PennLinks putts
so fast, I've got
time left over

for a little fishing.

1-503-981-9574
FAX503-981-5626
1-800-547-0255




is a proud member of these
green industry professional
organizations:

Associated Landscape Contractors of

America, 405 N. Washington St., Falls
Church, VA 22046; (703) 241-4004.

American Sod Producers Association, 1855-
A Hicks Rd., Rolling Meadows, IL 60008;
(708) 705-9898.

Wi,

(o)

Golf Course Superintendents Association of
America, 1421 Research Park Dr., Lawrence,
KS 66049-3859; (913) 841-2240.

International Society of Arboriculture, P.O.
Box 908, Urbana, IL 61801; (217) 328-2032.

International Turfgrass Society, Crop & Soil
Environmental Sciences, VPI-SU,
Blacksburg, VA 24061-0403; (703) 231-9796.

National Arborist Association, The Meeting
Place Mall, P.O. Box 1094, Amherst, NH
03031-1094; (603) 673-3311.

National Golf Foundation, 1150 South U.S.
Highway One, Jupiter, FL 33477; (407) 744-
6006.

Ohio Turfgrass Foundation, 2021 Coffey
Rd., Columbus, OH 43210; (614) 292-2601.

PGMS

Professional Grounds Management Society,
10402 Ridgland Rd., Suite 4, Cockeysville,
MD 21030; (301) 667-1833.

Professional Lawn Care Association of
America, 1000 Johnson Ferry Rd., NE, Suite
C-135, Marietta, GA 30068-2112; (404) 977-
5222.

Responsible Industry for a Sound
Environment, 1155 15th St. NW,
Washington, D.C. 20005; (202) 296-6085.

S

Association
Sports Turf Managers Association, P.0O. Box

98056, Las Vegas, NV 89193-8056; (702)
739-8052.

Turf and Ornamental Communicators
Association, 8500 Normandale Lake Blvd.,
Suite 1200, Bloomington, MN 55437; (612)
831-8515.

JERRY ROCHE, EDITOR-IN-CHIEF

The plight
of the small
businessman

We are seeing in this country over the last
10 years an increase in the number of
small businesses like landscaping and
lawn care companies.

The Internal Revenue Service says 19
million non-farm businesses filed tax
returns in 1988—an increase of seven mil-
lion (or 58 percent) over 1980 figures.

Federal government statistics indicate
that businesses with fewer than 20
employees represent approximately 85
percent of all American businesses. Attest:

No. Emps. % of Businesses
1-4 47.1-51.7
5-9 21.7-23.1
10-19 12.3-14.6
20-49 7.9-10.6
50-99 2.6-3.4
100-499 1.9-2.3
500+ 0.3-0.4

Those with fewer than 50 employees, then,
represent approximately 94.5 percent of
the businesses.

Can we surmise from these statistics
that more of our labor force is growing
disenchanted with the corporate profile?
To some extent, yes. Can we surmise from
these statistics that more of our labor
force sees value in controlling their own
destinies—regardless of the amount of
work it takes? Yes.

According to the National Association
for the Self-Employed (NASE), small busi-
ness owners list independence or the
opportunity to be their own boss as the
main reason for self-employment.

Independence is wonderful. But there
are some downsides, as most of our small
business readers doubtless realize.

The NASE—about which you'll be
reading more in future issues of this mag-
azine—also says that entrepreneurs work
an average of 52.5 hours per week, as
opposed to the national average of 43.5

hours per week.

That's one downside. Another is that
there are no large organizations in place
to effectively lobby for their interests in
Washington.

That is why it is of utmost importance
to you, the small businessperson, to get
involved with events like the PL-
CAA/DowElanco "Legislative Day on the
Hill" scheduled for Feb. 24-25 in
Washington, D.C.

In this particular program, attendees
visit personally with their Congressmen
and Senators to discuss and promote the
current issues, legislation and regulation
facing Congress.

I attended the first Day on the Hill two
years ago. Even after 20 years in the mass
media, I was surprised at the way our fed-
eral government works.

Of all the people I've met who attended
one of the first two Days on the Hill, I
can't say I've heard even one say that the
time and money wasn't well spent.

The PLCAA (404-977-5222) is handling
all reservations. Speakers for warm-up ses-
sions and some meals will be provided by
DowElanco. There will be a special educa-
tional session, "Lobbying Your Legislator"
at the Green Industry Expo to help pre-
pare Day on the Hill attendees.

If you are a lawn care company that
isn't a member of the PLCAA, you should
be. If you are a member, you should try to
attend its "Day on the Hill." If you're not a
member of the PLCAA, but of another
trade organization, let your leaders know
that this idea could work for their special
interest group, too.

Because one of the major plights of
owning a small business is that—when it
comes to the big issues:

If you don't do it yourself, nobody else
will.

/i

Jerry Roche
Editor-in-Chief
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A revolutionary leap in
the evolution of mowing.
To see where rotary mowing
is headed, take a good look
at the sleek new Jacobsen
HR-5111™ It delivers an
11"-plus, high-production
cut and exceptional
trimability in a rugged
four-wheel-drive package.
Built for long life in

rough country.

Hydrostatic 4WD, a heavy-
duty axle with differential
lock, and a reliable, fuel-
efficient, 51-hp diesel let

the HR-5111 confidently tackle
tough hills that stall the
competition.

Our new box-channel steel,
straight-line frame takes the
pounding of tough conditions
like no other mower in its
class. Plus, the full-fiberglass
body keeps its good looks for
years, even in the harshest
environments. And it's all
backed by a 2-year, 1,500-hour
warranty.*

No belts. No pulleys.
No kidding.

Our revolutionary, fully
hydraulic cutting
system eliminates the
maintenance and
adjustments of belt-
driven units. It incor-
porates individual,
lifetime lubricated
spindle motors which
Circle No. 111 on Reader Inquiry Card

deliver more power to knock
down tall, heavy grass, for

a clean 1” to 54" cut. The
decks have a unique, counter-
rotating spindle configuration
producing the smoothest
rear discharge going.

Smooth operator.
From the easy-to-read, full
instrumentation, to the ergo-
nomic controls, the HR-5111
redefines operator conven-
ience. What’s more, power
steering, tilt wheel, cruise
control and the adjustable
high-back suspension seat
keep the operator comfortable,
for a more productive day.
For high productivity, 4dWD
mobility, heavy-duty
durability and
operator comfort,
there's nothing
like the HR-5111 on
turf. So be sure to
ask your Jacobsen
distributor for a
demonstration today.

*See vour Jacobsen distributor for full warranty details

JACOBSEN
TEXTRON

Jacobsen Division of Textron, Inc

THE SHARPEST THINKING ON TURF.

LIKE IT ON TURE



18 Liability for recreational groundsmen
Last month, we discussed safety as it relates to
maintenance of public recreational areas. This

Wm month, liability takes the focus.
Dr. Arthur H. Mittelstaedt, Jr.
18 Winter golf: Can it work?
iwcorrorarve LAWN CARE INDUSTRY Having a golf course open for winter play in cool-

DECEMBER 1991 VOL. 30. NO. 12 season areas can work , as shown by this Canadian
course.
COVER FEATURE | Jack Simotss
8 Cover Story: Natural organic fertilizers 20 Mower safety reduces trips to hospital

Why you can't ignore them any more: a percentage of Don't let any of your employees join the growing
your customers or constituents will demand that you number of people injured while mowing a lawn.
apply them. Or they'll find someone else to do the job.
Ron Hall 20 17 steps to golf course safety

Knowing these 17 steps a golf course superintendent
can take will make your course safer for its players
and is a key to good management.

Is your vehicle insurance a wreck?
Certain types of coverage are necessities—but that
doesn’t necessarily mean you should pay exorbitant
premiums.

Defusing those volatile clients
There are specific steps you can take when faced with
a difficult customer.

Hiring questions to ask

For legal and other reasons, it's impotant to ask the
right questions during a job interview, and to avoid
the wrong questions.

a_TEGSH CENTER |

12 LM Reports: Trim mowers 26 Water infiltration into soils
Production of these handy machines exhibits a trend How much water is getting to your turf's roots?
toward more high-performance and more options Water infiltration is a key to healthier turf.
than ever before. Don Taylor, C. Frank Williams

Jerry Roche

16 Winterizing equipment
Cold weather maintenance can help insure your fleets
and other equipment will start when the work shift does.
Bill A. Garratt

16 Dealing with your banker
Need a loan? Don't be surprised if your banker wants to
see more proof than usual of your financial stability.

Ed Wandtke

17 Recycling Christmas trees
‘ Christmas tree recycling helps reduce part of the
‘ landscape waste problem. It's a community-wise way
\ to make extra money, and a money-maker to boot, as
‘ this company found out.
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29 Fungicides for
pythium

29 Ant control in

turfgrass

30 Preventing nitrate

leaching

Research from Cornell

University reveals some

cultural tactics you can use

to keep nitrates from

possibly leaching into

groundwater.

[ L AWN CARE INDUSTRY |
32 Annual LCI ‘Person of the Year’

Nice guys sometimes finish first, as J. Martin Erbaugh proves. His work
with PLCAA and willingness to share with industry make him our 1991

‘Person of the Year.'
Ron Hall

33 Let the EPA do it

The General Accounting Office has informed the U.S. Senate that

pesticide regulation is the E

33

Missoula voters say ‘no’

7PA’s business.

A ordinance requiring the posting of properties sprayed with pesticides
was defeated by the voters of Missoula, Mont. on November 6th.
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34 NCAMP invited to turf gatherings
Sand analysis guidelines?
Seed availability re-examined
Rogers, Bradshaw at GCSAA show

Quality defined

Free irrigation tubing analysis
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1 As We See It
6 Ask the Expert
39 Info-Center
40 Jobtalk
41 Reader Service Cards

44 Product Showcase

44 Product Review

47 In the Green

48 Customer Service Tip
49 Classified

50 Ad Index
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ASK THE
EXPERTY

DR. BALAKRISHNA RAO

Will B.t. eliminate bagworms?

Problem: We are having severe problems with bagworms on
evergreens and locust plants. We are thinking of using a Bacillus
thuringiensis biological control product. How effective is this
material, and when is the best time to use it? (Pennsylvania)

Solution: Generally, bagworms on evergreen and other plants
appear near mid-June. This is the time to treat.

Bacterial biocontrol products such as Thuricide, Dipel or
Foray 48B Flowable concentrate can be used to manage bag-
worms. These B.t. products contain different Bacillus
thuringiensis strains. The Foray 48B Flowable concentrate
reportedly can give eight days of residual without using a spread-
er-slicker. This is about three days longer than other Bacillus
thuringiensis Kurstaki formulations.

During the winter, removing the bags by hand is another way
to manage next year's population. Eggs overwinter in the female
bag. Remove, and then destroy or dispose of the bags in tightly
sealed plastic trash bags. This sort of sanitation practice and bio-
control approach will help minimize the bagworm problem.

Mushroom control strategies

Problem: We are finding a large number of mushrooms growing
around wolmanized wood. In this area, they had lots of trees which
were removed before building the house. Is there any fungicide
which can be used to eliminate the mushrooms? (New York)

Solution: The mushrooms you describe are growing on organic mat-
ter under the wolmanized wood. The organic matter's source is prob-
ably roots left behind after the trees have been removed. Another
source would be leftover lumber from the house’s construction.

The mushrooms can be hand-picked when found. To minimize
the problem effectively, the underground buried objects need to be
removed. This may be laborious and time-consuming. Another
method is to fumigate the area. (This would kill the desirable plants
or treat roots in that area, so be careful when using fumigants. Read
and follow label specifications for better results.)

Paint for gypsy moths

Problem: Are there any paint applications which will eliminate
gypsy moth eggs? (New Jersey)

Solution: Your idea sounds interesting. However, it may not work
well because the paint may not penetrate deep enough to kill the eggs
or prevent eggs from hatching because of hairs on the egg mass.

I am not familiar with any studies where this has been tried.
Reports indicate that using materials like horticultural oil, vapor
guard or some insecticides applied directly on the egg mass are
not practical. One way to find out is to try it on a small egg mass.

Egg masses may be deposited at different heights on the tree.
This may present a problem in treating all of them. Too, the

gypsy moth can produce silken threads and balloon from one
tree to another, thus causing larvae re-infestation.

Another option is to scrape off the egg mass, where feasible,
and destroy them. Again, with this approach, it may not be prac-
tical to reach and remove all egg masses and also manage the
gypsy moth spreading from other areas.

You can also try wrapping valuable trees with burlap when
spring comes. Gypsy moth larvae may take shelter underneath
the burlap covers. Periodically inspect the wrapping and collect
and destroy any gypsy moth caterpillars you find.

Managing white pine dieback

Problem: White pines in our area show 12- to 18-inch-long termi-
nals that are dying back. They tend to bend like an inverted ‘U’
shape. (Pennsylvania)

Solution: From your description of the symptoms, the problem
appears to be related to white pine weevil insect damage.

This insect is a very common pest of white pine in landscap-
ing and in forest areas, attacking the terminal’s new growth.
Affected plant parts discolor and show dieback, curled into the
shape of a shepherd's crook. Upon closer examination, minute
holes about the size of the tip of a ballpoint pen can be seen. To
further verify, remove the browned-out bark from the affected
area and look for larval tunnelling and lots of sawdust-like frass.
You may find yellowish larvae if the life cycle is not completed.

Larvae feed on the inner bark and sapwood of the leading
branches and terminal shoots of the main trunk. The affected
leader will be killed and the subsequent branches growing in
that area will be destroyed or eventually will be killed.

Larvae pupate in woody chip cocoons and emerge as adults.
The beetles begin to emerge in late July to late August, leaving
distinct emergence holes in the bark. Adults feed on the bark of
terminals before dropping to the litter to overwinter. On warm
spring days, adults move from the litter to the tree tops to mate
and lay eggs in the bark. This insect also attacks spruce. Treat
valuable pines and spruces with insecticide.

To manage the problem, prune and destroy all infected
branches in early spring. Applications such as Dursban, Ficam,
lindane or methroxyehlor can help manage the adults. Treat
leaders when overwintering beetles appear, about mid-April to
mid-May. Valuable plants also should be treated again between
mid-August and mid-September.

Provide proper mulching, watering, fertilizing and pest man-
agement as needed to help improve plant health. .

Balakrishna Rao is Manager of Technical Resources for the Davey Tree
Co., Kent, Ohio.

Questions should be mailed to ASK THE EXPERT, LANDSCAPE
Manacement, 7500 Old Oak Boulevard, Cleveland, OH 44130. Please
allow 2 to 3 months for an answer to appear in the magazine.
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All The Right Moves For Productivity!

There is one machine that is first to finish and built to
last — Grasshopper. Grasshopperability lets you make all
the right moves for quality mowing and time-saving
performance. Zero-radius maneuverability. Outfront
reachability. Uncanny trimability. Square-corner turnability.
Plus, comfortability and ease of operation so operators can
put in long days with less fatigue. The low-profile, balanced

design provides low center of gravity. Built-in durability saves
downtime and gives dependable service season after season.
Advanced dual-hydrostatic direct drives, including the
exclusive Gemini for the 700 series, assure smooth response,
require less maintenance and extend service life. If you really
want productivity in your mowing operations, you need
Grasshopperability!

The nationwide Grasshopper Dealer network offers the most complete line of front mowers in the industry.
Write or call for free literature and the name of your nearest Gra«honpcr Dealer.
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Model 411R Models 612 & 614 Model 718 Model 7188
1hp u.rmu.r R&UpBES BhpB&S 1% hp Kohler
i 41" Deck M Decks M7 - 617 Decks M- 61" Decks

Grasscatcher Optional

The Grasshopper Company ¢ One Grasshopper Trail ¢ PO. Box 637 « Moundridge, KS 67107 U.S
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S.A.  Phone 316-345-8621 » FAX 316-345-2301
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OUTFRONT SINCE 1970

\SSHOPPER

YOUR NEXT MOWER

©1991, The Grasshopper Company
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Why you can’t ignore them

any more: a percentage of
your customers or
constituents will demand
that you apply them. Or
they’ll find someone else
to do the job.

B Poultry manures. Sewage sludges. Seed
meals.

It's hard to believe that anything made
from these materials could look attractive
to anybody; but they do. Fertilizers made
from these materials are beginning to
catch the eye of professional turf care
providers.

This, in spite of the perception that
these so-called natural organic fertilizers:

@ have an odor;

@ are dusty;

® don't give turfgrass that initial burst
of dark-green growth in early spring; and

@ are significantly more expensive
than synthetic fertilizers.

Odor and dust are marginal problems

Landscape Management, December 1991

with some natural fertilizers. But the con-
cerns about turfgrass green-up and cost, to
a greater or lesser extent, are legitimate
for all of these fertilizers.

Whatever shortcomings these materials
have, increasing numbers of you will use
some natural fertilizers on some of the
turfgrass under your professional care.

More likely, because of cost and green-
up considerations, you'll use a hybrid
product containing both natural and man-
made fertilizer materials. (ChemLawn’s
two-year-old Organix alternative program
uses a fertilizer that's 52 percent natural
organic, 48 percent manmade.)

Why will you use some natural organic
material?

A percentage of your customers or con-
stituents will demand that you apply them.
Or they'll find someone else to do the job.

Proponents of natural organic fertiliz
ers claim their products possess attributes
that synthetic turf fertilizers, for all their
efficiency and economy, lack. They insist
that their natural products:

1.) improve soil structure; and

2.) provide energy sources for an
incredibly complex combination of soil
micro- and macro-organisms that,

through their biological processes, reduce
thatch and lessen the incidence and severi-
ty of turf diseases. (A small but growing
body of university research suggests this is
true.)

Also, natural fertilizers depend upon
microbial action to break down complex
organic molecules into nitrogen and other
elements necessary for plant growth and
health. These nutrients become available
to turfgrass plants over weeks and months,
providing slow, consistent turfgrass
growth. Because of low salt indexes, natu-
ral fertilizers pose little danger of burning
turfgrass.

With all these advantages, why haven't
turf managers used them more extensively
before? There are two answers:

1.) they haven’t needed them, and

2.) cost.

The better-grade manufactured turf
fertilizers, long available, do a good job of
maintaining turfgrass
nutrients slowly and, applied properly,
aren't likely to burn turfgrass either. Also,
manmade fertilizers are easy to apply, and
their performance is predictable.

Along with these comparable benefits,
manmade fertilizers—even the highest-

Thk"\' also release




quality slow-release materials—are less
expensive and contain two and sometimes
three times more nitrogen by percentage
than natural fertilizers.

Natural service is not something lawn
and landscape maintenance businesses can
barge into with their eyes closed. But, it is
something they're increasingly willing to
offer in addition to their established pro-
grams to attract that still-small and spe-
cialized portion of the market

Or they want to protect their own
clients from the encroachment of a com-
petitor's new and aggressively marketed
alternative program.

Even the larger, production-driven
application companies show refreshened
interest in customer service. Increasingly,

they're tailoring programs to accommo-
date smaller markets within markets.

Today's natural organic products are
processed, deodorized (as much as raw
materials will allow), and some are pel-
letized. Several suppliers claim their prod-
ucts can be applied in spreaders as conve-
niently as manmade materials.

Also, natural products can be mixed
with manmade products such as urea-
formaldehyde. The turfgrass rootzone
biota benefits from the addition of organic
matter and a host of micro nutrients,
while the UF provides a green-up to the
turf, particularly in the spring when the
ground is still too cool for natural material
to break down and release its nutrients.

Industry describes these products as

hybrid or bridge products. Most of the
LCOs spoken to by LANDSCAPE MANAGEMENT
magazine said the cost of these products
(somewhere between manmade and totally
natural organic materials) would make
them easier to incorporate into a profes-
sional program.

Although some of the public is raising
questions about groundwater contamina-
tion and chemical use on lawns, turfgrass
managers can demonstrate—facts at
hand—that the environmental benefits of
using manmade fertilizers far outweigh
any threat.

Yet some of the public perceives that natu-
ral products are somehow safer, at the very
least more acceptable, than synthetic products.

—Ron Hall

Mangum: Would
like natural organics
priced lower

mer months.

thetic and synthetic organic products.

mittently during the summer.

cide rates in half.

the end of season.”

®  Golf course superintendents inter-
viewed by LANDSCAPE MANAGEMENT
like the supplemental benefits provided
by organic fertilizers during the sum-

But in the fall and winter, they still
depend on the proven benefits of syn-

Ken Mangum, superintendent of the Atlanta Athletic
Club’s 36-hole facility, uses a natural organic fertilizer inter-

After recently sodding four new sand-based greens, Mangum
tried a 6-2-10 formulation. “We found that a lot of the natural
products tend to stay in sand longer, and they also add organic
material and microbial activity to the sand,” he notes.

Mangum does, however, wish organics were more reason-
ably priced. “I think if they can bring the price down to where
it's a bit more cost-effective, you'd see more people using
them,” he says. “They do have advantages that we all like to
have. It's a question of how much it's worth.”

Natural organic fertilizer has other benefits: “We like the
Ringer product in the summer when the bentgrass is under
heat and traffic stress,” Mangum explains.

Russell Bateman, superintendent at the Baltimore
Municipal Golf Center, recently solved a summer patch prob-
lem, thanks in part, he says, to natural organic fertilizer.

Bateman says research at Michigan State University indi-
cated that 1/2 pound of the fertilizer allows you to cut fungi-

“We did in fact do that,” he recalls, “and we did control
summer patch, although we saw a slight amount (return) at

The cost per 1000 square feet is more, but Bateman sees a
trade-off with his “big savings” on fungicides.
Bateman says natural organics also fit in with his I[PM program.

On the golf course:
natural fertilizers a supplement

When asked about fairway treatments,
Bateman says one fairway, treated organi-
cally, had what he describes as a “less visi-
ble” disease presence, although that was
not supported by testing.

John Pennypacker, superintendent
at the Greenbriar Country Club in
Chesapeake, Va., began supplementing his synthetic fertilizers
with a natural organic product (Sustane) in the summer of

1989.

“Sand-based greens have become the thing of the future,”
he says, “but they also have been a royal pain to a lot of super-
intendents. There are no bacteria or micro-organisms in the
sand to help combat disease.”

Pennypacker says he wanted to keep the greens growing
without the surge growth he sees with IBDU (isobutyldene
diurea) fertilizers. So he applied 8/10 Ib. of Sustane per green
per month from May to August and “started noticing a large
reduction in pythium and brown patch.”

Synthetic products remain a part of Pennypacker's arsenal,
and are used from September to December, and in January if
the weather is not too cold. “We need them after a long, hard
summer,” says Pennypacker. “You get root development, and
you can't get that with the natural organic. There's not
enough of it there to make it through the growing period.”

For the club’s fescue lawn, Pennypacker tried a “bridge
product” (containing both synthetic and natural organic ele-
ments), at a 1 1b./1000 sq. ft. rate.

“In about five days, the synthetic that was present released,
giving a quick green-up. And about 10 days later, everything
greened up,” Pennypacker notes. A second application after 15
days of rain brought “astounding” results.

A supplemental application of Lesco's Twosome helped
eliminate some lingering brown patch.

Pennypacker: Tissue
analyses can predict
turf problems

—Terry Mclver
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m [f some weeds, some insect and
some disease damage don’t both-
er your customers, then, by all
means, consider reducing turf
pesticide use.

But this is a big, big “if.”

Irv Brawley, grounds super-
intendent at Davidson College
near Charlotte, N.C., says “you've
got to have a customer or a com-
munity that will accept a certain
amount of weeds.”

Brawley has, for almost 10
years, cared for about 100 acres
of the college grounds practically
without using pesticides.

Practically? Brawley says his
crews sometimes have to fight an
occasional insect infestation with
control products. He says he
chooses the least toxic material
that he feels will solve the prob-
lem. “We don't do any preventive
spraying,” he maintains.

Brawley describes his grounds
care philosophy as an extension
of organic gardening, principles

lege campus with its 1600 students.

he read about and practiced before attempting them on a col-

Mostly natural materials are used on Davidson
College grounds.

A matter of expectations

started out on a small scale, and
it evolved,” he explains.

Mike Grandy, grounds super-
intendent of Oak Park, Ill., had
no choice this past summer. “We
were told we'd not use pesticides
under any circumstances,” he
says of an April 1991 decree from
the Park District Commissioners.

Grandy hurriedly put togeth-
er a battle plan. Weeds would
have to be removed by hand, he
reasoned, but how?

First, Grandy rated all the
parks, ballfields, playgrounds and
public areas under his jurisdiction.

Category 1: areas where
weeds are a safety problem or
where they're so obvious they'd
draw complaints (flower beds,
tennis courts, around signs and
memorials, etc.);

Category 2: commonly used
areas where weeds are unsightly
but not a safety problem (com-
fort stations, near playground
equipment);

Category 3: areas where weeds aren’t particularly noticeable.
Then he hired three “weed removers” at minimum wage. “If in

“In some respects I compare what we do to growing a zuc-
chini or a tomato plant. The secret is in having a healthy soil,
the right pH, the right varieties of plants (turfgrass),” he says.

The cornerstone of his program, he says, is developing a
“healthy” soil. Basic to this, he feels, is the use of organic fer-
tilizers. He's used Milorganite, Fertrell, Nitro-10, and Earth-
Rite with good results, and this season he's been using
Sustane’s turkey litter product.

Although the campus itself is a picture postcard of build-
ings, trees and turf, Brawly admits the college’s par-three golf
course is not in good shape—particularly the greens.

Brawley says the college didn’t pressure him to implement
his “natural” grounds program; he developed it himself. “I

doubt, pull it out,” were his instructions to these laborers. The
weeders would start in the the high-profile areas and weed these
intensively, and then work into the other categories as time and
their progress allowed. Weeding is hot, boring work and Grandy
says worker turnover increased as the season progressed.

He says he finished the 1991 season marginally satisfied
with the no-pesticide program.

“I believe our challenges next year will be bigger. Next fall
might be our big test,” he tells LANDSCAPE MANAGEMENT magazine.

Then, apparently, it will be up to the 53,000 residents of
Oak Park to decide for themselves if they like what they see in
the parks and playgrounds.

—Ron Hall

Avoid environmental spiels

m Officers from Lawnmark lawn care |

operations will meet with state regulators
in New York before devising marketing
strategies for Lawnmark’s alternative lawn
care programs.

Lawnmark president J. Martin “Marty”
Erbaugh says he wants to make sure nothing
his company advertises or implies concern-
ing the use natural products is misleading to
customers or prospective customers.

Erbaugh’s caution is understandable.

The U.S. Federal Trade Commission, dur-
ing the May 1991 Senate subcommittee lawn
care hearings, reported it had uncovered five
instances of deceptive advertising by lawn
care companies. Four involved claims made
by companies purportedly offering “organic”
alternatives to chemical lawn care.

These investigations focused on claims
that the advertised services or products

| were safe, non-toxic or safer than other

types of lawn care services or products,

reported the FTC.

Mark Nuzum, president of Harmony
Products, thinks that lawn/landscape mar-
keters should go easy on the save-the-
earth angle.

“I think the message should be that
you're providing a better product and a
better service,” he says.

Adds Scott Boutilier, Ringer
Corporation: “I think a good thing to tell
clients is that you're integrating the use of
natural materials into your programs and
you're using them at appropriate times.

continued on page 12
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