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Insect control in warm-season turf

Close observance of pest
populations is essential for
maximum effectiveness of
your various control
efforts.

by Patricia P. Cobb,
Ph.D., Auburn University

® Turfgrass professionals in the South are
growing a variety of grasses and managing
them better than ever before. Part of the
price of this success is often increased
“opportunities” for controlling a variety of
insect pests.

Successful turfgrass managers, who are
always concerned about the environment,
continue to weigh all pest control options
when developing new control strategies.
This concern, coupled with increased pest
pressure and control costs, has stimulated
the same creative ingenuity that has been
responsible for the best turf quality in the
South’s history.

Because pest pressure is often so great
and so varied, integrating cultural and bio-
logical tactics as part of the control plan is
nothing new. What is new, is an increased
interest in determining factors that influ-
ence control efforts, and in using this
information to develop safe, effective, well-
balanced tactics as a part of total turf man-
agement programs.

Field testing on parasitic flies and
insect-parasitic nematodes continues.
First results of massive releases of nema-
todes for mole cricket control look
promising for long-range suppression.
Formulations of virulent strains of
Bacillus thuringiensis (Bt)—such as
Biobit and Javelin—enhance control pro-
grams for surface-feeding caterpillar pests.

New subsurface technology—
Subsurface, “precision” placement of
insecticides has focused on controlling
mole crickets and grubs. Spray insecti-
cides can be placed into the turf by high
pressure liquid injection—with or without
slicing, depending upon the system.

Subsurface applications of lower rates
of chlorpyrifos (Dursban) and isazophos
(Triumph) for mole cricket control and
isazophos (Triumph) for grub control have
been promising in many cases. Recent
studies indicate that saturated and poorly

drained soil, and extremely hot and humid
weather, influence the effectiveness of lig-
uid injection applications.

Improvements continue in placing
granular insecticides under the surface to
control mole crickets and grubs. Shallow
slits are cut in the turf, granules are
deposited and covered—much like an
overseeder but with less turf injury.
Subsurface placement often results in the
same level of control with half the rates of
surface applications. Less surface residues
decrease the potential for runoff and
human exposure. Less potential for ULV
breakdown and placement close to the
pests provides control with less product.

Weather considerations—Winter
weather, together with spring rains—or
lack of rain—affects insect populations.

For example, the winter of 1991-92 was
mild throughout most of the South. Fire
ants were active in mounds during warm

winter days. Tawny mole cricket emerges
from the previous season’s hatch that are
usually present in March in the mid-Gulf
states were rare in 1991.

Winter mole cricket activity during the
1990-91 “mild” winter indicates that these
pests probably matured during this time.
Tropical sod webworms, longtime pests in
central and south Florida, again infested
coastal areas from the Florida panhandle
to Texas. Monitoring turf for insect pests is
always important. In the South, the mobil-
ity of many pests and the variation of
weather patterns from year to year make
monitoring a must.

Keeping a close watch on pest popula-
tions is essential to get the most out of
cultural, biological and/or insecticidal
efforts.

—The author is an associate professor
of entomology at Auburn University.

Tips for maximum efficacy:
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‘Best Time’ Uses of Some Common Turf Insecticides*
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©1992 CIBA-GEIGY Corporation, Turf and Ornamental Products, Box 18300, Greensboro, NC 27419. Always read and follow label directions.
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Registered sites: L = Home Lawns; GC = Golf Courses: S = Sod; GT = General Turf; REC = Recreational Turf

‘No endorsement or exclusion of specific products is intended
**Special registrations (24c) for golf greens. tees, aprons. sod in some stales Source: Dr. Cobb

If she’s calling you about grubs, fire

ants, or mole crickets, you can bet her
neighbors are hearing about you, too.
Makes you wish you'd used Triumph,
doesn't it? You could have delivered up to
90% control in just 2 to 3 days. Too bad.
Bet you'll use Triumph first, next time.




Ornamental insect control

Pest invasions are
symptoms of plant stress.
Reduce stress, and
ornamental insect
problems will decrease.

by David J. Shetlar, Ph. D.,
Ohio State University

® The extremes in temperatures and pre-
cipitation we have seen over the last sever-
al years push ornamental plants to their
limits.

In 1991, many plants died or were
killed by borers simply because they
couldn’t withstand the drought after hav-
ing their roots rotted off in the wet soils of
1989 and 1990.

In 1992, vou can expect to see addition-
al trees and shrubs die from previous
vears' stresses. Many insects, especially
borers, take advantage of these stressed
plants. Remember that these pests are a
symptom of plant stress, not the cause of
the stress. Eliminate the plant stress and
the pest problem will be greatly reduced or
eliminated.

Cool, wet years see an increase 'in
Japanese beetle populations and “cool-sea-
son” pests such as the spruce spider mite.
On the other hand, hot and dry seasons
seem to give the advantage to soft scales,
borers, lace bugs and “warm-season”
mites.

Remember: cool seasons cause pest
activity to be delayed and spread out over a
longer time; warm seasons cause pests to
be active sooner in the season, and often
they are present for a shorter period.

Bronze birch borers emerged in Ohio in
mid-June in 1990 (a cool year) and in late
May in 1991 (a warm year). If you had fol-
lowed a “spray calendar” of June 5-10, you
would have been okay in 1990—but too
late in 1991.

Two ways of dealing with changes in
insect and mite activity is to use pest mon-
itoring tools and degree-days. Many orna-
mental pests can be monitored using
pheromone traps, light traps and visual
inspection. The activity of others can be
predicted using the degree-days.

Pheromone traps are readily available
for many of the clearwing moth borers.
Scale control—Most of the scales are dif-

ficult to control because we have always
relied on a calendar to predict when the
crawlers will be active. If pine needle
scales, euonymus scales or soft scales are a
problem, locate an infestation nearby your
operation. Observe the infestation two to
three times a week to determine when the
crawlers are emerging. You usually have
two to three weeks after the crawlers are
first noticed to apply a control product and
still get good results.

Almost all of the soft scales—pine tor-
toise, magnolia, European fruit lecanium,
terrapin, cottony maple—enter the fall as
an immature female. Recent evaluations
have indicated that these females are very
susceptible to insecticidal soaps and horti-
cultural oils or these materials mixed with
standard scale insecticides.

Predators are beneficial—Spider
mites and aphids seem to be perennial pest
problems in urban landscapes. These pests
easily rebound from pesticide applications.
In fact, the two-spotted spider mite is often
a more severe problem after being spraved.

Pest Resurgence Prevention

Lilac borer adult.

The major reason for these “pest resur-
gences” is that the pesticides also kill the
beneficial predators and parasites (the bio-
logical controls). By using the “softer"” pes-
ticides and targeted applications, these bio-
logical controls can be conserved and
many of the resurgent pests will no longer
be a problem.

Many entomologists now say that
Integrated Pest Management (IPM) should
be renamed Integrated Plant Management,
with more emphasis on plant health and
less on the pests. As an example, most pine
trees do not get bark beetles unless they
are under water stress. When their vascu-
lar system is not strong, bark beetle
females are able to chew through the bark
and lay eggs without being gummed up in
the pitch. Therefore, the first method for
control of bark beetles should be restoring
the vascular svstem. not the spraving or
injection of a pesticide. This may mean
watering or mulching.

Of course, if the infestation has already
occurred, a rescue treatment may be
required before reverting to plant health
care tactics.

—Dr. Shetlar is an assistant professor of

entomology at Ohio State Universily.

Pheromones for
Ornamental Insect Co
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Touche

Flowable Fungiddo

For the Control of Dotlar Spot, Leaf Spot, Metting Out, Brown
Patch, Red Throad and Pink Snow Mokd
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Sales of TOUCHE took off like \
a rocket when golf course and lawn e
care professionals discovered that it ’
provided effective disease protection for up to 28 days. That’s the TOUCHE
advantage . . . and the reason it’s LESCO’s number one selling fungicide.

TOUCHE is highly effective against Dollar Spot, Brown Patch and Leaf Spot. Its
contact/systemic action provides preventative or curative control of these diseases
plus Melting Out, Red Thread, Pink Patch, Pink Snow Mold and Gray Snow Mold.

TOUCHE is the ideal product for the busy lawn care professional who can’t
service a customer every two or three weeks. And its broad spectrum, long-residual
control means fewer applications on golf courses. ESTABLISHED 1962

; . 20005 Lake Road
Formulated as a flowable product, each gallon contains 4.17 pounds of active Rocky River, Ohio 44116
ingredient. This offers a significant advantage over less concentrated fungicides in !

d : : AR : ; : Fertilizers, Seed, Control
container handling, triple rinsing, storage and disposal. And TOUCHE is priced Products, Equipment, Parts
competitively, too.

It’s easy to see why TOUCHE has rocketed to a stellar position in the green
industry.

For more information, stop by one of our more than 60 LESCO Service Centers, contact your LESCO
Sales Representative or call toll free (800) 321-5325. In Cleveland, call 333-9250.

Circle No. 120 on Reader Inquiry Card

The professional’s best choice for turf protection products.
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Barefodt’s stature as ‘national’

company grows with acquisitions

Management team headed
by Pat Norton sees
continued expansion of
Worthington, Ohio-based
company through
development of franchises,
‘branchises’ and buy-outs.

® Convinced the lawn care business no
longer offers any entrepreneurial excite-
ment? Shhh...don't let Patrick Norton
know it.

He still thinks—silly him—that there's
opportunity to grow a lawn care company.
A really big company. A national compa-
ny.

“1 think that good operators—and we
don’t think we're the only good opera-
tors—will continue to prosper and grow,”
says Norton.

“There are a lot of markets still out

there in the development stages. | think |

that portends well for the industry.”

Say what?

What does Norton know? After all,
Barefoot Grass Lawn Service, which he's
helping to grow, has, since 1979, only
spread from central Ohio into and across
the Mideast and Midwest.

also represented on both coasts as well as

Jarefoot is now

in Florida, Colorado and Texas. Company |

revenues increased from about $2 million
in 1979 to about $52 million in fiscal year
1991.

Reasons why the public is, seemingly,
so eager to accept Barefoot services

include: its clean yvellow and green vans
(Barefoot's main competition uses larger,
tanker-type trucks), its well-trained tech-
nicians, it's customized, predominantly
dry application program.

Just as significantly, Barefoot is adept
in targeting its considerable direct mail
and in-house telemarketing efforts to
homes in neighborhoods that are able and
willing to pay a premium price for the
delivery of granular fertilizer and control
products.

It's this attention to detail that's char-
acterized the Barefoot management team
which has been headed by Norton since

Barefoot's
Pat Norton
says there's
still lots of
room for
growth for
professional
lawn care.

the mid-1980s,

Briefly: Pat Norton joined Barefoot in
1979 as its director of finance and admin-
istration. In 1981 he, and other top com-

Barefoot Grass® Lawn Service Markets

4 Company Owned

@ Branchises

B Franchises

ELSEWHERE
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Aurora Hard Fescue, Shadow Chewmgs
Fescue and Bighorn Sheep Fescue . . .
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Aurora, Shadow and Bighorn qualify
for Turf-Seed’s blue tag incentive
program. Write us or call your seed
distributor for details.

three shade and drought tolerant fine fescues for
golf courses, parks, home lawns, roadsides and

reclamation areas.

Aurora, Shadow and Bighorn have
consistently topped fine fescue turf
trials, and have years of ‘experience’
in low maintenance and high per-
centage shade areas.

These fescues mix well with
perennial ryegrasses and Kentucky
bluegrasses for use in sod produc-
tion and golf courses; Aurora and
Bighorn in the roughs and Shadow
on the fairways.

When seeded in a monostand,
our fescues will help give a course
the ‘Scottish links'look around tees

CALL TOLL-FREE
OUTSIDE OREGON

800-247-6910

and in roughs, and blue-grey
Bighorn adds another color dimen-
sion-to course design.

Low growing Aurora, Shadow
and even shorter growing Bighorn ~Aurora PVP 8700070
require less mowing, making them Shadow PVP 8100155
ideal for roadsides and other low  Bighorn PVP Applied for
maintenance areas.

All-in-all, when your turf area is
in the shade, where water, nutrients
and maintenance are costly, it'll pay
you to look into Aurora, Shadow
and Bighorn . . . the good look in
fine fescues.

NO. 123456

Produced and Marketed by

TurfSeed, Inc.

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

Circle No. 111 on Reader Inquiry Card
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pany managers, bought Barefoot from
Toro. Norton became company president
in 1986. In 1989 the Chicago-based invest-
ment firm Golder, Thoma & Cressey
bought a majority share of the privately-
held company. This past October Barefoot
went public.

Barefoot Grass is now the third largest
lawn care company in the United States,
and still growing at an annual double-digit
rate.

Norton says it's attracting new cus-
tomers for each location. “We are still
growing in Columbus, Ohio,” says Norton.
“If that's not the most competitive lawn
care market in the United States, it's cer-
tainly one of the most competitive.”

But mostly it's growing because of the
proliferation of its market-targeted fran-
chise and “branchise” operations—and,
most recently, its acquisition efforts. (A
“branchise” is a Barefoot franchise which
is owned by a separate corporation but
nonetheless managed by Barefoot through
a management agreement.)

Barefoot is definitely in a buying mood.
Says Norton, “we would have growth with-

System-wide customers & average
annual revenues per customer

$206

1990—258,000

out acquisition, but to maintain the level
of growth we want, we have to look at
acquisitions.”

On January 3, Barefoot bought lawn
care operations in Cleveland, Wooster,
Akron and Canton—former properties of
Lawnmark which generated 1991,

To make that deal work, Barefoot Grass
also bought its Canton franchise.
Otherwise the company would have found
itself competing against one of its own
franchise operations.

“The ideal acquisition for us is going to
be in a market where we already have a
presence so that when we add revenues,
we can do it profitably,” says Norton,
“where we already have existing facilities,
where we're making money, where we can
add revenues without adding too much
overhead.”

In separate transactions in 1991,
Barefoot purchased its “branchise” in
Newark, N.J., (for about $1 million), and
will likely purchase “branchises” in Fort
Lauderdale, Long Island, Harrisburg, Pa.,
and Boston by the end of 1992. This past
year also saw the opening of “branchise”
operations in Portland and Norfolk, Va.,
and the opening of franchises in Topeka,
Kans., and Cedar Rapids, lowa.

For the past several years about 88 per-
cent of the company's net service revenues
have come from standard lawn care ser-
vices, and 12 percent from add-on services
such as tree & shrub care, lawn aeration,
liming and seeding.

—Ron Hall

10 easy steps in gaining a friend
and supporter in the legislature

These suggestions from
two experienced lobbyists
can guide you to a
successful meeting with
your lawmaker.

m Here's a recipe for
meeting with and
seeking the coopera-
tion of your elected
representative.

It's a step-by-step
recipe built from the
comments of Ed
Graves and Norm
Goldenberg. The two
men advised lawn professionals who had
gathered in Washington D.C. prior to
meetings with their U.S. Senators and
Representatives. More than 100 lawn pro-
fessionals participated in these “Day on the
Hill" events Feb. 23-24.

Graves is a senior consultant with
Capitoline International Group, an issues
management firm headquartered in
Washington D.C. He's been lobbying on
Capitol Hill the past eight years.
Capitoline is employed the green industry

to present its case in the Capital.

Goldenberg, former owner of Alert Lear
Pest Control, Miami, is chairman of the
Government Affairs Committee for the
Professional Lawn Care Association of
America (PLCAA). He's been involved with
Florida and national legislative issues
involving pest control/lawn care for the
past 10 years.

Their suggestions will help you
through that all-important initial meeting

Goldenberg urges
LCOs to establish
mutually beneficial
relationships with
legislators.

with your legislator—more likely, legisla-
tive aide or staff member, And don’t be dis-
appointed if a legislator can’'t meet you in
person, says Goldenberg.

Gaining the ear and, hopefully, the sup-
port of a staff member can be productive.
Lawmaker schedules are incredibly busy.
They rely heavily on staff members for

information. Says Graves, “If you are able
to convince the staff about your position,
you're halfway home.”

If you've no immediate plans to meet
with vour legislators or their staff mem-
bers soon, file these suggestions and refer
to them prior to such a meeting.

1. Have a legitimate reason for seek-
ing a meeting. Are you responding to
pending or proposed legislation? Do you
want your representative to oppose a par-
ticular proposal? Or support another
course of action?

2. Identify yourself as a constituent.
“The fact that he’s your representative and
you're from out of town gives you every
reason to ask for a meeting,” says Graves.

3. Be concise. You'll have, at best, 15
to 30 minutes to present your views. Start
with a brief description of the nature of
your business and industry. Progress to
the two or three points you want to make.

4. Be prepared. Have the facts at your
fingertips. If your concern is a legislative
proposal, know its, name, number and
sponsor. More importantly, know its provi-

Ask your legislator to
take action, says
lobbyist Ed Graves.

continued on page 44
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Complete this form
today and fax it to:
218-723-9433

Subscription Fax
| wish to receive (continue receiving) LANDSCAPE MANAGEMENT free of charge:

YES O no
Signature Date
Name (please print)
Title Phone Number ( )
Your Firm's Name
Business Address
City State Zip

Do you wish to receive promotional materials? YESO NO

1. BUSINESS & INDUSTRY
My primary business at this location is: (Check only one in either A, B, or C)

A. LANDSCAPE/GROUND CARE AT ONE OF THE FOLLOWING TYPES OF FACILITIES:
0005 [] Golf courses
0010 ] Sports complexes
0015 [] Parks
0025 [J Schools, colleges & universities
(] Other type of facility (specify)

B. CONTRACTORS/SERVICE COMPANIES/CONSULTANTS:

0105 [J Landscape contractors (Installation & maintenance)
0110 [J Lawn care service companies
0112 [J Custom chemical applicators
0135 [J Extension agents/consultants for horticulture
[] Other contractor or service (specify)
] Other supplier (specify)

C. SUPPLIERS

0205 [] Sod growers
] Other supplier (specify)

2. WHICH OF THE FOLLOWING BEST DESCRIBES YOUR TITLE? (Check only one)

10 [J EXECUTIVE/ADMINISTRATOR—President, owner, partner, director, general
manager, chairman of the board, purchasing agent, director of physical plant.

20 (] MANAGER/SUPERINTENDENT—Arborist, architect, landscape/ground
manager, superintendent, foreman, supervisor.

30 (] GOVERNMENT OFFICIAL—Government commissioner, agent, other
government official.

40 [] SPECIALIST—Forester, consultant, agronomist, pilot, instructor, researcher,
horticulturalist, certified specialist.

50 [J OTHER TITLED AND NON-TITLED PERSONNEL (specify)
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