Tall Fescue

Olympic / Apache / Bonanza
Murietta / Silverado / Eldorado
Olympic II/ Tomahawk (SDX)
Thathalawn Blend / Safari
MowLess Blend / Monarch
Confederate Blend

Perennial Ryegrass

Citation I/ Sunrye (246)
Birdie IT/ CBS II Blend
Navajo / Manhattan ITE*
Charger / Quickstart
Alliance Blend

Hard Fescue
Aurorak*

Fine Fescue

ShadowE* / Fortress / Shademaster
Bighorn Sheeps Fescue

FOR HOME LAWNS,
SOD PRODUCTION,

ATHLETIC FIELDS,
GOLF COURSES,
EROSION CONTROL
AND CAMPUSES

Kentucky Bluegrass

Columbia / Midnight / Blacksburg
Challenger / 4 Aces / Voyager
Galaxy Blend

Creeping Bentgrass
Penncross / Penneagle

PennLinks / Pennway Blend
PennTrio Certified Blend

Bloomers® Wildflower Mix

Forage Grasses

Maximize Tall Fescue
Shawnee Orchardgrass
Elsie Orchardgrass

*with endophyte
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TURFFSEED

Call today for the
Seed Dealer near you:

1-800-247-6910

PO Box 250
Hubbard, OR 97032
FAX 503-651-2351
Ph 503/651-2130



Landscapers
are building
more walls

New stone and concrete
products and a growing
body of how-to info
broaden client interest in
retaining walls.

® A growing number of landscape com-
panies are building retaining walls.

These include everything from simple
treated-wood or railroad-tie planting beds
to decorative concrete block walls.

A well-designed, well-constructed
retaining wall serves a functional purpose
but can, depending upon the skill of the
builder and his choice of materials,
enhance a landscape too. For instance, a
residential client may choose a decora-
tive, stone or block retaining wall instead
of having a section of their property
regraded to solve a particular site prob-
lem. Or to shore up an embankment.

“The design and installation of retain-
ing walls has blossomed dramatically in
the last three years,” says Greg Ernst. He
and his brother, Clint, operate Custom
Retaining Walls & Landscaping,
Rochester, Minn.

Often, what separates the work of
landscape professionals like the Ernsts
from general contractors in this kind of

solid how-to information.
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Stone-faced block wall helps set off a stunning residential landscape.

work is the installation of appropriate
plant material in and around the wall.
This combination of attractive wood,
block or stone wall and greenery can be
particularly eye-catching.

Professionals like Ernst feel that one
of the best times to suggest a retaining
wall is at the initial landscape installa-
tion, “The design of a house will almost
dictate that you need retaining walls,” he
says.

It's at these new-construction sites
that a landscaper with good stone-laying
experience can really show his stuff, says
Freely Downing, Jr., Downing Landscape,
Springfield, Ohio.

Not only does Downing Landscape
design and build customized walls, but it
also lays paving stone, installs walks, con-
structs tree wells, etc. The company uses
a variety of building materials, including
hand-picked flagstone and busted up side-
walks (rough side showing) to build some
of its most distinctive retaining walls..

“Every once in a while we wonder how
far away from the actual landscaping we
want to get,” says Downing. “But stone
work is definitely becoming a bigger part
of landscaping.”

Retaining walls can be simple or elab-
orate, but increasingly they're also attrac-
tive.

That's because a growing number of
stone and concrete block companies are
coming out with newer, more attractive
and easier-to-work-with products.

Typically, these suppliers will also provide
suggestions and how-to's (some of it sur-
prisingly detailed) on how to use their
building materials.
“The learning curve’s already been
done by other people,” says Ernst.
—~Ron Hall

More about
retaining
walls:

@ Building Stone Institute, P.O. Box |
5047, White Plains, NY 10602-5047, 914-
232-5725.

@ Keystone Retaining Wall Systems,

) 7600 France Ave. S. Ste 110, Edina,
| Minn, 55435. 612-897-1040. 800-747- |
| 8971. ‘
| ®Rockwood (and EZ Wall) Retaining
Walls, Inc., 7200 N, Highway 63,
Rochester, Minn, 55906. 800-535-2375.
® StoneWall Landscape Systems,
Inc., 3934 N. Ridgefield Cr.,
Milwaukee,Wis. 53211. 414-962-4065.

® Tech-Stone, The Ideal Builders
‘ Supply & Fuel Co., 4720 Brookpark
| Road, Cleveland, Ohio 44134. 216-741-
1600.

® Versa-Lok Retaining Wall Systems, |

\
|

P.O. Box 9116, North St. Paul, Minn.
| 55109. 612-770-3166. |



You know the story. The guys who swing an iron
the way a lumberjack wields an ax are the same guys
who yell the loudest when weeds give them a bad
lie. So, with all the abuse your turf takes, the last
thing you need is root-pruning from your herbicide. :
That’s why you need CHIPCO® RONSTAR® brand G
herbicide. University root pull studies show that
CHIPCO* RONSTAR"* G works without pruning turf
roots. That means healthier roots and stronger,
more durable turf. Best of all, just one pre-
emergence application provides season-long
control of 25 tough broadleaf and grassy

@ RHONE-POULENC

L

weeds—including goosegrass, crabgrass and Poa

Annua. You’ll also appreciate the fact that CHIPCO?
RONSTAR® G i1s labeled for use on a wide variety
of ornamentals, and is now available in a new low-
dust formulation that makes application even
more convenient. CHIPCO® RONSTAR® brand G
herbicide. It can’t improve the quality of play on
your course, just the quality of weed control.

. New Low-Dust Formulation

Brand Herbicide

ny, 2 T.W, Alexander Drive, Rescarch Triangle Park, NC 27709,
read and follow instructions on the label. CHIPCO and RONSTAR are registered trademarks of Rhone-Poulenc

1

For additional product information, please call: 1-800-334-9745, As with any crop protection

©1991 Rhone-Poulenc Ag Company
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Growing your business

“P, notO UT

Mastery of the
fundamentals (your
primary service) produces
some of the greatest
accomplishments.

by Ed Wandtke

® Many green industry companies were

founded on the principle of delivering one |

prime service to customers. But when the
company's rapid growth slowed down, the
owner often looked at additional services his
or her company could effectively provide to
customers.

In 1992, I saw many companies re-evalu-

ate their service diversification because |

their profitability was diminishing.

Why should your company look at
“growing up, not out?” Are there real oppor-
tunities in diversification, or are there catas-
trophies waiting to befall the unsuspecting?
Let’s look at some of the issues you need to
consider to determine what direction is
right for your company in 1993.

So often, people expand their service
base and have not considered some of the
critical issues of expansion like credibility
and marketing. Does your company really
have any expertise or special skills that
would allow it to enter this market if this
service were your primary business? Who
will you target this new service to, and what
do you hope to accomplish? How does this
affect your overall marketing plan for future
growth?

Pool problems—Recently, | met an
owner of a lawn care company who primari-
ly services the very high end of the market.

His lawn care program is six applications |

with aeration in the fall. He is priced
extremely high, but his customers are thor-
oughly satisfied with his service.

As growth slowed down last year, he
noticed many—approximately 40 percent—
of his customers had swimming pools. As a

result, he decided to offer pool maintenance | |

services. His customers quickly responded
and the business was rolling.

However, in mid-summer he realized
that most of his customers’ pools were

greener than their lawns. He needlessly lost
| valuable customers and the new growth
‘ quickly turned around. Today, he is back to
| strictly lawn care, even though his cus-
‘ tomer base hasn't completely recovered.

Iffy below 50!—I have a rule of thumb
for businesses looking to expand. If the new
service cannot bring in at least $50,000
worth of new business, it is not a good area
for expansion. | have found that until a
company hits the $50,000 mark, there are
no efficiencies that make the new service an
attractive add-on.

As lines of business expand, problems
expand geometrically. For example, if you
have a paperwork problem with one service
offering, then with four service offerings
you will have 16 times the problems.

After 15 years in the green industry, I've
found that the true reason businesses
| expand into new services are typically the
following:

1) Market problems: Companies that
cannot attract new customers very effec-
tively decide to service the same customer
more often. Putting too many eggs in one
basket can become very risky to a small
business.

2) Service deficiency: Unfortunately,
few owners realize that they are not quality
service providers. Customer cancellation
patterns and employee turnover should tell
an owner how bad his service really is.

3) Competition: The company has
underestimated the level of competition in

SN b

the market for the services they provide. As
a result, they find it easier to offer what oth-
ers don't. (How long do you think it will
take before your competition realizes this
too?)

4) Soft market: The area in which the
business operates is economically soft.
Perhaps opening a second location in a
more viable economic area could be an
alternative.

Offering a new service is not the wrong
thing to do, as long as you have considered
its marketing implications.

I believe that too many firms try to pro-
vide everything to everybody instead of tar-
geting a particular market niche and work-
ing at it. Throughout history, mastery of
the fundamentals (your primary service
offering) has produced some of the greatest
accomplishments.

In sports, teams with the winning tradi-
tions are always teams that master the fun-
damentals. In the green industry,
ChemLawn of the late ‘70s and early ‘80s
was the fundamental master of the lawn
care industry. Today, Barefoot Grass seems
to understand the importance of mastery of
the fundamentals, as evidenced by its ser-
vice offerings and successful growth.

If you are a full service company or con-
sidering offering a new service, make sure
you have mastered the fundamentals of
your service offerings. Constantly re-evalu-
ating how you operate, what can be
improved and what competition has arisen
will be the keys to success.

As you begin the new year, you should
make a commitment to “mastering the
fundamentals.”

—The author is a principle at Wandtke &
Associates Management Consultants, 2586
Oakstone Dr., Columbus, OH 43231. For
more information, phone (614) 891-3111.

Before adding services, make sure you've mastered the fundamentals.
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Test Drive

bRASSHOPPERABILITY

Just about everyone who gets their
hands on a Grasshopper is so
impressed with it, they buy it. Your
operators will like it because they can
work all day in comfort, with less
fatigue and virtually unlimited visibil-
ity. You'll like it because of its produc-
tivity, so you can handle more jobs in
less time. Everybody likes its advanced
dual-hydrostatic direct drive, easy
serviceability and long life.

Grasshopperability gives you
“hands on” control of Zero-Radius

... and yow’ll
drive it to

Selectability lets you choose from the
most complete line in the industry,
with nine models, 12 to 25 hp, cutting
widths from 44" to 72", interchangea-
ble side discharge or mulching deck
options, Quik-D-Tatch Vac® grasscatch-
ing systems, plus a full range of year-
round attachments.

Make the smart move. Take a test
drive on a Grasshopper. You'll

want to take it with you.

Call or write for free literature and
the name of your nearest dealer.

Maneuverability, Outfront Reach- k
ability and smooth continuous motion, wor ! 3
with Alternating Forward/ Reverse and a 2
Square Corner Turnability. _ o G =

First to finish ... Built to last!
Circle No. 109 on Reader Inquiry Card




Big, old trees can be of promotional value

Using those trees you love
and care for, to gain some
public attention for your
business.

m Standout trees that are either big, old or
odd can provide promotional value to local
tree care operators. A company that encour-
ages residents to track down these trees can
harvest positive publicity.

“It's definitely something that appeals to
the public,” reports Lauren Lanphear, vice
president of the Forest City Tree Protection
Co. in South Euclid, Ohio.

As co-host of a gardening show aired
over a local radio station, Lanphear invites
listeners to write or call in with the location
of a favorite old or big tree.

The tree promotion is not a contest in
the true sense of the word, because prizes
are not awarded, but it does serve as a clear-
inghouse for information on the area's
unique specimens.

Each week during the 13-week summer
radio season, Lanphear airs a brief piece on
the location, size, approximate age and his-
toric value of a selected tree, A 300-year-old
white oak, for example, “was here when the
U.S, Constitution was signed.”

A handout is then prepared for distribu-
tion to tree-loving listeners who wish to visit
these sights. “Each year | compile a list of
the trees I have highlighted.”

In addition to tips from listeners,
Lanphear relies on information provided by
Cleveland’s Early Settlers’ Association. He
suggests that tree care operators in other
communities can obtain similar help from
historical societies, garden clubs and inter-
ested citizens.

“There can be some way of giving people
encouragement,” he advises, “like if you
identify some kind of tree you get a booklet
or service” related to tree care.

Touch trees, touch history—A success-
ful promotion was launched by Larry
Holkenborg Nursery, a tree care and land-
scaping firm in Sandusky, Ohio, to celebrate
the nation’s bicentennial. “We tried to find a
200-year-old tree in each township,” he says.

Close to 20 plagues were affixed to these
old-timers. “There were stories in the news-
papers and all that,” Holkenborg recalls. “I
haven’t had anyone say, ‘I remember that

plaque; here's the
job,” but it did
bring positive
publicity, and how
do you measure
that?"

Other tree care
operators can ben-
efit from similar
promotions,
Holkenborg says.
“Anything to make
people aware of
trees” can bring
positive results.

“I've seen this
done in other
communities and
it's a good educa-
tional tool,” re-
ports Mark Ervin,
special projects
administrator for
the Ohio Depart-
ment of Natural
Resources'
Division of For-
estry.

Promotions
such as these
“tend to increase
the image and awareness of trees overall”
among homeowners, says consultant Steve
J. Day of Landscapes Plus in Littleton, Colo.
Consumers then realize that trees “are just
like people and cars—they need mainte-
nance all their lives.”

What else to look for—In Day's neck of
the woods, near Denver, there are limited
varieties of trees in the mountains, so he
suggests promoting a search for “the most
unusual specimen of a non-native tree.”

And for those tree care operators reluc-
tant to actually run a promotion, it can cer-
tainly do no harm to be on the lookout for a
unique tree while out on the job.

“They can take a picture of it and include
it in a newsletter as a special interest item,”
Day points out. “What arborists can do is tie
in the history of the tree” with current
buildings and events within the community.

“You can teach history through trees,”
explains Phillip Rodbell, urban forester at
the American Forestry Association. The
Washington, D.C.-based non-profit organiza-
tion actively seeks information on trees that
are large, old, famous or historic. “We get a

Promotions tend to increase the image and awareness of trees.

lot of participation from tree care companies
at the local level,” says Deborah Gangloff,
vice president of program services. Help is
needed to search out gualified trees, as is
donated care for important trees in need of
aid to survive.

The big picture—"Davey Tree is one of
our biggest supporters in informing people
about the value of big trees,” Rodbell says.
Davey sponsors the AFA’s National Register
of Big Trees, which names a “champion”
biggest tree of each species. About 800 “liv-
ing landmarks” haye been selected, with
Florida being No. 1 in big trees with 113.
(Some 200 tree species lack a champion
specimen.”)

In addition to soliciting help from tree
care operators in locating and caring for
champions, the AFA also seeks out aid for
other ongoing projects that can provide con-
siderable visibility on a local level. “We are
working with many tree care companies to
encourage them to contribute time and
equipment for tree planting,” says Rodbell.

—James E. Guyette is a freelance writer
based in South Euclid, Ohio.
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What do you get
when more than
4400 turt
managers switch

to SCOTTS.
Poly-S. Technology?



ARTICLE INDEX

1992 Article index

Aeration: Aeration still undersold,
March, p. 76; A breather for tired turf,
July, p. 22; Aerification, Aug., p. 28

Athletic fields: National standards for
public fields, Jan., p. 32; Why renovate,
Feb., p. 34; The rec “Catch 22,” March, p.
46; Designing and specifying signage,
May, p. 48; Priming and pre-soaking, May,
p. 78; Marking athletic fields, May, p. 36;
Healthy football turf, June, p. 24;
Managing busy turf, July, p. 34;
Aerification, Aug., p. 28; Overseeding,
Oct., p. 42; Weed control for sports fields,
Dec., p. 21

Bidding and estimating: Know your
strengths, March, p. 23; Project take-offs,
April, p. 14; Pricing, May, p. 33; Choosing
the right job to bid, Nov., p. 40

Business: Smart billing, Feb., p. 44;
Tracking costs, March, p. 36; Finding new
profit centers, March, p. 40; Investing in
your image, March, p. 48; Becoming
insurance literate, April, p. 8; Career
tracking, May, p. 44; Customer and
employee education, June, p. 44; Being a
better boss, July, p. 26; Managers wanted,
Aug., p. 32; When the going gets tough,
Aug., p. 8; Budgeting for 1993, Nov., p. 36;
Certifying the industry, Dec., p. 11; Small
business tips, Dec., p. 20

ChemLawn: Whither ChemLawn,
June, p. 38; The rise and fall of
ChemLawn, Oct., p. 51; ChemLawn
becomes a giant, Nov., p. 46; End of the
road, Dec., p. 27

Customers: Determining customer
wants, Jan., p. 46; Customer service at
Hermes, Nov., p. 38

Employees: Fewer entry-level
prospects, Jan., p. 46; Recruiting and hir-
ing tricks, Feb., p. 40; Keeping employees
happy, Oct., p. 40

Expansion: Satellite office expansion,
Nov., p. 44; Opening a branch office, Dec.,
p. 14

Disease control: Disease control
strategies, May, p. 62; Suppressing sum-
mer patch, Dec., p. 23

Fertilizers: Fertilizing and water
quality, Jan., p. 38; The function of
micro-nutrients, Jan. p. 40; Organic per-
ceptions confusing, Feb. p. 78; Packaging
organic programs, Feb., p. 74; Potassium
and grass production, Feb., p. 64; Early-
season fertilization, Feb., p. 23; Tank-
mixing pesticides and fertilizers, March,
p. 36; Summer fertilization, June, p. 34;

Healthy turf and iron, July, p. 40; The
scoop on poly fertilizers, Aug., p. 35

Flowers: Spring annuals, Jan., p. 26;
Why not Wildflowers?, March, p. 42;
Pansies for winter color, Aug., p. 23

Golf courses: Meeting tournament
conditions, Feb., p. 52; Speed kills on
greens, March, p. 48; Environmentally
sensitive courses, June, p. 11; The work-
ing superintendent, July, p. 32; The
“best” superintendents, Aug., p. 27;
Enviro-monitors, Oct., p. 39

Insect control: D-day for turf pests,
Feb., p. 72; Cool-season insect control,
April, p. 22; Warm-season insect control,
April, p. 31; Ornamental insect control,
April, p. 34; White grub control, July, p.
42; Degree-day method at work, Nov., p.
45; Japanese beetle control, Dec., p. 23

IPM: Frayed around the edges, May,
p. 82

Landscaping: Spring annuals for the
landscape, Jan., p. 26; Mulch for beauty
and practicality, April, p. 18; Read con-
tracts before signing, July, p. 28; Color in
the landscape, July, p. 8; Hazardous
buried utilities, Aug., p. 15

Lawn care: Keep writing, Jan., p. 44;
0.M. Scott’s waste recycling, Jan., p. 48;
Do-it-yourselfers, Feb., p. 74; High vs.
low volume controversy, March, p. 82; A
menu of lawn services, March, p. 80;
Barefoot’s stature grows, April, p. 36;
PLCAA “Day on the Hill,” April, p. 38;
Pesticide summit “White Paper,” July, p.
44; Lieberman bill update, July, p. 46;
What LCOs can tell clients, July, p. 48;
The law that refused to die, Aug., p. 36;
Proper" ‘software,  Aug., - p. -37;
Groundsman a prize winner, Nov., p. 50;
Pat Norton, “Person of the Year,” Dec.,
p. 26

LM Reports: Power blowers, Jan., p.
14; Irrigation components, Feb., p. 26;
String trimmers, March, p. 28; Chain
saws, April, p. 19; Golf course mowers,
May, p. 28; Chippers/shredders, June, p.
15; Soil testing, July, p. 18; Landscape
lighting, Aug., p. 12; Mid-sized mowers,
Oct., p. 34; Wetting agents, Nov., p. 31

Marketing/public relations: Com-
munity relations, Jan. p. 33; The market-
ing plan, Feb., p. 48; Dealing with the
public and media, Feb., p. 44; Radio
shenanigans, May, p. 85; Beyond word of
mouth, Oct., p. 30

Miscellaneous: 1991 article index,

Jan., p. 30; Diagnosing turf problems,
Jan., p. 8; Dr. Beard views future, March,
p. 82; Reducing lyme disease, March, p.
52; Photographing grass, June, p. 22; How
to be successful, Dec., p. 18

Mowing: Mower care, Jan., p. 20;
Calculating mowing costs, Jan. p. 22;
Choosing mowing patterns, Dec., p. 15

Native plants: Native plants on golf
courses, Aug., p. 18

Pesticides: Tank-mixing pesticides
and fertilizers, March, p. 36; Proper spill
clean-up, Oct., p. 40

Pricing: Bargain prices, an industry
headache, Nov. p. 26

Renovation: Why renovate, Feb., p. 34;
Reseeding and renovating, Aug., p. 34;

Resources: County extension and you,
May, p. 40; Meeting small business needs,
May, p. 44

Soil: Soil testing lazy turf, March, p. 72

Sprayers: Hand sprayers for spot
treatments, Feb., p. 38

Snow plowing: Snow thrower safety
tips, Feb., p. 48; Snow plowing for profit,
Oct., p. 38

Trees: Root ball size, Jan. p. 42; Trees
in the landscape, May, p. 23; Trees for
shade, Oct., p. 50

Training: The four “P’s” of training,
May, p. 88

Turfseed: Tifton 57, reinventing the
wheel, Jan., p. 31; Dwarf grasses, Feb., p.
76; The Poa trivialis challenge, Feb., p. 68;
Where buffalograss roams, March, p. 74;
Zoysia, a grass for the future, May, p. 76;
Reseeding and renovating, Aug., p. 34;
Turfseed harvest, Aug., p. 16

Water: Uniform irrigation coverage,
March, p. 52; Monitoring water in soil,
Nov., p. 46

Weather: Doing something about the
weather, May, p. 86

Weed control: Pre-emergence weed
control, Feb., p. 54; Fabrics minimize
weeds, March, p. 54; Cool-season post-
emergence control, March, p. 60; Warm-
season post-emergence control, March,
p. 64; Weed control for sports fields,
Dec., p. 21

Wetting agents: Soil wetting agents,
Oct., p. 48

Contributing authors,
Page 30
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Comments like these:

"Poly-S has met and exceeded our
expectations with its 12 week residual."”

Dave Gilfoil, Superintendent,
HAYDEN LAKE COUNTRY CLUB,
Hayden Lake, ID

"Poly-S works great. We've eliminated
one fairway application with it and
plan on using it in the fall after
a ryegrass overseeding.”

John Hoofnagle, Superintendent,
VALLEY COUNTRY CLUB,
Aurora, CO

=
"A quality granular. Great spreadability.”

Rob Stambaugh, Superintendent,
GLENVIEW GOLF COURSE,
Cincinnati, OH

"The membership at the club was
complaining about tight lies in the fairway
and wanted us to change the cutting
height. The improvement in turf quality
after applying Poly-S led many to believe
we had raised the height of the cut.”

Kevin West, Superintendent,
OLYMPIA FIELDS COUNTRY CLUB,
Olympia Fields, IL

“The best fertilizer we've ever seen on
this place. Fairways look incredible!”

Joe Fordin, Superintendent,
ARTHUR PACK GOLF COURSE,
Tucson, AZ

After only one year, over 4,400
turf managers have switched to
Poly-S technology, making it one of
the fastest growing fertilizer lines
in history.

The best thing about Poly-S is
that it performs as promised. Its
unique, patented multiple coating
system assures higher nutrient
efficiency (no unreleased nitrogen)
and consistent, extended residual
for better greening without surge
growth. And because Poly-S offers

"We've been very impressed
with the product’s spreadability
and uniformity.”

Scott Buley, Superintendent,
COUNTRY CLUB AT ALISAL,
Solvang, CA

"I really like the color Poly-S gives my
Jairways and the even greening.”

Randy Scafturon, Superintendent,
RIVERSIDE COUNTRY CLUB,
Chehalis, WA

"We have been very satisfied with
Poly-S. It's given us consistently good
performance with good, even color."

Pat Holt, Superintendent,
HUNT VALLEY GOLF COURSE,
Hunt Valley, MD

"Excellent response and longevity.
We're very pleased with Poly-S.”

Thomas Schlick, Superintendent,
MARRIOT'S GOLF COURSE
AT WINDWATCH
Hauppauge, NY
A

"The results with Poly-S have
been tremendous. I've never seen
grass respond this well to anything else.
The increase in density and color
retention has been just amazing."

Scott Venable, Superintendent,
TAM O'SHANTER GOLF COURSE,
Canton, OH

the capability for selecting specific
release rates, it has proven its
effectiveness under a variety of
agronomic conditions in every
region of the country.

Poly-S is making a difference on
courses nationwide, but the only
proof that really matters is on your
own turf. For more information
about Poly-S fertilizers, contact
your Scott Tech Rep today. Or call
1-800-543-0006.

Circle No. 136 on Reader Inquiry Card

“It's working even better than we expected.
With applications in late January and May,
we're seeing a 65 to 75-day residual.”

Jeff Kidder, Superintendent,
MARRIOTT'S CAMELBACK
GOLF CLUB,
Scottsdale, AZ

=

“The new Poly-S fertilizers are more
economical and have a higher
nutrient availability”

William Twig, Superintendent,
THE WITCH,
Myrtle Beach, SC
=
"Poly-S is a good product. It spreads
real nice and holds calor real well.
The residual lasted three months for us.”

Scott Fischer, Superintendent,
JUPITER ISLAND COUNTRY CLUB,
Hobe Sound, FL.
<>
"Poly-S spread so easily that our
application rates required downsizing”

Brian Conklin, Superintendent,
GRAYLING COUNTRY CLUB,
Grayling, MI
e
"I really like Poly-S. It gives you
slow, lengthy release and good greening.
And the spreadability is great. No dust,
no odor problem. It performs well with
the extreme temperatures we get
here in the desert.”

Bill Rohret, Superintendent,
SUNRISE COUNTRY CLUB,
Las Vegas, NV

(=]
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Contributing authors

(Ph.D.s in italic)

Agnew, Dr. Michael: Fertilizing to protect
water quality, Jan., p. 38

Bhowmik, Dr. Prasanta: Cool-season
post-emergence weed control, March, p. 60

Brede, Dr. Douglas: Photographing grass,
June, p. 22

Carbone, Joe: Keeping employees happy.
Oct., p. 40

Cave, Randy: Native plants for golf cours-
es, Aug., p. 18

Chestnut, W.R.: Athletic field aerification,
Aug., p. 28

Christians, Dr. Nick: Fertilizing to protect
water quality, Jan., p. 38

Cobb, Dr. Patricia: Warm-season insect
control, April, p. 31

Coder, Dr. Kim: Trees in the landscape,
May, p. 23

Edminster, Craig: The Poa trivialis chal-
lenge, Feb., p. 68

Elliott, Dr. Monica: Warm-season disease
control strategies, May, p. 65

Fee, Sylvia Hollman: Know
strengths, March, p. 23; Project take-offs,
March, p. 14; Pricing, May, p. 33

Harlass, Sherry: Pansies for winter color,

your

Aug., p. 23

Johnson, Brad: Customer, employee edu-
cation, June, p. 44

Koski, Dr. Tony: Early-season fertiliza-
tion, Feb., p. 23

Landry, Dr. Gil: Managing busy turf, July,
p. 34; Overseeding athletic fields, Oct., p. 42;
Weed control for sports fields, Dec., p. 21

Landschoot, Dr. Peter: Cool-season dis-
ease control strategies, May. p. 62

Lewis, Dr. W.M.: Pre-emergence weed
control, Feb., p. 54

Mascaro, Tom: Tifton 57, Jan., 31

McGary, Dr. Rudd: The marketing plan,
Feb., p. 48

Michaels, Mark, LM Reports, chain saws,
April, p. 19

Miller, Kent: Read contracts before sign-
ing, July, p. 28; Choosing the right job to bid,
Nov., p. 40

Mittelstaedt, Dr. Arthur Jr.: Designing
and specifying signage, May, p. 48

Mrock, Ken: Healthy football turf, June, p.
24

Mugaas, Dr. Robert: Fertilizing to protect
water quality, Jan., p. 38

Murphy, Dr. Tim: Warm-season post-
emergence weed control, March, p. 64; Weed

control for sports fields, Dec., p. 21

Murrow, Murray: Landscape lighting,

better way to spray.

Circle No. 134 on Reader Inquiry Card
@ Spraying Systems Co.

PO. Bax 7900, Wheaton, I 60189-790(

Start the spray season
three times better prepared.

With new TeeJet® Triple Nozzle Bodies, you're Erepared for

almost any spraying application. Change tips wit

of the nozzle body. In a few seconds, you'll be spraying again.
Upgrade your sprayer this year with Teelet Triple Nozzle

Bodies with ChemSaver® no-drip check valves. There's no

a quick twist

eegier

No better way (o spray.

=

Aug., p. 12

Niemczyk, Dr. Harry: Cool-season insect
control, April, p. 22

Pensyl, Bill: Being a better boss, July, p.
26

Petry, Greg: Budgeting for 1993, Nov., p
36

Pound, Dr. Bill: Reseeding and renovat-
ing, Aug., p. 34

Prusa, James: The “best” superintendents,
Aug., p. 27

Sartain, Jerry: Potassium and grass pro-
duction, Feb., p. 64

Shetlar, Dr. David: Ornamental insect
control, April, p. 34

Smith, F. Brian: County extension and
you, May, p. 40

Stack, Dr. Lois Berg: Spring annuals, Jan.
p. 26

Trusty, Steve and Suz: Marking athletic
fields, May, p. 36

Wandtke, Ed: Community education,
Jan., p. 33; Smart billing, Feb., p. 44;
Investing in your image, March, p. 48; Career
tracking, May, p. 44; Managers wanted, Aug.,
p. 32; To plow or not to plow, Oct., p. 38;
Satellite office expansion, Nov., p. 44;
Opening a branch office, Dec., p. 14

Wehner, Dr. David: Summer fertilization,
June, p. 34



