
INVENTORYCONTROL 

Have what 
you need, when 
you need it, without the expense of a large 
inventory. It's easy. Make Terra Professional 
Products your single, convenient source for 
insecticides, herbicides, fungicides, adjuvants, 
fertilizers, micronutrients, turfseed and much 
more. Choose from a line-up that includes 
major brands as well as our own high-quality 
line of Terra Professional Products. All it takes 

is a phone call. You'll get the products and 
service you want and the agronomic advice, 
technical support and product information 
you need. For your 

Vferra 
Terra International, Inc. 
P.O. Box 6000 
Sioux City, IA 51102 

nearest sales and 
service location, 
talk to Terra at 
1-800-831-1002. 



OPENING SHOTS 

The chemical 
controversy 
evolves past 
good vs. bad 

JERRY ROCHE 
Ed i to r - i n -Ch ie f 

Don Wahl speaks out of both sides of 
his mouth. But he can afford to—in-
deed, it's his duty to. You see, he's a 
reporter for WFAA-TV, the ABC af-
filiate in Fort Worth, Tex. 

Wahl, however, is not just any reporter. He's 
the station's environmental reporter, and he gave a 
generally balanced report to members of the Turf 
& Ornamental Communicators Association dur-
ing a break in the Green Industry Expo two 
months ago. Which is to say, the news is good 
and the news is bad for the green industry. 

The good news: "I'm 
encouraged by the efforts 
of [green] industry lead-
ers," Wahl said. "Chemi-
cals and fertilizers are keys 
to the way we live, in 
many ways." 

The bad news: "It's a 
fact that pesticides and 
fertilizers are showing up 
in wastewater. And it 
would be a mistake to as-
sume that all the informa-
tion is misguided, unin-
formed and detrimental 
to your industry." 

But the ongoing con-
troversy over pesticides in 

our environment has really evolved past whether 
they are good or bad. 

Most educated people will admit to the fact 
that pesticides, used in moderate amounts, are 
good. They kill unwanted agricultural and house-
hold pests, and—in the process—they give us 
higher agricultural yields, safer homes, and pret-
tier yards and parks. 

However, most educated people will also 
admit that over-use of pesticides can result in 
groundwater contamination; ozone layer deple-
tion; beneficial insect deaths; and irritating skin 
rashes, flu-like symptoms and other acute chemi-
cal responses in humans. 

"But people's ideas are changing," Wahl con-
tinued. "People are developing different percep-
tions about their yards [see page xx]. There is a 

trend nationally against environmental reporting." 
Once upon a time, environmental reporters 

were all the rage at local television stations. Flick 
the remote once and you got Jason Pompadour 
reporting from the local chemical waste disposal 
site. Flick it again and you saw Jane Bouffant in-
terviewing some suburban housewife who 
wouldn't stop bawling because the smell of fertil-
izers emanating from the neighbor's yard were 
making her throw up. 

Nowadays, though, when you turn on the 
television, you're more likely to see "Par for the 
Course," a beautifully-produced ESPN program 
sponsored by the Golf Course Superintendents 
Association of America that "establishes superin-
tendents as leaders in the environmental move-
ment," according to Scott Smith. 

Smith, the GCSAA's director of media rela-
tions and video services, also spoke to TOCA 
members. He told us that his association is spend-
ing $ 1 million this year on public relations, and— 
with the addition of government relations 
lawyers—"is now in the lobbying business." 

This, of course, is fine. But I repeat, for effect: 
the debate over chemicals in the environment has 
evolved beyond the notion of good versus evil. 
While keeping one eye on the short term and 
pesticides' impact on your lawn care company or 
golf course, you must also keep one eye on the 
long term and their impact on the environment. 

"The important thing to remember is that you 
are an advocate for using products," stated Wahl. 
"While you are trying to provide more informa-
tion, you might find that a cooperative spirit is 
very useful. [So] don't look at government regu-
lations as the enemy. In the environmental arena, 
it's what happens down the road, long term, 
that's important." 

I couldn't have said it any better myself. 
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16 TALK BACK: 

DOG-GONE GEESE 
Although we shouldn't have been, 
we were surprised at the incredible 
range of solutions you readers 
offered to our November "Talk-
back" column on controlling 
Canada geese. A couple of the 
more inventive were "dead duck" 
decoys and "robo-goose." 
RON HALL 
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RON HALL 
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WEATHER CONDITIONS 
The environmental conditions that 
influence performance are air and 
soil temperature, light intensity, 
wind, rain falling after the 
application, drought stress, relative 
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determine the success or failure of a 
broadleaf herbicide application. 
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It's a jungle out there. That means your turf 
needs to be tough. It has to stand up to 

environmental stress and daily use. And it has to 
look great and play great. Terra has a full line of 
turf fertilizers that can help you keep your turf 
tough—no matter what your requirements or 
growing conditions. The wide variety of nutrient 
combinations, including pre- or postemergent 
herbicide options, will give you the power to 

get the job 
done. There's a 
fertilizer that's right for every turf management 
program, including non-play areas. Contact your 
Terra representative to find out which fertilizer is 
right for your needs. And don't 
forget to ask for the brochure 
featuring the complete line of 
Terra Fertilizers. 

Terra 
Terra International, Inc. 
P.O. Box 6000 
Sioux City, Iowa 51102 
1-800-831-1002 
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The "outfront" 

leader in zero-radius 

mowers for more 

than a quarter 

of a century. 

Four Reasons Why 

You Should Always 
Demand A Grasshopper! 

Easy to operate. 
Even beginning operators get the feel of 
Grasshopper's dual-lever steering in no time at 
all because the "hands-on" control of speed, 
motion and zero-radius maneuverability is so 
natural. Soon "new hands" will be doing twice 
the work of "old hands" behind a walk-behind 
or a steering wheel-type mower and with less 
fatigue because of built-in comfort features. 

First to Finish ... Built to Last 

YOUR NEXT MOWER 

Exclusive Grasshopperability. 
The outfront deck, along with zero-radius 
maneuverability lets you make all the right 
moves to trim as you mow and to move in and 
out of hard-to-reach places. We call it 
Grasshopperability. 

Built-in quality gives long-
lasting durability. 
Grasshoppers are built to last, with robotic-
welded steel construction and highest quality 
components such as the state-of-the-art 
hydrostatic direct-drive systems and fuel-
efficient engines. 

Selectability and year 
round versatility. 
Grasshopper's new Combo Mulching™ Deck*, 
with new full-flotation option, lets you mulch, 
discharge or bag with the same deck for superior 
results in varying conditions. Engine models 
range from 14 to 28 hp, gas or diesel, air-cooled 
or liquid-cooled. A full line of year-round 
attachments includes the Quik-D-Tatch Vac® 
Grass Collection Systems, angle dozer blades, 
snowthrowers, rotary brooms, dethatchers, bed 
shaper and AERA-vator. Quik D-Tatch® mounting 
system* permits removing and adding 
attachments in minutes without tools. 

Call or write for the name of your nearest 

dealer and for a "hands-on" demonstration. 

The Grasshopper Company 
One Grasshopper Trail • P.O. Box 637 

Moundridge, KS 67107 U.S.A. 
Phone: (316) 345-8621 • FAX: (316) 345-2301 

* patent pending 

© 1995, The Grasshopper Company 



ASK THE E X P E R T 

B A L A K R I S H N A R A O 

Manager of Research and 

Technical Development 

for the Davey Tree Co. 

Kent, Ohio 

SEND YOUR 
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. 

Quack, quack, quack 
Is there a selective herbicide that 

removes quackgrass and nutsedge in 
ornamental plantings? These aggres-
sive weeds are giving us problems. 

-OHIO 

You can use Vantage herbi-
cide to manage quackgrass. It is 
a selective broad-spectrum 
post-emergence herbicide for 
use on annual and perennial 
grassy weeds in turf and orna-
mentals. It has very limited use 
for turf; therefore, follow label 
specifications for best results. 

Vantage does not control 
nutsedge. In your area, yellow 
nutsedge is most common. To 
manage this, you may use a her-
bicide such as Basagran. For 
better results, treat nutsedge 
plants when they are small and 
young. 

Because of the underground 
bulbs produced by nutsedge, 
they are difficult to manage in 
one season. Reports indicate 
that it could take two to five 
years. Follow good cultural 
practices to help minimize 
weed problems. 

Timing fall fertility 
When is the best time to apply 

fertilizer in fall? What are the differ-
ences between a quick-release 
source of nitrogen such as urea, ora 
slow-release such as sulfur-coated 
urea? Will there be any problems 
with these products leaching into 
the soil or into drinking water? 

-MICHIGAN 

In the fall, when air temper-
ature is below 50° F, respiration 
and growth in turfgrass tillers 

slows down. Photosynthesis 
continues to produce sugar, 
which accumulates and is 
translocated to the crown and 
roots. Roots will continue to 
grow until the ground freezes. 

Nitrogen fertilizer applied at 
this time will help to prolong 
photosynthesis by stimulating 
chlorophyll production. Turf-
grass remains green longer into 
the dormant season and greens 
up earlier in the spring. Root 
growth also is stimulated with 
nitrogen applied at this time. 

Late-fall fertilization occurs 
at about the time of the last 
mowing and should not be con-
fused with dormant fertilization 
which occurs after the leaf tis-
sue turns brown. For fall fertil-
ization, water soluble, quick-re-
lease sources of nitrogen—such 
as urea—are the preferred prod-
ucts. They are not temperature 
dependent. You can also use 
slow-release products such as 
isobutylidene diurea (IBDU) or 
sulfur-coated (SCU). IBDU is 
not temperature-dependent, 
while the sulfur coating in SCU 
is rather temperature-depen-
dent. Natural organic fertilizers 
are the least-preferred for fall 
fertilization because they re-
quire microbial degradation, a 
temperature-dependent 
process. 

The likelihood of nitrogen 
leaching out of a root zone of 
clay or other heavy soils is re-
mote. However, nitrate leach-
ing can occur on sandy soils al-
though in one experiment on 
Long Island, NY, fertilized plots 
produced no more leachate 
than unfertilized plots. It may 

be advisable to use slow-release 
fertilizers on sandy soils until 
additional research provides 
clarification of the fate of nitro-
gen in different soil textures. 

Where and how can we get cur-
rent information and facts about 
pesticides used in turf and orna-
mental plant pest management? 

-PENNSYLVANIA 

Where to find info 
Kathy Zahirsky, director of 

Environmental and Regulatory 
Programs at the The Davey 
Tree Expert Company, refer-
enced the following sources: 

—search local libraries to 
find reputable horticulture or 
green industry magazines; also 
look for Agricultural Chemical 
News; 

—land-grant university li-
braries carry university exten-
sion service publications. 

—manufacturers: pesticide 
labels and material safety data 
sheets (MSDS); research data; 
technical and/or promotional 
literature. 

—state and federal agencies, 
such as EPA; state departments 
of agriculture; the National Pes-
ticide Telecommunication Net-
work (NPTN); Department of 
Transportation; Cooperative 
Extension Service; 

—national/local industry as-
sociations: ALCA; PGMS; 
PLCAA; 

—computer access: World-
Wide Web (through EPA); 
CompuServ's Knowledge Index 
Program); Extoxnet, network 
services. 

—private consulting firms. 



P R E V E N T C M A I G M A S S W I T H T E A M 

A N D E V E N T O U R M A R D E S T C U S T O M E R 

W I L L C R A C K A S M I L E . 

¡Dependabi l i t y is w h a t lawn c a r e and landscape 
professionals look for in a p reemergence herbicide. And 
dependability is wha t you get wi th the t ime proven Team* 
herbicide. Since 1 9 8 5 , Team has proven itself effective 
at s topping a b road s p e c t r u m of t r o u b l e s o m e grassy 
weeds, especially crabgrass. 

W i t h the rock sol id p e r f o r m a n c e of Team, you can 
expect consistent, season long control . 

D o w E l a n c o 

B e c a u s e no th ing , pound f o r pound , p r e v e n t s 
c r a b g r a s s be t t e r t h a n Team, you know you've go t a 
p reemergen t you can depend on to bring a smile to the 
face of any customer. 

For f u r t h e r i n f o r m a t i o n on Team, o r any o t h e r 
product in the extensive line of DowElanco products, give 
us a call a t 1 - 8 0 0 - 3 5 2 - 6 7 7 6 . Always read 
and fol low label directions. 

'Trademark of DowElanco 



INDUSTRY ALMANAC 

Bankruptcy filings 
are on the decline 

The Administrative Office 
for U.S. Courts reports that 
all bankruptcy filings for 1994 
were down 6.6 percent com-
pared to 1993. Total filings 
were 837;797 compared to 
897,251 in 1993. Business 
bankruptcies decreased 16.1 
percent, and non-business fil-
ings decreased 5.9 percent. 

Filings in eight states ac-
counted for 53.1 percent of 
the business filings, led by 

California's 12,144. Other 
top states: New York (3,593), 
Texas (3,395), Florida 
(2,248), Minnesota (2,025), 
Pennsylvania (1,956), Illinois 
(1,861), Georgia (1,717). 

California, incidentally, 
also led in non-business bank-
ruptcy filings with 134,227, 
nearly three times that of the 
second-highest state, New 
York with 43,980. 

Keeping pace with inflation? 
To find out if your personal income has kept up with infla-

tion, multiply your earnings in any year by the multiplier for 
that year. If your current earnings are less than the total, your 
"real" income has declined. 

1960 . . 5.01 1970 . . 3.82 1980 ..1.80 1990 . . 1 . 1 3 
1961 . . . 4.96 1971 . . . 3.66 1981 . . . 1 . 6 3 1991 . . . 1.09 
1962 . . . 4 . 9 1 1972 . . . 3.55 1982 . . . 1 . 5 4 1992 . . . 1.06 

1963 . . . 4.85 1973 . . . 3.34 1983 . . . 1 . 4 9 1993 . . . 1 . 0 3 
1964 . . . 4 .78 1974 . . . 3.01 1984 . . . 1 . 4 3 1994 . ..1.00 
1965 . . . 4.71 1975 . . . 2.76 1985 . . . 1 . 3 8 
1966 . . . 4 .58 1976 . ..2.61 1986 . . . 1 . 3 5 
1967 . . . 4 . 4 4 1977 . . . 2.45 1987 . . . 1 . 3 1 
1968 . . . 4 .26 1978 . . . 2.27 1988 . . . 1 . 2 5 
1969 . . . 4 . 0 4 1979 . . . 2.04 1989 . ..1.20 

Pay her, hug him 
Working women want more money, while men yearn for 

security, according to a telephone poll of workers conducted 
by ICR Survey Research. 

Sixty-one percent of women vs. 54 percent of men would 
opt for higher salary over increased job security. The female 
focus on pay is entirely logical: they make 28 percent less, on 
average, than men. 

Only about 40 percent of women, compared with 50 per-
cent of men, think they are paid what they're worth. 

Nearly 56 percent of workers with household incomes of 
$50,000 or more are satisfied iwth their pay, as opposed to 42 
percent of those with incomes of $40,000 a year or less, the 
survey notes. 

College grads most 
likely to buy tree care 

Seventy-three percent of all tree care services are purchased 
by college-educated consumers, according to statistics from 
the National Gardening Association. The average college-edu-
cated consumer spends about $400 per year on such services. 

In 1994, a survey by the Gallup Organization noted, 4.9 
million U.S. households purchased professional tree care ser-
vices. Average spent was $337. More survey highlights, 
courtesy of the National Arborist Association, in its "NAA 
Reporter:" 

Average spent % total sales 

Male $ 2 7 4 4 0 

Female $ 3 8 4 60 

18-29 $347 12 
30-49 $ 3 9 4 4 5 

50+ $ 2 9 6 4 3 

college $400 7 3 

H .S. $ 2 4 8 26 
grade school $40 1 

professional $ 3 4 4 2 9 

business $ 3 5 9 18 

clerical/sales $ 2 2 3 4 

manual labor $ 3 8 4 15 

farmer $0 0 
retired $ 2 0 4 13 

non-labor $200 1 
undesignated $1 ,343 19 

married, no children $277 37 

married, children $ 5 0 5 41 

single $286 14 

sep/div/wid $ 2 1 4 8 

$99 ,999+ $ 4 0 4 9 

$75K-$100K $549 6 
$50K-$75K $ 3 4 0 17 

$40K-$49K $ 2 4 0 8 
$30K-$39K $ 4 3 5 2 4 

$20K-$29K $ 2 6 4 8 
$15K-$19K $192 7 

under$15K $ 1 3 5 4 

undesignated $397 17 
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your good judgment 

the beauty 
of the blades 

the strength 
and durability 

the quality! 

the tolerance 
to drought & disease 

turf type 

Will tell you to select 

Tall Fescue seed from Oregon 

Oregon Tall 
Fescue Commission 
1 1 9 3 R o y v o n n e , S u i t e 1 1 

S a l e m , O R 9 7 3 0 2 

5 0 3 - 5 8 5 - 1 1 5 7 

Look for the grown in Oregon label. It puts all 
others in a lower class. A lush, healthy deep 
green turf is your reward for selecting superior 
seed. The worlds leading turfgrass breeders 
have been perfecting it for more than 20 years. 
The tough, vibrant turf will not only tolerate drought, 
but survive cold winters. 

When you select Turf Type Tail Fescue seed from Oregon you 
can be sure you will enjoy your "good judgment" decision 
year after year. 

TM.i-'"-

TURF 
TYPE 
TALL 

S E E D F R O M O R E G O N 



HOT TOPICS 

A million snow throwers, 
a million reasons for safety 

Shipments of snow throw-
ers have topped the one mil-
lion mark for model year 
1995, meaning more chances 
for professional landscape 
maintenance contractors who 
"throw snow" to have an acci-
dent. 

Here area some important 
safety recommendations 
made by the Outdoor Power 
Equipment Institute for all 
operators of snow throwers: 

• Read your owner's man-
ual thoroughly and under-
stand all of the recommended 
safety procedures before 
using it the first time. 

• Keep the area of opera-
tion clear of all persons, par-
ticularly small children and 
pets. 

• Clear the area of door-
mats, sleds, boards, wires and 
other debris. Snow can some-
times hide objects that might 
clog the chute or cause other 
damage. 

• Never throw snow to-
ward people or cars, and 
never allow anyone in front of 
your snow thrower. 

• Always turn the machine 
off and wait for all moving 
parts to come to a complete 
stop, if you have to repair the 
machine, remove an object or 
unclog built-up snow from 
the auger blades or chute, . 
Then disconnect the spark 
plug wire. 

• Use a stick to unclog the 
snow thrower. 

• Keep hands and feet 

away from all moving parts. 
• Dress properly for the 

job, including footwear that 
will improve footing on slip-
pery surfaces. Avoid loose-fit-
ting clothing that can get 
caught in moving parts. Be 

careful of extra-long hair. 
• Use non-spill gas con-

tainers with spouts. If possi-
ble, fill the tank while the en-
gine is cold. 

• Do not clear snow across 
the face of slopes. Use ex-

treme caution when changing 
direction on slopes. Do not 
attempt to clear very steep 
slopes. 

• Never operate a snow 
thrower without good visibil-
ity or light. 

• Keep a firm hold on the 
handles. 

• Walk, don't run. 

Well-maintained 
yards increase 
in importance 

More Americans enjoyed the multiple ben-
efits of a well-maintained lawn and landscape 
in 1994 than in 1993, according to a survey by 
the Gallup Organization for the Associated 
Landscape Contractors of America (ALCA) 
and the Professional Lawn Care Association of 
America (PLCAA). 

Homeowners that participated in the sur-

vey were more inclined to view a yard as a 
safe play area for children in 1994 than in 
1993. They are also more interested in a yard 
that beautifies the neighborhood and having a 
comfortable place to entertain, work or visit, 
the survey noted. 

Complete results of the survey: 

BENEFITS OF A PROPERTY WITH A WELL-MAINTAINED LAWN AND LANDSCAPE 

1993 1994 % change 
1. A property that helps beautify the neighborhood 45.0% 60.7% +15.7% 
2. A place of beauty and relaxation 

for the family, employees or visitors 38.6% 53.8% +6.7% 
3. A property that reflects positively on its owner 38.4% 50.3% +11.9% 
4. A property that has increased real estate value 35.3% 48.1% +11.9% 
5. A comfortable place to entertain, work or visit 32.5% 48.1% +15.6% 
6. A property that provides a safe, high-quality 

play area for children 26.7% 45.4% +18.7% 
7. A place that provides an exercise area for pets 12.7% 22.5% +9.8% 
8. A property that helps purify the air 12.4% 24.8% +12.4% 
9. A property that helps cool the air 12.2% 20.7% +8.5% 

10. An environmentally-friendly property that 
filters water that drains into the ground 12.1% 22.8% +10.7% 

11. Other 1.2% 3.5% +2.3% 


