The Penn Rals:
Right on Course

Oscar Miles, CGCS, overlooks the 6th hole at the Merit Club, Libertyville, Illinois.

PennLinks Greens. Penneagle Fairways. Penncross Tees.
The ‘Penn Pals’ Are Picture Perfect At The Merit Club.

Superintendent Oscar Miles,
with Club President Ed Oldfield’s
affirmation, specified all the grass-
ing of this Robert M. Lohmann
designed club. With a clean
canvas and open palette, Oscar
began with PennLinks greens,
Penneagle fairways and Penncross
tees, framing them with bluegrass/
fine fescue/wildflower and
prairiegrass roughs. You couldn’t
paint a more attractive picture.
Oscar chose PennLinks greens
for its rapid establishment,
marvelous root system, a crown
and stolons that take topdressing,
upright, grainless qualities and
good, consistent color ... the best
putting surface available.

He selected Penncross for tees
because they recover from divot
scars more quickly.

And the Penneagle fairways?
Oscar chose Penneagle for its
upright growth, reduced thatch
development, low nitrogen
requirement and good drought
and dollar spot resistance. He
seeded at 80 Ibs. per acre for
immediate turf development and

Tee-2-Green Corp.
Post Office Box 250
Hubbard, OR 97032
800-547-0255

503-651-2130
FAX 503-651-2351

erosion control. The fairways
were playable in 8 weeks. Oscar’s
crew usually mows fairways in
the evening and leaves the
clippings; recycling nutrients
while reducing removal and
fertilizer costs.

Oscar articulates it best: “The
unique coloring of the ‘Penn Pals’
contrasts beautifully with the
grassing around them, defining
the target areas. And with the
dew on the bents early in the
morning, they’re a marvelous
work of art.”
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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.

International Society of Arboriculture, P.O.
Box 908, Urbana, 1L 61801; (217) 328-2032.

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

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

National Golf Foundation, 1150 South 1.S.
Highway One, Jupiter, FL 33477; (407) 744-
6006,

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

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, Washington,
D.C. 20005; (202) 296-6085.
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Sports Turf Managers Association, 401 N.
Michigan Ave., Chicago, IL 60611-4267; (312)
644-6610.

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

AS WE SEE IT

TERRY*MCIVER, MANAGINGEDITOR

A lesson from the President:
always keep your promises

In his State of the Union speech of
February 17, President Clinton made it
official: he was to move ahead with a plan
to raise income taxes and implement new
levies, most notably an energy tax.

If this troubles you, there is a way to
salve your disappointment: always keep
your promises.

Private enterprise and government are
both sustained by the promises made to
customers and voters, respectively.

You campaign for employees, suppliers,
customers and perhaps sub-contractors as
a politician campaigns for votes. (In what
is a bold rhetorical move, President
Clinton says the American people are also
“customers” of the government.
Unfortunately, it would take this entire
March issue to expose the faults of that
analogy. For one thing, the Better
Business Bureau would never be able to
handle all the complaints!)

As a businessman, you promise
prospective employees a specified salary,
periodic raises, excellent working condi-
tions, well-tuned equipment and support.

You promise suppliers on-time pay-
ment; you might even promise them your
loyalty.

Your advertising is truthful. You
promise service to your customers, pricing
that matches quality work, and advice on
how best to satisfy their landscaping or
lawn care needs.

Certainly, any of those three groups
may themselves prove untrustworthy, in
which case the contract is null and void,
and you're left a bit wiser. But in the best
of times, when they play it straight, you do
the same.

And forget about making excuses. The
only one they're likely to accept is, “the
weather made me do it.” But when the
birds sing and the sky is blue and cloud-
less, your course is clear.

Compare the relative consequences of a
broken promise, to you as a business
owner, and to your customers:

An energy tax, if passed, will mean an
estimated seven-and-a-half cent per gallon
gouge by 1996. If you own a fleet of 20
vehicles, and each one averages 15 gallons
a week, that's $1170 per year extra in
gasoline tax. And don’t forget mower fuel.

Mr. and Mrs. Jones are new homeown-
ers, excited about the prospects of a well-
designed, properly-built landscape, fol-
lowed up by dependable maintenance.

But your estimate proves impossible to
meet. You promised a certain price to get
the job, rather than stress to them the cost
of quality. You cut corners on equipment
and training. The post-emergence weed
control is late, and their yard looks like
hell, just in time for their daughter’s wed-
ding party.

I wouldn’t want to be there when Mr.
Jones calls.

Planning is essential in the prevention
of broken promises. Clinton, if we're to
believe his claim that he “imagined” the
deficit to be lower, could be called guilty of
poor planning, although I believe he knew
what would happen, especially with a
Democratic Congress by his side. Rather
than say what he planned to do, he lied to
the people rather than tell the truth dur-
ing the campaign.

The best and the bravest among us,
regardless of profession, are those who
keep their promises, especially when com-
pelled to renege.

Plan ahead. Know your company’s lim-
itations. Know your market, and be careful
of what you say.

And no matter how much it hurts,
never, ever break a promise.
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HowTO TURN
A ROYAL PROBLEM
INTOSOLID GOLD

AMDRQO HRE ANT INSECTICIDE
INTRODUCES A GUARANTEED MONEY MAKER
FOR L AWNCARE PROFESSIONALS.

If you've been looking for an easy way to build your
business, you've just struck gold. With AMDRO.

AMDRO lets you offer customers an added professional
service. Fire ant control. Killing fire ants is big business, and
your existing lawncare customers are a built-in market. Plus,
AMDRO can help you attract many new customers.

A PROVEN KILLER THAT COMES WITH A GUARANTEE.

There’s only one sure way to eliminate fire ants. Eliminate the queen. And
AMDRO is \Plllh((‘“\ formulated o kill the queen

Here's why AMDRO insecticide is so Lhulm 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 in less
than a week.

For best results, apply AMDRO as a broadcast
application when ants are actively foraging.

We're so sure AMDRO kills the queen, we > <
guarantee results with proper use of the product !.(.l,l,‘.l‘_s-..nnf.ml,mrs

For more information about this exciting
business-building opportunity and the AMDRO
Royal Guarantee, call us today
at 1-800-545-9525 cy‘m”lp

Company

nural il rocducts Drvaion
m‘r‘ l'\d W\l Control Depantmen
Always read and follow label directions carefully wayne N O 199
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11 Controlling spring weeds

As March comes, so do the first weeds of the season, invad-
ing turfgrass areas everywhere. Warm-season tips by Dr.
Tim Murphy of the University of Georgia begin on page 11,
cool-season on page 16.

L _FEATURES |
19 LM Reports: Mower engines

Though the engine is only part of what you'll be purchas-
ing when you go to your lawn mower dealer, it's an impor-
tant part, and you should know the options available.

Jerry Roche

24 Snappy sales pitches

Use your pallet of experience to paint a colorful picture
when meeting a prospective customer. Your first impres-
sion is the most important.

Jerry Roche, Terry Mclver

26 Spring landscape recovery

You and your customers might be surprised to see all the
damage done by winter snow plows and salt. Here are some
spring fix-it suggestions.

James E. Guyette

31 Wildflower seeding

Pick the best of three methods offered for wildflower seed-
ing by the Texas Department of Highways, all of which
yield an even distribution with good seed-to-soil contact.
Ron Hall

38 Using geotextiles

This step-by-step instruction for lining a typical eight-foot
side slope ditch will help keep soil from eroding.

Terry Mclver

40 ‘Least management’ fields
Park/athletic field managers in small towns, high schools
or community colleges may need a little help from friends.
Leif Dickinson

44 Picking the right dealer

When you need new equipment, chemicals or seed, do you
shop for the best price, or the best deal? Listen to these two
experts speak.

Jerry Roche

46 Halting soil erosion

The old adage about an ounce of prevention will help you
avoid environmental problems on your landscapes.

Fred Kelly

52 Bringing luck out of hiding

Are you a lucky person? How does luck happen? Can you be
the beneficiary of luck? Or is luck just something that hap-
pens to other people?

Ed Wandtke

54 ‘Home field advantage’

Is it the job of the athletic field manager to create equal
opportunity for all athletes, or to make sure the home team
has an edge?

Steve, Suz Trusty

56 Checking out competitors

Are some of those ‘price cutters’ in reality just more
sophisticated business people from whom you can pick up
some helpful hints?

Ed Wandtke

| TECH CENTER |
58 How to get the bite on insects

The appearance of insects means new business for the
astute lawn/landscape company.
Bess Ritter May

60 Changing your soil pH

Obtaining the correct soil pH can be tricky. You may have
to amend the soil, depending on turf species and existing
soil conditions.
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66 Crabgrass, a tough foe

Proper fertilization and mowing allow turfgrass to out-
compete crabgrass, but pre-emergents are still very popu-
lar. Also: tips for better product applications, a rundown of
newer products that give turfgrass pros more options.

Ron Hall

72 A new weed control

Spring-Green Lawn Care’s ‘biological’ program stresses fer-
tility, cuts herbicide use, receives customer approval.
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74 Tick risk small on turf

The nymph of the tiny Ixodes dammini is most abundant in woodlots. Nymphs
are responsible for 70 percent of Lyme disease cases.
Deborah Smith-Fiola

76 Bunker renovation
At times, a golf bunker may require some renovation: enlarging to original size,
repairing drainage, replacing all the sand, or a combination of any of these.

78 Another view on respect

Lack of respect could be a failure to nurture and develop that respect for the
long term, says this golf course general manager.
Greg Christovich

80 Golf course liability
Affirmative action, safety are prime considerations, says GCSAA legal counsel.
Jerry Roche

80 Aerifying bent

Many kinds of machines are available for breaking up soil layers, says this
University of Georgia expert.

Jerry Roche
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ASK THE
EXPERTY

DR. BALAKRISHNA RAO

Anticipating droughty conditions

Problem: If we experience another water shortage this summer,
I'm sure restrictions will be imposed. Are there any products that
will stretch our rainwater and help alleviate the stress which will
be placed on our lawns and trees? (The first thing | read is your
informative column—keep up the good work.) (New York)
Solution: The past several years, many parts of the country expe-
rienced extended periods of dry weather, leading to drought-relat-
ed problems of established turf and plants.

Reports indicate that proper fertilization, preferably prior to
drought but also during or after, helps promote deeper and
healthier grass and tree roots. Potassium in the fertilization pro-
gram will help develop thicker cell walls and make plants more
drought hardy. Consider providing proper fertilization to improve
overall plant health.

Other cultural practices such as mulching for trees helps
maintain soil moisture and prevents weed establishment.

If the soil is compacted, consider aerification to promote bet-
ter rooting and infiltration of water and fertilizer.

Water trees infrequently and deeply. Generally, for most clay
types of soils, two inches of water per week is sufficient to wet the
top 12 inches of soil. For sandy soils, watering twice a week
should be sufficient. Since most of the active roots are in the top
12 to 18 inches, this will help maintain good root growth.

The soil may repel water if it is very dry (hydrophobic). In this
situation, an application of dishwashing (soapy) water or a com-
mercial wetting agent such as Aquagro would be beneficial.

To improve water holding capacity, a number of polyacramide
gel products can be used. These should be amended into the soil
and can be tried on a small scale if you are not familiar with
them. Our experimental results have been variable.

For lawn areas, the same cultural practices are beneficial.
During drought periods, use greater proportions of low-burn fer-
tilizer. Water the turf one inch per week for most clay soils and
two times a week for sandy soils.

When such watering is not possible, some extension personnel
recommend infrequent light watering (syringing) to keep the
turfgrass crown alive. Research information on this is lacking.

Another important factor is mowing. Cut the turfgrass blade at
the recommended cutting height. Generally, if in doubt, maintain
the cutting height for cool-season grasses at 2 inches. This will
help conserve moisture and improve density, color and greater
surface area for photosynthesis.

Residual activity on insecticides

Problem: Where can information be found that gives residual
activity time for various insecticides such as Durshan, Sevin,
diazinon and malathion? (Michigan)

Solution: Residual activity of most of the pesticides can be found
in a publication entitled “Pesticide Information Manual,” edited
by the Northeastern Regional Pesticide Coordinators and pub-
lished by the Cooperative Extension Service, USDA. For the most
up-to-date information, contact the manufacturers of specific pes-

ticides. The residual activity of some of the insecticide available in
the green industry is as follows:

Plant surface Unexposed surface Soil

Insecticide

diazinon 1 week 2 months 10 days
malathion  1-3 days 2 weeks-1 month  short residual
Dursban few days several weeks 9 weeks-1 year
Sevin 2-10 days 3-4 months 3 weeks

Grass clippings on lawns

Problem: The removal and disposal of yard waste in general and
grass clippings in particular presents a major problem in the
future because of new regulations. | would appreciate your opin-
ion on leaving grass clippings on the lawn. (Ohio)

Solution: Reports indicate that many states in the U.S. will have
regulations on yard waste, including grass clipping disposal, in
the near future. In the past couple of years, a number of articles
were written in various magazines regarding these issues (LM,
October, 1990). Also, a number of private companies and munici-
palities are showing interest in dealing with this problem.
Contact your city officials and cooperative extension service to
find out more about these activities.

Reports suggest that return of clippings over an extended peri-
od of time tends to reduce the turfgrass quality under intensive
turfgrass culture. Therefore, you may want to consider clipping
removal under these conditions. Clippings should be removed
when the plates are too long or they have a high potential for dis-
ease development.

Turfgrass maintained under a low-intensity fertilizer program
can benefit by returning the clippings. These clippings release
nitrogen to the soil, which can in turn be used by the turfgrass
plant. This would help reduce the total amount of nitrogen need-
ed by the plant. In general, returning the clippings can provide up
to one pound of actual nitrogen over a period of one year.

Where feasible, consider using a mower that would shred or
mulch the clippings to aid in decomposition.

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 Old Oak Blvd., Cleveland, OH 44130. Please allow two to
three months for an answer to appear in the magazine.
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