Paul R. Latshaw, Superintendent
Wilmington CC, Montchanin, DE
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is a proud member of these
green industry professional
organizations:

Associated Landscape Contractors of America,

12200 Sunrise Valley Dr., Suite 150, Reston,
VA:; (703) 620-6363..

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

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

Internati
Box 90

iety of Arboriculture, P.O.
a, IL 61801; (217) 328-2032.

Internationdl Turfgrass Soil
Envi tal Sciences, .Blagksburg,
VA -0403; (703) 231- r

Nationa rist Association, The Meeting
Place MalKP.O. Box 1094, Amherst, NH
03031-1094:4603) 673-3311.

National Golf Foundation, 1150 South U.S.
Highway One, ]uMM
6006.

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

PG

Professional Grounds Management Society,
10402 Ridgland Rd., Suite 4, Hunt Valley, 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, Suite 900,
Washington, D.C. 20005; (202) 872-3860.

o

Sports Turf Managers Association, 401 N.
Michigan Ave., Chicago, IL 60611-4267; (312)
644-6610.

Turf and Ornamental Communicators
Association, 8400 Normandale Lake Blvd.,
Suite 500, Bloomington, MN 55437; (612) 832-
5000.

AS WE SEE IT

JERRY RQCHE, EDITOR-IN-CHIEF

‘B+’ from customers:
room for improvement

Are your clients happy with your per-
formance as a lawn or landscaping service?
Ayé te members of your golf club, or the
golfey§ who visit your course regularly,
happy. with its condition? Are the people
who-pldy on your athletic fields, their
coach‘ég, their spectators and their admin-
istratoxs happy?

J ng by a small survey we commis-
sioned/ here in Cleveland, it seems that
the g¢neral public is fairly happy with its
lawp and landscape services. (See page 8.)

Which means that at least one segment
of the green industry, in at least one part
of the world, is performing its tasks
admirably. (It's too bad we didn’t have
enough time to also survey golfers or city
softball and soccer leagues. But those
could be other stories, for other months.)

Though our survey’s sample was small
and not geographically diverse, it pretty
much affirmed what we've been hearing
from our lawn/landscape readers: that
they're doing their best to keep customers
happy by providing the needed services in
a professional and timely manner.

Given the “grade” they've earned (B+),
we'd give our lawn and landscape readers a
“summa cum lawn” degree from the
School of Hard Knocks, if we could.

Not that everyone’s perfect, mind you.

The other day, on my way home from
work, I happened upon a familiar scene.

The sun was shining (for one of the few
times this spring in this part of the world).
The birds were chirping. The truck with
the requisite flat-bed trailer was parked at
the curb in front of a pretty suburban
home. A guy was zipping back and forth
with a mid-size walk-behind mower. All
was right with the world.

On my way to work this morning, I
went through the same neighborhood,
past the same house.

I was appalled at the sight my wonder-
ing eyes beheld: this same professionally-
mowed lawn was littered with long, dark,

ugly clumps of grass. What could have
been the prettiest lawn in the neighbor-
hood looked like one of the trashiest.

Don’t get me wrong here: I'm not say-
ing the lawn professional was necessarily
guilty of any negligence. I'm just using
this case to illustrate a point.

There certainly may have been extenu-
ating circumstances. Maybe the guy was
coming back to collect the clippings.
Maybe the customer requested that he
leave them. Maybe.

Or maybe, since it was a wet spring
here, the guy was running behind on his
route. Maybe the grass had grown unex-
pectedly long between mowings and he
hadn’t made the necessary adjustments to
his schedule. Maybe he was more interest-
ed in getting on to the next lawn.

But I know this: if I were his customer
and went to bed knowing that my lawn
was a mess, I'd be looking around for
another service the next day.

That said, I issue all our conscientious
readers a well-deserved congratulations.
Overall, you're doing a great job—B+ as a
matter of fact.

But, in all honesty, I remind you: a B+
is not perfect. There is always room for
improvement.
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8 Making the grade
Our mini-survey of lawn and landscape customers shows
that our industry appears to grade out well in terms of
knowledge, customer satisfaction and value.
Jerry Roche, Terry Mclver

|  FEATURES |
14 On sales and service

Do a better job, and everyone associated with the organi
zation will profit financially and personally, say two
experts on customers.

James E. Guyette

16 Avoiding summer burnout
Summer heat compounds all the things that can go
wrong during a day. Here's how to keep productivity
high and workers happy.
E.T. Wandtke

18 LM Reports:
Tree maintenance equipment

Pruners, injectors, mist blowers and aerial lifts are four
categories of the more common equipment used in tree

care.
Jerry Roche

22 Irrigation: Ten-Plus-One
Irrigation, performed consistently, plays a major role in
determining the condition of athletic turf. These 11
“commandments” will help determine if your irrigation
system’s a winner.
Ray Flood

26 Stump cutter maintenance

Preventive maintenance helps keep the equipment pro-
ductive, and employees and bystanders safer, says Brad
Yochheim.

James E. Guyette

L TECH CENTER |
30 Fertilizing woody plants

Proper technique and fertilizer selection are parts of PHC
over which arborists have more control than any other
service except tree pruning and surgery.

Trevor F. Vidic

34 ‘Slitting’ insecticides
Contractors develop a market for ‘slit’ mole cricket con-
trol in Dixie, but white grubs are still uncertain in North.
Ron Hall

. _STRICTLY GOLF |
40 Moving the players

‘Ready Golf keeps golfers moving and helps more than
400 per day breeze through city courses in Overland
Park, Kan.

Jerry Roche

42 Too much water unwise
Researchers in Fort Lauderdale found that despite turf-
grass’s ability to filter chemicals, some can still leach to
groundwater.
Ron Hall

44 Dragging with Dennis

Jacksonville’s Nick Dennis is all go with lawn care, auto-
mobile racing, and the Florida Turfgrass Association.
Ron Hall

48 Supporting service people
Who in your service delivery organization has the most
contact with customers? Are you supporting them?

Ron Hall
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50 Drought-resistant grass

Dr. Karl Danneberger teams up with OSU’s Biotechnology Center, which has
isolated a gene that helps plants jump-start the production of proline, a com-
mon amino acid associated with drought tolerance in many plants.

56 Residential business growing
New residential installation, with projected growth of 11.5% in 1993, is the hot
ticket in the market, according to members of the National Landscape
Association.
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On the cover: Overland Park (Kansas) Golf Course (see story on page 40). Inset
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Today, nothing works faster than

Dylox. If you don’t know why that’s

important, we’ll bring you up to speed.




DYLOX insecticide controls all
species of white grubs in as little as 24
to 48 hours. It doesn't waste time. Then
it doesn't hang around.

In these times, that's reason
enough to use DYLOX. But there’s
more. It has no label restrictions on
turf grass species or sites. So, you can
spray your tees, greens and fairways
for grubs, as well as cutworms and sod
webworms. And with the DYLOX 80%
formulation, you can also treat your
flowers, shrubs and trees for army-

worms, bagworms and stink bugs.

Add to that the fact that it's a low-
odor compound available in 6.2%
granular as well as 80% water soluble
powder. Now you can understand why
it is the fastest growing grub insecti-
cide on the market.

For more information, contact
Miles Inc., Specialty Products, Box
4913, Kansas City, MO 64120. (800)
842-8020.

The time is right for DYLOX.

MILES /A

©1993 Miles Inc. 935638
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ASK THE
EXPERT

DR. BALAKRISHNA RAO

Diagnosing fungal disease

Problem: A number of spruce plants in our area are showing
extensive needle drop and branch dieback. A majority of the
plants have this problem, mostly on lower branches. We thought
it might be due to fungal disease caused by Cytospora, but there
are no typical symptoms of bluish-white pitching. Most plants
were treated for mite and spruce gall aphid problem. This needle
problem is gradually increasing. (New York)

Solution: Based on your description of the symptoms, the
problem appears to be related to fungal disease. Since you were
unable to observe bluish-white pitching, the problem is probably
not related to canker disease caused by Cytospora sp.

Another disease, rhizosphaera needlecast, produces almost
identical symptoms as cytospora canker. Most likely you are deal-
ing with the needlecast disease caused by Rhizosphaera kalkoffii.

This fungus also spreads from lower branches upward. As the
disease establishes and spreads upward, affected needles will turn
yellow and then turn purple and finally defoliate. Infected two-
year-old needles drop extensively in the second summer. Current-
year needles may become infected in May or June, but disease
doesn’t become apparent until fall or the following spring. During
this period the fungus produces small black fruiting bodies on the
needle surface. They appear in a row along the needle length near
the stomata. These can be examined using a hand lens.

Your local extension service may be able to help. Apply fungi-
cides such as Daconil or Bordeau mixtures when new growth
starts and repeat again in late June to help manage this disease.
Severely affected branches may not refoliate, therefore consider
providing selective pruning. Provide proper fertilizing, watering,
mulching and pest management as needed to help improve plant
health. Read and follow label specifications for better results.

Will dormant oils work on mites?

Problem: How good is dormant oil for controlling mites? If the
problem is severe, can we apply low applications to clean them
up? If so, what kinds of intervals? (Michigan)

Solution: The dormant oil is now preferably called horticul-
tural oil, and is used during the growing season as well as dor-
mant periods. Most dormant treatments will be done in mid-
November through mid-March.

Among the mites, the two-spotted spider mite overwinters as a
female in litter or mulch or other protected areas and is not
nomally found on the plant. Treating the target plants during
this period is of no value.

Spruce spider mite overwinters on evergreen hosts like arborvi-
tae, juniper, hemlock and pine in the egg stage. This makes the
pest very vulnerable to oil treatments. Remember that oil treat-
ment will remove the blue color of blue spruce temporarily.

The honey locust spider mite overwinters as mature females in
bark and bud crevices. Here again, a horticultural oil application
should work well.

Another mite species vulnerable to “dormant” season sprays is
the southern red mite. With proper coverage, this pest can be
managed with oil treatments. If the infestation is severe, a second
application may be beneficial. Because conditions for evaporation
are poor during winter, the potential for phytotoxicity increases.
Therefore, monitor pest activity in spring and reapply 2 percent
oil as needed.

Remember that brands of oils from different vendors may not
be the same. The quality of the oil dictates the effectiveness
and/or potential phytotoxicity problems.

Pine dieback caused by disease, insects
Problem: Some of our clients’ pines are showing dieback of six to
eight feet terminal growth. Some of these have tunnels and frass
when broken and examined and others have no dieback. We find
a lot of resin droplets on twigs and at the base of needles.
(Virginia)

Solution: This problem appears to be related to an insect as
well as a disease. The twigs showing small tunnelling and frass
are most likely caused by pine tip moth infestation. Affected ter-
minals may show slight bending with discolored needles. This
often mimics phenoxy herbicide injury and/or a disease called
diplodia tip blight caused by Diplodia sp.

Pine tip moths generally have one to two generations in the
Midwest and four to six in the South and Western U.S. In your
area, you may find this pest on Scotch, mugho, Monterey, loblolly
and most other two- and three-needle pines. Apply Orthene or
Cygon in middle to late April and again in mid-June when moths
are active.

The twigs showing terminal dieback without the tunneling
may be affected by the diplodia tip blight disease caused by
Diplodia sp. With a 10x hand lens, look for small black fruiting
bodies, primarily at the base of the needles. Fruiting bodies may
also be found on scales of two-year-old cones. This fungus mimics
pine tip moth symptoms from a distance. Selectively prune affect-
ed plant parts and cones where feasible. Preferably prune when
dry, and disinfect pruning tools between cuts in Lysol, diluted
Clorox or rubbing alcohol to prevent further fungus spread. Apply
fungicides such as Bordeaux mixture or Cleary’s 3336 to help
minimize disease incidence. Fungicide treatment should be made
as new growth starts and before needles emerge from the sheath.
Provide two to three more applications at 7- to 10-day intervals,
depending upon any rainy periods.

Dr. Balakrishna Rao is Manager of Research and Technical
Development for the Davey Tree Co., Kent, Ohio.

Mail questions to “Ask the Expert,” LANDSCAPE MANAGEMENT,
7500 0Old Oak Blvd., Cleveland, OH 44130. Please allow two to
three months for an answer to appear in the magazine.
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AMDRQO ENDSHER
REIGN OF TERROR.

AMDRO FIRE ANT INSECTICIDE
KIL1 S THE QUEEN, PROTECTS YOUR COURSE.

There’s only one sure way to eliminate
fire ants. Eliminate the queen. And no other
insecticide works harder at dethroning the
queen than AMDRO, specifically formulated
to kill the queen.

Here’s why AMDRO is so effective.
Worker ants are attracted to AMDRO, carry
it back to the mound, and pass it on to other
workers including the queen. The queen eats
the bait and dies. So does her colony.

Typically, control is achieved in less
than a week.

For best results, apply AMDRO insecti-
cide as a broadcast application when ants
are actively foraging. For individual colony
control, spot treat with AMDRO. You'll find
AMDRO is not only easy to use, but economical
as well.

Don't let fire ants threaten the safety
of your course. Put the proven power
of AMDRO to work.
And put an end to the
queen’s reign of terror.

Always read and follow label
directions carefully.

cvanamw 7 &

.

| AR
"i i&;\ \\\

= KILLS FIRE ANTS
Y - e
and Peat Controd Depanment
Wayne. NJ 02470 Ll )
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COVER STORY
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® The nation’s lawn care and
landscape services are general-
ly pleasing their customers,
according to a mini-survey
commissioned by LANDSCAPE
MANAGE-MENT magazine.
Our telephone survey ques-
tioned 62 homeowners in selected
areas of Cleveland, Ohio.
Neighborhoods with higher per
capita earnings were chosen for
the survey, on the perception that
people living in those neighbor-
hoods are more likely to contract
a lawn or landscape service.
Twenty of the respondents
who subscribe to either a lawn
care or landscape service were
the basis for most of the in-
depth questions. And, though
the survey base was small and
not geographically diverse,
overall trends become immedi-
ately apparent.
Nine of the 20 subscribers
gave their services a grade of “A”
for excellent. An additional 10
gave grades of “B,” or good, for
overall service.
Finding a service—Referrals
have always been (and probably
always will be) an important
source of business for lawn/land-
scape service companies. Fifty-
five percent of those getting ser-
vices said the company they
used was recommended by
their neighbor.

Direct mail also had an
effect on our respondents:
35 percent contracted a ser-

vice after receiving a brochure
or coupon in the mail. Only
one respondent made the call

19 of 20 Cleveland, Ohio,
homeowners rate their lawn
or landscape service as

4

‘exceoZZeM !

after spotting a company’s truck
on the street.

About two-thirds of the home-
owners who subscribe to a
lawn/landscape service said that it
is because they do not have
enough time to do it themselves.
About one-fifth of the respon-
dents said they realized that pro-
fessionals can do a better job than
what they could do.

Grading out—The perception
among lawn care and landscape
businesses is that customers are
very demanding of timely service,
especially with the first signs of
spring. This creates a spring rush
that usually entails long hours on
the job. Yet, among the qualities
surveyed, timeliness is the most
admired by customers. A full 60
percent of those surveyed gave a
grade of “A” for excellent in the
“timely” category. An additional
35 percent gave a “B."”

Professional lawn/landscape
companies also rated fairly
high in:

® expertise,

® communicationwith
customers,

® problem-solving and

@ creating a lawn that is bet-
ter than before the customer
started the service.

Overall, lawn/landscape com-
panies did well in every category,
although 10 percent of the
respondents gave them Ds in
“personnel” and “value.”

Why, why not?—Six of the
20 respondents said they started
the service because the yard was
too difficult to take care of
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