Changing the Course.

ow, golf course superintendents can

change the course of turfgrass disease

control with HERITAGE, a completely
new fungicide with a novel mode of action.
HERITAGE will give your golf course round-the-
clock protection against devastating diseases. With
its powerful combination of preventative and curative
activity and its high level of effectiveness against 18
of the toughest turf diseases, HERITAGE will make
an outstanding difference in the quality and health
of your turfgrass.

I'he active ingredient in HERITAGE is based

on naturally occurring fungicides, called strobilurins,
which are found in certain mushrooms.

HERITAGE has a novel mode

of action which is different than any
other fungicide now on the market.

[t has both preventative and curative
activity and is absorbed into

the leaf blades and stems

New HERITAGE" Fungicide.
Changing the Course of Disease Control.

as well as taken up by the roots. This ensures that
your golf course is protected from the devastating
effects of turfgrass diseases.

HERITAGE is the only fungicide available
that controls both brown patch and Pythium, as
well as take-all patch, summer patch, anthracnose
and snow mold —an unprecedented advantage for
the turf professional’s disease program. HERITAGE
is also effective against certain fungicide-resistant
pathogens, making it an extremely useful tool in

resistance management strategices.

ZENECA Professional Products



Superintendents will find that HERITAGE
is exceptionally compatible with the environmental
balance of their courses. HERITAGE poses minimal
risk to birds, mammals and fish, and its low use rates
and extended application intervals mean less active
ingredient is released into the surroundings.

For more information on HERITAGE
Fungicide and how it’s changing the course
of disease control, contact your Zeneca Sales
Representative or call Zeneca Professional Products

Toll Free at 1-888-617-7690.

Once you learn about the powerful,

round-the-clock protection this new fungicide
ofters, you'll agree that it’s time to change the
course of your turfgrass disease management

program, with HERITAGE.

Heritage

Circle No. 157 on Reader Inquiry Card
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56 TAMING THE HEMLOCK
WOOLY ADELGID
Reduce this pest through cultural
controls, like bird feeder placement,
and chemical tactics, such as
diazinon and malathion in
June/July.

DEBORAH SMITH-FIOLA,
PH.D.
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This was supposed to be a testimonial ad,

but we couldn’t get anyone

The Pentagon isn’t exactly famous
for small talk. So when we asked
them for a word about Lofts Seed,
they gave us two: No comment,
Luckily, their beautifully landscaped
campus speaks for itself. And it
clearly says that Lofts outranks

the competition.

Lofts Seed has been used to
produce some of the most beautiful
grounds in America since 1923.
From the Pentagon to Central Park
to Boston’s Fenway Park, you'll

find a wide variety of our top quality

stock mixtures such as Summer
Stress, Ecology Mixture and Tri-
Plex Ryegrass. Plus, custom mixes
for DOT projects, hydroseeding,
reclamation areas and sports turf.

Lofts developed such industry
staples as Preakness Kentucky
Bluegrass, the Palmer line of

. to talk.

perennial ryegrasses and
the Rebel family of ;
turf-type tall fescues. “
Our seasoned agronomists
provide technical advice,
support and recommen-
dations for any site or
situation. And our
distribution network
stretches from coast to
coast, providing exception-
al service and delivery.

So trust your next job to the turf-
grass seed that some consider top
secret. And give your competitors
something to talk about with Lofts.

N \.’
Call Lofts Seed toll-free
at 1-888-LOFTS CO

www.turf.com

Where Great
Grass Begins
Circle No. 118 on Reader Inquiry Card
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- A New Salt Company Is Born.

In truth, it's a company you already know well. But with resources we've never been
able to offer until now. Cargill Salt has acquired the North American salt production,
processing and distribution of Akzo Nobel Salt. Basically, we now have salt in all the
places we didn’t. Water conditioning, food, deicing, agriculture. No matter what your
reason for using salt, we've put together one incredible company to bring it to you.

To leam more, contact us at www.cargill.com or 1-800-CARGILL.

More Salt. More to offer. G ﬂm“_l
SALT

Circle No. 105 on Reader Inquiry Card
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OPENING SHOTS

Industry likes
growth, now
just wants an
ordinary day

TERRY McIVER
Editor-in-Chief

6 LANDSCAPE MANAGEMENT

oing business in the green industry this
year will be greatly influenced by the
cost of materials and availability of good
labor.

These issues remain from last year, when read-
ers we surveyed admitted that the ‘traditional’
labor force no longer exists in the industry.

At that time, we reported that half of all em-
ployees were either foreign, female or 65 and up.

Now, whatever the makeup of the 1997-98
green industry workforce, it’s just plain harder to
fill the ranks. Especially with good workers.

This year we've found
that 38 percent of those
surveyed credit their suc-
cess to reliability of their
work force. Even ahead of
customer renewals or new
customers. Affordable
wages were named by a
scant five percent as being
related to success. Pay
what you must, just find
some good help!

Near full employment
doesn’t help the dearth of
able bodied bodies. And
then there’s the ones who
disappear from sight after
six months on the job.

“In our industry, we can’t pay them enough to
compete with others around here,” says Paul
Guthrie of Tuscaloosa, AL.

“Some of these contractors are paying $12 per
hour for someone to push a wheelbarrow. In our
business, we can’t compete.”

As far as competition, we're told it’s fierce,
and not always “fair.” Contractors we surveyed
were divided over whether or not competition
was fair. Either low-balling companies were to
blame, or companies stayed away from jobs they
knew they'd eventually lose in a bidding war.

Others hold out against low pricing guys,
and/or accept the situation as it exists.

“There are companies out there that [price
too low to cover cost of materials],” says Jeffrey
Sheehan, president of Confidence Landscaping,
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Campbell, CA. “They're out of business in a few
years. Many of our potential clients, a significant
percentage, are just price shopping and they re-
ally don't care [about quality], as long as they can
get something... There's always a market for the
low-price guy.”

“You get inexperienced people popping up in
our industry, and that drives the price down,”
says William Canon of Canon Russeau Land-
scape, Carleton, MI. “We look for customers who
know who we are and that we can perform. We
look for projects that have limited bid access.”

Forty-two percent of landscapers expect rev-
enues to increase in 1997. Twenty-two percent
expect revenues to stay the same.

Golf course supers are concerned over the
availability of mechanics with know-how.

“We're finding out that an equipment man-
ager is probably more important than an assistant
superintendent, just because equipment is so ex-
pensive, it's so sophisticated now, you have to
have good maintenance for equipment,” says Bob
Foos of Lake Shore CC, Rochester, NY.

Superintendents are playing it smart in areas
they can immediately control, such as safety. Jobs
like tree climbing are subbed out. It's also less ex-
pensive that way.

On the athletic turf front, budgets continue to
be the big penalty managers face. To get the dol-
lars you want, you have to get the people who
hold the purse strings, “to look at it from a safety
standpoint and an aesthetic standpoint,” says
Roger Bowman of the University of Delaware.

The green industry is far from being a sleepy-
eyed business that just gets by. It's as active as
ever, and the challenges are great in every sector.

How are you getting through the current
green industry year? To get in touch, call
800/225-4569, x709.

E-mail to: tmciver@advanstar.com
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Brown Patch And Dollar Spot
Give You Two Choices.

Do a lot of explaining.

TWO excellent
preventative/curative
fungicides with different
control spectrums.

PROSTAR Fungicide controls

brown patch, plus 7 other
common turf diseases including fairy ring. With 2
to 3 weeks residual (versus 1 week), its unique class
of chemistry is ideal for resistance management
rotated with other fungicides. It also tank mixes
with many other turf products.

Prevent them with
ProStar and ProStar Plus.

PROSTAR PLUS™ Fungicide controls both
brown patch and dollarspot. A premix that utilizes
the lowest labeled rates of PROSTAR and Bayleton,
the combined “synergistic” action is more effective
than either agent alone. And it provides up to 30
days protection, even at these lowest labeled
component rates.

PROSTAR and PROSTAR PLUS both have
premeasured water-soluble packaging. Both are
non-phytotoxic to all fine turfgrasses, and neither
will um rfere with growth wuulluux programs.

Go with the obvious choice for best results.

ProSI'ar + ProStar Plus

or, Inc. Read and follow label directior

Circle No. 103 on Reader Inquiry Card
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This new single-source reference provides
the most current and comprehensive information
on the basics of turfgrass and landscape
management available today!

The Landscape
Management Handbook

edited by ; ‘#
William E. Knoop & ¥ 2
O

125 pages. softcover
Item #L.SMB830
$3485

W Provides an overall
understanding of turf
and landscape care and
management and covers
all the basics of the
green industry

\¢ Covers all the topics both golf course superintendents
and students of turfgrass and landscape management
need to know about

\¢ Combines practical information with the tried
and true basics of management to provide a single,
practical, affordable and up-to-date text

\¢ Features detailed information, charts, diagrams,
figures and tables to illustrate key information points

The Landscape Managemenl Handbook provides a
unique, single-source reference of comprehensive informa-
tion on a variety of turf and landscape topics. It's an ideal
handbook for golf course and lawn care superintendents
and crew members, and is also appropriate for schools
that teach basic turf and landscape management.

Call 1-800-598-6008
Fax: 218-723-9146
Outside the U.S. 218-723-9180

ADVANSTAR MARKETING SERVICES
Customer Service Depl. © 131 W, Ist S, Duluth, MN 55802

Shipping/Tax: UPS—add $5 per order, plus $1 per additional book. Interational, Hawali, Alaska,
Canada and expedited shipments—call for rates: Residents of CA, CT, GA, IL, MN, NJ, NY, OH and

(:.'mon!|

TX must add sales tax. Prica subject to change. CODE: 950071
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INEWEYANBh speed
pPoYETRAIeEYEttaciiment
The most cost effective way to maintain irrigation he.
Cleans and cuts perfectly in under four seconds

Frees valuable labor time
OpUmlzes use of o~

Made of high quality injection-molded plastic,
Powerhead attaches easily with a bolt and a washer



Before

Powerhead Distributor

Atlantic Division
Phone: 410-548-2200

Canada Division

Phone: 5619-268-8001

Great Lakes Division
Phone: 517-333-8788

Gulf States Division
Phone: 813-628-0496

Phone: 402-330-1910

Pacific Division
Phone: 503-678-9000

Southern Division

Phone: 409-731-1017

Western Division
Phone: 209-253-5700

Approximate 85% saving
in cutting time

Time taken Time taken
with Powerhead by hand

This simple and
effective tool is used for
both golf and landscape

maintenance.
Satisfied customers
acclaim Powerhead as
the most efficient way to
keep irrigation heads
clear of grass.




