Scattering annuals below and between
evergreen shrubs disrupts the textural pat-
tern created by the foliage and shatters the
impact of the color.

Use the shrubs as a backdrop and stage
a color planting in front. Build bands of
color, in different shades or tints, that
“step” down from the back to the front of a
foundation planting. O

Leah Rottke is an irrigation/horticulture con-
sultant based in San Diego, Calif. Watch for
Part I of this ‘color’ series in the April LM.

&

Phiox drumondii, Phlox

Lobelia erinus, Lobelia

ated with warm or cool colors, or a combi-
nation of both.

1. Monochromatic: one color only, in-
cluding its shades (darker than the true
color) and tints (lighter than the true
color). The monochromatic scheme can
have great impact, but it demands skill in
arranging shades and tints.

2. Analogous: it's tough to go wrong
with this scheme. Three colors, as well as
their shades and tints, that fall side by side
on the color wheel (such as, yellow/yel-
low-orange/orange). This scheme is used
most often.

3. Contrasting: two opposite colors,
like blue and orange, but not in equal
amounts. The minority color intensifies the
other. Compare dots of blue in a field of
orange, to flecks of orange in a stand of
blue.

4. Kaleidoscopic: a multi-colored blend
that must be properly balanced so no single
hue appears to dominate. Wildflower
meadow plantings are a common example.
Position and arrangement

Efforts toward good color design go un-
seen without equally good placement
through the landscape.

Placement means two things: designating
the position of the entire color planting and
arranging the plants within it. Flowers need
to be placed where intense attention is called
for, at focal points such as front doorways,
water features, entry signs, monument walls,
statuary or the view from a picture window.
Color power lies in massing blooms in
groups of the same cultivar, rather than
strings or alternating, one-plant dots.

Beyond pansies: proven performers

Spring color ought to mean more
than a carpet of pansies from coast to
coast. Monocultures beckon devastation
and breed boredom. The few plants
mentioned below are proven spring
performers anywhere, but offer a re-
gional interest when used in plantings
close to home. Natives are denoted with
an asterisk.

NORTHEAST

Consolida ambigua, Larkspur: get
the delphinium look with an easier,
longer blooming plant, two- to four-
inches.

Nemesia strumosa, Nemesia:
warm-colored edger, half-hardy, sum-
mer bloom in cool climates.

SOUTH

Matthiola incana, Stock: fran-
grance adds interest. Single and double
flower forms.

Heliotropium arborescens, He-

liotrope: tender perennial grown as an-

nual, dark purple fragrant bloom heads,
carried above foliage.

MIDWEST

*Phlox drummondii, Phlox: widely
hybridized, colors range from red to wa-
tercolor pastels; six- to 20-inches tall, six-
inches on center.

*Linum perenne lewisii, Blue Flax:

sky blue, 1%-inch flowers; stems go to

two-feet; leafless below blooms, ten-
dency to self-sow.

Linaria maroccana, Toadflax:
mixed colors available; eight- to 12-

inches tall; good edger with taller snaps.

PACIFIC NORTHWEST
*Clarkia hybrids, Godetia: cup-
shaped flowers, one- to three-inches

wide, massed atop plants 18- to 24-

inches tall. pastels and bicolors available.

Convolvus tricolor, Bush Moming
Glory: same flower but not a vining
plant; 12-inches tall, 12-inches on center;
blue, purple, pink and bicolors with yel-
low accent.

Lobelia erinus, Lobelia: every-
body’s edger; blue, light blue or white,
four- to eight-inches tall.

SOUTHWEST

*Eschscholzia californica, Califor-
nia Poppy: grown the world over, hy-
brids in yellow and other pastels, best

from seed and will self-sow.

*Nemophila menziesii, Baby Blue

Eyes: widely-grown native; six- to 12-
inches tall, six-inches on center.
*Phacelia campanularia, Desert
Bluebells: hybrids even deeper blue;
six- to 18-inches tall; blooms on stems

carried above foliage.
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Don’t gamble with

It’s your money, and those
plants belong to you and
your customers. Be satisfied
that a product you may buy

will work as it should.

by BILL KNOOP, PH.D.,
Technical Editor

product

early every day as a landscape or
turf manager, you are faced with
the responsibility of buying prod-
ucts. There are many to choose
from, and lots of people want your money.
Most buying choices are made from ex-
perience. We either rely on our own expe-
rience or we may rely on the experience
and advice of others. There is no question

Don’t be bashful about asking to test or use
a piece of equipment prior to buying it.
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that experience is the best teacher but
from time to time, new products are intro-
duced, with which we have no experience
atall.

With each new product usually come a
variety of claims. The bottom line with any
product is: will it do what the manufac-
turer claims it will do? Is it worth the
money? Can it do any harm? Can you be-
lieve the claims that the manufacturer
makes about the product? What real evi-
dence is there that any of the claims are
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choices

true? When a very new product comes on
the market all these questions become very
important.

They’re your plants!

One of the problems is that many new
products may not have been extensively
tested before they are marketed. The
manufacturer is asking you to use the prod-
uct on you plants, and the product will do
one of three things: it may kill the plant; it
may make it grow better; or it may do
nothing.

Whatever happens, it happens to your
plants.

Product claims are expensive to prove.
That'’s one reason why pesticides are so
costly to develop. The formulator must
prove the products will do what the for-
mulator says they will do, and also prove
that the products are safe for the environ-
ment.

The Environmental Protection Agency
has established some tough requirements.
Other non-pesticide products do not nec-
essarily have to prove the claims they make
to any great degree. Some can only offer
their own limited testing as evidence of
their claims. Others give us trial samples
and hope some trial users will be willing to
make some positive comments about their
products.

To be sure, some very good products
find their way onto the market each year,
and the manufacturers or formulators may
not have had the money to do the type of
testing that could truly demonstrate the
value of those products.

Climate considerations Y

The hard line position taken by many
managers is that any product should be
able to back up any claim by irrefutable,
third-party research. This simply means
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that a claim should be tested by someone
that does not gain in any way from the sale
of that product.

There are many examples that demon-
strate the need to make sure that the prod-
uct claims have been adequately tested.
We've had many instances of turfgrass vari-
eties and other plants performing well in
one part of the country, and not so well in
other parts, even though they were both
planted in the same zone. It’s a fact that
some plants only preform well in a very
specific environment and if they were not
tested in several different environments,
the buyer may not have any knowledge of
the plant’s limits. This is one reason why
the National Turfgrass Evalua-
tion Program (NTEP) is so
valuable. In this program, new
turfgrass varieties are tested in a
wide variety of environments
over several years.

It is very possible for all
kinds of products, such as fer-
tilizers, soil amendments and
other chemicals to do very well
when tested by their developer
and not do well for you.

Just like the example of
plants performing well only in
a very narrow environment,
other products may present the
same kind of problem. A prod-
uct producer should have ade-
quately tested his product to back up every
claim, including the claim that it will work
under your conditions. If the producer of
the product can't present independent evi-
dence that it has been tested under your
conditions, you should beware.

This is not meant to give producers a
hard time, but they should be responsible
for the product claims that they make. As
it has been said many times, if a product
claim seems too good to be true, it may
mean that it’s not true.

Turn to universities for help

All states have at least one land grant
university. These universities are charged
to conduct agricultural research. That may
include both ornamental plant and turf-
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When faced with a questionable new product claim,
ask for a copy of an independent research study that

can verify that claim.

grass research. Your tax money pays for
these activities. For years, many profession-
als just like you have depended on these
studies to provide information such as the
best plants to use, what fertilizers are best
and when to apply them, all pesticide ap-
plication details and so on.

Field days at your local land grant uni-

versity should be a must. This is a great

ey % % iy

Research must be carefully designed and results analyzed mathemati-
cally to make sure results are meaningful, accurate. rhoto courtesy Dowetanco

time to review all the research work for
yourself.

Many new product producers provide
grant money so that their products are in-
cluded in the research program. The uni-
versity then publishes research results, re-
gardless of the outcome.

All research studies have a very simple
goal. That goal is to look at what a product
does and determine if that it does is a ran-
dom occurrence or if it is real. For exam-
ple, if a fertilizer is applied to a plant and it
begins to grow, research can tell us if the
new growth was indeed due to the fertil-
izer or was a result of a change in tempera-
ture, or a change in moisture or caused by
any other factor.
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Research studies must be carefully de-
signed and the results analyzed mathemati-
cally. All this to make sure the results are
really different and not due to random oc-
currence.

Most universities have and are going
through fairly severe budget cuts and many
of the research studies that we have grown
to rely on are in jeopardy.

We may be close to losing
our one, best source of inde-
pendent product research. As
the state research money de-
creases, many researchers have
been forced to turn to the
product producers for sup-
port. This could mean that
these once independent re-
search programs that we've re-
lied on, may be driven by
commercial interest.

Researchers must conduct
research projects to get pro-
motions and in the end keep
their jobs. If the university
can't fund the research, the re-
searcher may have to tum to
the outside for support. Research may stop
reflecting local needs but become more al-
lied with commercial interests. I think we
all lose when that happens.

When faced with a new product claim
that you question, just ask for a copy of an
independent research study that can verify
that claim. The more a product or any kind
is subjected to good, third party research
over many different environmental condi-
tions, the better the chance that it will do
what it says on the label for you. LM






Week 8

Week 9

Now You Can Use Daconil U
For A Great Looking Course Week /

What could make spray-dry Daconil Ultrex” fungicide
even better? How about a new, enhanced Super
Weather Stik™ formulation? Testing shows you can get
exceptional results with this new formulation at appli-
cation rates 20% lower than before. That means you
can now tighten your schedule for even better disease
control without a significant increase in overall cost.

You could even use Daconil Ultrex every time

you spray, either alone or tank mixed, and actually
cut your costs by reducing your use of expensive
systemic fungicides.

A special free offer to try an even better approach.
Because Super Weather Stik Daconil Ultrex fungicide is
so effective at these new low rates, we've been able to




Week 4

Week 10 Week 11

Week 12

Itrex_Every Time You Spray
\fter Week After Week After Week.

develop a whole new spraying program using it at
regular seven day intervals. As the photos above show,
this program has been getting great results at courses
like Shaker Heights Country Club, near Cleveland,
Ohio, and it can do the same for you, giving you better
disease resistance management and a healthier, greener
course than you've ever had before, while still supporting

your cost containment efforts. And to prove that to
you, we've created the Daconil Ultrex Challenge —
with enough free product for you to test this program
on one green or fairway all season long. Ask your
distributor for all the details. It could change your
whole approach to disease control.

|SK BIOSCIENCES®



Daconil Ultrex Dry Generic
Chlorothalonil Fungicide Chlorothalonil Fungicide

45 sec

With its breakthrough Stable Suspension Technology”, Daconil Ultrex fungicide
goes into suspension in less than a minute and stays in suspension even after six hours.

And You Still Get Fast, Thorough Mixing
Plus Easier Disposal, Too.

There's a lot more to like about that it eliminates all need for of disease resistance to a Daconil’
Super Weather Stik Daconil rinsing to make disposal easier, brand fungicide in over 25 years.
Ultrex than its new reduced rate.  too. Plus the superior sticking More good reasons Super Weather
Like the way it goes into suspen-  and staying power of our Super  Stik Daconil Ultrex is a great

sion faster and stays in suspen- Weather Stik formulation for choice for you. ISK Biosciences
sion for consistent spraying from exceptional broad-spectrum Corporation, Turf & Specialty
start to finish with less settling control of some 70 diseases that  Products, 1523 Johnson Ferry Rd.,
out and fewer problems with attack turf, ornamentals, and Suite 250, Marietta, GA 30062.

clogged nozzles. Or how it pours  trees. And the fact that there’s )
so completely out of the bag never been a documented case ISK BIOSCIENCES

Aways follow label directions carefully when using turf and omamentals plant protection products. ® Registered trademark of ISK Biosciences Corporation. ™ Trademark of ISK Biosciences Corporation.
*For best results, we recommend using 20% lower application rates on a 7-10 day schedule. Section 12(a)(2)(G) of FIFRA provides that it is unlawful for any person 1o use any registered pesticide in
a manner inconsistent with its labeling”; quoted language is defined in section 2(ee) of FIFRA and expressly excludes the act of “applying a pesticide at any dosage, concentration, or frequency less
than that specified on the labeling unless the labeling specifically prohibits deviation from the specified dosage, concentration, or frequency” Thus, in the absence of specific label prohibitions, it is not
unlawful under section 12(a)(2)(G) to use a registered pesticide at a dosage, concentration, or frequency less than that specified on the labeling of the pesticide.
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Be complete
when planning
new irrigation

system

SCOTT WERNER

Guest columnist

e at Lincolnshire Fields Country
Club began an irrigation system
replacement project in 1992. It
was completed in three phases
over the course of three years.

In the first year, we installed a deep well,
which feeds Lake Lincolnshire, our fourteen acre
irrigation lake. During the fall of 1993 and into
the spring of 1994, we replaced the wet well,
pump station, pumphouse, and installed all new
main line piping on the golf course. In the fall of
1994 and spring of 1995, we completed the in-
stallation of secondary
piping, sprinklers and

controllers.

The first step in such a
project is to evaluate what
you currently have. Con-
sider the age and condi-
tion of the system; deter-
mine if water supplies are
adequate; and evaluate
the efficiency and effec-
tiveness of your present
system.

What will you need in
the future? What type of
coverage will you be
using , on what kind of
turf? If you remodel the
course later, will the system be compatible with
the redesign?

In the planning phase, involve your employer,
greens committee, or whomever pays the bills.
You will need their support for what you are
proposing.

Consider the strength of your local distributor,
consultant availability in your area, project com-
plexity and bid requirements when choosing
which way to go.

Consider the budget early in the planning
process to avoid wasted time considering things
that you can't possibly afford.

As you develop equipment and installation
specifications, use any and all sources of informa-
tion. Talk to colleagues in other areas of the
country, such as the desert southwest, where

PAGE 26
Harborside’s great, green grow-in

PAGE 206
Alpine restoration at Telluride

most irrigation equipment is initially tested. Con-
sider timing, the window of opportunity for com-
pleting the project, and the exact responsibilities
of the installer. You can save a lot of added ex-
pense, and a lot of confusion during the project if
things are very well spelled out.

As you award contracts, check references thor-
oughly. Interview finalists to establish a comfort
level, and consider installer/distributor relation-
ships. Most importantly, consider cost as one of
many factors. The low bid is often not the best bid!

As a golf course superintendent or professional
turf manager, your most important responsibility
during the installation process is communication.
You will have to inform adjacent land owners of
possible inconvenience to them; protect your ex-
isting facilities and features; and prepare the golf-
ing community for course downtime or other
conflicts.

After installation, involve your key staff mem-
bers with hands-on training.

To sum up, when it comes to a new irrigation
system, | advise you to: evaluate and plan carefully;
choose your contractor and distributor cautiously;
supervise thoroughly and use the system fully. LM

Guest columnist Scott Wermner, CGCS, leads
the crew at Lincolnshire Fields Country Club,
a private facility in Champaign, IIl.
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Great, green grow-in

Superintendent Clay Putnam didn’t spare the water,

fertilizer or topdressing in preparing the greens at Harborside

International, one of Chicago’s newest public golf jewels.

By RON HALL/ Managing Editor

he grow-in of putting greens often doesn't go as smoothly as a su-

perintendent would like. But Clay Putnam says he’d use pretty

Putnam works to
make Harborside In-
ternational one of

Chicago’s finer public
golf courses.
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much the same script he followed at a new public golf course just
southeast of Chicago.

“We were happy with the way the greens on the
golf course grew in,” says Putnam. He credits a well-
planned schedule of fertilization, watering and top-
dressing for the greens' favorable start.

Putnam works for Serviscape which manages the
upscale, new public Harborside International course.
(The owner and president of Serviscape, Michigan
City, IN, is Pete Sinnott, former superintendent at
Firestone in Akron, Ohio.) Harborside International
is a two-year-old, 36-hole course bordering Lake
Calumet. In fact, it's built on what was once part of
Lake Calumet. For many years, until 1972, the site
served as a landfill for sanitary wastes and concrete
rubble. The Illinois International Port District owns
property.

The Port District is self sufficient and does not re-
ceive public funds and couldn'’t afford to let the land
sit idle. There was some discussion about using the
land as a site for Chicago's third major airport. Then
somebody proposed America's largest shopping cen-
ter there. The Port Authority opted for a public golf
course. But not just any course; it wanted one to
compete with Chicago’s other top public courses.
The work begins

Dick Nugent got the contract to design the course
and Ryan, Inc., Janesville, WI, built it. Ryan started
the course in June 1993 by adding two feet of imper-
meable clay to cap the sludge at the site. Then work-
men shaped the course in the “links” tradition, using,

mostly, material already on site.

The site of a landfill until 1972, this new links-
style golf course on Lake Calumet just southeast
of Chicago now generates revenue for the llli-
nois International Port District.
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Ryan built the greens to USGA specifications but
without the “choker” layer. This was mainly to save
money. It spread a four-inch layer of pea gravel over
the drainage, then a 14-inch layer of 80/20 mix. The
top mix had to meet exacting particle size specfica-
tions, says Putnam.

The contractor then raked in the pre-seeding fer-
tilizer—25 Ibs. per 1000 sq. ft. of 18-46-0 super
phosphate, 25 Ibs. of 0-0-50, and 45 Ibs. of Milorgan-
ite—and seeded each green with 1 % Ibs. per 1000 sq.
ft. of Pennlinks creeping bentgrass. It seeded in two
passes at half rates going in different directions for
better coverage.

“Once each green was dimpled in, Ryan handed it
over to us and we immediately turned on the water,”
says Putnam. “It took us a while to figure out what
our water cycles were going to be. We did our best
not to flood the greens.”

Seeding began the first week of September in
1994 which turned out to be unusually warm. The




Once the greens had a good stand, Putnam

switched to deeper but less frequent irrigation,

one 15-to-20 minute watering late each morning

with additional syringing as needed.

Harborside crew achieved germination in
three to five days by running four-minute
irrigation cycles every two hours in the
morning and hourly cycles in the hot after-
noons. Once the greens had a good stand,
Putnam switched to deeper but less fre-
quent irrigation, one 15-to-20 minute wa-
tering late each morning with additional
syringing as conditions required.

The infant greens’ first taste of addi-
tional nitrogen came from one Ib. of Sus-
tane 10-2-10 which Putnam selected be-

cause it wouldn't burn the plants. Then,
through mid October, the greens received
a weekly application of one Ib. of 18-4-10
greens-grade material with a final applica-
tion of two Ibs. of Milorganite in Decem-
ber carrying the greens through winter.
Mowing four weeks later

Putnam began mowing the greens and
tees at Harborside about four weeks after
germination. Workers used Toro GM 100
walking mowers at a %-inch cutting height.
When his crew resumed mowing in April

1995, Putnam started at this

height. He began lowering the
height and increasing mowing
frequency eight weeks before
the course’s scheduled opening
on July 1, 1995. By two weeks
prior to opening the greens
were down to "“Yunths, where
they remained throughout the
‘05 season.

“Pennlinks did quite well at
that height,” says Putnam. “We
were able to maintain our
green speed at 9 and 9 %
thoughout the golf course.”

Putnam started topdressing
the greens shortly after their
first mowing. He started with a

weekly topdressing of % th inch

LANDSCAPE

Construction on Harborside International
began in June 1993 and in September 1994
Putnam began seeding the greens. The
course opened July 1, 1995 to good reviews.

with the final pass before winter applying
#sth inch. When the grass began growing
again in mid April 1995, he began top-
dressing again.

“We topdressed pretty heavily until the
greens were down to 135th. We did it for
three reasons, to make the greens smoother,
to help keep thatch in check, and to protect
the turfgrass plants as we lowered the
height of cut,” explains Clay Putnam.

The Harborside crew dragged the
greens very carefully, back and forth and
not in the conventional circle pattern.
Workers then hand-brushed the excess
sand from the edges of the greens. “Lightly
is the key word,” says Putnam.

Even with the best-laid plans, not every-
thing goes perfectly, recognizes Putnam.
Seed early rather than late

Greens seeded in September grew in
better than those seeded later in the sea-
son. Also, a few broken O-rings on sprin-
kler heads, and the activities of “quite a
few dogs” necessitated the use of some
washed sod.

Favorable weather in the fall of 1994
and an application of Subdue fungicide
soon after seeding forestalled any initial dis-
ease problems. Before putting Evergreen
covers over the greens for the winter, Put-
nam’s crew applied Chipco and Daconil.
Even so, periodic checks under the covers
discovered some grey snow mold in Febru-
ary 1995, prompting an application of
Scotts Fungicide [X

Also, Mother Nature, specifically the
wind, wasn't always kind to the greens
covers during that winter of 1994/1995.
“On more than one occasion we had to fish
a cover out of Lake Calumet,” says Putnam.

None of these problems were serious
though, he adds.

“We were very pleased with the results.
But the satisfaction of the golfers on the

course was the test that really mattered.” O
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If 15 years of being the foremost
fungicide isnt enough, might we
snare you with our drum?

)




Ever since its introduction, BAYLETON® Turf and Ormamental
Fungicide has been one of the most popular products of its kind

And no wonder. Its systemic action 1s not onl vy effective, it m'u
the control you need from being washed au pay or motve { off. So you
can apply BAYLETON whenever--and wherever--you want

And now, that famous BAYLETON control is available in a
convenient new package. The drum. It not only keeps BAYLETON
fresh and dry, it enables you to use exactly bow much you need

—1

Thats especially important when you tank mix BAYLETON for

1 I 1.4 ! !
even broader control /!~ ability to be used in combination with other

products is one of the most outstanding features of BAYLETON, and

ow, thats even easier to do
To find out more, contact Bayer Corporation fmm/h Products

Box 4913, Kansas City, MO 64120. (800) 842-8020
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Compost on trial in
green, fairway tests

Enterprising golf course
superintendents begin their
own research to determine the
value of compost as a disease

fighter and waste reducer.

Compost is applied to North Shore fairway
with this sizable broadcast spreader.
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fter hearing for many years about

compost experiments at universi-

ties, two innovative golf course

superintendents are launching
their own research to see if the recycled
soil supplement lives up to its claims in the
real world.

The courses, one in Connecticut and
the other in Illinois, are working with
GreenCycle, Inc., a green waste recycler,
to demonstrate whether the agronomic
benefits seen in lab tests of compost can be
realized on their courses.

University laboratory and field tests typ-
ically show compost helps improve nutri-
ent levels, water retention and thatch in
many soils.

Evidence in recent years indicates that
compost helps fight turfgrass disease by
creating conditions that support high pop-
ulations of beneficial microorganisms; these

organisms may crowd out or directly attack

harmful fungal strains that can weaken or
kill grass.

Fungal disease are especially critical in
the game of golf because the grass is under
severe stress. The grass, especially on
putting greens, is mowed frequently, and
kept very short. Further stress comes from
golfers’ spikes, clubs and golf carts, as well
as maintenance machinery like mowers.
Fungicides for prevention or cure of dis-
eases, represent one of the largest single-
budget items for golf courses.

Scientists are still trying to understand
the mechanisms of natural disease suppres-
sion. A handful of biological fungicides
have been labeled for the green industry,
but the amount of knowledge still to be
learned far exceeds today's knowledge.

“I've always looked to research to guide
operations, so it's natural to take the oppor-
tunity to run our own research,” says John
Napier, superintendent at the 27-hole Stan-
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ley Golf Course, a municipal course in
New Britain, CT, that hosts about 75,000
18-hole rounds a year--“a golf factory that
gets a lot of stress,” describes Napier
Relying on research

“Anything we learn helps us in the fu-
ture. If operations improvements come out
of this project, that'll be great for us. It
would also be great for the general waste
disposal in this country,” he adds.

Napier has built a putting green sod
nursery that puts compost to the test as a
soil amendment in new construction (see
sidebar)

“The point is to see how the [compost]
affects germination, without using the geo-
textile cover. We definitely saw some plots
on the nursery were greener than others,
with a better turf stand.

“It will be interesting to see what kind
of increase in germination there is,” says
Napier.

“Looking at it in winter, it's tough to
tell. We'll narrow it down in March and
April

“Obviously, this time of year we worry
about snow mold. It’s been brisk and cold
lately, but I'm not seeing any type of dis-
ease at all.”

Napier says spring—“when things get
moving"—will reveal if there's any signifi-
cant leaf spot or dollar spot control. We
also took some bio-solid and topdressed
our chipping green. That's going to be in-
teresting, because we usually did get root
pythium on that green. "

Composts are mixtures of decomposing
vegetation or other organic materials
They're manufactured from a variety of or-
ganic waste sources, many of which previ-
ously would have been hauled to landfills.
Because they can be manufactured from
different materials, they can vary sigifi-
cantly in quality and performance.

Like peats, their primary function is to
add organic matter to soils. This organic

matter "huﬂbr\” turf from cn\'lrunmvnt;ll

cont. on page 10G

Sod nurSery germinates quickly

The Stanley course had a 500 sq.
ft. sod nursery built in the tradi-
tional manner, with a sand/peat
mixture. The research began with
the initial plan of adding another
500 sq. ft. and using compost
rather than peat for the organic el-
ement of the root zone mix.

“Instead of adding 500 feet,
we're adding on about 6,000 square
feet and trying a wide variety of dif-
ferent materials to see what works
best,” says Superintendent John
Napier.

“It's well worth the effort if we find a
better way to produce a green at lower
overall cost, while recycling organic
wastes. It will pay off in years to come, for
this course and everyone in and out of the
golf business.”

Organic materials are added to sand-
based greens soil systems to “kick start”
the natural process that is seen in a ma-
ture green. On a mature green, old roots
die off and slowly break down into gasses
that pass out of the soil, and leave behind
some organic materials.

Napier began to install a bentgrass
nursery at Stanley on October 11. He
seeded with Providence bent on Novem-
ber 7 and covered it with a geotextile.

The nursery was seeded at a rate of 1%
pounds of seed/1000 sq. ft

Napier roto-tilled the nursery with the tiller set at
a depth of eight inches.

“By early December, we saw some ger-
mination,” says Napier.

Napier says he has used this method of
seeding in the past and wanted to know if
the compost will give off enough heat to
speed up germination and establishment.

Maturation of the new turf in the dif-
ferent soils is another issue. Also, will com-
posts might produce something harmful
to young plants?

“Initially, we used the small
backhoe/loader to haul the sand and
sand/soil mixes to their proper plots. Using
the trap rake and grading rake, we set the
bottom layers to the correct depths.”

Each test bed is 10-inches deep, 6-feet
wide and 20-feet long. The experiment is
to run for at least three years.

The compost and bio-solid material
from GreenCycle was then brought in.

“After all the plots were finished, we
roto-tilled the green with the tiller set at a
depth of eight inches. We then rolled the
green and smoothed the surface with the
trap rake.”

Napier says the nursery was seeded at a
rate of 1% pounds of seed/1000 sq. ft
along with starter fertilizerat a rate of one
pound N/1000 sq. ft.

“Our long term goal is to put some
cups in the ground and allow golfers to
putt while they wait to tee off on a par 3
located a few yards away,” says Napier.

“We think this will help us test the
green for wear and tear and stress.” O
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ThE WORLD'S BEST WALKER

INTRODUCING THE NEW JOHN DEERE 220 A

\ Another step forward. That’s the new 220A certified design first introduced in the 220.

‘ story. The latest addition to John Deere’s Read more about these improvements. Then,

| world-class lineage of walking greens mowers. try the new 220A for yourself. For the name
Based on superintendent suggestions, the of your nearest distributor, or free literature,
220A brings new performance, reliability, and call 800-537-8233. Or write John Deere,
operator advantages to the ANSI B71.4-1990 P.O. Box 12217, RTP, NC 27709-9601.

STEP @ STEP ©
i i New operator-pres- Engine isolation

ence safety bail fits mounts and new later
\ more smoothly al bracing combine to

N( YTHING l{k INS l‘”\'l‘: A [ )l‘:l‘:l\)l‘: against the handlebar. reduce vibration.




JusT Took 5 STEPS FORWARD

STEP © StEP © STEP ©

New, more powerful, New mounting design New basket shape
overhead valve engine keeps grass catcher delivers improved clip-
quietly delivers 4.0 hp. more secure. ping collection.
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cont. from page 7G
demands placed on it. But composts and
peats are two very different substances.

Composts:

P are finer textured than peats,

P have less organic matter content than
peats,

» have lower cation exchange capaci-
ties,

» and generally have higher levels of
soluble salts.

While composts have shown that they
can reduce soil bulk density and increase
the infiltration rate of heavy soils, their use
in putting greens is still being investigated.
Fairway test

Dan Dinelli of North Shore Country
Club, Glenview, IL, is working on fairway
tests with Green Cycle composts. His
course is maintaining fairway test plots for
a disease suppression study started last
spring by Dr. Michael Cole, University of
[llinois at Urbana-Champaign.

-Dan Dinelli

Dinelli is using compost as a regular
part of his fairway topdressing program
and is researching the machinery and tech-
niques that will make it as efficient as pos-
sible to use compost in place of peat during
those maintenance operations. GreenCycle
is sponsoring Dr. Cole’s research and work-
ing with Dinelli to find the best screen
grade and quality of compost for his needs.

“It’s still too early for results about dis-
ease suppression in Dr. Cole's study,” says
Dinelli. “That's a long-term project that will
have to be watched for in a couple of years.
But from the standpoint of my course main-

‘The compost definitely reduced the
thatch and increased the earthworm
activity, judging from the concentration
of castings on the surface.’

tenance, | can definitely see benefits from
compost applications on the fairway.”
Dinelli's crews made one compost ap-
plication on the North Shore fairways,
with some sections left untreated as a test.
“The compost definitely reduced the
thatch and increased the earthworm activ-
ity, judging from the concentration of cast-
ings on the surface. The compost gave us a
denser, greener stand of turf.”
Compost fights layering
One of his goals in applying compost to
the North Shore fairways, says Dinelli, is to
cont. on page 16G

HREE OUT OF FOUR WHO FLY PREFER MERIT®.

¢

Now you can get excellent control of mole crickets and control the amount of insecticide going

into the environment. Just use a pre-hatch application of MERIT® Insecticide. Because MERIT is effective

at low rates, you use less. Which is good news for golfers, golf course workers, fish and birds

But not mole crickets.

To find out more, contact Bayer Corporation, Specialty Products, Box 4913, Kansas City, MO
64120. (800) 842-8020. For mole cricket control, nothing else will fly

© 1997 Bayer Corporation Printed in US A

10G

LANDSCAPE MANAGEMENT

97S35A0015 ALWAYS READ AND FOLLOW LABEL DIRECTIONS

Circle 107

March 1997

Bayer =



When You're
Clearly The Best
You Stand Alone.

When it comes to spray pattern indicators, there are lots of imitators
crowding the field.

But there’s only one original—Blazon®

Blazon is specifically formulated for turf applications, and will not stain you
or your customers. Because its a highly water soluble liquid, Blazon disperses

quickly in the spray tank, and won't interfere with pesticides.

yourself why Blazon is clearly best.

MILLIKEN
CHEMICALS

PO Box 1927
Spartanburg, SC 29304

www.millikenturf.com
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Give us a call at 1-800-845-8502 for more information. And see for

Blaon

SPRAY PATTERN INDICATOR
BY MILLIKEN CHEMICAL
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John Napier, right, examines germination samples with Jamie
Repenning, from compost supplier GreenCycle, center, and Greg
Bugbee of the Connecticut Agricultural Experiment Station.

cont. from page 10G
avoid developing a troublesome layer at
the surface.

Here’s the procedure he used:

» He added the compost as one more
step to standard aeration procedures.

P The fairway was core-aerated, and
the cores pulverized with a vertical mower.
Then, the compost was spread with a
broadcast spreader.

P The soil-compost layer is then
dragged with a section of chain link fence,
which pulls the mix into the aeration holes
and also helps gather up debris, such as
thatch.

P After dragging, the fairway is cleaned
with an air blower to move remaining de-
bris into the rough, where it is cleaned up
with rotary mowers with bagging attach-
ments.

“We only added one step, the compost
application, says Dinelli, “so we didn’t
need to make the composting a whole sep-
arate project.”

Dinelli says disease suppression on the
compost-treated fairways was hard to see.
Disease pressure varies from year to year at
many courses, and the summer of 1996
was a mild season.

“I don't think you can fairly evaluate a

From left, Jamie Repenning, John Napier and
Greg Bugbee at the Stanley Golf Course
nursery site.
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product you apply just
once during the grow-
ing season. I can't
think of any product—
fertilizer, pesticide,
whatever—that you
apply just once. I'd like
to do the compost
once a month and see
what happens over the
long term.

“But given those
qualifications, with
mild weather, and just
one application, we
spent just 38 percent of
our typical fungicide
expenditure this year,” Dinelli says.

Dinelli wants to limit synthetic products
and increase the natural course conditions.

He has applied the Nature Safe organic
fertilizer to the fairways in 1996, and uses
a BioJect system to let the course irrigation
water distribute two known anti-fungal bi-
ologicals—Trichoderma harzianum, mar-
keted as Bio-Trek 22G, an EPA-registered

biological fungicide—and the known an-

tagonist bacteria Pseudomonas aureo-
faceans, used for disease suppression in
farming.

“We're trying to bring these entities to-

gether to create a healthier environment
for the turf, in the hopes that it can with-
stand all the stresses, one of which is dis-
ease,” says Dinelli. “There’s very little
known about beneficial biological agents
when it comes to turf; and we're trying to
expand on that knowledge.”

‘If operations improve-
ments come out of this
project, that’ll be great for
us. It would also be great
for the general waste dis-
posal in this country.’
—John Napier

While he's learning on the job, Dinelli
says there's a need for compost producers
to continue refining their manufacturing
processes to achieve greater physical and
chemical/biological consistency in com-
post. LM
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Gon was never meant to be a water
But standing water, poor drainage and water waste are all symptoms of a larger problem—
compacted soil. Water can't move through it. Roots can't grow init. And surface moisture evaporates too
quickly to do your wurf any good.

Wetting agents can help water squeeze through the cracks, but they do little to improve the soil
condition. Healthy turf needs healthy soil.

The answer? Invigorate™ Soil Conditioner. Invigorate is a unique liquid polymer system—not a
wetting agent. Invigorate works deep to get 1o the heart of the problem. As Invigorate polymers unwind,
¢ they actually repair the soil structure, breaking up the crust for a healthier growth medium.

This improved soil structure:
« helps restore proper aeration ¢ helps improve root growth * reduces water usage
) ¢ drains standing water » makes better use of fertilizers

2 Forsand trap drainage problems, use Invigorate ST. This organic liquid polymer blend can be
applied to sand traps and bunkers by broadcasting or by pouring directly *. into standing water.
X m Give us a call toll-free at 1-800-845-8502 for Fo 1,
. MILLIKEN ~ more information. And see for yoursell how Invigorathn — ™
CHEMICALS  can get rid of your unwanted water hazards. Vl = Orate
PO Box 1927 SHOALIL 5 ICAOPNTONI, THL0L NYE R
Spartanburg, SC 29304 from the mokers of Blazon®
www millikenturf.com Circle No. 122 on Reader Inquiry Card




CONFIDENCE AND SECURITY

DON’T JUST HAPPEN.

Let’s not mince words - your job’s challenging.
Just think about all the people you have to please.
And about what happens if you don’t. You need
confidence. You need security. And you’re not
alone. Superintendents at some of the top courses
in the country need the same thing. Which is why
they use Barricade® preemergence herbicide to
keep fairways, tees and roughs weed-free. So can

you. Since Barricade has the longest residual of
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WESTWOOD COUNTRY CLUB
IS VIRGINIA'S PRIDE AND JOY
BARRICABE KEEPS IT
WEED-FREE AND GORGEOUS

any preemergence herbicide;
it gives you maximum flexibility.
You can apply when it’s most convenient for you.

And have full confidence that you’ll get excellent

AT OLD WAVERLY IN MississiPPI,
THEY USE BARRICADE
FOR ITS LONG RESIDUAL.
AND THEIR LONG PAR FOURS.

Agra Turf
Searcy, AR 501-268-7036

Agriturf
Hatfield, MA 413-247

Benham Chemical Co.

Farmingron Hills, MI 810-474-7474

-5687

Cannon Turf Supply, Inc.
Fishers, IN 317-845-1987

Cornbelt Chemical Co.
McCook, NE 308-345-5057

E.H. Griffith, Inc.
Pittsburgh, PA 412-271-3365

Estes Chemical, Inc.

Wichita Falls, TX 817

766-0163

Fisher & Son, Inc.
Malvern, PA 610-644-3300

George W. Hill & Co., Inc.
Florence, KY 606-371-8423

GroTech Inc./Pennington

Madison, GA 800-277

1412

Helena Chemical

Howard Johnson's Enterprises
Milwaukee, W1 800-642-4656

Knox Fertilizer

Fremont, NE 402-727-9177 Knox, IN 219-772-6275
Helena Chemical Lebanon Turf Products
Lakeland, FL 941-665-5800 Lebanon, PA 800-233-0628
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weeds. Consistent control that lasts for.
up to 26 weeks depending on the rate you will stay right where you put it, even

choose. For even more confidence and security, and hillsides. Choose from two different

Barricade keeps golf shoes and everything else formulations: on-fertilizer and sprayable..
é‘ g
? on your course stain-free. And since you're Bamcade really can provide the added conﬁdenee
applying as little as one-fourth as ' much active and security you need. But only if you applyhi't.

ingredient, you’ll reduce worker exposure and For more details, talk to your authorized 3] v

g P
lessen the environmental load. What’s more, its Barricade distributor, Sandoz sales representative -'-, o
low water solubility means Barricade or call 1-800-248-7763. d

Barricade .

HERBICIDE

Ca—

Barricade

HERBICIDE

CRABGRASS PREVENTER
ON FERTILIZER

THEY HAVE 1O BE APPLIED.
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v & smboz Always read and fouow label directions, Sandoz Agro, Inc., 1300 E. Touhy Ave., Des Plaines, IL 60018.
Barricade isa mdemark of Sandoz Ltd, ©1995 Sandoz Agro Inc.

Metro Milorganite, Inc. The Andersons Turf Supply Co. United Horticultural Supply
Bedford Hills, NY 914-666-3171 Maumee, OH 800-537-3370 Eagan, MN 612-454-3106 Tampa, FL 813-628-0496 NOistorn Racta Service
Professional Turf Specialties Turf Industries, Inc. United Horticultural Supply United Horticultural Supply Fresno, CA 209-436-0450
mpaign, IL 217-352-0591 Dallas, TX 214-241-0545 Aurora, OR 503-678-9000 Tucson, AZ 520-293-4330 Wilbur-Ellis Co.
Regal Chemical Co. Turf Industries, Inc. United Horticultural Supply Vigoro Industries Auburn, WA 800-275-6920

Alpharetta, GA 800-621-5208 Houston, TX 800-288-8873 Fresno, CA 209-253-5717 Winter Haven, FL 800-329-4238



$500!

Announcing: the second annual LANDSCAPE MAN-
AGEMENT “Emerald Awards”. LANDSCAPE MANAGE-
MENT magazine is offering a $500 first prize to the

winner of a random drawing to
be held on July 1, 1997.
Second prize is $300
and third prize is
$200 in cash. To
be eligible for the
drawing, simply
fill out the ques-
tionnaire at right
and return it to
LM’s editorial
offices.

Answers to the ques-
tions will determine our “1997 Emerald Awards” win-
ners, to be revealed—along with the contest winner—
in our August issue.

CONTEST REQUIREMENTS: Contestants must be
owners or employees of landscape maintenance
companies or lawn care companies; or mainte-
nance employees of a golf course or
country club, including superinten-
dents and assistant superintendents; or
an athletic field manager or member of
an athletic field maintenance crew; or
manager or member of a facility land-
scape management crew. Employees
of Advanstar Communications and
their families are not eligible.
All questions on this entry form
must be completed, and all blanks
filled. One entry per person. No more
than five entries from any one employer will be allowed. Entry forms
will appear in the March-June, 1997 issues of LANDSCAPE MANAGEMENT.
Completed questionnaires should be mailed to: Emerald Awards,
LANDSscAPE MANAGEMENT, 7500 Old Oak Blvd., Cleveland, OH 44130. They
must be received by noon, July 1, 1997.
A random drawing of all eligible entry forms will be held the after-
noon of July 1, 1997. Winners will be notified within 24 hours.

LANDSCAPE MANAGEMENT March 1997

OFFICIAL ENTRY FORM

QUESTION:
What is your favorite
brand name of...

CHECK HERE
IF YOU
DO NOT USE

riding mower?

post-'em‘ergence herbicide?

turf insecticide?

turf fungicide?

compaéf tractor?

turf aerator?

pick-up truck?

leaf blower?

line trimmer?

chain saw?

Kentucky bluegrass?

perennial ryegrass?

turf-type tall fescue? - [
turfgrass mix or blend? : O

biological control product?

CITY/STATE:

PHONE NUMBER:
(Ac )




MACRO-SORB®

Amino Acid Fertilization

Cm— Annn() acids, the building blocks of all

““ smm protein matter, are natural molecules
mmwrwy that take part in all of a plant's
physiological processes. The action of amino acids
stimulates the natural processes that control the
photosynthetic activity and water and nutrient use
efficiency of the plant.

By providing the same natural L form amino acids a
plant normally produces, Macro-Sorb® greatly
reduces the energy required for their production
and translocation. The energy saved can then be
used for other vital processes resulting in a healthy
and efficient plant that is more able to withstand the
rigors of stress.

Macro-Sorb* is a unique formulation of select
L. amino acids designed to enhance your existing
programs. It is tank-mix compatible with soluble
fertilizers, pesticides, fungicides and plant growth
regulators. Applied together, Macro-Sorb* will
improve the efficiency of these treatments by
increasing their absorption and translocation within
the plant. And it's ISO 9001 certified so you can be
assured of batch to batch consistency.

Best of all, Macro-Sorb® is economical to use and
it protects the environment.

Macro-Sorb®* — a true systemic. It's new...
it's unique... and nothing else works quite like it!

For more information about Macro-Sorb call
Nutramax Laboratories’ at: 800-925-5187

N il e o S —
) UTRamax
? LABORATORIES, INC.
Agriculture Division
Platinum Tee Club Baltimore, Maryland
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The Winning Edg

REWARD® EDGES OuT GRASS
AND BROADLEAF WEEDS FAST.

EWARD Landscape & Aquatic
Herbicide gives you the

winning edge you need in your grounds
maintenance weed management program.
A non-selective, highly active contact
material, REWARD is designed to help
you manage tough weed problems on
your golf course. REWARD provides
quick, effective control against both grass

and broadleaf weeds. Once it’s applied,

you'll see results on weeds in as little as one

day. At last, you get the kind of fast control

that other herbicides—like Roundup—can't

even begin to deliver.

REWARD is also the one herbicide you can

use with confidence on trimming and edging 2
anywhere on your course. Since it binds

quickly to the soil, REWARD doesn't leave

biologically active soil residue, making it ideal

for edging around trees, shrubs, flower beds

and other ornamental plantings. Or apply it

along cart paths, around sprinkler heads or

other areas where translocating herbicides,

such as Roundup, just aren’t desirable.

ZENECA Professional Products



And when you use REWARD, you never
have to worry about non-target vegetation,

fish and wildlife on your course.

Take your best shot against broadleaf and
grass weeds with REWARD. And give your

course the winning edge.

For more information, contact

your Zeneca representative, or call

1-800-759-2500.

REWARDr

Landscape & Aquatic Herbicide

Always read and follow label directions carefully

REWARD" is a trademark of a Zeneca Group Company.
Roundup is a trademark of Monsanto Agricultural Company
©1997. Zeneca Inc
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Staff at Telluride Golf Course prepares for

the challenge of returning some of its two-

mile high golf course to wetlands.

by LESLEE JAQUETTE

elluride Golf Course,

located in the ski re-

sort of Telluride, CO,

must virtually start

over on some of its golf course
It must rebuild fairways,
greens, and tees.

Superintendent Kevin Ca-
halane and Assistant Superin-
tendent Joe Distefano will
oversee $2.4 million in wet-
lands restoration over the next
three years. At least 11 acres
will be affected, including 10
holes and the driving range.

“It's very interesting for us

but painful for the developers,”

says Distefano. “It's made us a

20G LANDSCAPE MANAGEMENT

lot more aware of science and
hydrology.”

The 18-hole, 6,739-yard-
long course is owned and oper-
ated by the Telluride Ski &
Golf Company. It lies on a
mesa at 9,300 feet and snakes
through wetlands. Four holes
are on the ski hill.

Developers in 1989 when
they started construction, failed
to heed EPA standards requir-
ing mitigations for wetland dis-
turbance on projects larger
than one acre. That year the
EPA began investigations.
While a final decision is ex-

pected before summer, Caha-
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At over 9,000 feet in the Rocky Moun-

1 tains, Telluride Golf Course is always
covered with snow during the winter.

lane and Distefano believe that
11 acres of the course (17 if
you include the ski hill) will
have to be restored. The com-
pany has been fined $1.1 mil-
lion and will spend five to 20
years monitoring restorations
Starting in April or May,
golf course staff will restore
most of the fairways, including

plm;uing or removing up to 25

culverts, and returning acres of

fairway to creeks and flood
plains. Workers at the course
will also have to build 12
bridges so that golfers can get
over these wetlands. Holes 12
and 13, in particular, will need
a lot of work.

When these changes have
been made, much of the area
will be regreened with indige-
nous plants. The seed has al-
ready been collected, and
plants are being grown in hot-

houses in Denver. Sod and

large plants will be used to
speed up projects. Most of this
work, says Distefano, will be
accomplished before play starts
in late May.

However, another recon-
struction project, which neces-
sitates taking out three acres of
fairway on the 11th hole, will
most likely disrupt play and be
quite costly. To establish a
flood plain, this project entails
removing part of the fairway
and building a berm in a differ-
ent area. It will also include
changing a cart path, building a
bridge and planting materials.

“In essence, we're going
back to construction phase on
this hole,” says Distefano.

Other projects include re-
moving five tee boxes on hole
number 15. These boxes dis-
turbed the area and will now
be rebuilt five to six feet above

wetlands. Retaining walls and



plant material will anchor the
boxes. This could postpone
opening says Distefano due to
the number of heavy machines
on the project. The largest
restoration will re-establish
Prospect Creek. It seems the
creek was dredged and made
into a 1.5-acre pond. As part of
the mitigations, crew will re-es-
tablish the pond as a creek and
riparian area.

Despite the magnitude of
the projects, Distefano is not
discouraged. “It's hard work but
exciting. It's new for us to dis-
cover the importance of filtra-
tion of alpine areas and the ram-
ifications of damage to alpine
and sub-alpine areas,” he says.

He adds that the restoration
calls for a disciplined approach
combining landscape architec-
ture, hydrology, integrated pest

management and irrigation.
First of all, the plan calls for de-
velopment of buffer zones and
limited use of fertilizers and
pesticides. The staff moved to

organic fertilizers on greens
several years ago (products
manufactured by Ringer,
Milorganite and Nature Safe),
and is learning to spot treat to
deal with pests.

Distefano’s staff will also
develop a topographical plan
to improve irrigation. The
course now uses a Toro VT-II
system that Distefano says will
be upgraded to a computerized
system.

Elevation made
germination of the
Kentucky blue-
grass/perennial rye-
grass fairways difhi-
cult. The staff
reseeded after the
initial seeding. The
irrigation water is
so cold and the
ground tempera-
ture so low (night
temperatures can
plummet to the
30s even in July)
that it took five
years for the turf to
become acceptable.

Distefano says
that people
thought the winters would be
too cold for the ryegrass, but
the snow insulates it, and it
does well at elevation. Still,
even under the best conditions
it takes a summer to grow-in a
tee box, he says. And that’s
using germination blankets and
straw mulch.

The golf staff includes a
dedicated landscape crew of
three. One person works solely
on the course’s 10,000 square

Assistant Superintendent Joe
Distefano expects a busy season
once the snow melts in April,
maybe May, perhaps June.

feet of flower beds, planted
mostly with perennials like
lupin, columbine, sweet
Woodruff, Maltese cross,
baby’s breath, and Icelandic
poppies. Also, the tree land-
scaper planted 450 trees in-
cluding aspen and narrow-leaf
cottonwood, the only two de-
ciduous trees that grow at this
elevation. Blue spruce and En-
gleman spruce block fairways
from houses.

Distefano describes the
course as very spread out, with
each hole self-contained with
many roughs. It takes a large
crew and lots of equipment to
manage the long-play corridors.
The most important and
unique piece of equipment on
the Telluride Golf Course is
the turbo-equipped Jacobsen
LF-128 snow blower. Diste-
fano calls it a life-saver, particu-
larly in April and May.

As for labor, Telluride is the
kind of place where folks love
to live. As a result, the golf
course staff remains stable.
Most of the employees work

LANDSCAPE MANAGEMENT

for the ski hill during the win-
ter, giving them benefits and a
month to six weeks vacation.

“This excellent rate of re-
turn makes things easier on the
equipment, saves money and
gives the superintendents more
time on projects,” says Caha-
lane, who works as a ski pa-
troller in the winter.

Managers keep morale high
by planning the annual mid-

summer “Mow & Blow” golf

Aspen is one of the few decidu-
ous trees that grow at Tel-
luride’s elevation of 9,000 feet.
In late summer and early fall,
they turn a beautiful yellow.

tournament and barbecue.
Also, staff plays after 3:30 p.m.
every day and everyone gets 2%
days off every week, with only
a skeleton crew working on
weekends.

“We're real flexible with
crew time off because we like
to travel too,” says Distefano. O

—The author is based in Ed-

monds, Wa. Photos by
Leslee Jaquette.
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Put the power of EAGLE

Superintendents tell why
they rely on Eagle to prevent
stubborn turf diseases.

“We go into the
season with really
nice greens,” says
Mike Jones,
superintendent
at Valley High
Country Club in
Elk Grove, CA.
“Then about July, the decline
starts and it's a constant battle all
through September.”

Mike's solution was to intensify
his preventative fungicide program
with Eagle® while raising fertility
levels.

Mike Jones
Valley High Country Club
Elk Grove, CA

Mike's experience was no
surprise to us. We've been saying
all along that Eagle provides
dependable, long-lasting protection
against 14 major turf diseases—
protection unmatched by any
other systemic fungicide. Better
yet, Eagle is now registered to
control summer patch and spring

dead patch.

Tackling dollar
spot and brown
patch

Rich Hardebeck
iS superintendent
at Eagle Lake
Golf Club in

Rich Hardebeck
Eagle Lake Golf Club
Farmington, MO

Farmington, MO. When he first
came to Eagle Lake, he experi-
enced extremely heavy dollar
spot on his ryegrass and blue-
grass fairways.

“Last year," says Rich, “| applied
Eagle preventatively in April and
again in September and didn't
see dollar spot all summer.”

Dollar spot

was also Dave
Anderson’s
problem, as well
as brown patch
on his ryegrass
fairways.

Dave Anderson

Evergreen Country Club
Haymarket, VA




to work for you.

Dave is superintendent at
Evergreen Country Club in
Haymarket, VA.

‘| used Eagle exclusively on
the fairways,” he says, “and they
were the best fairways I've ever
had, especially considering the
extreme heat.”

“Late in the year,” Dave
continues, ‘| alternated Eagle
with a contact fungicide to
control gray leaf spot and got
excellent results overall.”

Effectiveness is just
the beginning.

In addition to the long-lasting pro-

tection of Eagle, superintendents

appreciated its outstanding turf
safety, low-use rates and water-
soluble packaging.

“I don't have the safety con-
cerns with Eagle that | do with
other sterol inhibitors,” says
Mike Jones. “And rates are so
low, | have the flexibility of using
it in the fall if | need to.”

The flexibility of Eagle is
further enhanced by the new
extended spray schedule —now
up to 28 days.

Those are powerful reasons for
using Eagle. Dave Anderson gives
the final word.

“Considering its length of
control, low-use rates and cost,”
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he says, “Eagle offers the best of
both worlds.”

To learn more about Eagle, call
1-800-987-0467 or see your
local Rohm and Haas distributor.

Just say that Mike, Rich and
Dave sent you.

TURF & ORNAMENTAL FUNGICIDE

For top-flight performance.

: " o ROHM




Two at a time for Arcola

Superintendent Mike Mongon says that
golfers’ rising expectations have caused
him and his staff to ‘double team’ this
popular Paramus, NJ, golf course.

ike Mongon follows the

“Noah’s Ark” Theory of

Golf Course Maintenance.

Mike is superintendent of

the Arcola Country Club,
Paramus, NJ, and he always uses two of
everything.

Arcola CC features several “runway” tees
such as #12 which is 82 yards long. That's
the Robert Trent Jones touch from a 1957
redesign project caused by the Parkway.

He starts each project at
the beginning of the front
nine and at the beginning of
the back nine so that both
nines finish at the same
time.

“In other words, I'll have
two people raking sand
traps, two people cutting tees, or two peo-
ple operating Turf Tracks at the same
time,” says Mongon, in his ninth season at
Arcola. “Theoretically, they all finish at the
same time and the golf course looks even
throughout. Golfers don't encounter in-
consistencies such as short and high roughs
on the same day. I came up with this the-
ory in answer to the escalated level of
maintenance golfers have come to expect
within the past 10 years.”

Big Apple golfers

As a destination course for both Man-
hattanites and New Jersey suburbanites,
Arcola lies within shouting distance of the

Garden State Parkway and only 20 min-
utes from Wall Street.

Built in 1909, the course underwent a
redesign by Robert Trent Jones when Park-
way construction rerouted six holes in
1957.

Continuing improvements

During the past three years, Mongon
supervised a facelift by the Robert Jones
Company, redoing several hoes each year.
The last seven holes were completed in the
spring of 1996.

“We wanted to get the bunkers more
into play in accordance with today’s golf
game,” notes Mongon, who attended the
Rutgers University Turf Program. “Jones’
touches are large greens and long, runway
tees—some of them 80 yards long.

“We built some new tees and reworked
other areas, restoring ponds and bringing
grass bunker faces down. I learned that
bunkers have ears, noses, knobs, bays and
capes as well as faces.”

Lend a hand

Bunker maintenance now requires a
combination of intensive hand work and an
intricate system of specialized equipment,

including Turf
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Tracks for bunker
edges and “Fly
Mows” which ride
on cushion or air to
cut all the noses, ears
and knobs. Mongon'’s
crew includes a full-
time staff of eight,
most of whom have
been at Arcola for at
least nine years, a
seasonal staff of
seven and five sum-
mer employees.
With first tee-off at
7:45 a.m. each day,
the crew completes
much of its work be-
tween 6 am -9 am.



There’s Nothing Better on Worms

Than SCIMITAR.

od webworms, armyworms and

cutworms can all be a big problem

in turf. For these hard-to-control
worms, there’s nothing better than the
fast-action and extended-release control
of SCIMITAR Insecticide. With its
advanced pyrethroid technology and unique
formulation, SCIMITAR 1s an exceptional
addition to your turf pest management

program. And, SCIMITAR also:

* Provides outstanding control of numerous
turf and ornamental insect pests

» Controls black turfgrass ataenius and
hyperodes weevil adults and stops them

from laying eggs

ZENECA Professional Product:
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* Has a new 20-ounce rate for effective
adult mole cricket control

* Allows for low use rates

* [s economical to use

* Has no annoying odor

For big worm problems in turf, nothing is
better than SCIMITAR—an unbeatable

tool in your turf pest management program.

For more information, contact your
authorized Zeneca Distributor, or call
Zeneca Professional Products Toll Free

at 1-888-617-7690.

Scimitar

INSECTICIDE m
4 ,.'wp.y

v &

Always read and follow label directions carefully
SCIMITAR GC 1s a restricted use pesticide

SCIMITAR" is a registered trademark of a Zeneca Group Company

1997. Zeneca Inc



Originally all bentgrass
greens, tees and fairways,
Arcola began experiencing
Poa annua encroachment
back in the 1950s. Since
Mongon began managing
the turf to encourage bent-
grass development, popula-
tions of the desirable grass
species have increased to 70
percent throughout the
course.

Prescription fertilization

He precision-times fertil-

and mowing techniques,
and spoon-feed the turf to
avoid growth surges. But
pythium pressure is always
t here when conditions are
hot and humid.” He fol-
lows a rotation of prod-
ucts, include Fore, Alliette
and Banol fungicides
throughout the summer
months.

While pythium prevails
on Arcola’s lower nine, the
upper nine has more bent-

ity applications, using 2 % it at Arcol Coumry Chub, grass. “And brown patch
Ibs. of N per year on fair- Paras, X% 'f"o's his man- just loves bentgrass,” says
ways divided into three agement Praciees t° i Mongon. “It's very pre-
treatments: lightly in spring, the predsion consiitions on dictable, brown patch al-
one pound in August, and sach hole: ways appears the first or
heavier yet in October. He second week of August at

also removes clippings. As a maintenance
measure, he applies Prograss herbicide in
the fall, 10 days after fertilizing.

“In the spring we can see where the Poa
was and how effectively Prograss con-
trolled it,” says Mongon. “We've been able
to really increase our bentgrass populations
with this program and we don’t have a big
problem with seedhead formation in the
summer.”

A different approach

Mongon uses different management
techniques on the lower and upper nines at
Arcola. That's because the upper nine has
a well-drained, sandy-loam soil which re-
mains relatively dry all year, the lower nine
has heavier soils and restricted air circula-
tion. He and his crew have removed and
pruned a lot of trees in the lower nine to
improve air circulation. Also, they have
renovated ponds to lower the water table
by a foot and a half, and resloped existing
spillways to facilitate drainage.

“Disease is usually worse on the lower
nine holes,” says Mongon. “Our strategy is
to keep the turf plants healthy enough to
ward off diseases. We use proper irrigation
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Arcola. Each year | evaluate the environ-
mental factors, and they usually indicate
spraying the last week of July. So I spray
just prior to when symptoms appear, treat-
ing whole fairways that are habitual of-
fenders.”

Though Mongon rotates his fungicide
products throughout the summer season,

‘My main goal is to provide consistency
on the course so that a golfer can use the

same stroke on the same hole whenever

he or she comes to play,’

—Mike Mongon

he uses ProStar fungicide for brown patch
control. “It allows us to eliminate some of
our redundant sprays because ProStar lasts
so much longer,” he adds. “It's a very good
material. When timed properly, an appli-
cation of ProStar will last 21 to 28 days,
which is usually long enough to get us
through any brown patch pressure.”
Manage, manage, manage

Intensive cultural practices also keep

March 1997

disease, weeds and insects under control.
Mongon aerifies the entire course once or
twice a year, using a Hydroject on greens
every three weeks. He also lightly top-
dresses greens every three weeks and verti-
cuts greens, tees and fairways twice each
year. He monitors conditions constantly
and follows different maintenance prac-
tices for different areas of the course.

For several years, Canada geese created
severe problems for Mongon and his crew.
Since five of the holes border water the
geese adopted the golf course as their
home. He tried balloons, grape juice, scare
cartridges and cords around the ponds, but
nothing worked. Last year he bought a
trained border collie named McKenna to
live on the course.

“The dog stalks the geese, rounds them
up, and in general makes them very un-
comfortable. The geese finally decided to
leave after they realized that McKenna was
not going to go away.”

What a great staff

As government relations liaison for the
New Jersey Turf Association, Mongon ac-
tively works toward better conditions for
turf managers. He served on a drought task
force in 1995, de-
vising a water con-
servation play for
golf courses. He
also publishes a
newsletter for Ar-
cola's 265 mem-
bers. He regularly
explains mainte-
nance procedures.

“I have the best staff around and a really
nice membership to work with. My main
goal is to provide consistency on the course
so that a golfer can use the same stroke on
the same hole whenever he or she comes
to play,” says Mongon.

“It all goes back to the Noah's Ark
Theory. It seems to be working here so |
think I'll continue using it.” LM



31 supers awarded for environmental work

Thirty-one golf course superintendents gained distinction in the 1996-97 Environ-
mental Steward Award program.

The Environmental Steward Award recognizes superintendents for overall course
management excellence, outstanding programs to maximize pesticide and fertilizer efh-
cacy, and irrigation and equipment efficiency, as well as wildlife preservation and en-
hancement.

All entries are reviewed by an independent panel of judges selected for their expertise

in environmental issues and turfgrass management.

In conjunction with the program, Novartis (formerly Ciba Turf & Ornamental Prod-
ucts and Sandoz), Rain Bird’s Golf Division, Jacobsen Division of Textron Inc., and
Pursell Industries will donate more than $23,000 to the GCSAA Foundation, which sup-
ports educational opportunities for future golf course superintendents and scientific ad-
vancements in golf course management.

The 1996-97 Environmental Steward Award winners were named in three categories:

private, public and resort golf courses. The national winners are:

Private: Kerry Satterwhite, CGCS, Rock River Country Club, Rock Falls, IL,, and
Glenn Smickley, CGCS, Robert Trent Jones Golf Club, Gainesville, VA.

Public: Timothy Kelly, Village Links of Glen Ellyn, Gen Ellyn, IL.

Resort: Ron Hill, CGCS, Amelia Island Plantation, Amelia Island, FL.

Kelly eamed national honors for the third consecutive year. This year he was recog-
nized for outstanding promotion of his conservation programs and his community part-
nership. Satterwhite and Smickley, who tied in the private course category, and Hill are
first-time national winners.

In addition to the national winners, 21 regional winners and six merit winners were
selected from throughout North America.

Winners were honored Feb. 9 at the GCSAA Conference and Show in Las Vegas.
Florida Region winners. Private Course, Robert K. Ellis, Indian River Club, Vero
Beach, FL; Public Course, Richard C. Wise, CGCS, PGA Golf Club, Port St. Lucie, FL.

Mid-Atlantic Region. Private Course, Scott A. Schukraft, Huntsville Golf Club,
Shavertown, PA.

Mid-Continent Region. Private Course, Peter V. Leuzinger, CGCS, Ivanhoe Club,
Ivanhoe, IL; Public Course, R. Brian Green, CGCS, Highland Park, IL, and Resort
Course, Dale Miller, Barton Creek Resort, Austin, TX.

North Central Region. Private Course, Donald F. Ewoldt, Jr., CGCS, Sand Creek
Country Club, Chesterton, IN., Public Course, Fred E. Soller, Jr., Old Works Golf
Course, Anaconda, MT, Resort Course, Steve Schumacher, Izatys Golf & Yacht Club,
Onamia, MN.

Northeast Region. Private Course, Karl E. Olson, CGCS, National Golf Links of
America, Southampton, NY; Public Course, James M. Perez, East Mountain Country
Club, Westtield, MA; Resort Course, John A. Boyer, CGCS, Marriott Seaview Resort,
Absecon, NJ.

Southeast Region. Private Course, Henry D. Kerfoot, IL,, Carmel Country Club,
Charlotte, NC; Public Course, Wendell T. Nealon, CGCS, The Legacy, Springfield, TN.

Western Region. Private Course, Bill Schilling, Wing Point Golf & Country Club,
Bainbridge Island, WA.; Public Course (tie) Tom Janning, Rosewood Lakes Golf Course,
Reno, NV, and Daryl D. Dinkel, River Valley Ranch, Carbondale, CO; Resort Course,
Kent Nishijima, Kapalua Golf Courses, Lahaina, HI. O
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MetGCSA |

Patrick Alan Lucas of |
Club, Old Greenwich,
Sherwood A. Moore (SA §
l996ﬁ'omtheMetGCSA. T

Westchester Country Club Superi
dent Joe Alonzi, immediate
of the MetGCSA, in m
nouncement said: “There
serving honoree. Pat has :
mension to the word de
veteran career and life
more dedicated to the
benefit of the golf course
than Pat.”

Patrick Lucas has been
since 1977. O

Late in 1996, the N
dation hosted a three-day
Boston focusing on the
highway” and its potential
helping those in the golf in

The proceedings of the ¢
available in the form of se
and a compilation of the |

what to expect from yo
provider;
building customers in
using an Intra-Net to
nications and productivity.
NGF members can ge
for $75, audio for $145 orb
The cost to non members is.
$195 for audio and $2
Contact NGF (800)
(561) 744-9085. O



These questions came straight
from the customers of lawn care
operators, pest control operators
and other professional pesticide
applicators across the country— ¥

and probably reflect the concerns

of your customers. The more ™ AR R e

/\'n{lr customers know about the A’,e [be/)e sl (/Ideb ! /)(If
professionals use stronger

and more toxic?”

“Are the pesticides
you use safe?”

products you use, how you use
them and how much is used,
the more confident they will be
in you and your service.

Communicate With
Your Customers

“When is it safe for my children

.

and pets to return to an area

- One large, pest- and disease-
free tree has the same cooling
effect as 15 room-size air
conditioners.

- A well-maintained lawn and
landscape adds as much as
15 percent to a homes value.

Discuss your safe and respon-
sible use of pesticides as a
professional applicator. Note
the many steps you take to
ensure that the pesticides you
use are used properly.

Advise your customers

Your customers expect
you and your employees to be
credible and knowledgeable
sources of information about
your products. Take time to talk
with them about your safe and
responsible use of pesticides.
Studies show that most
people don't know that pesticide
products are among the most
highly tested products sold. The
U.S. Environmental Protection
Agency (EPA) registers only those
uses of pesticide products that pose minimal risks
» Emphasize that pesticide products must undergo
stringent government-monitored testing before they can
be sold. It is a long and costly process. For example

- It takes a chemical manufacturer eight to 10 years
to test and register a product, at an average cost of
$30 million to $50 million.

- As many as 120 tests or more are performed, many
specific to health, safety and the environment.

- Only one potential pesticide in 20,000 makes it from
the research lab to the market.

* Explain Integrated Pest Management (IPM) to your
customers. Most do not fully understand the concept.
Point out that a successful IPM program stresses
prevention, pest identification and selection of the best
method of pest control, which may require the use
of pesticides. Tell how you incorporate IPM into your
pest management practices.

* Identify the specific pesticides you use and the pests
they control.

* Indicate that professionals use an array of
products, many the same as those used by
homeowners.

» Assure customers of the benefits pesticides
provide for turf, trees and ornamentals, and
in the home. For example:

- Termites cause over $1 billion in structural
damage each year.

after a pesticide application?”

that you closely follow label
instructions. The label contains
instructions for only those
uses approved by EPA.

¢ Qutline the extensive training
that is mandatory for profes-
sional applicators in order
to apply specialty pesticides.
Applicators are required by law
to undergo training, certifi-
cation and licensing, as well as
to keep records of each job
performed.

» Explain what happens to pesticide containers once a
job has been completed. Note that containers are
disposed of properly.

What Else Can You Do?

Provide your customers with materials such as
newsletters, brochures, fact sheets and bill stuffers that
communicate these messages. Be sure that someone at
your company, who has a basic knowledge of the
products and application methods your company uses,
is available to answer questions.

MCE To doenitine
RISE Is A Resource

RISE is the voice for the specialty pesticide industry:
Its members include manufacturers, formulators, distrib-
utors and other industry leaders.

RISE works in cooperation with your national, state and
local user/applicator associations and is an additional
source of information regarding issues facing pesticide
users. We can help you in your role as a knowledgeable
and credible information source to customers and to the
public. A brochure on communicating about
pesticides with your customers is available.
Contact RISE to receive your copy.

We urge you to take an active part in your
state and national association(s). We work
together to support your business.

Responsbie Industry for 2 Sound Environment *
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Make present
employees
your first line
of recruiters

/|?0~‘Hv(_,(

RON HALL
Managing Editor

THINK TANK

ooking for entry-level employees?
Start by letting your present employ-
ees know. They might be able to help
you find some more good workers,
says Dale Feinauer.

Feinauer is an instructor with the College of
Business Administration, University of Wiscon-
sin, Oshkosh. He specializes in employment is-
sues. Recently he spent a day with about 60 lawn
and landscape pros at the PLCAA Management
Conference.

His comments drew
several discussions. In fact,
few lawn pros skipped out
to play golf during his ses-
sion which is saying a lot
inasmuch as it took place
on a cloudless, 70 F. day
in Tempe, Ariz., in mid
January. (Not that | no-
ticed the weather or any-
thing.)

Feinhauer says your
present employees can be-
come good recruiters.

1) They know your
company culture, and the
type of employees that fit
into it best.

2) They will be honest
when they tell their friends or acquaintances
about your company, and the job(s) that they will
be expected to do.

3) They won't recommend a friend or ac-
quaintance to you unless they think that the
prospect has a good chance of working out. After
all, their reputation is on the line and they want
to stay in your good graces.

But, how do you motivate employees to bring
you some more good candidates?

Some of the business owners and managers at
the Conference say they give cash bonuses to any-
body bringing in an employee that stays with the
company, say, 90 days.

“We have the employee stand up and we hand
him a $20 bill every month for five months run-
ning for every new employee that stays with us.

LANDSCAPE MANAGEMENT
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We hand out the money right in front of every-
body else” says one business owner.

Another says he puts a large paper pie on the
wall of his company’s training room, and every-
time an employee brings in a new hire, he pulls
off another piece of the pie. When all six are off,
he says the employees get a free pizza party.

“I know it sounds hokey, but it works,” claims
the owner.

While your present employees can help you
get recruits for those entry-level jobs, don't forget
them when you need someone to fill other, more
responsible, openings in your company.

Don't let the fact that you know some nega-
tive things about a qualified present employee
color your decision too much. This person, warts
and all, may work out better than a new em-
ployee. After all, your employee has already
shown a measure of loyalty.

While we're on the subject, turn this page and
read columist and LCO Bob Andrews’ seven
valuable interviewing tips. LM

Questions? Comments? Phone Ron at
216/891-2636, fax him at 216/891-2683 or e-
mail him at Iscape@en.com
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AROUND THE SHOP

7 tips for
better hiring

BOB ANDREWS
Contributing Editor

efore lawn care, I worked as the em-

ployment manager at an automotive

body plant in eastern Indiana for four

years. One of my responsibilities was

to hire a large number of seasonal
workers for the busy summer months.

This experience taught me one valuable les-
son: the most important interview you, as an em-
ployer, will ever conduct is the one you have with
a prospective employee. Why? Because learning
as much about the person before you hire them
may save you a great deal of headaches.

Here are some practical hints on properly con-
ducting an employment interview.

(1) Know what you are hiring for. Sounds
silly, but do you actually have a written job de-
scription for the job in
question? Having one,
with specific duties and
requirements listed,
makes the interview fair
to both you and the can-
didate. Here is what this
job entails. How do your
qualifications match the
job? After reviewing the
job requirements, do you
still feel this is something
you would like to do?

Having a written job
description may save both of you a great deal of
hassle later on because it clearly states what the
perspective employee will be expected to do.

(2) Review the application or resume thor-
oughly before conducting the interview. Under-
stand certain things about them that can help you
make a better decision about the prospect.

Are there unexplained gaps in the employee’s
work history? Pay particular attention to times
when the individual was self employed. What
were they doing? Does the resume show a string
of short-term jobs? Why? Don't rely on a resume
alone. Require the applicant to complete an ap-
plication and have them do so on your premises.

(3) Give the candidate the full attention he or
she deserves during the interview process. Con-
duct it in private and do not allow yourself to be
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interrupted during the interview. Give the candi-
date your full and undivided attention.

(4) Make every effort to learn as much about
them as possible. Get them to talk. One of the
biggest mistakes an employer can make is to
spend the entire interview talking to the candi-
date instead of listening to the candidate.

Ask questions like: What did you like best
about your last job? What are your hobbies or
outside interests? What attracted you to our com-
pany? Do you enjoy working with customers?
What are your career objectives?

(5) Be up front about conditions of employ-
ment. Make sure the candidate knows if an offer
for employment is subject to such things as refer-
ence checks, drug screening, passing certification,
and signing a non-compete agreement.

(6) After the interview, make notes at once.
This is vital if you are interviewing several candi-
dates one right after the other. Perhaps a check
list would be helpful where you could rate the
candidate on appearance, verbal skills, attitude, or
other factors which you found distinguishing. At-
tach such a list to the application for later review.

(7) Avoid on-the-spot hiring. Panic hiring is al-
most always a disaster. Review the application,
resume and interview notes. If applicable, discuss
the results with others in your company who may
supervise or otherwise deal with the new em-
ployee. They may see things that you have
missed. Check any and all references or job infor-
mation legally permissible. Even if it’s just a day
or two, take your time. Remember, a new em-
ployee may end up staying with you for several
years.

Typically, the easiest vacancy to fill is at the
entry level, but keep Personnel Management Rule
#1 in mind: promote from within and employ
from without. O



New discharge chute
provides better clipping
dispersal and minimizes
wind rowing.

New sealed safety interlock switches
for reliable all-weather performance.

New optional hopper fill
alarm sounds audible alarm
and disengages blades
when hopper is full.

New transmission
axle mounting
improves durability.

New heavier-duty spring
steel steering coupler
system.

New deck spring design
provides greater weight
transfer to the drive wheels
for positive traction

New blade shear bolts
deliver improved impact
protection for gear boxes.

UINIIN o

You don't get a reputation for being number one With its patented rear-to-side discharge capability,
unless you have a program of continuous product outstanding ground speed and efficient bagging system,
improvement. And that's exactly why Scag has engi-  the new Turf Runner lets you cut with confidence. And,

neered into its revolutionary new Turf Runner several by adding a snow thrower, mulching kit, or other acces-
performance enhancements along with a whole new  sory, you can extend Turf Runner's profitability to every
series of all-season accessories for '97. season of the year.

97-02

SEE IT AT YOUR SCAG DEALER TODAY.

©1997. All rights reserved. Scag Power Equipment, Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive, Mayville, WI 53050
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Name something
whose work lasts all season,
is loved by all and does
some of its best work under
trees and ornamentals.

That’s right.
Merit.

Time was, conh‘o”in;) omamental pests You can "N’b’ MERIT lvy soil injection
meant “spray on sight.” When you or your or drench. Either way, you will get
people saw pests, they sprayed. By then, of outstanding wide-spectrum control of apbids,
course, damage was dome. Japanese beetles, lmﬂvo/){wrs, mmlyhud\,

All that changed with MERIT® Insecticide.  whiteflies, white grub larvae and more
Because MERIT works systemically, one soil MERIT is a remarkable product that can
application in the spring controls omamental make your job easier. To find out more, contact

pests all season long. Just think what that can ~ Bayer Corporation, Specialty

do for your scheduling, not to mention the trees,  Products, Box 4913, Kansas City,

shrubs and other omamentals under your care. MO 64120. (800) 842-8020

Bayer "%"? ALWAYS READ AND FOLLOW LABEL DIRECTIONS. © 1997 Bayer Corporation Printed in ULS.A
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A thank you

“'Renewal and Remembrance’ is a
chance for us to do with our actions what is
impossible to put into words; to say ‘thank

you’ to the veterans of every war and

armed conflict that has befallen this great

nation, to the nearly 250,000 men and
women who lie here under the shadow of
the Capitol, in honored glory under this
blessed sod

“It's been said that we honor our dead
by fighting our battles as they fought the
battles of their day. We honor our heroes
today by doing what we do as a profession:
quality lawn care. It is our green blazon of

thanks!” -Phil Fogarty




ore than 100
lawn care
professionals

from across
the U.S. volunteered man-
power and equipment in
the morning and after-
noon hours of February 3,
to enhance the beauty and
vigor of the grounds of Ar-
lington National Ceme-
tery, Arlington, Va.

The “Renewal and Re-
membrance” environmen-
tal enhancement project

More than 100 members of
the Professional Lawn Care
Association of America tend

the grounds at Arlington
National Cemetery in remem-
brance of those who fought

our nation’s wars.

by TERRY McIVER / Editor-in-chief

Some of the ‘Renewal and Remembrance’
volunteers. Opposite page, clockwise, from
top left: Gene Pool of Emerald Green and
others from the Ohio team tend the
grounds around the Kennedy Memorial; Phil
Fogarty speaks by radio to a worker, with
Tom Delaney, PLCAAA government affairs
director; a Joint Color Guard presents the
flags of the United States and its military
branches; Carl Petelle, Leisure Lawn. Across
center of page: Tim Doppel, right, with
Todd Schray and Paul Johnson; PLCAA Presi-
dent Terry Kurth and daughter Krista; Mike
Dietrich, center, and the Lesco team check
their bearings; the team of, | to r, Sean and
Mike Kravitsy, Grasshopper Lawns; Mike
Bolton and Larry Elimaker, Moyer Lawn
Care; Ken Fick, Green Giant Lawn Care, At
bottom, the entire team of volunteers prior
to getting started.

was complete with its own
souvenir hats, a Joint Color Guard, and
much time and effort by people who cer-
tainly could have spent their day doing
something else.

It was all Phil Fogarty’s idea, but he'd
much rather point to the 100 volunteers
who helped make it happen.

Fogarty, owner of Crowley’s Lawn,
Tree and Shrub Service of Cleveland,
thought the event would be a great way to
kick off the PLCAA legislative weekend on
Capitol Hill, and would certainly be a fine
gesture of thanks.

“This was our chance to show our ap-
preciation to veterans everywhere,” said
Fogarty. “This shows the kind of committ-
ment you have to our industry , our envi-
ronment and this country.

“We're very proud of the work done
today, and hope that our efforts will make
a lasting impression on the beauty and en-
vironment of our national cemetery
grounds,” said Fogarty.

“We plan to continue to support this
project at Arlington in the future.”

From one veteran to another

“This project means a lot to me,” said
Vietnam veteran, Don Tannahill of Hort-
Ventures, Olathe, Kan.

“I often visit Arlington, and what we're
doing here today contributes to the beauty
of a very reverent place.”

“It was a lot easier than I thought it was
going to be,” said Tim Doppel, president of
Atwood Lawn Care, Sterling Hts., Mich.

“It was incredibly well-organized,” said
Doppel “My hat's off to Phil Fogarty. It
was a pleasure and an honor. You saw
[while working on the grounds] the grave
of a colonel, next to the grave of a major,
next to the grave of a general. This was my
small tribute to them. When you realize
the sacrifice they made, pushing a spreader
around didn’t seem like a hard day at all.”
Colors and commendations

The day began with a dedication cere-
mony near the Tomb of the Unknown Sol-
dier, complete with the presenting of the
colors by the Joint Color Guard.

Arlington Superintendent Jack Metzler
and industry professionals, including Foga-
rty; PLCAA President Terry Kurth of
Lawn Care of Wisconsin, Middleton,
Wisc., spoke to the crowd of more than
100 workers.

“Our theme, ‘Renewal and Remem-
brance,’ captures in words what we are
here to achieve: renewing the cemetery
lawn in remembrance of those who gave so
much to this country,” said Kurth.

“While most people look around at
such well-cared for places like Arlington
and appreciate the beauty of a healthy
lawn, especially during spring and summer,
many people don’t think of the benefits a
healthy lawn brings to our environment.”
Pallets of supplies

Not only was time given freely here;
materials were brought in by the pallet-
full. Here's what they put down:

P 40 tons of dolomitic pelletized lime-
stone;

P 10 tons of dolomitic pelletized lime;

» 100 gallons of N-Sure;

» 2000 pounds of Falcon II turf-type
tall fescue.

“Renewal and Remembrance” was co-
sponsored by:

FMC Turf & Ormamentals; Bayer, Inc.;
DowElanco; and Novartis Turf & Oma-
mental Products.

Contributors were: The Andersons;
Zeneca Professional Products; American
Cyanamid; Riverdale Chemical Co.; Lesco,
Inc. and PBI Gordon. O
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JOHN DEERE

Commercial Front Mowers are available in seven
models — 17.5- to 28-hp, gas or diesel. All have
patented 2-pedal hydrostatic drive, a welded
steel frame for strength, and power steering.

The F1145 has on-demand or full-time 4-wheel
drive. A variety of attachments is available.

Gator® utility vehicles, gas or diesel, 2- or 4-
wheel drive, are surefooted workhorses that
really carry a load — turf, trail or no trail at all.
Give one a test on your job site today. (Price
includes 4x2 with heavy-duty all-purpose tires,
front shock kit, bumper, windshield, brush guard,
bedliner and RPM kit. Dealer setup, freight,
taxes and miscellaneous charges not included.)

955 Tractor. Great deal on a

great hydrostatic compact. Standard
features include mechanical front-wheel drive
and a 33-hp 3-cylinder liquid-cooled diesel
engine. Patented 2-pedal hydrostatic drive.
Independent live PTO. Power steering for superb
handling. Planetary final drives. Fast 5-minute
attachment hookup.

*Subject to approved credit. For clal-use I liment credit purch only.
A 20 percent down payment is required (except for the GS Series walk-behinds — see offer above, right).
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Grounds Care Professionals. Now Through May 31,1997.

Mo Doun Paymen.
o Paymenrs T,
Jung 1, 1997

GS Series commercial walk-behinds are built
to last. And with a new everyday low price, the
36-inch GS30 is as easy to own as most lesser
spec’d mowers. You can mix and match over-
head valve power units (13, 14
1RANS,,  and 17 hp) with 36-, 48-,
» and 54-inch decks. Five-
S speed gear transmission
= with reverse. Knee- or
hand-operated shift lever.

Cavt 1-800-537-8233

770 Price Fighter Tractor is powered by a

[ 24-hp, 3-cylinder diesel engine and has a Most John Deere commercial
b 4 sliding-gear transmission with 8 forward and equipment dealers are participating in the
¥y 2 reverse speeds. Power steering for superb han- 1997 Takin’ Care of Business promotion.
dling. Continuous live 540-rpm PTO. Plus the To find the one nearest you, just call the
quickest implement hookup toll-free number above. All offers are good

in the business — just 5 through May 31, 1997.
minutes or less, without
tools. Get your hands on
one of the best values in
compact tractors today
— the 770.

Finc For 60 MoTeS

5200 Tractor. Lease it today with 2-wheel drive,
loader, turf tires, weight box and RPM parts kit
at a great low price. The 5200 has a three-
cylinder, 40-PTO-hp engine and a collar-shift
transmission with 9 forward and 3 reverse
speeds. Plus in-line-shift capability for
loader work. (Lease amounts and
monthly payments do not include
insurance or any applicable sales
or rental taxes or fees.)
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Be creative in selling

your firm'’s services

Innovative ways to set your
company apart. Build recip-
rocal deals with competitors.
Increase community visibility.

Tout your fine employees.

by LARRY IORII/Down to
Earth, Inc.

fter 23 years in the landscape

"1

business, a large amount of prac-
tical experience adds up, with

W B successes and failures. I strongly
feel, however, that the following formula
will provide a solid
foundation to insure
your survival.

There must be a
two-pronged attack
that consists of:

1. Innovative and
unorthodox ideas, with

2. Old-fashioned

selling principles.

lorii: consulting

service opens
This sounds like op-  4oors
posites, and you're
right! But success is built on the diversity

of your approach.
‘Referral centers’

Let's think of our suppliers as a sales
force. Back in the late 80s, when corporate
America began to “downsize,” and grounds
care felt the crunch, I met with various
suppliers—garden centers, seed companies,
equipment dealers—who handled retail
trade. On a typewritten sheet was a list of
services | wanted them to promote for us.
In addition, a stack of business cards was
placed next to the cash register. When a
customer requested a business reference to

provide quality service that fit into our

10L LANDSCAPE MANAGEMENT

marketing, the sales lead came into play.

Our key referral centers are updated
annually on the services we prefer to per-
form. In return, our suppliers, who provide
our company with a steady flow of busi-
ness receive:

P continued purchases of products;

P advance payment or “net 30" for
products purchased;

P> referrals to them from our consulting
business.

Do-it-yourself homeowners receive 10

TABLE 1 ‘REFERRAL CENTER’ TRADE-OFFS

Excellent employees are an excellent sell.
Emphasize their dedication to the company.

percent off their purchases if they mention
Down to Earth, Inc. (See Table 1)
New sales from competitors

Down to Earth sells directly to its com-
petition.

During the winter months, I select
companies—members of a professional as-
sociation—and meet with them to discuss
the possibilities of reciprocal referrals. The
object is to seek
companies that

excel in specialized

Down to Earth Garden Valley Nurseries services. Also, the
Maintenance $12,000 Mulch purchases $3800 type of equipment
Lawn renovation $6000  Shrubbery purchases $2400 these companies
Consulting $400 have is another fac-
tor to consider. If
Down to Earth Sweeney Seed Co. they have expensive
Lawn renovation $6000  Purchases $12,000 machinery that is
Coreaeration  $1400  Referrals $4000 wsed periodically,
Consulting $600 why invest in such

March 1997
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cutworms can all be a big problem
For these hard-to-control
worms, there’s nothing better than the
fast-action and extended-release control
of SCIMITAR Insecticide. With its
advanced pyrethroid technology and
unique formulation, SCIMITAR is an
exceptional addition to your turf pest
management program. And,

SCIMITAR also:

Provides outstanding control of

numerous turf and ornamental

Professional Products
ZENECA

There’s Nothing Better on Worms
Than SCIMITAR.

od webworms, armyworms and

Controls black turfgrass ataenius and
hypcn)dcx weevil adults and stops them
from laying eg
Allows for low use rates
Is economical to use

Has no annoying odor

For big worm problems in turf, nothing is

better than SCIMITAR —an unbeatable

tool in your turf pest management progran.

For more information, contact your

authorized Zeneca Distributor, or call

Zeneca Professional Products Toll Free

at 1-888-617-7690).

Scimitar

Always read and follow label directions carefully

SCIMITARY® is a registered trademark of a Zeneca Group Company

L
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TABLE 2 ‘COMPETITOR REFERRALS’ WORK

Down to Earth, Inc.
Equipment rentals $840
Sales referrals $1680
Landscape services $1500
Lawn renovation $2000
Sale of used equipment $2200
Clean-up services $3000
Down to Earth, Inc.

Core aeration $2800
Equipment rentals $640
Grading work $1500

Work out the details. Jobs will be re-
ferred to that company with that specific
piece of equipment. Table 2 shows actual
real-life breakdowns.

Consultations work

Did you ever consider being a consul-
tant? A natural way to entertain this idea
would be to capitalize on your field of ex-
pertise. Consulting has propelled our busi-
ness into a new era. The category of con-
sultant sets your business apart from the
competition, and clients respect your opin-
ion more readily. Naturally, when you are
the consultant for the job prospect, your
company will usually secure the work.

Consulting services have opened the
door for multiple sales with existing
clients. Also, consulting is a nice part-time
job when you retire. If you are patient and
excel in a specific area, this golden oppor-
tunity will be a winner for you.

Speak up!

Speaking engagements allow a business
owner an avenue for excellent sales leads.
When you are the guest speaker, it is safe
to assume that your company is an author-
ity on the topic. Some in the audience may
want to hire you for their work. From
practical experience, here are some estab-
lishments that regularly need speakers, and
most will pay a fee:

Two crews from two different companies
combine efforts to get sod down before a
rain storm.

12L
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Mowing subcontracting $27,000
Clean-up services $5000
Grass Roots, Inc.

Mowing subcontracting $55,000
Leaf removal subcontracting  $6000
Mulching subcontracting $7000

P> garden centers

P> university extension programs

P horticultural clubs

P professional landscape associations

» suppliers

P> retail stores
Employee advantage

Your employees are an excellent sell in
today’s marketplace. If you have superb
employees, use this during your sales call.
Here are the fine points about our employ-
ees we highlight during the conversation
with potential customers:

P> our average employee has more than
10 years experience;

P 35 is the average age of our employ-

ees;

P> the average level of education is
three years of college;

P> absenteeism is negligible;

P> they are technically adept, courteous
and willing to please;

P> the same employees are always as-
signed to the customer’s property.

Three year contracts

When proposing commercial contracts,
write the contract for three years. The first
two years should offer services at the same
prices each year. In the third year, there
should be a large increase. This selling ap-
proach has worked well in securing con-
tracts over a large number of uninterrupted
years of service.

Generally, when the committee or pur-
chasing agent looks over the proposal, they
like the idea that the price will not go up
from the previous year’s contracts for two
years.

Most importantly, this method protects
landscape management companies from
new, over-ambitious board members who
want to change the world.

The three-year period tends to weather
all changes in personnel, and provides a
good backbone for your business. O

—The author is founding owner of Down to
Earth, Inc., Wilmington, Del., and a member
of the LANDSCAPE MANAGEMENT editorial
advisory panel. Look for Part Il of this ‘Sell-
ing’ series in April's LM.
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Announcing: the second annual LANDSCAPE MAN-
AGEMENT “Emerald Awards”. LANDSCAPE MANAGE-
MENT magazine is offering a $500 first prize to the
winner of a random drawing to

be held on July 1, 1997.
Second prize is $300
and third prize is
$200 in cash. To
be eligible for the
drawing, simply
fill out the ques-
tionnaire at right
and return it to
LM'’s editorial
offices.

Answers to the ques-
tions will determine our “1997 Emerald Awards” win-
ners, to be revealed—along with the contest winner—
in our August issue.

CONTEST REQUIREMENTS: Contestants must be
owners or employees of landscape maintenance
companies or lawn care companies; or mainte-
nance employees of a golf course or
country club, including superinten-
dents and assistant superintendents; or
an athletic field manager or member of
an athletic field maintenance crew; or
manager or member of a facility land-
scape management crew. Employees
of Advanstar Communications and
their families are not eligible.
All questions on this entry form
must be completed, and all blanks
filled. One entry per person. No more
than five entries from any one employer will be allowed. Entry forms
will appear in the March-June, 1997 issues of LANDSCAPE MANAGEMENT.
Completed questionnaires should be mailed to: Emerald Awards,
LanDscare MANAGEMENT, 7500 Old Oak Blvd., Cleveland, OH 44130. They
must be received by noon, July 1, 1997.
A random drawing of all eligible entry forms will be held the after-
noon of July 1, 1997. Winners will be notified within 24 hours.

OFFICIAL ENTRY FORM

QUESTION:
What is your favorite
brand name of... o
DO NOT USE
riding mower? ]
walk-behind mower? T IRNE
turf fertilizer? ' O
pre-emergence herbicide? O
post-emergence herbicide? 7 O]
turf insecticide? S ) O
turf fungicide? = ' O
plant growth regulator? ]
ébi’nbaét tractor? e - =]
turf aerator? 7 ' o
pick-up truck? A ' ]
leaf blower? 7 2
line trimmer? - s
chainsaw? O
Kentucky bluegrass? O
perennial ryegrass? ' D
turf-type tall fescue? ' =
turfgrass mix or blend? O
biological control product? m]

CITY/STATE:

LANDSCAPE MANAGEMENT March 1997
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MORE

CUSTOMER SATISFACTION

PUTts . Youl IN CONTROL.: what- happensiwhen” yoi

meet a customer face to face? Are you confident? Are you in
control? With Barricade® preemergence herbicide, you will be. It
controls crabgrass and 29 other tough weeds — without staining.
That means fewer callbacks and more satisfied customers. With low
active ingredient, Barricade also minimizes worker exposure and
lessens the environmental load. What's more, it can be safely applied
to both turfgrass and ornamentals.

It's 5 a.m. and you're facing a fifth straight day of rain. Who could have predicted it? Fortunately,

you're in control. You've already taken advantage of the flexibility that only Barricade provides.

Unlike any other preemergence herbicide, an early application of Barricade — even when applied

as early as fall - provides season long control. So even if the weather doesn't cooperate, you

don't have to worry about lost opportunities. With the lowest water solubility, Barricade also
MORE stays where you put it — even on slopes and hillsides.

APPLICATION FLEXIBILITY

Puts You IN CONTROL.



MORE

NEW BUSINESS

PUTS YOU IN CONTROL. In the lawn care business,

a competitive edge isn't something that would be nice to have.
It's something that's essential if you want to maintain existing
accounts and see more new account activity. No other
preemergence herbicide gives you more of a competitive edge
than Barricade. Its non-staining formulation and long-lasting
control make it the predictable, worry-free
tool that can put you in control right now.
To learn more about Barricade and how Barricade

it can help build your business, talk e R
to your authorized Barricade distributor &*&%ﬁfﬁm\ -
or formulator. Or call Now :

1.800.248.7763. YO u ’ RE =

IN CONTROL. =

s N SA"Doz Always read and follow label directions. Sandoz Agro, Inc.. 1300 E. Touhy Ave., Des Plaines, IL 60018. Barricade is a trademark of Sandoz Ltd. ©1996 Sandoz Agro, Inc
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VIRGINIA FIRM WINS

with expanded service

Wmawsmmmmmwmmmmm
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Wayne Mansfield’s company
mows 5 million square feet of
turf every week, but his
Nansemond Lawn & Garden
offers customers much more.

by GARY F. BURCHFIELD

16L
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ayne Mansfield started his

lawn care business with a
10-hp John Deere riding
mower and one em-
ployee, himself. That was
in 1983. Today, Nansemond Lawn & Gar-
den has 20 full-time employees and does
better than $1 million in business annually.
And, Mansfield is looking for more growth
next season.

Nansemond Lawn & Garden has cus-
tomers all over Suffolk, from Virginia
Beach to Chesapeake. (The company takes
its name from a former Indian tribe that
lived in the area.) Nansemond L&G offers
landscape design and installation, seeding,
lawn renovation, fertilizer and pesticide ap-
plication and aeration, along with mowing.
It has seven crews working every day, three
of which do nothing but cut grass.

“We cut about 5 million square feet of
turf every week,” says Mansfield. That fig-

March 1997

“The key is

that we handle complete landscape main-

ures out to about 120 acres
tenance on half that area, or 2 % million
square feet.”

Next year, the company plans to expand
into irrigation system maintenance and
eventually into installation.

“We continue to expand our services,
both to keep ahead of the competition and
because our customers ask us to do more,”
says Mansfield. “We'll plant annual beds in
the spring, clean up leaves in the fall and
clear snow in the winter.”

Going commercial route

Mansfield says when he started his lawn
service business, the industry was still rela-
tively new in this area of Virginia.

“Now a lot of part-timers are getting
into lawn mowing for a second income.
That has increased the competition for
mowing, especially in residential,” he says.

“So, we're focused more on commercial
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Astro insecticide works on trees and ornamentals to eliminate borers,
caterpillars, beetles, aphids, and more than 40 other pests. With low cost per use,
no irritation, and virtually no odor, it makes your bark the toughest in the yard.
For more information,call 1-800-321-1FMC.

Astro

INSECTICIDE

TRY IT ON YOUR TREES
AND WIN THE WAR ON BUGS.

Astro is @ rademark and the FMC logo is a registered rademark of FMC Corporation. ©1997 FMC Corporation
Circle No. 111 on Reader Inquiry Card




work because most accounts want full

landscape maintenance service and are
large enough to make our labor and equip-
ment time more efficient.” The company’s
business is about 70 percent commercial
and 30 percent residential.

Nansemond employees always wear
company shirts on the job, and their equip-
ment is kept clean and well maintained.
Each crew is responsible for its own pre-
ventive maintenance and equipment clean-
ing each week.

“When we look professional, customers
perceive they are getting professional ser-
vice," Mansfield says.

He also requires that each full-time em-
ployee earn the required technical license
for pesticide application, even cutting
crews. Explains Mansfield, “even the mow-
ing crews generally have to apply some
Roundup to beds or driveways, and we
want to make sure our people are properly
certified.”

The quality of work done by Nanse-
mond crews and their on-time performance
leads to frequent business referrals. As a re-
sult, Mansfield says he seldom advertises
the company's services. “I place ads in our
local newspaper three or four times a year,
just as reminders, but it's our quality and
dependability that bring us new business.”
Speedy service

One advantage Nansemond Lawn &
Garden offers over many competitors is its
response time. “When we get a call from a

18L
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customer, especially if he
has some kind of landscape
problem, we aim to re-
spond immediately or as
quickly as possible,” Mans-
field says. “Plus, our crews
have weekly routes they
cover and our goal is al-
ways to have the work
done on time.”

As his business grows,
Mansfield says he’s more
selective in taking on new accounts. “We
take on only what we’re comfortable
doing, and when we can be sure of deliver-
ing the quality of work that enhances our
company reputation.”

When it comes to bidding for a new ac-
count, Mansfield doesn’t low-ball his rates.
“We're certainly not the cheapest bid, but
generally we fall somewhere in the mid-
range. We base our bids on time and mate-
rials. Occasionally we'll bid a job with the
hope of adding future work, such as land-
scape construction or renovation.

“We used to bid on some contracts for
local government. But it seemed it was al-
ways the low bid that got the job, so we
just don’t go after that work.”

Mansfield has used and evaluated a lot
of turf and power equipment in his 14
years in business. Starting with that first
10-hp riding mower, his lineup evolved
through walk-behind mowers and, in the
past four years, back to riding mowers.
Practical experience

Mansfield comes by his equipment
knowledge from his experience as a farmer.
He was involved in a family farm near Suf-
folk that grew 2,000 acres of peanuts, soy-
beans and small grains. Later, he got into
the retail lawn and garden business, han-
dling mostly seed and fertilizer. He took on
some consumer power equipment lines for
a year, before deciding to devote his energy
to the lawn service business.

“The first couple years, I was lucky to
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<« Increasingly, Nansemond Lawn & Garden has been moving into fine
manicured mowing, but efficiency is still vital to the Virginia company.

do $15,000 a year,” says Mansfield. Never-
theless, he saw the potential and hired his
first employee the next year. “He was my
trim man and blower man.” The following
year, he bought a second mower. “I just
kept going. Those first few years, the busi-
ness doubled every year.”

As Nansemond's business grew, Mans-
field aimed for more efficiency from his
equipment investment, as well as his labor
costs. Four years ago, a nearby dealer, Turf
& Garden in Chesapeake, Va., convinced
Mansfield to try a new riding mower. He
was using walk-behinds, but Scott Dodson,
Turf & Garden sales manager, convinced
Mansfield to try the compact riding mow-
ers, made by Walker Manufacturing.

Mansfield ended up selling all but one
of his walk-behinds. “I keep one as sort of
my security blanket,” he says. Nanse-
mond’s crews now have four of the riding
units.

“When we switched to the riders, it cut
our mowing time by at least one-third, yet
we have had no noticeable increase in our
maintenance costs.”

Mansfield says his operators quickly be-
came used to the riding units.

“They quickly picked up the techniques
for maneuvering the mowers, with one
hand controlling both steering levers. They
handle them well, and they maintain them
well. “After all,” says Mansfield, “the riders
save them a lot of walking.”

Nansemond Lawn & Garden still has a
variety of power equipment and mowers in
its equipment lineup, including some other
riding mowers for rough cutting and large
open areas where they don’t have to pick
up clippings. But more of their mowing
today is fine “manicured” cutting. For that,
Mansfield has determined that the com-
pact riding mowers are making him money
and building his business. O

Gary F. Burchfield is a freelance writer, living
and working in Lincoln, Neb.
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It's hard to get comfortable
when you're nine months
pregnant. But, Andrea
Morgante, owner of Siteworks
landscape services, discovered
comfort is no problem with
the New Holland
Super Boom™
skid-steer loader.

The Super “Baby” Boom
On a snowy evening in
January, 1993, Andrea was
using Super Boom to plow
the driveway of her Hinesburg, :
Vermont business. That was nothing
new—Andrea had been using Super

Boom since 1990, when her work
crew voted to buy it after testing all
the other brands. But this particular
night was different.

“We tried them all — but
New Holland was by far the best.
The visibility is superior, and it has
the best reach and lift height to dump
into our trucks. No other skid-steer
could do that,” she said. “And it runs
smoother — it's not bouncy at all.”

Now, Andrea and her crew can't
live without Super Boom because it
saves so much time and labor.
“It boosts the crew’s morale because
they know they'll get done quickly
and efficiently,” she said.

“I was past my due date and desper-
ately hoping to go into labor, but
Super Boom was just too smooth.
The day after the storm, I finally
gave birth to my son,
Morgan,” she said in a let-
ter to New Holland.
“I used Super Boom
throughout my preg-
nancy without a
problem. The seat
belt even fit, right
up until the day he

‘‘‘‘‘ Wi Doeh: No More Labor Pains
r So even if you're not pregnant, it's
This Baby nice to know there’s a skid-steer that
Really Works can take care of all your labor pains.

Siteworks, founded in 1978, The New Holland

does landscape design, building
and planting throughout New
England. In 1988, Andrea and her
crew started testing skid-steer loaders
to help increase productivity.

Circle No. 124 on Reader Inquiry Card

Super Boom: this
baby really gets
the job done. See
your New Holland
dealer today.
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Field management costs

too much? Get a partner

City parks departments and
local schools can use mutual-
ly beneficial ‘joint power facil-
ities’ and contracted services
to make management costs
more affordable for both.

by DAVID D. MINNER, Ph.D./
Iowa State University

oint power facilities occur most com-

monly when a city parks department

and local school join in an agreement

to share playing fields.

Fields that are idle are perceived to be

a waste of city or school funds. Instead of
building new fields, the teams from one as-
sociation are permitted to use the other’s
facility. This will ease the field pressure on
one partner and increase the traffic injury
on the other partner.

P Before entering into a “joint power”
agreement make sure that there is a clear
understanding of the additional resources
required to manage the increased level of
activity.

GET A NEW
CORE AERATOR

FAST!

P Define expectations of the field and
exactly who will use the facility.

P Follow any transfer of funds and be
sure that the field maintenance budget is ac-
tually increased to cover additional resources
needed to manage increased activity.
Manageable units

Proposals to upgrade a facility or pur-
chase new equipment may often be turned
down because the total cost of the request
is beyond the scope of the annual budget.
If possible, find out what level of additional
funding is appropriate and then divide
your total project into manageable units
that can be purchased over more than one
year. For example, your $15,000 proposal
for an automatic ir-
rigation system has
been tured down,
even though you
volunteered to in-
stall it with your
grounds crew at no
additional labor
cost. Break the pro-

Call today, we ship your core plug aerator tomorrow?* ject into three RIS Mo

GUARANTEED! Or you get free freight! phasesand com-  others with your vi-
o plete one phase sion for top-flight
o/, Lets say you're thinking about getting a turf each yearatanin-  athletic fields, and
s aerator, but just haven’t gotten around to it. Then )
your phone rings. The caller asks, “Do you aerate?” creased cost of only ~ watch as the hum.an
Suddenly, you need an aerator RIGHT NOW! Don't $5,000 per year. resource grows with
lose the business. Call Millcreek. Buy the pipe, wire, the budget that you
Millcreek has three types of professional coring : "
Popular Millcreek Front-Mount aerators, all built for rugged use, priced very and \alve.s thefirst  haveto W
Aerators fit most commercial mowers  affordably, and extremely profitable. year and install

Whatever your choice, there’s a Millcreek coring
aerator sitting right here with your name on it.
Call now and get your new aerator FAST!

I

them. Buy and install heads in the second
year and charge the system. It may not be
automated, but after only two years you
have water where there once was none. In
the third year, purchase the controller and

Standard 3-point hitch models come g i fully automate the irrigation system. O
in sizes up to 105" wide. Tow-behind UraciumW
- Rugged Turf Equipment You Can Afford : : ) : r
Call today, and David D. Minner is an associate professor in

we'll send you our Free
Aeration for Profit” Kit

1-800-879-6507

2617 Stumptown Road, Bird-in-Hand, PA 17505

the Department of Horticulture at lowa State

University.
* For orders called in by 1 PM Eastern time. -
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20L LANDSCAPE MANAGEMENT March

1997



“I started using dryROOTS 2" several years ago, and now | use it every time | plant. My
most important work is at an inn where presentation is critical. The inn is at an elevation
of 4,000 feet, and weather conditions are very difficult. | use dryROOTS 2" to get longer
blooming and healthier plants during a very short season. And if | dont use dryROOTS 2
you know it, the plants just don't make it. My objective is nice bushy lateral growth, and |
getit with dryROOTS 2" Impatiens love it. | plant up to 12 inches apart with no problems
filling in. | use it on all my annuals, perennials and transplants. There is just no doubt you
get a better plant with a healthier root system, and dryROOTS 2" makes that happen.”
Graeme Justice

Head Gardener and Groundskeeper
Gideon Ridge Inn, Blowing Rock NC

 { Uﬂtf inc. A Division of LISA Products Corporation - 3120 Weatherford Road - Independence MO - 800 342-6173
Circle No. 136 on Reader Inquiry Card



Mainscape keeps itself
‘commercially’ focused

Dave Mazanowski's educa-
tion at Ball State University
in Muncie, Ind., included the
start of a lawn care business
that grew to a company with
sales nearing $9 million.

ave Mazanowski never
dreamed the campus business
he started as a student in 1981
would evolve into a satisfying
career.

A business major at Ball State Univer-
sity in Muncie, Ind., Mazanowski began a
lawn care service with a partner to defray
college expenses. By the time he graduated
in 1983, Brothers Lawn Service had be-
come his full-time occupation.

Mazanowski’s Mainscape now has
branches in Ft. Wayne and Cincinnati, in
addition to its Indianapolis headquarters. It
offers total landscape management, includ-
ing irrigation, mowing, fertilization, tree &
shrub, mulching, landscape installation,
and aquatic care for commercial clients. It
has annual sales of “roughly” $9 million.
Dave Mazanowski and his brother, Zyg-
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munt, bought out their other partner in
1992 and recently brought their father
into the business.
Emphasis on total care

“We put the emphasis on total mainte-
nance with our customers, instead of fo-
cusing on things like mowing where we
can’t be as competitive,” says Mazanowski.
“We try to be as full service as possible to
the point that we visit some properties on
a daily basis, doing whatever is needed on a
given day. Our basic program includes
three to five applications of fertilizer and
weed control per year, but most of our cus-
tomers sign up for much more than that.”
Curb appeal vital

With accounts such as
hospitals, banks, industrial
parks, schools, and apart-
ment/condo complexes,
Mainscape looks to provide
“curb appeal” for its cus-
tomers. Its mulch bed main-
tenance program is an essen-
tial component to this aspect

Dave Mazanowski, right,
owner of Mainscape, a $9 mil-
lion lawn care company based
in Indianapolis, and Jeff
Lefton, director of marketing.

March 1997

Mainscape serves commercial properties in-
cluding condos and apartment complexes.
The company offers total landscape service.

of the business, generally requiring weekly
visits to each property.
Quick response

“In these situations, you want a product
that responds quickly, preferably in a cou-
ple of days,” says Mazanowski. “We had
some problems a few years ago with our
previous product. We'd spray and the cus-
tomer would still see green a few days
later. We'd get called back to spray it again
and it would still be green.”

Two years ago, Mazanowski tried Finale
herbicide on a limited basis. He was im-
pressed. “Finale gave us a very quick kill.
We saw results within 24 hours,” he says.
Last year, Mainscape used Finale almost
exclusively for post-emergence nonselec-
tive weed control.

In its attempt to offer more services to
its customers, Mainscape has expanded into
erosion control. Many of its customers have
ponds with eroding banks. Mainscape offers
standard rip-wrap stones for restoring pond
banks, also a more natural bio-log method.
The company's aquatics program, which is
growing at 20 percent annually, provides
weed control and fountain maintenance.



With 60 full-time employees at Main-
scape headquarters and another 120 part-
timers added during the season, Mazanowski
faces his biggest challenge in labor manage-
ment. “Development of hourly workers in
addition to management level employees is
one of my major concemns,” he says. “Giving
people responsibility and accountability is a
challenge that’s easier said than done. We
will be focusing more and more on labor is-
sues in the next few years.”

Though his company has experienced
some growing pains since the early years on
campus, Mazanowski plans to expand into
even more areas in the future. He recently
began selling and installing play structures
in city parks and private enterprises. “We
hope to continue attracting more upscale
customers who look to us for quality ser-
vice,” he adds. “Our biggest market is com-
panies who don’t have time to take care of

their own properties.” LM

ASSOCIATION NEWS

ALCA Foundation up and running

The Board of Directors for the Associated Landscape Contractors of America
(ALCA) approved the formation of the ALCA Educational Foundation as a 501(¢)3 or-
ganization. Its purpose is to award scholarships and to fund educational programming
for the landscape industry.

The board allocated an initial $25,000 to the Foundation, and expects the amount to
reach $100,000 in the first six months. The goal is $500,000. A campaign is underway
to solicit corporate contributions as well as individual donations.

President of the Foundation is Chris Kujawa, Kujawa Enterprises, Inc.; Vice Presi-
dent is Drew St. John, St. John and Associates; Treasurer, Karen Corcoran, The Bench-
mark Group; Secretary, Debra Atkins, ALCA; and Director, Steven Glover, L&L Land-
scape Services.

ALCA also announced a pilot program for both interior and exterior contractors
planned for August 21-24 at the Fairmont Hotel, Dallas. The program will focus on the
mid-level and foreman-level employee. Also, ALCA CLP and CLT exams will be of-
fered then. Contact Bob Drury at ALCA at (800) 394-2522. O

PGMS expands membership
Membership in The Professional Grounds Management Society now extends to
physical plant administrators and property managers with grounds care responsibilities.
“Increasing inquiries from physical plant administrators and property managers indi-

remaining simple enough for
beginners to operate.

Compact and maneuverable, the
tough little Aerator is designed to
be productive (26,000 sq. ft./hr) and
still take the kind of beating rental
customers can dish out. The steel
side-guard bumpers help protect your
investment and customer property.
The protected external chain really
helps minimize maintenance costs.

Durable, easy to operate turf equipment - perfect for rentals!
Turfco Mfg. Inc. » 1655 101st Ave. NE » Minneapolis, MN 55449-4420 « Ph. (612) 785-1000 * FAX (612) 785-0556

EE2R° Aeration
The Aecrator: Tough & Simple.

Rental customers range from professional
contractors to weekend landscapers.
The Aerator is built to meet the
demands of professionals while

"Rigid Lift Links

Protected Chain

Guards

The Aerator: Tough, Simple, Smart!

—
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ASSOCIATION NEWS

cate heightened grounds-related needs of those who are not precisely grounds profession-
als, but have responsibilities in the grounds area,” reports PGMS President, Steve Wharton.
Memberships are available at the regular rate of $150 per year, and members enjoy
full voting rights.
To obtain further information about membership in PGMS, contact the Society, at
PGMS, Facilities Pro's, 120 Cockeysville Rd., Suite 104, Hunt Valley, MD 21030; (800)
609-7467.0

Irrigation Association’s site has quick-search

Looking for an [A-certified irrigation specialist in your region? The Irrigation Associa-
tion's web site www.irrigation.org offers quick-search referencing by certification type (de-
signer, contractors and/or auditors), and by location.

Another quick-search feature is the membership guide, by member type and state.
Your networking capabilities are expanding in the search for industry leaders, distributors,
products, practitioners, other irrigation activists in your region affiliated with the Irrigation
Association.

Education and certification schedules and sites are now accessible through e-mail ad-
dresses, certification@irrigation.org and education@irrigation.org.

Also, you can develop your business skills with a new course entitled The Business of
Irrigation Contracting. The focus is financial and personnel management for irrigation
contractors. Contact Lori Brown, education manager, at (703) 573-3551. O
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EVERY TRAILER HAS TWO PRICES!

That's a “New"” price and a “Used” price. Do your shopping
based on the second price — the USED price. That’s where you
can judge the real value of a NEW trailer.

A used Wells Cargo trailer will always have a higher resale
value than any other comparable trailer. The tough part is trying
to find a used Wells Cargo. People don‘t wear them out.
Sometimes they outgrow them... then you might find one.
Check with your Wells Cargo dealer.

Ask about the Wells Cargo Financing Program. The easiest way
to get the trailer you want right now!

CALL (800) 348-7553
For NEW Literature & Prices
Check us out on the Web: WWW.WELLSCARGO.COM

Circle 147
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‘96 PLCAA
operating study
ready

PLCAA's 1996 Operating Efficiency
Study is a valuable decision-making tool
and includes statistical information by re-
gion, company size, services provided and
tips on using ratios to simplify financial
statement information. The study was
compiled by Lewis Browning, president of
Wall-Bruning Associates, Inc., a small busi-
ness consulting firm.

“Very few industries have the luxury of
a scientifically prepared survey of success-
ful practices upon which they can bench-
mark their results,” says Browning. “The
PLCAA Operating Efficiency Study pro-
vides you the same results as the Fortune
1000 companies, at a far more reasonable
cost.”

Also from PLCAA is a new public edu-
cation brochure—"Water Quality and
Your Lawn.” This easy-to-read brochure
explains how a healthy lawn improves
water quality.

The brochure gives preventive turf care
tips and is supported by several environ-
mental organizations. Supporting organiza-
tion logos are prominently displayed on the
back of the brochure, lending credibility
and name recognition.

“We're very excited about this new
brochure and encourage everyone in the
industry to distribute it to their customers
and in their communities,” says PLCAA's
Government Affairs Director Tom De-
laney.

Special order pricing is available—3
cents a brochure plus shipping and han-
dling. To order either the 1996 Operating
Efficiency Study or the “Water Quality and
Your Lawn" brochure (or PLCAA's Prod-
ucts Catalog), contact PLCAA at (800)
458-3466/Fax (779) 578-6071/E-Mail
plcaa@atlcom.net. O


http://www.irrigation.org
mailto:certification@irrigation.org
mailto:education@irrigation.org
http://WWW.WELLSCARGO.COM
mailto:plcaa@atlcom.net
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LLAWN AND LANDSCAPE
PROFESSIONALS:
MARK YOUR CALENDARS!

Be in Louisville next ]uly as Q dawns on

1]“111(] new n]n ‘mmll America's ln gest

new lmulm ll ywease nHu over 600 lml\ml
exhibits — outdoor power, non-power, and
leisure pnulu ts — attracting over 30,000

\l Il('l ll\‘Hl HUl)H(l Ik C( 'lll\ll\ llhl

il X £ L O around the world!
Saturday, July 26-Monday, July 28, 1997. PLAN AN ENTIRE WEEKEND
Kentucky Exposmon Center, Louisville, KY USA. ... . AROUNDEXPO
Exciting ['rula_\ aml ?.lhmla_\ mg]lt lemg
and entertainment. | 'niquc attractions im‘]xlfl-
ing a }\‘i\'cr!nml. (asino Tour. A\ml the city of
Louisville itself.
DONT FORGET EXPO'S
OUTDOOR DEMO AREA
Over 20 acres of commercial and retail
pru(]uct: waiting to be put to the toughest
test — yours.
GET THE COMPETITIVE EDGE
You'll be an expert on the latest trends am!
murclmmlisin; programs in the imlush)' atter
an EXPO visit.

ENERGIZE YOUR BUSINESS
l)'\’nami; seminars that can !wlp you .1_m1 your
business are now al»snlutc[\' tree. Yes, ,/roc.’

EXPO 97 IS THE
MUST ATTEND EVENT IN 1997

Ld\\'ll dl](l Iﬂll\liu}}k’ Pl'\‘l lldl:‘, cummcrgial

cutters and outdoor service business opera-

tors. Be there!

Call lm{ay for fruc registration
information. Experience the

outdoor pm(lm'l action at EXPO Q7.
502-562-1962
Fax: 502-562-1970

See our site on the Internet at

http://EXPO.mow.org
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SUPPLIERS CORNER

Bayer Specialty Products
has changed its name to
Bayer Garden & Profes-
sional Care, and now acts as a
separate worldwide business
unit. The business focuses on
professional pest control, lawn
care, arbor and golf course
markets and the formulator
market. Instead of doing busi-
ness in these markets on a
country-by-country basis, the
company reports, it will now
coordinate its efforts interna-
tionally. “Any and all of
Bayer’s international resources
will be used to improve our
work in this market,” says
Trevor Thorley, director of Gar-
den & Professional Care.

“We want to give our cus-
tomers the best possible prod-
ucts for the needs they have
now and in the future,” says
Rick Robb, manager of mar-

Info cent

VIDEOS AND LITERATURE FOR T

keting services for the Garden
& Professional Care Unit. “In
the past, there was a lot of
overlap in research and formu-
lations development. Now,
we'll be working together
more efficiently.”

Elin D. Miller, director of gov-
ernment and public affairs for
DoweElanco, is the former di-
rector of the California Depart-
ment of Conservation. Miller is
a native of Arizona, and re-
ceived her bachelor of science
degree in agronomy and plant
protection from the University
of Arizona, where she was
named an outstanding woman
graduate. She reports to A.
Charles Fischer, vice president
of DowElanco North America.
Dan Teich is new president of
Ransomes America Corpo-

PLCAA’s NEW PRODUCT CATALOG...offers law

ers and other chemicals. Another featured
“Water Quality and Your Lawn.” Some of
management publications by Phil Nilsson,

0013; fax, 1-888/888-0014; e-mail,
is http://www.growertalks.com.

THE INTERNATIONAL SOCIETY of

fax, 217/355-9516; e-mail, isa@scorpion.ag.

http://www.ag.uiuc.edu/~isa/
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ration, and manages opera-
tions at the company’s manu-
facturing facilities in Lincoln,
Neb.; Johnson Creek, Wisc.;
and Edgewater, Fla. Teich has
served with General Electric,
Monarch Marketing Systems
and Nashua Label Products. He
is based in Lincoln.

Hunter Industries’ top dis-
tributors for 1996 include At-
lantic Specialities, Holly Hill, FL;
Automatic Rain Company,
Menlo Park, CA; and Boston Ir-
rigation Supply, Dedham, MA.

Co. has named Don Roop direc-
tor of special markets. Roop de-
velops business for Husqvarna
and its power equipment retail-
ers within special high-growth
areas, including government
and commercial user markets.

Roop also manages Husq-
varna's distributor relations.
Lesco, Inc., Cleveland, will be
the primary supplier of profes-
sional turf fertilizers and grass
seed to golf courses managed
by Golfturf worldwide. The fol-
lowing are a few of Golfturf's
clients: Muirfield Village Golf
Club, Dublin, Ohio; Colleton
River Plantation in Hilton Head,
SC; English Turn in New Orleans;
Kauai Lagoons Resort in Kauai,
Hawaii. In a related matter, in
1996 Lesco opened a new store
format called the Lesco Super-
store, directed primarily to the
golf course market. Superstores
operate in Myrtle Beach, Hilton
Head and Pinehurst.

Lofts Seed Inc., awarded aca-
demic scholarships to 14 stu-
dents at Rutgers University. Dr.
Richard Hurley, vice president
of Lofts Seed, Inc., presented
the scholarships to: Stacy Ann
Bonon; Scott Fretz; Gary Gen-
tilucci; Wendy Hill; Michael A.
Holtman; Joshua A. Honig;
Christine Kubik; Pradip R. Ma-
jumdar; Christina Miller;
Shawn T. O'Sullivan; Pedtro
Perdom;, Margaret E. Secks;
Saulius Vaiciunas and Yi Wang.
Since 1983 the Peter Selmer
Loft Fund has awarded over
100 scholarships to students
studying turfgrass science at
Cook College. In related news,
Lofts presented a check for
$14,272 to James Snow, na-
tional director of the United
States Golf Association. The
annual donation to the USGA
is based upon a royalty agree-
ment for the release and mar-
keting of Ram | Kentucky Blue-
grass, which Lofts and Jacklin
Seed co-market. LM
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These questions came straight
from the customers of lawn care
operators, pest control operators
and other professional pesticide
applicators across the country— .
and probably reflect the concerns

of your customers. The more “Are f/)?/)@éf[Cld(’b ﬂ]{l/
professionals use stronger « Discuss your safe and respon-
and more toxic?”

your customers know about the
products you use, how you use
them and how much is used,
the more confident they will be
in you and your service.

Communicate With
Your Customers
Your customers expect
you and your employees to be
credible and knowledgeable
sources of information about
your products. Take time to talk
with them about your safe and
responsible use of pesticides.
Studies show that most
people don't know that pesticide
products are among the most
highly tested products sold. The
U.S. Environmental Protection
Agency (EPA) registers only those
uses of pesticide products that pose minimal risks.
* Emphasize that pesticide products must undergo
stringent government-monitored testing before they can
be sold. It is a long and costly process. For example:

- It takes a chemical manufacturer eight to 10 years
to test and register a product, at an average cost of
$30 million to $50 million.

- As many as 120 tests or more are performed, many
specific to health, safety and the environment.

- Only one potential pesticide in 20,000 makes it from
the research lab to the market

» Explain Integrated Pest Management (IPM) to your
customers. Most do not fully understand the concept.
Point out that a successful IPM program stresses
prevention, pest identification and selection of the best
method of pest control, which may require the use
of pesticides. Tell how you incorporate IPM into your
pest management practices

* Identify the specific pesticides you use and the pests
they control.

* Indicate that professionals use an array of
products, many the same as those used by
homeowners.

* Assure customers of the benefits pesticides
provide for turf, trees and ornamentals, and
in the home. For example:

- Termites cause over $1 billion in structural
damage each year.

“Are the pesticides
you use safe?”

“When is it safe for my children

and pets to return to an area |8
after a pesticide application?”

- One large, pest- and disease-
free tree has the same cooling
effect as 15 room-size air
conditioners.

- A well-maintained lawn and
landscape adds as much as
15 percent to a homes value.

sible use of pesticides as a
professional applicator. Note
the many steps you take to
ensure that the pesticides you
use are used properly.

Advise your customers

that you closely follow label
instructions. The label contains
instructions for only those

uses approved by EPA.

¢ Qutline the extensive training
that is mandatory for profes-
sional applicators in order
to apply specialty pesticides.
Applicators are required by law
to undergo training, certifi-
cation and licensing, as well as
to keep records of each job
performed.

» Explain what happens to pesticide containers once a
job has been completed. Note that containers are
disposed of properly

What Else Can You Do?

Provide your customers with materials such as
newsletters, brochures, fact sheets and bill stuffers that
communicate these messages. Be sure that someone at
your company, who has a basic knowledge of the
products and application methods your company uses,
is available to answer questions.

RISE Is A Resource

RISE is the voice for the specialty pesticide industry.
Its members include manufacturers, formulators, distrib-
utors and other industry leaders.

RISE works in cooperation with your national, state and
local user/applicator associations and is an additional
source of information regarding issues facing pesticide
users. We can help you in your role as a knowledgeable
and credible information source to customers and to the
public. A brochure on communicating about
pesticides with your customers is available.
Contact RISE to receive your copy.

We urge you to take an active part in your
state and national association(s). We work
together to support your business.

Responsible industry for 2 Sound Envisorment *
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PRODUCT REVIEW

Verti-Drain’s new units can speed aeration

Verti-Drain’s two new machines help turf professionals treat compacted
areas quickly and efficiently during peak usage periods.

The high-speed 7212 and 7316 models both provide capacity increases up
to 70 percent, enabling users to treat more ground in less time. The primary
difference between the machines is that the 7316 has a greater working width
and depth. To increase speed, the weight of the equipments’ moving parts
has been decreased, making the products lighter to handle. A lower hp trac-
tor may be used with them. They are capable of coring and solid tining, as
well as using the company’s new needle tines which create less surface dis-
ruption.

For more information contact Emrex, Inc., at (717) 288-9360, or
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Emergency access lanes
support heavy vehicles

Emergency vehicle access is an important el-
ement of commercial landscape design, says
Presto Products of Appleton, Wisc. For that rea-
son, the company now markets the Geoblock
porous pavement system, for turf emergency
access lanes.

The pavement system blends with the sur-
rounding landscape and handles the most de-
manding load support requirements, while al-
lowing the turf to continue to thrive.

The Geoblock system is an inert, durable
polyethylene unit. It will not absorb moisture,
says Presto, and is not effected by freeze/thaw
cycles.

The Geoblock system is made of interlock-
ing, high-strength blocks, which act as a flexi-
ble “bridge” within the top soil layer. The
bridge provides maximum load transfer from
block to block, flexing under loads that would
break concrete.

For more information, call (800) 548-3424,
and tell them you saw their message in LAND-
SCAPE MANAGEMENT, O
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John Deere walk-behind versatile

The GS-30 is the newest member of the John Deere GS series
of commercial walk-behind mowers. Equipped with a 5-speed
gear transmission, it's powered by a Kohler Command 13-hp, Pro
Series engine.

It can be paired with a 48-inch or a new 36-inch mower deck.
The 36-inch mower deck features two-spindle, timed blades for
superior cut quality, a larger discharge opening and new dis-
charge chute for better grass clipping distribution, .75- to 4.5-inch
cutting height range, and a fixed, deep-deck design.

The GS-30 also features electric PTO and padded operator
presence levers, and is certified to ANSI safety standards. It can
take on a variety of jobs with John Deere attachments like the
3.5-bushel, side-mounted Grass Catcher; two-wheel fixed sulky;
two-wheel steerable sulky; or a 36-inch Tricycler Mulching attach-

Contact John Deere Inquiry Department, P.O. Box 12795, Re-
search Triangle Park, NC 27709-2795, or
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