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e during summer, small tan to brown
or bronze patches similar to dollar spot
patches;

* severe development may mean large
vellow areas and a general weakened con-
dition; and

® as season progresses, large areas may
wilt, turn yellow to brown, and die.

Control:

1) Maintain extensive and vigorous
plant root system.

2) Use management practices to reduce
plant stress.

3) Eliminate prolonged wet periods.

4) Use broad-spectrum fungicides spar-
ingly.

5) If necessary, use pythium-labelled
fungicides and thoroughly water in. Areas

Fungici Trade Name
ethazole Koban
Terrazole
metalaxyl Subdue
Scott's Pythium
Control
phosetyl-al Aliette
proamocarb Banol

FUNGICIDES FOR ROOT-ROTTING PYTHIUM DISEASES

Formulation Rate/1000 sq.ft.
30W 7-9 oz.

1.3G 8 Ib.

35W 8 oz.

2E 2 oz.

2G 1.5 Ib.

5G 10 oz.

1.2G 25 Ib.

80W 4-8 oz.

65 240z

Source: Cornell University Turfgrass Times

with PPR history should be treated ‘ up by another application in the spring.

between October and November, followed

| See chart for effective fungicides.

Recognizing
herbicide injuries
to ornamentals

Lawn/landscape herbicides
can cause damage to non-
target ornamentals.

B Are the leaves of ornamentals under
your care turning vellow and dying? Have
you already ruled out disease and insects,
and don't have another answer?

Perhaps you should consider herbicide
injury as the culprit.

“A lot of other problems can mimic
these herbicide injury symptoms,” notes
Dr. Jeff Derr of VPI-SU’s Hampton Roads
Ag Experiment Station. “However, there is
no cure for herbicide injury. In most cases,
the plant will outgrow it.”

CHIOROSISIPAIERNS O @RNAVENITALS

VEINAL INTER-VEINAL

MARGINAL

Some herbicide injury symptoms include
chlorosis, bleaching, spotting and distorted
growth. Each herbicide has a specific set of
injury symptoms that it causes.

Chlorosis is a yellowing effect that can
be either veinal, interveinal, marginal or
general (see illustration). It is caused pri-
marily by root-absorbed herbicides.

Bleaching occurs when some herbi-
cides are taken up through the plant's
roots or leaves. The plant’s leaves turn
white.

Spotting is a browning of leaves, while
distorted growing patterns are generally
the result of plant growth regulator
injury.

The 2,4-D group of growth regulators
produces a distorted appearance, twisting
and downward bending. The Roundup
group (Roundup, imidazolinone herbi-
cides, sulfonylurea herbicides) of growth
regulators produces tip chlorosis and dis-
torted growth, but no twisting.

“Using Roundup in the fall, you may
not see symptoms until budbreak next
spring,” Derr notes.

The dinitroanilines
produce root inhibition
and occasionally swelling
and brittleness of the
stem at the soil line.

Amides, anilides and
thiocarbamates inhibit
roots and shoots.

If you suspect herbi-
cide damage, consult a
reference text such as
“Herbicide Injury to
Trees and Shrubs: A
Pictorial Guide to
Symptom Diagnosis.”

GENERAL

hﬂurlpspndueodby
common herbicides

Here are some common herbicides
and the types of injury they can pro-
duce:

CHLOROSIS: triazines (Atrazine,
Simazine), ureas (Karmex, Spike),
uracils (Hyvar, Sinbar), Casoron,
Norosac, Basagran

BLEACHING: amitrole, Amazine

SPOTTING: diquat, paraquat
(Gramoxone  Extra), Goal,
Ornamental Herbicide 2 (OH2),
Rout, Ronstar

DISTORTION: 2,4-D group: 2.4-D.
dicamba (Banvel), triclopyr
(Garlon), picloram (Tordon),
Weedone DPC, Trimec, Turflon
Roundup group: glyphosate
(Roundup), Oust, Classic, Escort,
Arsenal, Sceptor, Image

ROOT INHIBITION: dinitroani-

lines (Surflan, Treflan, Balan, XL,
Team, Southern Weedgrass Control)

ROOT & SHOOT INHIBITION:
amides (Devrinol), anilides (Lasso,
Dual, Pennant), thiocarbamates
(Eptam)

— Dr, Derr

{Available from Blue Crab Press, P.O. Box

[ 5055, Virginia Beach, VA 23455-5055.)
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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. 109 on Reader Inquiry Card

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

a clean 1” to 512" 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 produectivity, 4WD
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.

bsen distributor for full warranty detalls

SJACOBSEN

Jacobsen Division of Textron. Ir

Tue SHARPEST THINKING ON TURF

LIKE IT ONTURE




LITERATURE

ROUNDUP

Spotlighting product literature
to the entire Landscape industry.
Get more information on the products you're interested in—

simply return the reader service card today.
There's no cost and no obligation.

- "WHY You Need
3 TERRANEB SP.

~

Handy, pocket-size literature details
Grasshopper's zero-turn, dual-
hydrostatic front mowers — the most
complete line on the market — in full
color. Nine models available in 11 hp
to 25 hp air-cooled gas and liquid-
cooled gas or diesel engines. Deck
options from 44” 1o 72”. Quik-D-
Tatch Vack® Grasscatching Systems
and other year-round attachments.

THE GRASSHOPPER COMPANY
One Grasshopper Trail

Mobay Corporation has literature on
its full line of turf and ornamental
products. Brochures contain technical
data and information on handling,
application and storage of each
product. Mobay manufactures turf
and ornamental fungicides,
insecticides and herbicides.

Mobay Corporation
Specialty Products Group
P.O. Box 4913

Kansas City, MO 64120

Circle No. 307 on Reader Inquiry Card

.
P.O. Box 637 (816) 242-2333 4
Moundndge, KS 67107 (800) 842-8020 .
(316) 345-8621 L,
\

Circle No. 305 on Reader Inquiry Card

Keeping your turf looking good all
year long is a tough job. Brown Patch,
Sclerotium Blight, Pythium and Gray
Snow Mold can destroy all your hard
work. Get fast, effective control of
these turf diseases with TERRANEB
SP Turf Fungicide

Kincaid Enterprises, Inc.
P.O. Box 549

Nitro, WV 25143

(304) 755-3377

FAX: (304) 755-4547

Circle No. 306 on Reader Inquiry Card

be o Wiiben

Walker introduces the new Model
“D” Tractor with a water cooled,
three cylinder Kubota engine,
available in either 16.5-HP diesel or
12-HP gasoline versions. Designed
specifically for heavy commercial
service, this model features the same
compact dimensions as other Walker
mid-size models coupled with a
powerful, long life, industrial engine
Walker offers compact, maneuverable
mid-size rider mowers for commercial
operators and large homeowners.

Walker Manufacturing Company
5925 East Harmony Road

Fort Collins CO 80525

(303) 221-5614

Circle No. 310 on Reader Inquiry Card
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~ Proprietary Seeds, Inc. offers four full- " ] CoRoN 28-0-0 Controlled Release
BONANZA > color flyers, each featuring a grass sced Nitrogen. This clear liquid fertilizer
formulated for top performance for provides long term release in a non-
specific turf requirements: “Crew- : burning formulation. Suitable for turf,
Cut™ Tall Fescue (dwarf type), ornamentals, foliar and deep-root
“Bonanza™ turf-type tall fescue, ; feeding of trees and shrubs. Mixes
“Magnum” Brand turf-type perennial 7 easily with fertilizer materials and
ryegrass mixture, and “Vantage” other plant protection products
perennial ryegrass.

TUREYYPY

i LS L CoRoN Corporation
Proprietary Seeds, Inc. IR ol P.O. Box 198
2882 Howell Prairie Rd. NE e ’ Souderton, PA 18964
Salem, OR 97305 (800) 338-0836 (215) 723-5099
(503) 585-7033 Fax: (215) 721-2800
Fax: (503) 585-3273

Circle No. 302 on Reader Inquiry Card

Circle No. 309 on Reader Inquiry Card

. o 5 - EarthWay Ev-N-Spred Commercial Pene-Turf soil treatment improves
| sl JQLUEE Yidie Broadcast spreaders feature large, permeability and aeration in the soil,
[N EV-N-SPRED B  cnclosed gears that are guaranteed for > ! aids water movement for better
two years, a comfort designed handle . - availability of capillary water, and
that is height adjustable and a three improves the soil environment for
hole drop system that allows infinite root growth
control of the spread pattern Pene-Turf reduces compaction and
direction promotes proper drainage, thus

reducing surface erosion
EARTHWAY PRODUCTS, INC. Pene-Turf leaves the soil moist and
P.O. BOX 547 I i crumbly, is non-toxic, and
BRISTOL, IN 46507 biodegradable.
(219) 848-7491 : o IS e

Four Star Services, Inc.
Circle No. 303 on Reader Inquiry Card 2275 North State Road One

P.O. Box 463

Bluffton, Indiana 46714

(800)348-2608 FAX 219-824-1534

Circle No. 304 on Reader Inquiry Card

Bandit Industries offers a full line of [ Slick 50 4-Cycle Small Engine
hydraulic feed, disc-style chippers Formula treats metal surfaces of
including two new units, the 127 ! moving engine parts with super-
capacity Model 250 and the Mighty B - - slippery PTFE to reduce friction and
Bandit II with 6” capacity — ideal for 3 wear. It extends engine life and
tree and landscape waste reduces downtime and maintenance
= costs in 4-cycle mowers, edgers,

Bandit Industries, Inc. - - chippers, shredders, blowers, and
6750 Millbrook Road S 3 / other outdoor power equipment.
Remus, MI 49340
(517) 561-2270 e Petrolon/Slick 50

1187 Brittmoore Road
Circle No. 301 on Reader Inquiry Card Houston, TX 77043

(800) 444-7542

we BANDIT orrenencs

Circle No. 308 on Reader Inquiry Card

" ~ LITERATURE ROUNDUP
| ML A pial ) j

... Your Most Effective Marketing Tool

If you would like to advertise in a future
Catalogs, brochures, Literature Roundup please call:

sales literature are displayed (Cynthia Gladfelter (216) 891-2658 or

here in full color! 1-800-225-4569 ext. 658 for further information.
The February issue closes December 13, 1991.
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LAWN CARE

INDUSTRY

OLCA prez seeks LCO support

Association-builder Phil
Fogarty of Ohio says it's
time to consider more
state lawn care
associations.

B [t's high time lawn care professionals
start building their industry from the
grassroots level.

So says Phil Fogarty, president of the
Ohio Lawn Care Association, which
approaches 100 members in only its first
year of existence.

“Ohio has been the center of this industry
and we should have an association,” he says.

Indeed, the development of state lawn
care associations which peaked in 1990,
could heat again in 1992 as association-
builder Bob Andrews becomes president of
the Professional Lawn Care Association of
America (PLCAA).

Andrews, an LCO in Carmel, Ind., was a
driving force in the development of at least
five state associations. He recently told the
directors of PLCAA that he's considering
another regional association development
seminar in Indianapolis this December.

It was at a similar seminar in 1989 that

Fogarty became

involved in
planning for
OLCA.

Fogarty says
state and associa-
tions are vital to
the industry. They
offer operational
support and advice
for member com-
panies, and also
deal with local and
regional issues as they appear.

Fogarty stresses that these associations
must work closely with the PLCAA though.

“This industry needs the PLCAA,” says
Fogarty, owner of Crowley Lawn Service,
Cleveland. “PLCAA’s in a position to see
the industry's bigger picture, and it has a
presence we could never have.”

But for any association—even a state
association—to be attractive to potential
members, it must offer something in
return for their support.

Fogarty says industry suppliers gener-
ously support OLCA. This allows OLCA to
give new members a “welcome package” of
discounts and specials on products most
LCOs already use.

“There’s no reason why any lawn care opera-

Phil Fogarty: every
Ohio LCO should join

tor in Ohio shouldn't belong to us right now.
They're losing money if they're buying any seed
or fertilizer, " says Fogarty.

Apart from an immediate financial
advantage for joining (OLCA's dues are
$50 annually), the association is making
headway in getting a more realistic (and
less costly) worker's compensation rating
for Ohio LCOs.

So far, lawn applicators have been
included in the general landscape rat-
ing. “The classification is wrong,"
claims Fogarty.

Given enough members in OLCA and
an accurate accounting of the industry's
safety record, the rates can be lowered,
Fogarty believes.

He adds that OLCA is investigating an
insurance package for its members as well.

But, most of all, he says OLCA's goal is
to strengthen and help the legitimate
operator, no matter how small.

“I'm hoping that the big company ver-
sus small company and the state (associa-
tion) versus the national, and all that
baloney stops,” adds Fogarty. “We're all in
this together and if the states can pull
their acts together and they can get the
small guys involved, with the big guys
helping, we can all benefit.”

—~Ron Hall

PLCAA
seeks $$
for federal
ISSUes

B The Professional Lawn Care Association of
America's plea for contributions to its Federal
Issues Management Fund attracted contribu-
tions from 28 members by September.

It's likely more LCOs, suppliers and state
associations have contributed since, increasing
the $3,500 collected. as of late August.

PLCAA asked for the money in its Pro
Source magazine, and in a separate mail-
ing to members.

The fund was started in response to the

senate subcommittee hearings on lawn
care this past April.

Prior to the hearings, some of the largest
lawn care companies in the country contributed
from $5,000 to $40,000 each to mount a strong
industry presence in Washington D.C.

The 15 original contributors put up
about $130,000.

PLCAA, which is also helping putting
money into the fund, says it will need sim-
ilar financial help next year as well.

INSIDE
Don’t blame This pickup Airwaves carry
the economy, draws people, lawn care tips,
page 37 page 38 page 38

Keep watering
trees, shrubs,

page 39
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Capital trip
is Feb. 24-25

B The PLCAA's “Legislative Days” will be
Feb. 24-25 in Washington, D.C.
DowElanco has reportedly agreed to help
put together the LCOs’ working visit to the
capital.

PLCAA President Neal DeAngelo has set
a goal of 125 attendees, more than double
LCO attendance at the 1991 joint pest con-
trol/lawn care legislative day.

The 1992 trip to Capitol Hill will be the
third for LCOs. As it stands now, there will
be no charge for LCOs to participate.

Leaf miner
busy in ‘91

B Locust leaf miners did a number on
locust trees in Ohio this summer, but it's
too late to fret about it now.

Craig Weidensaul, a forest pathologist
at Ohio State University, said the tiny
insect has run its course and you should
probably wait until spring before fighting
back.

Weidensaul says if you determine treat-
ment is necessary then, a powdered sys-
temic insecticide applied through holes in
the ground beneath the trees is probably
most effective.

Locusts are tenacious and resilient, he
says, and most should pull through.

Infected trees turned brown or bronze
early in the growing season.

S s B

John and Katrina Robinson at their Calgary ranch. Robinson's Green Drop

Canadian LCO/rancher:
‘Don’t blame economy’

John Robinson says the
lawn care market is
healthy—if a company’s
management is healthy
too. The key is continually
revamping to meet
changing market
conditions.

B Several hats fit John Robinson’s head,
but the one he stands most comfortably
under is a cowboy hat.

What's more appropriate head gear for
a lawn care professional who lives on—and
oversees—a cattle ranch tucked neat as
you please between Calgary and the
Canadian Rockies? The peaks west of the
city sprout handsome, and panel a vista of
gold-green rangeland and fresh-mown hay.

From the ranch, Robinson and his love-
ly wife Katrina can see the mountains like
a ribbon running north and south—if the
weather’s fine that is.

But the ranch, if it doesn't exactly run
itself, is, in John's words, “streamlined, a
simple operation.”

A lawn care company is a friskier busi-
ness, he says.

He's owner of Green Drop Lawns LTD,
one of the largest lawn and tree care com-
panies in Canada.

He thinks lawn care business people—

expanded into Edmonton and Winnipeg, and added tree services.

and he makes it clear he’s speaking from
his own experiences—should look at the
internal operations of their companies
before they blame anything else. That is, if
they feel profit or growth isn't what it
should be.

“The market is still there,” says
Robinson. “Sure, it's easy to say the home-
owner doesn't want fertilizer anymore, but
that's not the case here and I don't think
it's the case across the industry.”

Robinson is a product of the range. A
third-generation Calgary rancher, he start-
ed selling fertilizers to grain and forage
growers in and around the city in 1966.

In the late 1970s he began offering lig-
uid fertilizer, and developed and patented a
flow divider. His liquid customers could,
with the new equipment, apply fertilizer
evenly in strips to plant root and moisture
zones during cultivation rather than
broadcasting, and wasting, product on the
soil surface.

The flow divider is now used by growers
across North America.

When, about 12 years ago, Robinson
looked to the homeowner fertilizing mar-
ket in Calgary itself, he sought the help of
Jim Mello, a Chicago-area businessman
with vastly more experience in lawn care.
Mello (he still travels regularly from
Chicago to review Green Drop operations)
helped Robinson put together a
ChemLawn-like operation.

“It (Green Drop) took off,” admits
Robinson.

From a single tank truck in Calgary,
the business grew to Edmonton in 1985
and, with the purchase of two companies,
one in ‘88, one in ‘89, to Winnipeg.
(Edmonton is a three-hour drive north of
Calgary. Winnipeg is in Manitoba
Province, maybe 100 miles straight north
of the Minnesota/North Dakota state line.)

Meanwhile, as Green Drop expanded in
the mid—1980s, Robinson revamped the
company to meet changing market condi-
tions.

By converting Green Drop’s product
delivery system to low volume, technicians
could then use a third or less as much
product as they had been using.

And, by equipping heavy-duty pickup
trucks with dual tanks—one for fertilizer,
one for control products—and equipping
applicators with dual hoses for spot treat-
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ments (weed control usually) instead of
blanket applications, Green Drop signifi-
cantly reduced both service delivery and
product costs.

“The changes allowed us to get more
production out of every truck and still
carry about 70 percent less product,” says
Robinson.

If all Green Drop management’s deci-
sions had been as foresighted, Robinson
admits he certainly couldn’t speak from
the perspective he now does.

For instance, the company's Winnipeg
operation had “some rocky times” this past
season, says John.

“We could blame the economy and
other factors, maybe even the environ-
mental factor, but I don't think we should
use them as scapegoats.”

Instead, he's looking for “hiccups” in
his program.

The market’s there, he's convinced, and
Green Drop will find a way to satisfy it.

“After all, we bought two companies
there (Winnipeg)," he says. “We changed
the name; there was new management; we
changed the program."”

Tellingly, the Calgary and Edmonton
operations had good seasons.

Says Robinson: “If you really look at
the success of a business, really look
deeply, it usually comes back to internal
changes you make or you don’t make.”

—Ron Hall

Turfed truck
attracts the
curious, new
customers

Here’s a nifty idea that's
used to attract possible
customers. It's a product
of a fertile imagination—
not to mention some fertile
grass.

B John Kroll wanted to show prospective
customers that his Montane Landscape
Company can grow grass just about any-
where.

So he "grew" a truck, a pickup truck
covered with Kentucky bluegrass/creeping
red fescue sod.

This GMC (Grassy Motor Contraption) pickup truck generates a lot of interest at
Montane Garden Center.

“We might have 20 people a day stop-
ping to photograph it, and maybe five of
them stop in to the garden center to ask
about it. It's good for business.” says Cam
McTavish, who works in the nearby
Montane Garden Center.

Establishing nice lawns is difficult in
the company’s market area, the Canmore
Valley which cuts through the east face of
the Canadian Rockies about 30 miles west
of Calgary. The soil is silty, basically glacial
deposit.

“We wanted something to show how
good we are with grass,” he explains. “We
thought about growing grass on plywood
and we had some other ideas, but then we
realized we could use this old beater of a
truck—it's a GMC I think.”

The truck (“Yes, I'm pretty sure it still
runs,” says McTavish) is parked near the
Montane Garden Center on the outskirts
of Canmore, Alberta, Canada, population
about 6,000,

Montane Landscaping is a full-service
landscape firm servicing several small
communities just west of Calgary.

How did Montane Landscape get the
sod to stick to the truck?

“Its a secret,” says McTavish, “but the
body of that truck must be perforated with
a zillion screw holes.”

The truck is watered three times a day
to keep it green.

Yea, but, how often is it mowed?

—~Ron Hall

Airwaves to carry
lawn/landscape tips

John Deere’s Bob Tracinski
reveals an electronic
campaign to rekindle pride
in home lawns.

M An ambitious campaign to reinvigorate
pride in home lawns sprouts this spring.

A by-product of the effort—indeed, its
goal—will be to promote the Professional

Lawn Care Association of America
(PLCAA) as a helpful and knowledgeable
spokes-organization for lawn care.

The effort is informational and involves
five 60-second public service announce-
ments (PSAs) for radio and one for televi-
sion. Production of the announcements
began in September and should begin pop-
ping up on radio and television in early
spring 1992.

PLCAA directors late this summer endorsed

38

Landscape Management, October 1991




LA WN CARE INDUSTRY |

the program outlined by Bob Tracinski, long-
time communications specialist with John
Deere & Co. Tracinski spoke in behalf of
PLCAA’s Public Relations Committee, of which
he’s a member.

The campaign’s message reinforces the idea
that lawns are great. “People work very hard to
buy and own properties with beautiful lawns,”
Tracinski said.

John Deere is reportedly financing the
initial batch of PSAs, but Tracinski said
the PLCAA committee seeks other spon-
sors to expand the program.

The radio PSAs discuss “Grasscycling,”

proper mowing
techniques, mow-
ing safety and land-
scaping tips. The
television PSA deals
with “Grasscycling,”
PLCAA’s nationwide
program to keep
grass clippings from
landfills.
Tracinski said
similar PSAs gen-
erated by John
Deere & Co were extremely well received

can reach millions.

by radio and television. One produced in
cooperation with the National 4-H Council
was telecast a total of 4,200 times at 115
different television stations. It dealt with
mower safety.

(John Deere benefits by having its
equipment shown being used during the
narration.)

Along with radio and television, the
PLCAA committee also hopes to reach
1,050 newspapers and magazines with
printed lawn care information.

“I think this idea of reinforcing pride in
home lawns is very powerful,” said Tracinski.

Keep watering
until freeze

B Everyone knows how important water
is to lawns, but trees and shrubs are some-
times overlooked.

Marianne Riofrio of Ohio State
University’'s Consumer Horticulture
Center says trees and shrubs that suffered
through extended dry weather this sum-
mer should get a good weekly watering, at
least until the ground freezes.

Signs of drought stress include:

e early fall color,

¢ fallen leaves and

e droopy foliage.

“The trees aren’t dead,” says Riofrio.
“Leaves have been on the trees long
enough for them to manufacture a good
deal of food for the roots.”

Even so, trees and shrubs will need all
the help they can get before winter.

“A cold, dry winter would further weak-
en trees and shrubs,” she explains. Those
also suffering from disease or soil com-

paction could even die. Many trees and
shrubs planted this past spring have
already died because of the lack of rain.

Because one deep watering can take
hours, start with the trees and shrubs
most in need, she advises. Evergreens,
especially ones with broad leaves, should
be next on the list.

Because evergreens lose water from their
foliage year-round, Riofrio recommends spraying
them in early December (in Ohio) with an anti-
dessicant spray. The spray can be reapplied in
January or February according to label directions.

““WE SPRAYED

62,000 ROSES WITH WILT-PRUF
'AND LOST LESS THAN 50!

— Tony Notaro, owner, Larchwood Construction Co., Holtsville and Rochester, N.Y.

‘Tony Notaro’s landscaping business has
grown from zero to one of the 25 largest in the
: : . %5 nation in just 32 years.
Notaro was landscape
" contractor for the Levit-

) ' towns, planting 14,000 homes
| on Long Island, 5,000 in

b Delaware and Virginia and
3,000 in Florida. He most
inspect a juniper before recently Completed a mllhon
planting. dollar landscape renovation
of the Flushing Meadow Zoo in New York City.
That landscape includes rare and exotic plants,
plus wildflowers and other meadow grasses.

“We transport and plant lots of 12-to-24
inch caliper trees,” Notaro said. “The nursery

Tony and daughh r Kathy

digs and tags the trees. Our standard procedure
is to require the supplier or grower to spray the
trees with Wilt-Pruf before we start to dig. We
like to hold freshly dug trees in the shade for
about 10 days and keep the wrapped ball wet
on each tree during the entire period.”

Notaro takes pride in his landscaping busi-
ness. That’s just one of the reasons he uses and
recommends Wilt-Pruf.

Wilt-Pruf is the proven way to reduce
moisture loss and drying out when plants are
under stress. Order from your distributor today.

A longtime member of the Associated Landscape Contrac-
tors of America (ALCA), Notaro encourages landscapers wnlﬁ
to join ALCA to stay up-to-date on technical knowledge ®
and exchange information. Pn“f

P.O. Box 469, Essex, CT 06426-0469 Tel. 203/767-7033

Circle No. 126 on Reader Inquiry Card
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Green Industry
Conference & Show

features co-keynoters, lots of exhibits

Strategists Josephine S.
Cooper and Jay Conrad
Levinson will be the two
keynote speakers at the
annual Green Industry

Expo.

TAMPA, Fla.—The Green Industry Expo,
sponsored by three professional associa-
tions—the Professional Lawn Care
Association of America (PLCAA), the
Associated Landscape Contractors of
America (ALCA) and the Professional
Grounds Management Society (PGMS)—

will be held here Nov. 17-21.

Cooper is a senior principal with the
Capitoline International Group of
Washington, D.C. She will address the
challenges lawn care professionals face in
influencing future legislation through an
active united lawn care industry.

Conrad is a representative of Guerrilla
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Marketing International of Mill Valley,
Calif. He will be speaking on “new strate-
gies, tactics and weapons for winning big
profits from your business.”

Other featured speakers are George
Toma of the Kansas City Royals, Ben
Bolusky of the American Association of
Nurseymen, Bill Vaughn of the Walt
Disney Co., Paul Skorupa of Pesticide
Compliance & Training, and a bevy of
technical experts from the nation's major
land grant universities.

A trade show featuring more than 250
exhibitors will be held in conjunction with
the GIE on Nov. 19-20. Outdoor power
equipment demonstrations are scheduled
for Thursday, Nov. 21. Service workshops
will be held, at no extra cost, on the exhib-
it hall floor of the Tampa Convention
Center by leading manufacturers.

And, all exhibitors and registrants are
invited to attend the Green Industry Expo
evening reception, Monday, Nov. 18.

For more information, contact the
PLCAA at (404) 977-5222, the ALCA at
(703) 241-4004 or the PGMS at (301) 667-
1833.

New homeowners
love lawn care
and landscaping

WESTBURY, N.Y. — More than one out
of three new homeowners (33.5 percent to
be exact) enlist the services of a landscape

preneurs. The majority are married and
have children living with them in the new
home, the study says. (See chart for fur-
ther statistics.)

Many landscape and lawn care services
nationwide use the Getting to Know You
program, according to the company. The
program features a housewarming gift

delivered to the new homeowners that
includes a personal telephone/address
directory and gift certificates from local
merchants.

For more information on Getting to
Know You International, which serves 37
states, call Joanna Piccirillo at (800) 255-
4859.

or lawn care company during their first six | | “GETTING TO KNOW YOU’ » SURVEY OF NEW HOMEOWNERS
months in the home, according to a new ct teristic Male Fomil
study.

“The new homeowner market is a ‘;rv(g)t.’easiieonals I;g‘liq);rs 3;29?5
prime target for the landscape and lawn College degreed 60'1% 51'7%
care industry,” says executive vice presi- - :
dent Stuart Siegel of Getting To Know You Ch‘"_‘“‘ﬁ'ﬁc Household
International, which commissioned the | | Av8.income $59,000
study. “New homeowners are an affluent, | | Currently married 77.2%
educated and upwardly mobile group of Children? 58.2%
professionals, executives and entre-
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New, improved EPA happy with Dogs, 2,4-D don’t USDA looking to
seed varieties out, golf courses, mix, study says, stop scale,
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