months of ownership than the
owners of any other make of car*

For better service, take a number
1-800-323-5313.

And that included cars that
cost many thousands more, like
Mercedes, BMW and Porsche.
To find out more about
Nissan's customized fleet pro-
grams, call 1-800-323-5313
toll-free, for the name and
number of the Nissan Fleet
Dealer that’s nearest you.
One will be at your service
But don' just take ourword  immediately.
for how great Nissan vehicles

and needs.

We make fourteen different
models of Hardbody ™ trucks. All
with strong-running, hard-
working fuel-injected engines.

are. Ask a specialist. Like J.D

ing to their recent survey, fewer

Chicago Regional Office Jacksonville Regional Office
600 Enterprise Street 8743 Western Way 151 Harbor Drive
Aurora, IL 60507 Jacksonville, FL 32256 Portsmouth. VA 23705

3121 851-8000 904) 730-4400 (8041 399-4011

210

Norfolk Regional Office Memphis Regional Office
5775 Summer Trees Drive
Memphis, TN 38134
(901) 385-3100
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Power and Associates, the leading
automotive research firm. Accord-

Nissan owners experienced prob-

6880 Koll Center Parkway. Suite 100

CEED
-_—
Nissan Fleet Sales.
Built for the Human Race:

Dallas Regional Office
4400 Regent Boulevard
Irving, TX 75063
(214) 929-2600

San Francisco Regional Office

Pleasanton, CA 94566
(415)426-2910
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LAWN CARE

WASHINGTON —More
than 30 members of the re-
cently-formed Council for
Lawn Care Information
(CLCI) met here early last
month with officials of the
Environmental Protection
Agency (EPA).

Significant points that
came out at the meeting:

@ Can the EPA’s new di-
rectives include serious at-
tempts to “de-mystify” the
agency's workings and
communicate better?

® Is re-registration
worth it? Because of the re-
cently-initiated EPA re-
registration process for
pesticides, their manufac-
turers might feel it is not
worth generating data for
minor-use products that
don't have profit potential.
This might include many
products presently regis-
tered for lawn use.

® Will LCOs be included
in agricultural worker pro-
tection standards currently
being promulgated? The
lawn care industry would
like input on these stan-
dards, and would also like
distinctions between mix-
ers, loaders and applicators.

® How about three lev-
els of pesticide certifica-
tion? Some products would
be applied only by certified
applicators, some would re-
quire an on-site supervisor
and some would require
that a supervisor be avail-
able within "“a reasonable
time."”

@ Is a movement afoot in
the Maryland legislature to
ban the use of granular in-
secticides—perhaps even
all granular pesticides—be-

LANDSCAPE
MANAGEMENT
Organization formed to

address industry concerns

Wilkinson: a busy month
for legislative matters

cause of avian exposure
problems? According to
some members, yes.

@ Is the lawn care indus-
try getting a bad rap on inte-
grated pest management

(IPM)? LCOs say that the in-
dustry has been in favor of
it for years. However, the
consumer demands ‘“‘pic-
ture-perfect’”’ lawns that
can only come with the use
of pesticides. IPM is a meth-
odology within the arsenal
to control urban pests, but
not the whole answer.

Dr. James F. Wilkinson,
director of environmental
and regulatory affairs for
the Professional Lawn Care
Association of America
(PLCAA), headed up the
meeting. Present were
LCOs; university research-
ers; pesticide manufactur-
ers, formulators and dis-
tributors; and members of
the trade press, including
LANDSCAPE MANAGEMENT
group vice-president Bob

Earley.

The organization’s main
objectives were estab-
lished. They are:

1. Provide and share in-
formation about lawn care
issues within the industry.

2. Establish positions
and policies for lawn care
issues.

3. Establish safety stan-
dards for the professional
lawn care industry.

4. Give direction to
PLCAA so it can proactively
address issues such as post-
ing, pre-notification, con-
tracts, local jurisdiction,
regulation authority, re-en-
try, watering-in, safety, etc.

The CLCI was formed by
the PLCAA to advise and
help establish standards and
policies. O

ASSOCIATIONS

PLCAA responds swiftly to its critics

MARIETTA, Ga. — The Professional
Lawn Care Association of America
(PLCAA) wasted no time recently in re-
butting a report which blasted lawn care
pesticides.

In its newly-published report, “Keep
Off the Grass,” the consumer watchdog
group Public Citizen singled out as dan-
gerous 40 different pesticides used by the
industry, and implicated 12 as car-
cinogenic. The report was given
coverage in the April 18 issue of USA
Today.

Dr. James F. Wilkinson, the PLCAA's
director of regulatory and environ-
mental affairs, requested and was
granted equal time to respond in the pa-
per’s April 20 issue. Subsequent media
appearances by both groups were broad-
cast by the CNN-TV news network, nu-
merous local television and radio
stations and newspapers.

8 LANDSCAPE MANAGEMENT/JUNE 1989

“Public Citizen chose not to use scien-
tificor medical experts in its report,” said
Wilkinson. “The truth is that the Envi-
ronmental Protection Agency has been
reviewing the chemicals for years, and a
1987 report by the American Council on
Science and Health, written by indepen-
dent scientific and medical experts, con-
cluded that lawn care chemicals, when
used as directed, pose no known hazard
to human health.”

Public Citizen plans to continue its
attack, rallying for stricter state regula-
tions and limited use of chemicals by
homeowners. “Ultimately, the best way
to protect ourselves from the dangers of
pesticides is not to use them," said ‘“Keep
Off the Grass” author Laura Weiss.

PLCAA has advised its members to
direct all media inquiries about the re-
port to the association at (404)
977-5222. O



