
I It rex Short Interval Spray Schedule 
Veek After Week After Week. 

program stops disease before it can start, and that's one reason this 
approach makes so much sense. 

You also put down less fungicide at any one time, which club mem-
bers will love. You can eliminate systemics to cut total fungicide use 
and save money. And above all, you get great looking grass. In fact, we 
guarantee you'll be happy with the results, or we'll give you enough 
Daconil Ultrex to respray your course using your old program.1 

Just ask your distributor for all the 
details. And if you're still not convinced, 
ask to take the Daconil Challenge, and 
get enough free product to try this 
program on a green, tee, or fairway for 
an entire season. Daconil Ultrex reduced rate spraying. 
It could put you on a better course than ever before. 



DACONIL ULTREX GENERIC FUNGICIDE 

after a 1/2" rain stress (SEM - 500X)" after a 1/2" rain stress (SEM - 550X)n 

See For Yourself How The Stick And Stay Power Of 
Super Weather Stik Makes Reduced Rate Spraying Possible. 

Scanning electron microscopy of treated plant samples lets you 
see for yourself just how much better the Super Weather Stik formu-
lation of Daconil Ultrex sticks and stays compared to the generic 
competition. And it's that stick and stay difference that makes 
Daconil Ultrex reduced rate spraying possible. So if you're tempted to 
try a similar program with some generic, just remember that the 
very thing that makes these reduced rates effective is the very thing 
generics lack — the sticking and staying power of Super Weather Stik. 

Of course, with Daconil Ultrex, you also get exceptional 

handling, superior mixing, and easy packaging disposal with no 
containers to triple rinse. And remember, too, there's never been 
a documented case of disease resistance to a Daconil brand 
fungicide in over 25 years, which means you can continue to 
count on Daconil Ultrex for top disease control — one more 
good reason to put our reduced rate 
Daconil Ultrex short interval spray 
program to work for you. SuperWeatherStik™ 

Sticks And Stays Between Sprays 

Always follow label directions carefully when using turf and ornamentals 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 
User must have label in possession when applying these rates. 

tFor a copy of our Daconil Ultrex Super Weather Stik Guarantee, write to Daconil Ultrex Guarantee, ISK Biosciences Corporation, 
Turf & Specialty Products, 1523 Johnson Ferry Rd., Suite 250, Marietta, Georgia 30062 

f t Micrographs have been colorized for demonstration purposes. AG-A298 I 



THINK TANK 

Dredge lakes 
for cleaner 
water, greater 
capacity 

Gue 
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Our irrigation source is a lake that is 
plagued by clay, silt and other debris 
during the year. The lake is 1.12 
acres, and over the past 10 years, it 
has silted in from a depth of 15 feet 

to its current depth of four feet. Hence, the need 
for dredging. Here's how we did it: 

Prior to dredging, permits had to be granted 
from the Army Corps of Engineers, the Environ-
mental Protection Agency, Department of Envi-

ronmental Quality, Uni-
fied Sewage Agency, 
Division of State Lands, 
the City of Beaverton and 
Washington County. 

The permit acquisition 
stage took us about 18 
months! 

Bids were then re-
ceived from three dredg-
ing companies, and 
ranged from $80,000 to 
$250,000. 

The winning bidder 
brought in two 80,000-
pound cranes to set the 
dredge into the lake. Pipes 
were laid in the lake to a 

settling pond about a quarter mile away. 
A weir system was set up at the settling pond 

to allow silt and mud to settle out prior to return-
ing the water into the lake. 

Cutting heads on the dredge pumped mud 
and silt through the pipes to the settling pond for 
about three months. 

During this same period, we were also in-
stalling a new irrigation system. The suction line 
for the intake to the irrigation system is a floating 
18-inch screened head, placed in the middle of 
the lake. It needed at least three feet to set in and 
four-five feet of draw down. We elected to 
dredge the lake to a depth of 13 feet. According 
to our calculations, this depth would give us six 
days of irrigation resources without outside flow 
into the lake. 

We pumped 7500 cubic feet of silt and mud 
out of the lake. Upon completing the dredging, 

Em 
n 3 

P A G E 4 G 
Vinyl wall solves erosion problem 
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Supers focus on greens fertility 
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The grow-in: putting it all together 

the contractor returned one year later to smooth 
out the silt/mud settling ponds used for storage. 
We now have cleaner water and a greater storage 
capacity. 

Forrest Goodling is superintendent at Portland 
Golf Club, Portland, Ore. 

Want to be a Think Tank guest columnist? We 
want to know about a project you recently com-
pleted, or how you solved a particular manage-
ment problem. Mail an inquiry to: The Editors, 
LANDSCAPE MANAGEMENT, 7500 Old Oak Blvd. 
Cleveland, OH 44130. Fax to 440-891-2675. LM 

[SUPERS ON COURSE] 

Earl Mil lett is the new president of the MetGCSA. 
Millett is superintendent at Ridgeway Golf Course, 
and has been involved in the association for 21 
years. "I started on the ground floor and worked 
my way up through the chairs/' says Millett. "This 
has enabled me to see how—and what it takes—to 
run one of the finest superintendents associations 
in the nation." 

José Garcia is the superintendent at Borrego 
Springs Resort & Country Club, which opened on 
January 2. Garcia was last with Caba del Sol, a Jack 
Nicklaus-designed course near Baja, Mexico. 
Borrego Springs has 100 acres of turf and four 
lakes, and is landscaped with native desert vegeta-
tion, including 350 mature date palm trees. 



We never said you wouldn't see unattractive spots 
on your course. They just won't be dollar spots. 



Just a reminder that BAYLFTON® Fungicide is still the most proven dollar spot control 
and tank-mix partner around. Because the last thing your course should do is clash with 
golfers. For more information, contact Bayer Corporation. Qarden & Professional Care, 
Box 4913. Kansas City. MO 64120. (800) 842-8020. http://usagri.bayer.com 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
© 1998 Bayer Corporation Printed in U.S.A. 98SI0A0066 

http://usagri.bayer.com


Vinyl wall solves 
erosion problem 

Look to this case study for a 
way to solve extensive creek 
erosion with long-lasting 
vinyl bulkheads. 

|

| oe Stegman, superintendent of Bent 
Tree Golf Club, Columbus, Ohio, 
used vinyl bulkheads to solve a big ero-
sion problem. 

Bent Tree Creek curves close to the 
ii ont side of the course's fifth green. 

Three consecutive rainy seasons caused the 
creek to cut a channel to within a few feet 
of the front edge of the green, 10 feet from 
its original course three years ago. 

Portable Piers, Inc., Muncie, Ind., sup-
plied the bulkheads. It had been installing 
vinyl bulkheads to control waterfront ero-
sion problems for 10 years. Vinyl is better 
than concrete, wood or steel in these situa-
tions, says Dan Hickle, president of 
Portable Piers. "You can't keep going back 
every few years to take care of the mainte-
nance problems, and erosion is getting to 
be an enormous problem." 

Hickle recommended a vinyl bulkhead, 
backfilled with stone and sodded over, to 
complete an environmentally sound recon-
struction of the creek bank. 

C-LOC, made by Crane Plastics, Inc., 
Columbus, Ohio, was chosen for its 
strength, durability and cost-effectiveness. 
One-foot-wide exterior grade vinyl panels 
are recycled from 89 percent post-indus-
trial regrind. They interlock to form rugged 
sheet piling walls that are attractive and do 
not need maintenance. 
Easy transport 

The C-LOC panels are much lighter 
than wood or steel, and can be delivered to 

a site without harming the turfgrass with 
heavy delivery trucks and pile-driving rigs. 
Hickle's crew moved the panels to the fifth 
green from the parking lot on a golf cart fit-
ted with a pick-up bed. 

According to C-LOC, the vinyl bulk-
heads cost less over its warranted, 50-year 
life than wood piling materials, and does 
not require heavy-duty pile-driving equip-
ment for its installation. 

The up-front cost is about 15 percent 
more compared to using non-warranted 2 
x 10-inch tongue-and-groove treated tim-
ber. It is possible to buy 2x10-inch treated 
timber with a 20-year warranty, says C-

LOC, but it is more expensive. C-LOC is 
close to the price of warranted, 2 x 10-inch 
treated timber. 

Within three months, the repair was 
not noticeable, much to the relief of golfers 
who had started to dread the fifth hole as a 
"black hole" for golf balls. 

Bent Tree was voted the Columbus 
area's best golf course in 1996. In 1997, 
Mid-Ohio Golfer magazine said it was the 
best conditioned course in central Ohio for 
that season. 

After the fill had settled, it was topped with soil and sodded. 



How Bent Tree 
installed vinyl 
bulkheads 

After three years 
of heavy rains. 
Bent Tree Creek 
had eroded its 
banks by 10 feet. 

1) 24-foot long, one-foot wide panels 
were cut to length, and driven six to eight 
inches into the silt with a sledge hammer. 
The panels interlock. 

2) Panels were trued with a level and dri-
ven one at a time into the creek bed along 
the creek's original bank line, until they 
formed a large arc the length of the eroded 
area. Each panel was cut to a finished height 
of eight to 10-feet to bring them level with 
grade. 

3) Deadmen were driven into the existing 
bank, and secured to tieback rods, which 
were also bolted at the other end to the two 
horizontal rows of wales that provide rein-
forcement to the exterior bulkhead wall. 

4) Final step was to backfill the washed-out area between the 
new bulkhead and the eroded bank with 600 tons of #34 stone, fill 
dirt, finished with sod. 

Dan Hickle specified the stone to make sure that runoff water 
that forms behind the bulkhead could f ind its way through the pan 
els into the water course without building up back pressure that 
would stress the assembly. The four-man crew finished the job in 
eight days. 

The construction 
crew bolts the top 
wale in place, 
working from one 
end of the wall to 
ward the other 



Greens fertility focus 
Tennessee superintendents want control of how much 
nitrogen their greens get and when they get it. 

By R O N H A L L / M a n a g i n g E d i t o r 

Superintendents must manage fertility to 
provide healthy bentgrass greens to their 
golfers. Even so, fertility's importance 
shouldn't be over-emphasized at the ex-
pense of other vital factors. 

"It's easy to zoom in on one thing," said Lynn Ray, 
CGCS. "But, anytime you talk about bentgrass 
greens, I think it's critically important to remember 
that our successes or failures are based on a multiple 
series of factors. That list is pretty lengthy." 

It includes a green's exposure to sunlight, air 
movement, drainage, the amount of traffic it receives 
and many many others, said Ray. 

Even so, a panel of turfgrass professionals, includ-
ing several veteran superintendents, "zoomed in on" 

Proper soil pH vital for fertility 
Maintaining a soil pH between 6 and 7 on bentgrass greens allows the turf-

grass to take up and use the greatest percentage of applied nitrogen, said Dr. 
Richard Large, A & L Analytical Laboratory, Memphis, Tenn. Theoretically, it 
should approach 100 percent, but some nitrogen is lost to factors like volatiliza-
tion and leaching. 

When the soil pH drops to 5.5 the nitrogen uptake drops to about 53 per-
cent efficiency, and at 5 it's just 35 percent, said Large at the Tennessee Turf-
grass Conference. 

"You've got to keep that soil pH in the proper range. If it's not, you're fight-
ing a losing battle from the start," said Large. "Of course, you can always put 
on more N, and you'll get some improvement, but not the improvement that 
you're expecting." 

Large also cautioned against approaching the summer with too much nitro-
gen on bentgrass greens. "You're getting that plant susceptible to other 
stresses. Insect stresses. Disease stresses. Possibly even heat stress," said Large. 

Large said that when his laboratory averaged the percent of nitrogen in 
plant tissues from golf courses in several states, it discovered that samples from 
Tennessee and Kentucky ran 4 3/4 percent nitrogen in plant tissues, while those 
from Missouri averaged 2 1/2 percent. 

"We feel it (amount of nitrogen) should be between two and three percent 
going into the summer," said Large who also advised turfgrass managers that 
"you do need to experiment with different sources and see which sources work 
well for you." 

Lynn Ray, CGCS, says the 
greens on each course 
require a fertility pro-
gram just for them. 

on fertility for bentgrass 
greens at the Tennessee 
Turfgrass Conference in 
Nashville earlier this year. 

"In general, our fertil-
ity inputs are based on 
soil and tissue testing," 
said Ray of the Golf Man-
agement Group which 
cares for the turf at three 
central Tennessee golf fa-
cilities. Ray described soil 
and tissue tests as "tools 
and not saviors." 

Soil tests reveal "the 
store house:" of materials available in the soil, he 
said. Tissue tests provide a "snapshot" of how much 
of the essential nutrients, nitrogen included, are in 
the bentgrass. 

Data from these tests are matched against turf-
grass performance over a period of time to provide 
"a chart of history," said Ray. This allows managers 
at each facility to more accurately gauge the fertility 
needs of their greens. This is important because the 
greens of one course—because of different varieties 
of turf, soils, traffic or other factors—may require 
differing amounts of nutrients from the greens on a 
neighboring course. 

For instance, the Penncross bentgrass greens on 
one of the three courses managed by Golf Manage-
ment Group gets 2)4 lbs. of N, A lb. P, 6 lbs of K 
and 28 lbs. of gypsum per 1,000 sq. ft. each season. 
SR 1020 greens at another course get 2 7Ao lbs. N, A 
lb. P, 8 Albs. K, and 25 lbs. of gypsum, while the 
third gets 2 lbs. N, 4Ao lb. P, 6 % lbs. K, and 15 lbs. 
of gypsum. 

At least in central Tennessee, Ray likes to apply A 
of the N to the greens from September through Jan-
uary, which mirrors the bentgrass growth curve. His 
goal is to grow bentgrass roots. "The shoots will take 
care of themselves," he said. Generally, the N is ap-



COMPARE THE S I T E P R O CENTRAL CONTROL 
SYSTEM TO ANY IRRIGATION CONTROL SYSTEM 

YouTl find there's no comparison. SitePro™ has better graphics, more 

flexibility, and more options - designed and tested by customers like you. 

Plus, SitePro is backed by technical support that's always within easy reach. 

Ask your Toro distributor for a demo or visit us at www.toro.com/golf. 

http://www.toro.com/golf


"Anytime you talk about bentgrass greens, I 
think it's critically important to remember our 
successes or failures are based on a multiple 
series of factors"-Lynn Ray, CGCS. 

plied in small doses, ei-
ther weekly or bi-weekly. 
"We can always put 
down more," he said. 

Jeff Rumph, CGCS, 
follows a similar philoso-
phy of "spoon-feeding 
nitrogen as needed, 
when needed" at the 
Gatlinburg Golf Club, 
Gatlinburg, Tenn. He 
said he wants "complete 
control" of the nitrogen 
on his greens. 

"If I tried to use some 
sort of slow-release ma-
terial I would not be 
comfortable as to when 
the nitrogen is releasing and when it's not releasing," 
said Rumph. The 4-year-old Pennlinks greens at his 
public course (about 35,000 rounds annually) got 4 
lbs. N, IK lbs. P, 6 lbs. Kin 1997. 

Everett B. Holzapfel, III, superintendent at Jack-
son Country Club, Jackson, Tenn., said he learned a 
lot from a GCSAA's 2-day Plant Nutrition and Fer-
tility Seminar. 

He said he has built 
his greens fertility pro-
gram on four keys: 

1) Knowledge of the 
needs of the grass plants. 

2) Knowledge of the 
soil fertility, chemistry 
and soil test results. 

3) Knowledge of fer-
tilizer and the fertilizer 
carrier. 

4) Amount of expe-
rience as a turfgrass 
manager. 

From November 
through February, he 

Jeff Rumph, superinten-
dent at Gatlinburg Golf 
Club, wants complete 
control of the nitrogen 
he applies to his greens. 

Everett B. Holzapfel, III, 
keeps N down to 1/10 lb. 
every 7-10 days when 
summer's heat arrives. 

uses an IDBU fertilizer on his greens. From March 
through mid May he will use some granular applica-
tions of Nutralene products which usually provide a 
4-to-6-week feed. 

Holzapfel said that once summer arrives, he will 
spray 1/10 lb. N about every 7-10 days, depending 
on conditions. 

He said he constantly checks the clippings his 
crew brings back in. "It lets me know on a weekly 
basis what I need to do and how I need to change 
my program," said Holzapfel. 

Dr. Tom Samples, as-
sociate professor Turfgrass 
Management Extension, 
University of Tennessee, 
said that turfgrass plants 
take up nitrogen in both 
the nitrate and the am-
monium form. 

Microorganisms con-
vert ammonium in the 
soil to nitrate in a process 
known as nitrification. 
This process is depen-
dent on the warmth of 
the soil and the amount 
of biological activity in 
the soil. "I have some 
questions in terms of 
how quickly the ammonium is converted to nitrate 
in the soil," he said. 

Regardless, Dr. Sample said that nitrogen is taken 
up very quickly by plant tissue compared to the up-
take of phosphorus. 

Responding to a question from a superintendent 
in the audience wondering whether it's possible to 
control Poa annua with applications of nitrogen, Dr. 
Sample responded, "Let's keep the bentgrass healthy 
and fertilized based on the nutrient requirements of 
the bentgrass, and not jeopardize the performance of 
the bentgrass based on trying to control Poa annua." 

He also urged superintendents "to keep an eye" on 
secondary nutrients, particularly if the nitrogen is high 
in their turfgrass tissue samples. 

"I think that magnifies the need to monitor what's 
going on with calcium and magnesium," he said. • 

"Lef s keep bentgrass 
healthy and fertilized 
based on the nutrient re-
quirements of bent-
grass," Dr. Tom Samples. 



As a golf course professional, it's your 
responsibility to make the right choices. 
Right for the turf, and for the people 
who enjoy it. One way to meet that 
responsibility is with Dimension" 
turf herbicide. 

Dimension provides season-long 
control of crabgrass and over 20 other 
tough grasses and weeds, with excellent 
safety on established turf. And Dimension 
does it without staining, or harming 

adjacent ornamentals. That means no 
more weed "fringes," because you can 
apply Dimension with confidence right up 
to the turf's edge, even around walks, 
drives, and landscaping. 

Dimension's low use rates and 
favorable environmental profile mean less 
worry. The active ingredient features very 
low toxicity to mammals, birds, and 
insects. Plus it bonds to soil particles 
instead of leaching into groundwater. 

Dimension offers the widest 
application window-6 weeks more than 
other preemergence products. That lets 
you delay application for optimum control 
of goosegrass and other weeds. And split 
applications can stretch control even 
further for areas with long growing 
seasons. It all adds up to a turf herbicide 
that only weeds find hard to live with. 

Call 1-800-987-0467 or visit us at 
www.dimensionpro.com to learn more. 

RISE 
ROHM 
IHRRS 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. 
DIMENSION® is a registered trademark of Rohm and Haas Company. 
©1997 Rohm and Haas T-O-227 

DIMENSION 
TURF H E R B I C I D E 

http://www.dimensionpro.com


Sand Ridge opens soon in Chardon, Ohio. 
Superintendent John Zimmers has been active 
in the project from the first day. 

by T E R R Y M C I V E R / E d i t o r - i n - c h i e f 

boulder while building the 12th 
green. All that was exposed before 
excavation was a two-foot corner. 

Iohn Zimmers prepares 
for Sand Ridge Golf 
Club's grand opening 
on June 1, and he says 
being on-site during 
the process has helped 
him leam the layout, 
save money, and spot 

potential problems early. 
"I've learned a lot, and I 

wouldn't want to do a grow-in 
unless I could be there at the 
very beginning," says Zimmers 
of his first grow-in. "You avoid 
a lot of problems if you're there 
at the beginning." 

Having a super on-site dur-
ing a grow-in is vital if the site 
is environmentally sensitive. 

"If you have a sensitive site, 
one that contains wetlands, 
(the superintendent) has to be 
there to oversee the construc-
tion. But it's worth it, because 
if that dozer operator makes 

one mistake, it could be over," 
as far as violation of federal or 
local wetlands protection man-
dates, says Zimmers. 

"Federal and local authori-
ties unii come and inspect," he 
adds, "and if you have good 
rapport with them and show 
them you're doing things with 
positive intent, things will work 
out. People have the misper-
ception that they're 'out to get 
you,' but that's not the case." 

Zimmers says he's seeking 
Audubon Cooperative Sanctu-
ary status for Sand Ridge. 
A veritable beach 

The soil profile at Sand 
Ridge does indeed contain 
sand, but not until you get 
through about eight feet of 
heavy clay loam. But there's 
plenty of the white stuff visible 
on the surface. 

Sand is a key factor in the 

design of the course. That's not 
surprising in that the course 
was built by the Best Sand 
company, which has its quarry 
right next door. 

"I think we have over 
10,000 tons of sand out here," 
says Zimmers. "It's quite a 
different look, especially 
being in northern Ohio." 

Two grades of sand are 
used for bunkers, a'530' 
and a '535'. 

The greens were built 
of an 80-10-10 sand/top-
soil/peat mix that meets 
USGA specs. "We took 
Best Sand's sand, mixed it 
with topsoil from behind 
the 14th fairway; shred-
ded it and put in a little 
bit of the Dakota peat," 
says Zimmers. 
Fert igation for carbo-
load 

Zimmers used the 
course's state-of-the-art 
fertigation system to add a 
sugar/molasses product z j m m e r s a n d h j s £ r e w u n e a r t h e d t h i s 

(Carbo-Aid 3-1-3 from 
AquAid) to feed the turf. 

'We fed the soil with 
carbohydrates to some 

microbial activity, since we dis-
turbed the soil so much during 
construction." 

"The fertigation system gets 
the carbohydrates out to the 
turfgrass. Then we use granular 
organics (Sustane and Nature 



v '* ù 

am X f y M 

Controlled 
Release 
Fertilizer 

Call 1-800-543-0006. Or visit our website at 
www.scottscompany.com for more information. 

The relative size of fertilizer particles dramatically 

ajfects their performance. With Scotts^^ CONTEC 
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consistent particle sizingy con-

tributing to uniform flow and 

improved spreadability. The residt is a MORE consistent 

distribution of nutrients. 
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Like we need to tell you. We realize that grubs 

are just one more item on the long list of things 

you deal with everyday. But MERIT" Insecticide 

has such a wide window of application and long 

residual control that one application is all it takes to 

eliminate the very thought of grubs through the fall. 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 1998 Bayer Corporation Printed in U.S.A. 98S19A0140 



Which should be of some comfort. Because 
you don't need grubs trying to ruin your course. 
You have enough help doing that already 

For more information, contact Bayer Corporation, 
Garden & Professional Care, Box 4915, Kansas City, 
MO 64120. (800)842-8020. http//usagribayerœm 



With weather radar, Zimmers 'stays ahead' of coming storm fronts. 
People on the course are safer, and products aren't wasted. 

Safe). We used a United Horti-
cultural Supply product (Gro-
ganic) for the pre-planting 
preparation." 

The fertigation pump pre-
mixes control products. 
'Flex-design' works 

The scenery at Sand Ridge 
shifts dramatically from heav-
ily-wooded areas to open 
ground. 

"This is a golf club, and the 
members are here for one rea-
son-to golf. Tom Fazio de-
signed the course. One of the 
criteria was to have a 'world 

"We9 re not going to do 
anything crazy the first 
year. We want strong, 
healthy turf.99 

class' facility," says Zimmers. 
'You just can't say enough 

about Tom Fazio and his two 
associates, Tom Marzsolf and 
Rick Horger," he adds. 
"They're just a delight to work 
with. They stood out here, 
drew a picture, handed it to the 
shaper, and said, 'build that.' " 

Although they worked from 

a detailed plan, they modified 
it in the field when the terrain 
suggested a better option. 

"Our original plan showed 
the 16th hole to have two 
greens; it doesn't have that 
now," explains Zimmers. 

"The 5th hole was supposed 
to have a lake, and we pulled 
the lake out and put two greens 
there." 
Low stimps to start 

Zimmers won't push the 
greens speed too soon. 

"I think if they stimp around 
8 for opening day, I think that's 

a realistic goal consid-
ering that they're so 
young. Too much em» 
phasis is put on greq* 
speeds right away. If 
they're consistent and 
we have healthy turf, I 
think we've done our 

job. The rest of the things will 
work themselves out." 

Greens will probably be cut 
at to % inches. 

The course is seeded en-
tirely with bentgrass (L-93 for 
greens; a 50-50 mix of L-93 
and Southshore for fairways 
and tees); roughs are primarily 
Baron and Preakness bluegrass. 

Sand Ridge sides 
Smart storage...Zimmers and assistant Jim Roney designed 

the Sand Ridge chemical storage building, which includes a con-
crete pit fitted with a drainage pipe to collect spillage into a 
holding tank. The runoff is later sprayed into rough areas. 

All sinks are piped to the pit, and are fitted with easy-to-dean, 
stainless steel filters. 

Every storage building has an emergency alert system and a 
fire alarm. If you need help, you sound the alarm and someone 
comes running. 

The course has its own sewage treatment plant that recycles 
water back into the irrigation system. 

Turf nursery...John Zimmers relies on a turf nursery for extra 
sod, and as a training ground. 

"Before anybody does anything on the golf course, we bring 
them over and teach them how cut, spray, and fertilize. We don't 
want to take a chance on anybody making a bigger error on the 
course. This has saved a lot of grief. If there's a mistake to be 
made, it's better to have it made here than out there." 

On being a super..."Every day is different. And it certainly is 
a challenge. Whether it's rain, heat, or equipment. I don't think 
you're ever done with your job, and you're always trying to make 
improvements some where." 

"I think the key to this business is to be flexible and work 
hard. And you have to be able to deal with the weather and the 
people. You're only as good as the people you have." 

"Alan Mark and Dr. Rich 
Hurley (of Lofts Seed) have 
done a great job of servicing 
us," says Zimmers. "Before we 
were even planting grass, they 
took a great interest in the pro-
ject and gave us some great in-
sight, to make sure we have the 
r i g h t i q the right place." 

Zimmers also credits Bob 
Brame, director of the USGA's 
North-Central region for his 
help with greens specs. 

"On greens, tees andTair-
ways we used 114 lb./1000 sq. 
ft. seed rate, and seeded in two 
different directions: % lb. in one 
direction, Y< lb. at right angles. 
We've seeded all of our greens 
and tees ourselves with walk-
behind drop spreaders and then 
we ran a Sand Pro and dimpled 
it in. The tires dimpled it in. 

That was a great turning point. 
We saw tremendous results 
with that dimpling. 

"I wasn't a true believer till I 
tried it. It was remarkable." 

During the seeding, Zim-
mers maintained consistent 
seeding patterns by having one 
man (John Krebes) be respon-
sible for the project. 

Zimmers gives extra credit 
to Jim Roney (last with Merion 
Golf Club) for his help during 
the entire grow-in. 

"He's put a lot of long, 
hard, dedicated hours in," says 
Zimmers, who gives still more 
credit to his wife, Tracey, who 
endures his long days at the 
course. LM 
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Quest ions!! Quest ions!! 
FACT: There is no status quo in grounds management. 

You either move ahead or fall behind. 
Question No. 1: What is your profession, and what should you do about it? 

Answer: If you are an institutional grounds professional or independent landscape contractor, you belong with the full 
range of your fellow professionals, as represented by the Professional Grounds Management Society, where you 
are an individual not just part of a member organization. (PGMS is the oldest, most fully inclusive organization 
of grounds professionals.) 

Question No. 2: So, what are the steps to getting ahead? 
Answer: Join and participate in YOUR professional society 

Read Green Industry publications 
Attend Educational conferences 

Become certified 
Let PGMS join you in your future. 
We don't just expect you to join us for joining's sake. We're vitally interested in our members' futures. Let us add 
our expertise and strength to you for your greater attainment. 

PGMS Membership Benefits (partial list): 

• local branch meetings 
• annual conference and Green Industry Expo 

• regular national newsletter 
• personal ID (membership card, certificate, hats, jackets, decals) 

• Certified Grounds Manager program* 
• training manuals 

• discounts — books, rental cars 
• membership directory (Who's Who In Grounds Management) 

• awards 
• information clearinghouse 

•Conferred by PGMS, grounds manager certification is a program of developing and administering a program of voluntary peer 
review to establish acceptable competence levels, and to help the grounds professional attain his personal goals. 

BOTTOM LINE 
Your industry is moving ahead. Are you moving ahead with it? The only way you 
really know is if you're involved. If you're in grounds management, you belong 
with other grounds managers, and not trying to do everything alone. 

Take the first step by completing and returning this coupon. 

?gMS 120 Cockeysville Road, Suite 104 
Hunt Valley, Maryland 21031 Tel. (410) 584-9754 FAX (410) 584-9756 

I want to grow with PGMS. Please send more information explaining how. 

Name Orgn. 

Street 

City/State/Zip 

Telephone 

P R O F E S S I O N A L 
G R O O N O S M A N A G E M E N T 

SOCIETY 



Q U E L A N T - C a 
Calcium & Amino Acids 

ÜUHftVIBffl 

Add i t i on of calcium to the soil by traditional 
means is not usually efficient or effective in 
treating the calcium deficiency of turfgrass. Once 
applied, the common forms of liming materials 
can rapidly change to compounds that are 
insoluble in water anci not readily available to the 
plant. Continuous applications over long time 
periods are necessary to effect even modest 
improvements in calcium uptake. 

Quelanr-Ca is a newly available amino acid 
chelated calcium product that corrects calcium 
deficiencies in turfgi'ass upon application. 
Quelanr-Ca provides readily available calcium 
chelated with amino acids so that it is easily 
absorbed by the leaves and/or the roots of the plant 
regardless of most soil and water conditions. The unique ^ , 
formulation of amino acids used for chelation was and nothing else works quite like it! 

developed not only to facilitate absorption by the 
leaves and roots, but to increase mobility of the 
calcium within the plant as well. 

Quelanr-Ca is normally applied as a foliar spray 
and may also be applied through fertigation. 
Either way, it is tank-mix compatible with 
herbicides, soluble fertilizers, insecticides, 
fungicides and plant growth regulators. It will even 
help improve the efficiency of most of these 
treatments by increasing their absorption and 
translocation within the plant. 

Best of all. Quelanr-Ca is economical to use and 
it protects the environment. 

Quelanr-Ca — a true systemic. It's new...its unique... 

For more information about Quelanr-Ca call 
Nutramax Laboratories' at: 800-925-5187 

riUTRamax 
X LABORATORIES, INC. 

AGRICULTURE DIVISION 
Baltimore, Maryland 



THINK TANK 

A final chance 
to get your 
plans in place 
for '98 season 

RON HALL 
Senior Editor 

Days are getting longer. It's no trick of 
our imagination. This mild El Nino 
winter is teasing us with dreams of an 
early and soft spring, something we 
haven't enjoyed for three, maybe four 

years here in northern Ohio. 
But, no matter when bluebird weather returns, 

we're going to be moving at warp speed in a few 
short weeks. We have to be. We can't wait. 

Most of us, because our businesses are sea-
sonal, only have 150-170 working days to gener-
ate an entire year's income. For ourselves and for 

our employees too. 
So when the ground 

thaws, we're right on top 
of it and going 100 mph. 

That's why now, right 
now, we must re-energize 
ourselves for the ap-
proaching season. It's time 
to refurbish our trucks. To 
attract whatever seasonal 
help we'll need. To get 
sales efforts rolling. 

But, above all, let's 
take one last opportunity 
to find a quiet place and 
review with ourselves, or 
with our family or closest 
associates, what we want 

to get done in 1998. 
Many of us will start with our financial goals 

and that's understandable.We know we can't just 
line up the trucks and equipment and tell our em-
ployees to get at it. We can't just sit back and wait 
for revenue to come flying in.We've need to have 
a plan, and practical strategies to accomplish it. 

The next few weeks give us one last calm time 
before season's start to lock our goals into our 
minds, to write them down, to set up a schedule 
to return to them and to review them regularly 

This will help us begin the spring going in the 
right direction. Because once the season starts, 
everything seems to start happening at once. 

February gives us one final chance to look over 
all that we want to get done this year. LM 

P A G E 4 L 
Expand into irrigation contracting 

P A G E 1 0 L 
Fleet maintenance from the pros 

P A G E 1 8 L 
Baits effective against fire ants 

P A G E 2 4 L 
Ohio Turfgrass elects '98 officers 

[PEOPLE & PROJECTS] 

Arizona firm builds Elephant Rocks 
Desert Ref lect ions, a Scottsdale, AZ-based com-
pany, now builds golf courses. The company is cur-
rently under contract to complete the nine-hole ex-
pansion of Elephant Rocks Golf Course in Williams, 
AZ, designed by Gary Panks. Steve Robison, general 
manager, leads this division of Desert Reflections, 
relying on his extensive background w i th the 
Wadsworth Company, builders of many f ine 
courses around the world. 

Minor getting bigger in Big "D" 
M i n o r ' s Landscape Services of Fort Worth, 
Texas, has purchased Graeber & Associates, a land-
scape management and contracting f i rm in Dallas, 
w i th about $3.2 mill ion in 1997 revenue, 80 em-
ployees. "Our goal as a company is t o expand both 
internally and through strategic acquisitions in the 
markets we serve," says David Minor, president and 
CEO of Minor's. The Minor f i rm wil l open a th i rd of-
fice in the Dallas/Fort Wor th metroplex. 



With MERIT® Insecticide at the heart of 

your ornamental insect control program, you can 

have unsurpassed control throughout the season 

with just one application. Unlike other insecticides, 

which require 

several foliar sprays, MERIT can be applied as a drench or 

injected into the soil where it's translocated from the root 

system to the rest of the plant. This systemic action 

to provide unsurpassed control of ornamental pests 

from spring throughout the summer. Protection that 

isn't subject to wind drift, and isn't washed off in 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 1998 Bayer Corporation Printed .n U S A 98SI9A0135 



the rain or broken down by the sun's rays. And when it 

comes to reducing environmental impact, MERIT 

reduces exposure to the applicator, bystanders, pets 

and wildlife. 

To find 

mental insecticides that only work 

on occasion. 

M 

out more, contact Bayer Corporation, Garden & 

Professional Care, Box 4913, Kansas City, M O 64120. 

(800) 842-8020. http://usagri.bayer.com 

And stop 

using orna-

Bayer 

OW YOU CAN ADD ORNAMENTAL INSECTICIDE APPLICATION 
TO THAT LIST OF THINGS THAT HAPPEN JUST ONCE A YEAR. 

http://usagri.bayer.com


E X P A N D I IUTO 
irrigation contracting 
By B RUCE F. S H A N K / I r r i g a t i o n A s s o c i a t i o n 

Never before has knowledge of irrigation been 
more important. It can help you take advan-
tage of competitive pressures in the market-
place while expanding your service mix. 

Opportunity knocks for contractors who install commercial 
k landscapes that include irrigation. 
r|f- While our dependence on automatic irrigation 
{I varies by region, even systems for supplemental irriga-
^ tion are more common at the commercial and high-
end residential level. The connection between image and 

landscaping has never been stronger. 
There are three ways to protect a landscape investment: 

• install adapted plant ma-
terial according to a practical 
design; 

• hire skilled maintenance 
personnel; 

• and install an automatic 
irrigation system. Exclude any 
of these three from the land-
scape budget and you risk the 
entire investment. 

From a landscape contrac-
tor's perspective, whether or 

not he hires subcontractors for 
irrigation, a knowledge of irri-
gation is increasingly impor-
tant. Growing competition 
among manufacturers and sup-
pliers is depressing prices and 
shrinking margins. Smaller 
margins often translate into less 
design and technical support 
from the distributor. The con-
tractor with irrigation exper-
tise, who stays in touch with ir-
rigation distributors and 
designer/consultants, has the 
advantage because he is aware 
of opportunities for profit. 

"Irrigation represents almost 
a third of the cost of most land-
scape projects for us,"says Jon 
Ewing, president of Landtrends 
Inc., of San Diego, CA. "You 
either accept the consequences 
of subcontracting irrigation or 
make the decision to buy the 
equipment and learn the busi-
ness yourself. Most landscape 
projects that go out for bid in-
clude an irrigation plan and 

specifications. From our stand-
point, the most important 
thing is to make sure our land-
scape installation is backed up 
with a reliable irrigation sys-
tem, one we can both install 
and maintain." 

Trust has a lot to do with it, 
says Glenn Moore, owner of 
Glenmore Landscape. "We in-
stall primarily golf course irri-
gation systems. If I hadn't 
grown up on a golf course (as 
the son of Sherwood Moore, 
former golf course superinten-
dent at Winged Foot and the 
Captain's Club) and installed 
and retrofitted systems since 
the age of 18, some people 
would question my credentials. 
Superintendents don't hire me 
because they don't understand 
irrigation. They hire me be-
cause they do, and they'd pre-
fer that my company do it." 

"We got tired of losing jobs 
to contractors with irrigation 
crews," states Jerry Maldon-



"Once you commit to a contract that includes irrigation, you'd better 
have the equipment and skill to pull it off," says Jerry Maldonado, 
left, president of Maldonado Nursery & Landscaping, Inc. 

Billion-dollar business 
More than 20 million acres of residential and commercial 

landscaping are irrigated in the United States, according to the 
Irrigation Association. This includes more than 10 million single-
family residences and 450,000 commercial establishments. Each 
year, contractors receive $1.2 billion to install residential and 
commercial landscape irrigation systems, not including another 
$600 million spent by retail hardware store customers (many of 
whom are small or part-time contractors). 

Each year, irrigation systems are installed on more than 
15,000 new commercial projects and 500,000 new residential 
landscapes. This does not include installations on existing com-
mercial and residential properties or retrofitting older systems. 
While the number of companies that concentrate primarily on ir-
rigation installation and maintenance is small (roughly 8,000), 
about half of landscape contractors either install or maintain irri-
gation systems. From a regional standpoint, involvement with ir-
rigation ranges from 15 percent in the Northeast and north cen-
tral United States to 80 percent in the Southeast and Southwest. 

Reliance on landscape irrigation is obviously greater in 
warmer regions of the country. However, irrigation contractors 
and consultants in cooler regions of the country have found a 
comfortable business niche. Supplemental irrigation systems are 
gaining respect and popularity. Landscape architects in these re-
gions are not as familiar with irrigation system specifications as 
those in the South and West, so they depend more on irrigation 

consultants and experienced irrigation contractors. 
This reduces the number of low-budget, under-de-
signed systems. 

The prospect for irrigation is bright for both 
cool- and warm-season regions of the country. 
Higher standards in housing development favor 
quality landscaping and irrigation. Even though the 
number of housing starts is greater in warmer cli-
mates, the percentage of existing homes and busi-
nesses without irrigation in cool regions represents 
a great opportunity. Retrofitting older irrigation 
systems has considerable potential is all regions. 

The 600 irrigation distributors in the nation are 
undergoing the largest transition in the industry. 
Irrigation contractors used to depend heavily on 
distributors for product and design support. Today, 
contractors buy irrigation components from three 
or more different wholesale sources in their area. 
Competition is consequently greater and distribu-
tors' profit margins won't allow for the type of 
support they used to provide. 

Retail stores that offer wholesale prices to con-
tractors are also putting pressure on prices of irrigation compo-

cont. on next page 

The connection between image e and 
landscaping has never been stronger. Prop-
erly installed irrigation builds strong curb ap-
peal. 

^ Jon Ewing, Landtrends, San Diego: "Most 
landscape contracts that go out for bid in-
clude an irrigation plan and specifications." 

ado, vice president of Maldon-
ado Nursery & Landscaping, 
Inc. of San Antonio, TX. "Co-
ordinating our schedule with 
an irrigation contractor's 
schedule was frequently com-
plicated. A package deal carries 
more weight when bids are 
compared. But, once you com-
mit to a contract that includes 
irrigation, you'd better have 
the equipment and skill to pull 
it off. Just remember to judge 
irrigation as a separate profit 
center that stands on its own. 

Unfortunately, on the small 
residential end of the landscape 

business, irrigation is still con-
sidered so simple that anyone 
with a can of glue and shovel 
can do it. On any given Satur-
day morning, you can find a 
line of unlicensed "irrigation 
contractors" lined up at the 
special contractor check-out 
line of the discount hardware 
store. Forget about local build-
ing codes and backflow preven-
tion device regulations. Who's 
going to inspect a homeowner's 
irrigation system to see if it 
meets code? 

The do-it-yourself and 
pseudo-contractor market can't 



cont. from previous page 

nents. Brands fight for shelf space like supermarkets. To com-
pete in the retail outlet, manufacturers frequently produce a sec-
ond, lower-priced grade of product. Check model numbers be-
fore you buy. If you need commercial-quality components, stick 
with the wholesale distributor. You can match mass merchandis-
ers' prices and still get the support of the distributor by buying 
case lots instead of individual components. Retail outlets rarely 
have a sufficient assortment of controllers, valves and nozzles 
for commercial or larger residential work. They also might not 
have knowledgeable personnel on staff to provide accurate in-
formation on meeting codes for irrigation in your area. 

Many irrigation distributors offer training seminars for their 
customers. These are frequently co-sponsored by manufacturers 
and focus on specif ic products. Distributors can also introduce you 
to design software so you can generate plans and takeoffs for 
common irrigation projects. In other words, you'll need to de-
velop a good relationship with one or more irrigation distributors. 

Irrigation as a profit center 
Irrigation is a specialty type of contracting more than a sepa-

rate business. Most irrigation contractors have the word land-
scape in their company name and treat irrigation as a division, 
even though irrigation represents the majority of their income. 

Irrigation installation typi-
cal begins after rough grading. 
Any changes between plans 
and the final landscape must 
be resolved before irrigation 
crews start. Plant location will 
be limited by the irrigation in 
place. Changes add to cost. 

One reason to treat irriga-
tion as a separate profit center 
is to gauge and reduce the 
cost of changes. A change on 
the landscape installation 
might not be worth the resul-
tant cost of the change on irrigation. One way to control these 
types of changes is to manage both landscape and irrigation por-
tions of the project. Close coordination between the landscape 
contractor and irrigation subcontractor also can produce a higher 
profit. 

As a contractor, you have the option of training one crew or all 
crews for irrigation installation or maintenance. If your landscape 
installation business is running at full speed, you might want to 
limit the diversion in energy and attention to a few key irrigation 
specialists. Of course, it is always very important for an irrigation 
specialist to have a superior knowledge of plant materials and 

be ignored. Retail sales of irri-

gation components almost 

matches sales of professional 

landscape irrigation compo-

nents through distributors. 

Sales clerks are designing irriga-

tion systems on paper bags, 

soon to be filled with fittings, 

glue, pop-up sprayheads and a 

four-station controller. If you're 

lucky, he'll remember to in-

clude valves that include pres-

sure vacuum breakers to pro-

vide some level of backflow 

protection. Ask yourself, is it 

worth chasing a $600 irrigation 

installation job? 

The purpose of this special 

section is to put all this into 

perspective for the landscape 

• Irrigation is a specialty type 
of contracting more than a sepa-
rate business. Many contractors 
also do landscaping. 

contractor. Concede the small 

residential work installed with 

disregard to local water protec-

tion regulations. 

Focus on the high-end resi-

dential and the commercial 

work around you, the jobs that 

go out for bid and are inspected 

during and following installa-

tion. Work in concert with irri-

gation designers and consul-

tants, distributors, and busy 

landscape contractors. Develop 

a record of successes to gain the 

attention of those who prefer 

not to be bothered by irrigation. 

Most importantly, think like 

a modem landscape contractor. 

Consider the profit and repeat 

work of service contracts. Cre-

ate an atmosphere of depen-

dence between you and your 

customers about everything 

that has to do with landscap-

ing. Be the conduit of knowl-

edge during times of drought, 

pest infestation, and color, 

whether flowers or fall foliage. 

If you can do that, you will 

have won the battle and built a 

business foundation that as-

sures a lifetime of prosperity, or 

at least personal fulfillment, for 

you and your firm. • 

landscape construction. Mistakes or misjudgments in irrigation can 
cause maintenance problems later. Unique plant water needs must 
be considered in all irrigation systems designs. Also be alert to "mi-
croclimates" that impact water use, such as shade, slope, soil, or 
wind exposure. 

The difference between landscape crews and irrigation crews is 
mainly the vehicle and specialized equipment, such as trenchers or 
borers. The vehicle has to carry many different tools and fittings 
not generally needed for other landscape work. Efficiency and 
profit are based on having the materials with the crew at all times 
so trips back to the office are eliminated. 



THE BEST WAY TO GROW YOUR BUSINESS. 

To grow a business in today's competitive marketplace you need 
to watch both sides of the ledger... costs as well as sales. That's 
where Scag commercial mowers can really add to your balance 
sheet. Take the exciting new Turf Tiger for example. No other 
mower in its class offers the awesome power and performance of 
our newest zero turn rider. And like all Scag mowers, it's made to 
run day after day, season after season, with easy field service-
ability, high productivity and consistant quality. And that cuts costs. 

Circle No. 135 on F 

Scag Power Equipment Division of Metalcraft of Mayville, Wl 530! 

If you're looking for better bottom line performance, then you 
need a mower that offers better maneuverability, precision cutting 
and faster speeds. A mower you can count on every time you put 
it on a job. From walk behind and 3-wheel riders to the awesome 
Turf Tiger, the mower you're looking for is Scag. 

ader Inquiry Card Simply The Best 
©1997. All rights reserved. 



You can't clean up this season, if 
Dimension® turf herbicide. It's the best value because 

of what it won't cost you. ^íí 

to shampoo a f luffy white 

Like about $35 

dog. Or $ 8 5 

for a white Berber carpet. What's it cost to scrub a 

sidewalk? Or to repaint a whi te picket 

fence? You'll learn f irst -hand, if your turf 

herbicide stains those items. 

messy yellow stuff could end 

A n d that 

up costing 

you even more: If it doesn't provide the best control 

of crabgrass and other weeds, you could be getting some 

unexpected calls from unhappy customers. 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. RISE D I M E N S I 0 N ? i s 0 r e 9 i s , e r e < l trademark of Rohm and Haas Company. © 1997 Rohm and Haas T-0-223A 



you spend the season (leaning up. 
Callbacks, either for stains or weeds , cost y o u bigtime. 

First, y o u pay r \ for c leanup. T h e n you 

lose whatever ^ money y o u could 

have been making instead. Keep your m o n e y 

(and your customers) wi th D i m e n s i o n turf herbicide. 

D imens ion just can't stain; apply it with confidence 

along walks and driveways. 

A n d families can use their lawns as s o o n 

as the dust settles or the spray dries. 

You get worry'free weed control, loyal customers , 

and a healthy bottom line. DIMENSION 9 
7 M l ' M l I ^ 

TURF H E R B I C I D E 

Clean up this season. Call 1-800-987-0467 
or visit us at w w w . d i m e n s i o n p r o . ( o m for complete information. 



Fleet maintenance 
from the pros 
By R O N H A L L / M a n a g i n g E d i t o r 

Landscape companies can't de-
liver services without motor-
ized equipment like trucks, 
mowers, backhoes, and 
sprayers. The efficient use of 

these tools allow a landscape company to 
generate production which, in turn, pro-
duces revenues. 

Considered from different perspective, 
production equipment (let's include ser-
vice delivery vehicles too) is often a land-
scape company's largest capital investment. 

Does a grounds care operation need 
any better reasons to keep its motorized 
equipment maintained and repaired? 

Michael Rorie, Groundmasters, Inc., 
Cincinnati, says fledgling landscape compa-

nies usually can't 
afford a lot of 
hardware. "But 
once you get to a 
certain size you 
start to collect 
trucks and other 
equipment." He 
says that busi-
ness owners 
must then make 
a choice— 
whether to buy 
another truck 
and extra equip-
ment for back-

ups, or to invest in a maintenance facility 
and mechanics to extend the working life 
and keep present equipment in serviceable 
condition. 

"Equipment is what we use every day. 
I, as the president of our company, don't 
want to spend a lot of my time worrying 
about equipment," says Rorie. He says 

Michael Rorie doesn't 
want to worry about 
equipment failures. 

most owners' or managers' time is better 
served focusing on sales and production. 
A support role 

Rorie and several other landscape pro-
fessionals and equipment experts dis-
cussed fleet and equipment 
maintenance at the ALCA 
Conference this past Novem-
ber in Charlotte. This report 
was compiled from their 
comments. 

First and foremost, a 
maintenance facility's pur-
pose is to support produc-
tion. A maintenance shop's 
"customers" are the com-
pany's supervisors and pro-
duction employees, say the 
panelists. 

"We recognize the shop as 

Steve Glennon says 
some tasks performed 
in-house, some are 
contracted. 

an integral part of a successful team," says 
Steve Glennon, regional manager for 
Cagwin and Dorward, a successful San Fran-
cisco Bay area landscaper. "It's essential that 
our mechanics are flexible and that they 
_ have a strong sense of commit-

ment to the organization and to 
the other employees." 

"Our job is is to get the 
equipment out onto the job, 
working and making money," 
adds Ken Railey, fleet and 
safety manager for the Ruppert 
Landscape Company, Ashton, 
Md. 'When the trucks and 
equipment perform well, they 
(production people) are happy. 
If the trucks and equipment 
don't perform well, they get 
frustrated and customer service 

Tips for a productive shop 
Ron Turley is a former fleet and safety director at United Parcel Service (UPS). He was 

responsible for 48,000 vehicles. Today he operates Turley Transportation Consultants, 
Dewey, Ariz. He consults with government and private industry, including lawn/land-
scape firms, regarding efficient fleet and maintenance shop operation. 

Turley says that managers can only control four things: time, material, space and 
tools. The best managers know how to blend all four into an efficient system. 

For a smooth running maintenance shop, Turley suggests: 
• Develop a good preventive maintenance plan. This is always at the top of his list. 
• Get good people and train them. 
• Make employees realize that you expect 6.9 hours of effort for every 8-hour day. 
• Strive to keep vehicle and equipment availability as high as possible. 
• Standardize as much as possible —equipment, including vehicles, and parts. Items 

like tires, lights, belts, and filters. 
• Allow 1 % service bays per mechanic. 
• Provide employees with enough tools and parts to do their jobs without waiting or 

searching. 
—RH 



Walker Walkertown North Carolina 

For your Free video, call 1-800-828-8130, Dept. 028-5. ($3.95 
shipping charge. Visa/MC accepted.) Or send check or monev order for 
$3.95 payable to: Video Fulfillment Services. 028-5, P.O. Box 385070, 
Minneapolis, MN ."">438. Allow 2-4 weeks deinen. 

DEPT. LM G CO. • 5 9 2 5 E. HARMONY ROAD • 
COLORADO 8 0 5 2 8 • (800) 279-8537 • www.walkermowers.com 

dependent, Family Owned Company, Designing and Producing Commercial Riding Mowers since 1980 

The KEY question is, "Will this 
equipment make us money?" 
Gerry Peddycord of Landcrafters in Walkertown, 
North Carolina, wrote us their answer... 

'We purchased our first Walker Mower in 
1995. Since then, we have added two more 
to our fleet. After Walker Mowers became 
a part of our operation, we were able to 
save valuable time and money by 
working more efficiently. Our 
investment in Walker Mowers 
has yielded the highest return 
compared to any other 
equipment purchased 
in 23 years of 
operation." 

http://www.walkermowers.com


When you see LESCO 
Commercialplus™ equipment on the 
job, you know a professional is at 
work. 

LESCO's complete line of 
equipment is 
designed and 
built to meet the i 
demanding 
requirements of 
turf-care profes-
sionals—no matter 
what the job. It's 
rugged and reliable, minimizing 
maintenance costs and downtime. 
And it's designed to reduce operator 

fatigue, so you get more done in a 
day's work. 

At LESCO, you'll find everything 
you need no matter what your job 

^ ^ ^ requires: 
Mowers. Select 

from our walk-
behind rotary 
mower series 

with 32" to 54" 
fixed cutting 

decks or our new 
float-deck hydro models. 
For the really big jobs, the 
LCR riding mower series 
offers four-wheel 

drive and up to a 
72" deck. 
A Zero 
Turn 
Rotary 
Mower is also 
available with a 52" deck, and three 
21" trim mowers round out the 
selection. 

Spreaders and sprayers. LESCO 
offers the industry's most complete 
line of rotary, drop and pendulum 

spreaders. Our 80- and 100-
pound rotary spreaders are 

available in stainless 
steel or black epoxy 

You can spot a professional by the work they do... 



and the tools they use. 

and feature a new sealed 
gear box. To tame any size 
job, choose from a full range 
of sprayers, from backpack 
to Fiberglass and poly tank 
sprayers with up to 300-gallon 
capacity. 

Renovator and aerators. 
Renovation work is easy with a 
renovator that de-thatches, slices 

— and drops seed in one 
« • . pass. Aerators are 

(designed to maximize 
i £ core depth in 

compacted soil 
conditions and 

— 

are available in three walk-
behind drum models and one 

pull unit. 
Hand-held power tools. 

For the finishing touches, pick 
from a selection of string 

trimmers, stick edger, hedge 
trimmers, chain saws, and back-
pack and hand-held blowers. 

Blowers and truck vacs. LESCO 
has the right-size equipment for the 
job to make the final 
cleanup quick and 
reliable. 

Call 1-800-321-5325 
or visit the LESCO 

Service 
Center® 
nearest 
you to 
get the 
convenience of one-stop shopping 
for all your LESCO Commercialplus 
equipment needs. 

LESCO Commercialplus. The 
way professionals get the job done. 

G R O W W I T H U S T 

Crow With Us is a trademark of LESCO. Inc. LESCO is a registered trademark of LESCO. Inc. LESCO Service Center is a registered service mark of LESCO. Inc. 



suffers." 
To do this ef-

ficiently, says 
Mark H. Neidich, 
owner of Fleet 
Consultants, 
Cincinnati, each 
company must 
develop "a sys-
tem" for per-
forming tasks 
such as preven-
tive maintenance 
and repairs. 
Workable sys-

tem Many maintenance shops operate 
under systems that prioritize maintenance 
tasks and the order of repairs. For instance, 
work on large equipment may take prece-
dence over smaller equipment. Or, the sys-
tem may spell out which equipment gets 
immediate repair, and which must wait. 

Many maintenance shops also use com-
puter programs, while others use simple 
checklists to monitor the status of equip-
ment and parts inventories, and to keep 
track of maintenance and repair. Some 
post large bulletin boards where all equip-

ment is listed and its maintenance and/or 
repair status immediately viewable by any-
one in the shop. 

Apart from its obvious purpose of keep-
ing production equipment working at job 
sites, the system must also foster cooperation 
between the repair shop and operations. 
Mon i to r your system 

Any such system must be regularly mon-
itored, emphasizes Neidich. This includes 
providing proper shop personnel training, 
the proper tools and parts, and vendor sup-

port. A workable 
system allows a 
shop to function 
efficiently. It also 
allows a company 
to keep up with 
its growth. 

For example, 
Ruppert Land-
scape now has 
eight locations 
supporting 13 
branches. To 
meet equipment 
needs at its eight 
locations, says 

uOur job is to get the 
equipment out onto the 
job, working, and making 
moneyff-Ken Railey 

Railey, it employs two administrative peo-
ple, 25 repair/maintenance technicians, plus 
several mobile painters. Shop managers at 
each Ruppert location regularly report to 
Railey who joined Ruppert Landscape in 
1982 as its first mechanic. 

Cagwin and Dorward uses a slightly dif-
ferent system. Its corporate office is in No-
vato, Calif., with branch offices in San Jose 
and the East Bay area. It runs 8 satellite op-
erations from these branches. 

C&D's Glennon says that each of the 
three main offices have shop facilities, but 
the company also maintains a mobile re-
pair capability. His company's shop per-
sonnel concentrate on equipment repairs 

and on manufac-
turing any spe-
ciality equip-
ment the 
production crews 
need. An outside 
contractor visits 
the branch loca-
tions to regularly 
service the vehi-
cles. 

"There has to 
be somebody re-
sponsible at each 
location, and 

there have to be standards," stresses consul-
tant Ron Turley, former fleet manager for 
huge UPS. 

"You have to enforce the standards of 
your company, and that includes the fact 
that the equipment is, in fact, important, 
and that you will take care of it," adds 
Glennon. • 

Vendors can help out 
Build win/win relationships wi th vehicle and equipment dealers to take some of the 

pressure off your landscape maintenance/repair shop. 
Your loyalty as a customer to a particular dealer or distributor is valuable to that ven-

dor, and many are will ing to negotiate once they've established a strong relationship 
wi th a client. 

The best time to negotiate is when you're hashing out a major equipment purchase. 
The larger the purchase, the more power you have to negotiate. 

Have you considered asking for extended warranties on certain pieces of equip-
ment? Special considerations and/or prices for parts? Better, faster service? The ability 
to return unused, boxed replacement parts for refunds? But i f s almost impossible to 
build this type of value into a purchase if you're always shopping for the cheapest price. 

T h e problem wi th most people when they buy, they go out looking for deals. You 
should buy like you try to sell; you sell quality," said Ron Kujawa, Kujawa Enterprises, at 
the ALCA conference in Charlotte this past November. 

"You want to buy right, and you don't want to overpay," added Michael Rorie, presi-
dent of Groundmasters, Inc., Cincinnati. "But paying fair market value is no crime." 

—RH 

Mark H. Neidich says a 
maintenance shop 
needs "a system". 

Multiple locations cre-
ate new equipment is-
sues, says Ken Railey of 
Ruppert Landscape. 

Everything starts wi th 
preventive mainte-
nance, says Ron Turley. 



There's more than 
fertilizer in this bag 

T 
I t 

here's a total resource. One 
that can help you grow healthy, 
green turf with a strong root system 
and a solid base. Turf that's healthy 
and better able to fight disease, 
pests and everyday wear and tear. 
That resource is Terra. You'll find a 
complete line of Terra Professional 
Fertilizers - including slow-release 
sources with primary, secondary, 
micronutrient and pesticide packages 
available. Plus, you can count on 
the support, service, assistance and 
expertise it takes to select and use 

Working with you. 

the right fertilizer. The 
product that will do the job 

for you. For fertilizers, turf 
seed, plant protection products and 

a whole lot more - work with Terra. 
You'll get more. 

Terra 
Terra Industries Inc. 
P.O. Box 6000 
Sioux City, Iowa 51102-6000 
1-800-288-7353 
www.terraindustries.com 

http://www.terraindustries.com


N O V A R T I S 

Finally, the critical 
to give the lawn 

the support you've 

Novartis, created by the merger of Ciba and Sandoz, is commi t ted to bring 
ing new skills, new technologies, and new services to the lawn & landscape anc 
tree & shrub care industr ies. 

Our peop le inc lude 25 d e d i c a t e d f i e ld sales representat ives and f 
exper ienced R&D representat ives nat ionwide. 

Our broad line of products are leading-edge, environmentally sound, low-rate form 
ulations like Barricade® and Banner® MAXX.® Plus, many new products on the way 

Pre-Stress Conditioning 
Plant Growth Regulation 

Overseeding 

Crabgrass 
Goosegrass 

Yellow Nutsedge Powdery Mildew 
Leafspot 

Rust 

©1997 Novartis Crop Protection, Inc., Turf and Ornamental Products, Greensboro, NC, 27419. Alamo, Award, Avid, Banner MAXX, Barricade, Pennar 



mass necessary 
care industry 
been waiting for. 

Even more important ly, look for Novart is to go beyond great products to 
ring you the technical in format ion and lead ing-edge research you can use to 
row your business. This is the basis of the Novart is Lawn & Landscape Partners 
rogram. 

Novartis also supports the long term goals of the GIE, and are proud spon-
ors of educat ional and suppor t ing events at PLCAA, ALCA and PGMS. 

To learn more about Novart is and the Lawn & Landscape Partners Program, 
all 1-800-395-TURF. 

Dutch Elm 
Oak Wilt 

Spider Mites 
Leafminers 

Fire Ant Control 

T h e N o v a r t i s 
L a w n & L a n d s c a p e 
P a r t n e r s P r o g r a m . 

T h e P r o d u c t s a n d 
S u p p o r t Y o u 

N e e d To G r o w 
Y o u r B u s i n e s s . 

id Primo are registered trademarks of Novartis Corporation. Important: Always read and follow label instructions before buying or using these products. 



BAITS V S . 
FIRE AMTS 
tried in Texas 
Fire ant control strate-
gy combines home-
owner education with 
bait products. The 
goal is to cut irrespon-
sible use of other con-
trol products. 

Fire ants in Texas are 
the target of a new 
community-based 
education and treat-
ment program that 

centers on broadcast applications of insecti-
cide rather than individual mound treat-
ments with products such as diazinon. 

Entomologists and other pest control 
specialists say the approach is the most 
cost-effective method to control these 
stinging marauders. 

It also represents an opportunity for 
lawn care operators to contract with neigh-
borhood associations, garden clubs, athletic 
organizations and city councils for applica-
tion services. 

In an effort to promote fire ant control by 
using products that won't harm waste water, 
the "Let 'em Eat Bait" program was started 
by the Fort Worth water department, to re-
duce the amount of diazinon showing up in 
waste water. (See LM, Jan. 1997). 

Cites such as Fort Worth have been 
able to duck heavy EPA fines as long as 

Keep off the grass! Fire ant mounds shown 
here are an example of what Texas home-
owners have to contend with. 

they can demonstrate a sincere effort at re-
ducing the pollution. 

The program recommends that resident 
of entire neighborhoods select a dry day in 
the fall and one day in spring to make 
broadcast applications of fire ant baits in 
unison across entire neighborhoods and 
open spaces. 

(The use of slow-acting baits allows the 
worker ants to carry the product back to 
the nest and feed it to the queen. Once the 
queen dies, the colony perishes.) 
Less expense, less effort 

"Baits provide for control with less ex-
pense and effort than contact products," 
says Mike Merchant, Ph.D., urban ento-

Fire ants a 
medical, and 
an economic 
menace 

Fire ants, probably from Brazil, en-
tered the United States through the 
Port of Mobile, AL, in the 1930s. 

They've since 
spread across the 
Southeast where 
they have no nat-
ural enemies. 

In Texas alone 
it's estimated that 
$300 million each 
year is spent try-
ing to control 
them; in medical 
expenses; in live-
stock losses and 
equipment repair. 
They damage 
electrical systems 
by invading 
power transform-

ers and chewing through wiring. 
They burrow into roadways and their 
mounds damage farm equipment. 

One of the biggest environmental 
problems is caused by consumers who 
use excess amounts of diazinon and 
other products as they try to eradi-
cate the ants. 

The City of Ft. Worth represents a 
prime example of complications that 
may arise from the misuse of contact 
insecticides in fire ant control pro-
grams. Traces of these products 
(when misapplied) run off into sewer 
systems, and can result in a failing 
grade from the Environmental Pro-
tection Agency. 



INSURANCE IS ONE THING YOU 
SHOULDN'T HAVE TO WRESTLE WITH. 

INTRODUCING THE NEW 
BUSINESS PACKAGE 

POLICY (BPP)* FROM 
FLORISTS' MUTUAL. 

We're proud to present the most 

flexible business package policy the 

Floral/Horticultural industry has ever seen. 

N o w buildings, greenhouses, contents, crops, 

computers, business income and public liability 

are available ill a single policy. We can custom-

tailor the BPP to meet your unique needs. 

Perhaps best of all, you'll be covered by Florists' 

Mutual, the industry's insurance specialist for more 

than a century. Call us today for a free coverage 

evaluation and custom-tailored 

Business Package Policy proposal. 

Mk 
FLORISTS' 

M U T U A L 
I N S U R A N C E C O M P A N Y 

Growing With You For 
More Than A Century 

500 St. Louis Street, Edwardsville, IL 62025-1573 
1-800-851-7740 

FAX 1-800-233-FMIC 
http:llwww.plantnet.com 
* May not be available in all states. 

http://www.plantnet.com




THE OBJECT OF THE GAME 

IS TO GAIH MORE YARDS 

THAH YOU LOSE. 

SOUHD FAMILIAR? 

No, you may not have a three hundred 

pound nose guard breathing down your neck, 

but the lawn care business does have some-

thing just as imposing. The callback. And when 

you get hit by it too often, you can lose just 

as many yards. But one application of MERIT® 

Insecticide is all it takes to control grubs and 

callbacks. And fewer callbacks mean more time, 

money and labor you can use to gain more 

yards. For more information, contact Bayer 

Corporation, Garden & Professional Care, Box 

4915, Kansas City, MO 64120. (800) 842-8020. 

http://usagri.bayer.com _ ^ 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS 
© 1998 Bayer Corporation Printed in USA 98S19A0141 

Circle No. 107 on Reader Inquiry Card 

http://usagri.bayer.com


mologist with the Texas Agricultural Ex-
tension Service. 

"Broadcast applications of baits are eas-
ier and less expensive to use and are more 
effective overall, since they treat mounds 
both above and below the ground." 

The county is hiring four new county 
agents. A total of eight county agents will 
specialize in fire ant control, in Dallas/Fort 
Worth; Houston; San Antonio; Austin. 

"The county agents will be the ones 
who are going to try to set up the neigh-
borhood programs. Hopefully, come 
spring, we'll be getting out and visiting 
with neighborhoods to round up support 
for the program," says Merchant. 

"The idea is to let the homeowner groups 
decide which product they're going to use. 
We've got Amdro; Raid; Logic; Combat. 
The neighborhoods will probably choose de-
pending on what's available and cost. 

"We're not mandating any particular 
bait; we may offer some observations on 
the different types of baits." 

"Logic seems to he the most effective, 
long term controller; it does have the 
drawback that it's real slow, and for treat-
ing smaller areas that's a big drawback. By 
the time you get fire ants controlled in a 
small yard you may have infestation from 
other areas. I've recommended Logic for 
people treating larger areas. But for small 
urban back yard, you probably want to go 
with a faster acting product like Amdro, or 
Raid or Combat. 

"All of these products are sold over-the-
counter. Award is sold to professionals as 
Logic; Amdro is sold as Amdro. The Raid 
product is sold to pest control operators as 
Ascend; the Combat product is sold to 
professionals as Max Force. 

Merchant says Griffin Corp. might re-
lease a new product in spring for pest con-
trol operators. 
Research sampling 

"The number of products is increasing, 
so we're not just sticking with Amdro and 
Logic," says Merchant. 

Mounted broadcast spreaders cut worker 
exposure to pest, cover ground faster. 

Comparisons of new mound occurrence 
prior to and after treatment with baits and 
contact products were conducted recently 
at Clemson University. Results showed that 
areas receiving a broadcast application of 
Amdro bait had only two new mounds 
over the course of the eight weeks of study, 
and brought more than 96 percent control. 

Untreated areas and areas subjected to 
mound applications of baits developed 11 
to 12 new mounds. 

"This is not abnormal considering that 
mounds developing underground are not 
treated and pop up' later," says Dr. Mac 
Horton, professor and chair of Clemson's 
Department of Entomology. 

Plots on which mounds were treated in-
dividually had 22 to 28 new mounds. 

"Ants that are not in the mound at the 
time of application are not exposed [to the 
insecticide] and, therefore, not controlled," 
explains Horton. "Our observations are 
that these individual ants may not even 
enter a treated mound, and must relocate 
to a new domain." LM 

How to seU the service 
Lawn care operators who want to increase their fire ant control business need to take 

the benefits of large-scale broadcast bait applications to influential community leaders 
and organizations. 

These include homeowners associations, retirement community managers, garden 
clubs, civic groups and local government. 

The LCO's goal: generate attention on fire ants and the advantages of broadcast bait 
applications applied by professionals. 

L Consider a "fire ant information group." A spokesman for the organization—one 
who is viewed as a fire ant control expert—would address various civic and homeowner 
groups about fire ants, the problems encountered in controlling them and why broad-
cast bait applications work. 

A "Fire Ant Day" could be coordinated and include educational visits by the expert 
to schools and other groups. Expand the format to include walks through open areas, 
schoolyards and playgrounds to identify and treat problem areas. 

A key message is that contracting with a professional LCO ensures proper applica-
tion of the bait throughout the community; and that professional application frees 
neighborhoods of the responsibility for coordinating the community-wide effort. 

Other publicity angles are possible as a result of this approach: TV, radio, newspa-
pers, all can bring your company some potentially valuable exposure. 



Getting lots of really good new customers is 
a pain in the you-know-what, but... 

Even The World's Greatest, Most Reliable, Most Attentive To Detail, 
Hardest Working Gardener, Lawn & Garden Service Owner or Landscape 

Contractor Will Starve To Death—Without A Steady Flow Of New Customers! 
ttI started with a lawn mower and built a million-dollar-plus, highly profitable, and highly 

respected landscape contracting business at a rapid pace—because of my Customer 
Attraction Secrets...now, my Free Report reveals my secrets, to those who qualify." 

Dayton, Ohio- Arc you frustrated by advertising 
that never makes the phone ring? By being beat 
out of good jobs by cheap bidders? Feeling like 
you're starting your business all over again every 
season? Stuck at a certain level? 

A million dollar per year "entrepreneur of the 
year" says that most of his peers' and 
competitors' marketing is anemic, me-too-
istic, dull, full of costly waste, and 
ineffective. Arrogant? Egotistical? Marty 
Grunder says: "React to me any way you 
like—but one thing is for sure, if you are 
in the landscaping business or maintenance 
business, whether you are small or large, 
my marketing methods can easily double or 
triple your business in just one year, 
provide better customers, help you target 
and get exactly the kind of business you 
want, increase profitability and stability, 
and absolutely mystify and trump your 
competitors." 

Big talk? Yes, it is, but this Grunder 
wiseacre has been showing off—and 
blowing sceptics away—his entire life. As a 
freckle-faced, red headed Dennis-the-Menace 
type kid, he started his business with 
nothing more than a "push" lawn mower 
and chutzpah. That little business went to 
75 regular customers almost overnight. As 
a full-time student at the University of 
Dayton, while his buddies drove to school 
in old "beater" cars and flipped burgers for 
pocket money, Marty arrived in his Grunder 
Landscaping Company truck and, at age 21. did 
over $300.000.00 in business. Last year he was 
named Young Entrepreneur of the Year by the 
Small Business Administration's Midwest 
Region, in the 1 to 25 employees category. 
Currently, Marty oversees a staff of 30, 18 
trucks, a backhoe, an assortment of other 
equipment, and a diversified business doing 
everything from basic residential lawn mainte-
nance to complicated commercial landscaping 
projects—and, this year, breaking $1.5 million in 
annual sales. He's also investing in land, 
lecturing from time to time, and working with 
other landscapers as their "marketing coach." 

Million Dollar Marketing Secrets Revealed 
In A Free Report—If You Qualify! 

Grunder DOES have "secrets" for building these 
types of businesses, too. Here are just a few 
examples: 

1. How to spark referrals... how to turn 
"small accounts" into big business. 

2. How to increase Val-Pak Coupon, direct-
mail and Yellow Pages advertising results 
by 10% to 30%...make your advertising 
much more productive and be able to 
accuratelv measure its value. 

3. 

4. 

The 5 biggest mistakes 95% of the people 
in this business make when advertising 
and how to avoid them. 
How to stop the "price shopper" in his 
tracks. How to get good business 
without being the lowest bidder or 
offering cheapest price. 

Here's the smart-aleck kid standing next to his first truck. Who'd 
have guessed he'd quickly create the biggest and best company in 
southern Ohio, confound established, entrenched competitors, and 
exceed $1.5 million in annual sales? Betcha he has a marketing 
secret or two in his pocket that you'd love to steal, if you could! 

5. How to avoid the fatal mistake of 
confusing 'marketing' with 'selling'. 

6. Forget wasteful "name recognition" or 
"getting your name out there"—learn to 
"target," create and deliver a "market-
matched" message," and attract exactly 
the type and size of clients you really 
want. 

7. Why your "service" should never be the 
#1 focus of your marketing. 

8. Fowerful but simple letters and things to 
say to existent customers to cause demand 
for a variety of additional, highly 
profitable scrviccs. 

9. The "secret" borrowed from the fad-
diet business that sells high-priced, 
high-profit landscaping work like 
crazy. 

10. How to get people working for you and 
with you to really contribute like a 
championship team! 

11. How to use "automated, autopilot 
marketing" to bring in new business 
without you or anyone else even talking 
with prospects on the phone! 

12. Even "pcxir boy" dirt cheap marketing 
strategies, like what to write on a simple 
postcard to bring in a flood of new 
customers. 

13. The "4-Page" marketing tool used 6 
to lOx a year that is guaranteed to 
increase your business by at least 30% 
year after year...automatically! 

14. How to position yourself as a "famous 
expert" in your area, get a ton of free 
advertising and "fry" the competition. 

And there's a whole lot more. At the 
urging of a big-time, nationally respected 
direct marketing consultant and 
professional speaker who discovered and 
was "blown away" by everything Marty 
was doing, Mart)' prepared an easy-to-
read but very complete, provocative 
Special Report—"How To Re-Invent 
Your Lawn-Garden/Landscaping 
Business With Million Dollar Marketing 
Secrets"—and you may be able to obtain 
a copy at absolutely no cost whatsoever. 

Who Should Get Marty Grunder's 
Special Report? 
Mart)' asks that you call for his free 
Report ONLY if: (1) you own your 
own business or are the President, CEO, 
manager or marketing manager for the 
business; (2) you make the decisions 
about advertising, marketing, and 
customer service investments; (3) you are 
currently unhappy with some aspect(s) of 
your business; (4) you recognize that in 
today's competitive environment, just 
"doing a great job" isn't enough to 

sustain a business; and (5) you are willing to 
make progressive innovative changes in your 
business if convinced, even reasonably assured 
that doing so will dramatically improve sales, 
profits, customer satisfaction, referrals, growth, 
and community prominence. (Please do NOT 
waste your time or Marty's money getting this 
Special Report if you are close-minded, change 
resistance, fully satisfied with your income, or 
just a curiosity-seeker without sincere interest in 
changing your business for the better.) 

How To Get Your Free Report: 
Simply write "Report" on your business card or 
a sheet of your letterhead and FAX it to 937-847-
8067 or, for even more information and to get 
your Report, call 1-800-399-7135, listen to a 
brief free recorded message, then leave your name, 
company name, and address as instructed. You 
can FAX or call anytime, 24 hours a day, 7 days a 
week. If you prefer having your report sent 
confidentially to your home address, just let us 
know. Incidentally, requesting your free Report 
does not obligate you in any way; no salesperson 
will call to follow -up, nothing of the sort. 
However, this is a limited free offer, so please take 
care of it right now, while it's fresh in your mind. 

©1995 M. Grunder 

SORRY, OFFER NOT AVAII ABLE IN OHIO, OUR MARKET AREA. 



ASSOCIATION NEWS 

Duncan leads OTF in '98 
Joe Duncan, president of Ever-Green Turf and Landscape of Troy, Ohio, is the 

new president of the Ohio Turfgrass Foundation. 
David Webner, Lake Forest CC is president-elect; Randy Tischer of Green Velvet 

Sod Farms was named OTF vice president. 
Lin Dunaway of Walnut Grove CC is OTF treasurer for the new year. 

ALCA promotes 
industry to managers 

The Associated Landscape Contractors 
of America attended Workplace '97 in Oc-
tober, to explain to facility managers the 
environmental and economic benefits of 
plants in the workplace. ALCA brought 
together more than 35 ALCA member 
companies and suppliers in support of the 
theme "Hire a Professional Landscape 
Contractor." 

"Our displays and participation vividly 
demonstrated how plants reshape the work 
environment and why facility managers 
should hire a professional landscape con-
tractor," says Judy Guido, chair of the 
ALCA Public Relations Committee. 

Seven earn CLP 
title 

The following ALCA members re-
cently passed the Certified Landscape 
Professional (CLP) exam: 

Lome Hall, CLP, Western Lawns, 
Inc., Bethany, OK 

Thomas Moore, CLP, Environmen-
tal Care, Inc., San Jose, CA 

Shannon Parsley, CLP, Executive 
Landscape, Pensacola, FL 

Ronald Schmoyer, CLP, ISS Land-
scape Management Services, Tampa, 
FL 

Robert Schucker, CLP, R & S Land-
scaping, Midland Park, NJ 

David Snodgrass, CLP, Dennis' 
Seven Dees Landscaping, Portland, OR 

Thomas Whidden, CLP, Commu-
nity Landscape Services, Chantilly, VA 

For general information on ALCA's 
certification programs, contact Kim-
berly Pratt, Certification Manager, at 
800-395-2522. 



limite m i inhu mai imi mi products anil serviles advertised in (Iiis issue. 
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This card is void after April 15, 1998 

NAME (please print). 
TITLE 
FIRM 
ADDRESS 
CITY STATE. .ZIP. 
PHONE( 
INTERNET/E-MAIL ADDRESS. 

J - _FAX (_ 

I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: O Yes O no 

Signature:. Date:. 

Fill In ovals as shown: • 
1. My primary business at this location Is: (fill In ONE only) 
01 O 250 GOLF COURSES (Also fill in Questions #3 & #4) 
02 O 255 Landscape Contractors (installation and maintenance) 
03 O 260 Lawn Care Service Companies 
04 O 265 Custom Chemical Applicators (ground and air) 
05 O 270 Tree Service Companies/Arborists 
06 O 275 Landscape Architects 
07 O 280 Land Reclamation and Erosion Control 
08 O 285 Irrigation Contractors 

O Other (please specify) 
09 O 290 Sports Complexes 
10 O 295 Parks 
11 O 300 Right-of-Way Maintenance for Highways. Railroads or Utilities 
12 C 305 Schools. Colleges, Universities 
13 O 310 Industrial or Oftice Parks/Plants 
14 O 315 Shopping Centers. Plazas or Malls 
15 O 320 Private/Public Estates or Museums 
16 O 325 Condos/Apartments/Housing Developments/Hotels/Resorts 
17 O 330 Cemeteries/Memorial Gardens 
18 O 335 Hospitals/Health Care Institutions 
19 O 340 Military installations or Prisons 
20 O 345 Airports 
21 O 350 Multiple Government Municipal Facilities 

O Other (please specify) 
22 O 355 Extension Agents/Consultants for Horticulture 
23 O 360 Sod Growers/Turl Seed Growers/Nurseries 
24 O 365 Dealers/Distributors/Formulators/Brokers 
25 O 370 Manufacturers 

O Other (please specify) 
2. Which of tho following best describes your title? (fill In ONE only) 
26 O 10 Executive/Administrator- President, Owner, Partner. Director. General Manager. 

Chairman of the Board. Purchasing Agent, Director of Physical Plant 
27 O 20 Managor/Suporlntondent- Arborist. Architect. Landscape/Grounds Manager. 

Superintendent. Foreman, Supervisor 
28 O 30 Government Official- Government Commissioner. Agent. Other Government Official 
29 O 40 Specialist- Forester, Consultant. Agronomist. Pilot. Instructor. Researcher, 

Horticulturist. Certified Specialist 
30 O 50 Other Titled and Non-Titled Personnel (please specify) 

3. Is your golf course: 
31 O A Public 32 O B Semi Private 33 O C Private 34 O 0 Hotel/Resort 35 O E Municipal 

4. If you work for a golf course, how many holes are on your grounds? 
36 O 1 9 37 O 2 18 38 O 3 27. 39 O 4 36* 

5. How many acres are maintained at your facility? 

6 SERVICES PERFORMED (fill In ALL that apply) 
4 0 0 A Mowing 45 O F Turl Fertilization I 
4 1 0 B Turl Insect Control 46 O G Turf Disease Control 
42OC Tree Care 47 O H Ornamental Care 52 O M Landscape Installation 
43 O D Turf Aeration 48 O l Landscape/Golf Design 53 O N Snow Removal 
44O E Irrigation Services 49 O J Turf Weed Control 54 O 0 Other (please specify). 

50 O K Paving. Deck & Patio Installation 
51 O L Pond/Lake Care 

7a. Do you specify, purchase or Influence tho selection of landscape products? 
O Yes O No 

7b. If yes. chock which products you buy or sptclfy: (fill In ALL that apply) 
55 O l Aerators 62 O 8 Herbicides 69 O 15 Sweepers 
56 O 2 Blowers 63 O 9 Insecticides 70 O 16 Tractors 
57 O 3 Chain Saws 64 O 10 Line Trimmers 71 O 17 Truck Trailers/Attachments 
58 O 4 Chipper-Shredders 65 0 1 1 Mowers (reel/rotary) 72 0 1 8 Trucks 
" " 66 O 12 Snow Removal Equipment 73 O 19 Turlseed 

67 O 13 Sprayers 74 O 20 Utility Vehicles 
68 0 1 4 Spreaders 

59 O 5 De-icers 
60 O 6 Fertilizers 
61 O 7 Fungicides 
8. Do you have a modam? O Yes O No 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 m 112 124 136 148 160 172 184 1% 208 220 232 244 256 268 280 292 304 m 

BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

POSTAGE WILL BE PAID BY ADDRESSEE 

ADVANSTAR COMMUNICATIONS INC 
PO BOX 5054 
PITTSFIELD MA 01203-9697 
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BUSINESS REPLY MAIL 
FIRST-CLASS MAIL PERMIT NO 950 PITTSFIELD MA 

NO POSTAGE 
NECESSARY 

IF MAILED 
IN THE 

UNITED STATES 

POSTAGE WILL BE PAID BY ADDRESSEE 

P O T TBI 
! management 
ADVANSTAR COMMUNICATIONS INC 
PO BOX 5054 
PITTSFIELD MA 01203-9697 

February 1998 
This card is void after Aprii 15, 1998 

NAME (please print). 
TITLE 
FIRM 
ADDRESS 
CITY 
PHONE ( _ 
INTERNET/E-MAIL ADDRESS. 

J - _FAX ( 
.STATE. .ZIP. 

I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: O Yes O no 

Signature: 
Fill in ovals as shown: • 
1. My primary business at this location Is: (fill In ONE only) 
01 G 250 GOLF COURSES (Also All in Questions #3 A #4) 
02 O 255 Landscape Contractors (installation and maintenance) 
03 O 260 Lawn Care Service Companies 
04 O 265 Custom Chemical Applicators (ground and air) 
05 O 270 Tree Service Companies/Arborlsts 
06 0 275 Landscape Architects 
07 O 260 Land Reclamation and Erosion Control 
06 O 265 Irrigation Contractors 

O Other (please specify) 
09 O 290 Sports Complexes 
10 O 295 Parks 

_Date:_ 

11 O 300 Right-of-Way Maintenance for Highways. Railrgads or Utilities 
Schools, Colleges. Universities 

13 O 310 Industrial or Office Parks/Plants 
14 O 315 Shopping Centers. Plazas or Malls 
15 O 320 Private/Public Estates or Museums 
16 O 325 Condos/Apartments/Housing Developments/Hotels/Resorts 
17 O 330 Cemeteries/Memorial Gardens 
18 O 335 Hospitals/Health Care Institutions 
19 O 340 Military installations or Prisons 
20 O 345 Airports 
21 O 350 Multiple Government Municipal Facilities 

O Other (please specify) 
22 O 355 Extension Agents/Consultants for Horticulture 
23 O 360 Sod Growers/Turf Seed Growers/Nurseries 
24 O 365 Dealers/Distributors/Formulators/Brokers 
25 O 370 Manufacturers 

O Other (please specify) 
2. Which of the following bast describes your title? (All In ONE only) 
26 O 10 Executive/Administrator- President, Owner. Partner, Director. General Manager, 

Chairman of the Board. Purchasing Agent. Director of Physical Plant 
27 O 20 Manager/Superintendent- Arborist, Architect. Landscape/Grounds Manager. 

Superintendent. Foreman. Supervisor 
28 O 30 Government Official- Government Commissioner. Agent. Other Government Official 
29 O 40 Specialist- Forester, Consultant. Agronomist. Pilot. Instructor. Researcher. 

Horticulturist. Certified Specialist 
30 O 50 Other Titled and Non-Titled Personnel (please specify) 

3. Is your golf courso: 
31 O A Public 32 O B Semi Private 33 O C Private 34 O D Hotel/Resort 35 O E Municipal 

4. If you work for a golf courso. how many holts art on your grounds? 
3 6 0 1 9 3 7 Q 2 18 3 6 0 3 27 39 O 4 36* 

5. How many acrts are maintained at your (acidly? 
6. SERVICES PERFORMED (All In ALL that apply) 
40 O A Mowing 45 O F Turf Fertilization! 50 O K Paving. Deck & Patio Installation 
4 1 0 B Turf Insect Control 46 O G Turf Disease Control 51 O L Pond/lake Care 
42 O C Tree Care 47 O H Ornamental Care 52 O M Landscape Installation 
43 O D Turf Aeration 48 O l Landscape/Golf Design 53 O N Snow Removal 
4 4 0 E Irrigation Services 49 O J Turl Weed Control 54 O 0 Other (please specify) 

7a. Do you spoclfy. purchase or Influonco the selection of landscape products? 
O Yes O No 

7b. It yos. check which products you buy or spoclfy: (fill In ALL that apply] 
„ ^ 62 O 8 Herbicides 69 O 15 Sweepers 55 O l Aerators 
56 O 2 Blowers 
57 O 3 Chain Saws 

63 O 9 Insecticides 
64 O 10 Line Trimmers 

58 O 4 Chipper Shredders 65 0 1 1 Mowers (reel/rotary) 
66 O 12 Snow Removal Equipment 73 O 19 Turtseed 59 Ö 5 De-icers 

60 O 6 Fertilizers 
61 O 7 Fungicides 

70 O 16 Tractors 
71 O 17 Truck Trailers/Attachments 
72 O 18 Trucks 

67 O 13 Sprayers 
68 O 14 Spreaders 

74 O 20 Utility Vehicles 

8. Do you havo a modem? O Yes O No 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 



FEBRUARY 
10-15 Na t iona l A rbo r i s t Assoc. 
W in te r M a n a g e m e n t Conference, 
Hotel Intercontinental, New Orleans, 
La.; Carol Crossland, 800/ 733-2622; 
603/672-2613. 

11-13: Tur fgrass Producers Inter-
na t i ona l M i d w i n t e r Conference 
& Exposition, Westin Maui at 
Kaanapali Beach, Maui, Hawaii; 
800/627-13156 for travel accommo-
dations. 

14-18 ALCA Execut ive Forum, 
Renaissance Vinoy, St. Petersburg, 
Fla.; 800/395-2522. 

16-20 Long Is land Tur f grass 
M a n a g e m e n t Shor t Course, 

Long Island, NY; 607/255-1792. 

16-20: V i rg in ia Tech Tur fgrass 
Ecology a n d M a n a g e m e n t sho r t 
course, Donaldson Brown Hotel and 
Conference Center, Blacksburg, Va.; 
540/231-5128. 

16-2C In te rna t i ona l Erosion Con-
t r o l Assoc ia t ion Conference & 
Trade Expo, Reno, Nev.; 800/455-
4322. 

17-1! Landscape Cont rac tors 
Assn. W i n t e r Workshop , Univ. of 
Md. Shady Grove Conference Cen-
ter; Kathleen Feehan, 301/948-0810; 
301/990-9771 

Vista Palace, Orlando, Fla.; Julie Burns, 
215/564-3484; 215/564-2175 

19-2G N o r t h e r n Ca l i fo rn ia Tur f & 
Landscape Counci l show, Santa 
Clara Convention Center, Santa Clara, 
Calif.; 510/505-9600. 

23-24: Tur f & Grounds Expos i t i on II, 

Holiday Inn, Suffern, NY; 518/783-
1229. 

23-27: I l l ino is Turfgrass Foundat ion , 

IndVIII. Turfgrass Shor t Course, Holi-
day Inn, Willowbrook, 111.; Tom Voigt, 
217/333-7847; 217/244-3469. 

24-26: A th le t i c Field Cons t ruc t ion & 
Maintenance, Rutgers' Cook College 
Office of Continuing Professional Edu-
cation; 732/932-9271. 

25: NJ Landscape '98, Harmon 
Meadow, Secaucus, NJ; Mark Graser, 
201/664-6310. LM 

Renovation? 
Put the old on hold 
and let the new grow through! 
Put existing 
cool-season turf 
on hold to 
speed up 
establishment 
of new species. 

Turf and Ornamental Growth Regulator www.pbigordon.com 

©1998, PBI/Gordon Corporation. Embark® is a registered trademark of PBI/Gordon Corporation. 030/298 

17-19 Landscape Cont rac tors o f 
MD/DC/VA, W i n t e r Workshop , 
University of Maryland System 
Shady Grove Center, Rockville, 
Md.; 301/948-0810. 

18: Connect icu t Tur f & Landscape 
Conference, f o r t h e Connect icu t 
Grounds Keepers Assoc.; 
Hartford Civic Center, Hartford, 
Ct.; fax: 230/699-9912; e-mail: 
cgka@snet.net. 

18-21 O u t d o o r Power Equip-
m e n t D is t r i bu to rs Assoc ia t ion 
(OPEDA) annua l m e e t i n g , Buena 

http://www.pbigordon.com
mailto:cgka@snet.net


SUPPLIERS CORNER 

AgrEvo now supports GOLF-
WORKS, a program created by 
the Metropolitan Golf Associa-
t ion Foundation, which pro-
vides summer employment in 
country clubs for poor and mi-
nority high school students. 
GOLFWORKS has placed more 
than 100 students in jobs since 
1993. 

Zeneca Professional Products 
has named Jerid T. Wendling 
as Territory Sales Representa-
tive for the western Florida. 
Wendling handles sales and 
distribution of turf and orna-
mental products. Formerly 
wi th Ciba Crop Protection, 
Wendling holds a degree in 
plant and soil science. 

Rain Bird Sales now has 

Mitch Wood as a district man-
ager for the southeast US. 
Wood works wi th company 
distributors in the region to in-
crease sales and market share. 
Visit the Rain Bird web site at 
www.rainbird.com, for infor-
mation on various topics such 
as: product specifications (with 
detailed drawings); common 
questions; technical support-
product training schedules; irri-
gation design software (which 
can be downloaded from the 
site and links to other irriga-
tion-related sites. 

TRIMS So f tware Interna-
t iona l , Inc. has been awarded 
a contract to develop an 
Equipment Maintenance Sys-
tem for Jacobsen Div is ion o f 
Textron, Inc. The system will 

be installed at Jacobsen branch 
and distributor locations. The 
software provides preventive 
maintenance schedules, main-
tenance records, spare parts in-
ventory, on-line illustrated 
parts catalog and electronic 
parts order processing for 
maintenance technicians. 

Century Rain A i d has pur-
chased Gulf Coast Pump, a 
wholesale distributor of irriga-
t ion and well drilling supplies, 
wi th four locations in Alabama 
and Florida. Century is the a 
leading distributor of land-
scape irrigation equipment. 
The company now has 68 loca-
tions in the US and Canada, 
and plans to expand its prod-
uct line and training programs 
for drilling contractors, says 

Mike Stein, vice president of 
Century's Southeast region. 

Lof ts Seed reports that its Tri-
plex ryegrass blend will be 
used at Ericsson Stadium, 
home of the NFL's Carolina 
Panthers. In December, the 
Lofts company presented a 
check for $822,522 to Rutgers 
University, for turf royalties. 

Fa i rmount Minera ls has 
agreed to purchase the 
Garrick Corporat ion, Cleve-
land-based supplier of bulk 
materials to the landscape, 
golf and nursery industries. 
Gary Trinetti wil l continue as 
general manager and vp of 
Garick. Chuck Fowler is presi-
dent and CEO of Fairmount. 

Helen Lucas is vice president of 
Seed Research o f Oregon, 
Inc. Lucas manages the com-
pany's warm-season turf grass 
program, professional market-
ing in the Southwest and for-
eign marketing and sales ef-
forts. There is a new address 
for SRO: 27630 Llewellyn Rd., 
Corva 11 is, Ore. 97333. 

James R. Collins is the new spe-
cialty products director for 
FMC Corporat ion. 

At Jacklin Seed Co., the fol-
lowing promotions have been 
announced: Hiromi Yanagi-
sawa is senior vp of marketing; 
Tom Stoeser is senior vp of fi-
nance, administration and ac-
quisitions; Myron Lightbody is 
senior vp of plant operation; 
Glenn Jacklin is now senior vp 
production and grower ser-
vices; Dr. Doug Brede is senior 
vp of research. LM 

Info center 
V I D E O S A N D L I T E R A T U R E FOR T H E G R E E N I N D U S T R Y 

MANAGEMENT SOFTWARE FROM CHARLES...Vander Kooi & Associates, Inc. sells land-

scape est imating and accounting software. V K A Estimating Sof tware removes the guess-

work in bidding and recovers the correct a m o u n t of overhead for the job; c o m p l e t e s bids 

faster and more accurately and generates cost summary reports. "Mr. Accountant" soft-

ware includes the general ledger, accounts payable, accounts receivable, d isbursements 

and payroll modules . Costs are $ 4 9 0 0 for account ing programs; Estimating sof tware 

starts at $ 7 9 5 . D e m o s available. Contact Vander Kooi & Associates, Inc., at 1 4 9 5 

Harborgate Blvd., Mt. Pleasant, S C 2 9 4 6 4 - 4 2 1 2 ; 8 8 8 / 9 7 1 - 1 7 2 4 . 

BROCHURE FOR LEAF PICK-UP HOSES...The Flexaust C o m p a n y has in troduced a n e w 

four-color product brochure for l ightweight f lex ible hose and ducting. T h e 12-page 

publ icat ion makes it easy to ident i fy the right product for a myriad o f industrial applica-

tions. Free o f charge; contact T h e Flexaust C o m p a n y , Inc., P .O. Box 4 2 7 5 Warsaw, IN 

4 6 5 8 1 - 4 2 7 5 ; 1 - 8 0 0 - D U C T I N G ; w w w . f l e x a u s t . c o m 

COMPANY GUIDE TO LIGHTING PRODUCTS... 
C o l u m b i a Lighting and Prescolite • Moldcast Lighting o f Spokane, W A , have issued the 

first edi t ion o f the Product Selection Guide. T h e 402 -page , ful l -color guide provides 

c o m p r e h e n s i v e product data for all C o l u m b i a and Prescolite • Moldcast product lines. 

A w i d e array o f ful l -color application p h o t o s dep ic t C o l u m b i a and Prescolite • 

Moldcast f ixtures in a range o f environments . C o p i e s are free to professional l ighting 

specifiers. Fax requests to: 5 0 9 - 9 2 1 - 7 5 3 9 . 

http://www.rainbird.com
http://www.flexaust.com


Practical turfgrass management information you can depend on. 
Your subscription to TURFGRASS TRENDS gives you the information you need to manage the 
toughest turfgrass problems. Written by experts in the field, timely information and latest 
leading-edge research give you practical, proven answers to the challenges you face. 
• disease management • nutrients • insect management 
• genetic improvement • irrigation • weed management 

TURFGRASS TRENDS is the hands-on tool you've been looking for to keep up to date on the latest 
cutting edge research and proven turf management practices. Find out why others are calling 
TURFGRASS TRENDS "the research digest for turf managers." Begin your subscription today! 

"TURFGRASS TRENDS is an important 
planning resource. The advanced 
seasonal information is timely for 
preparing my stress-avoidance 
programs." 

Mark H. Bunte 
Golf Course Superintendent 
Lake Wildwood Country Club 
Penn Valley; CA 

u . . . helpful and informative. 
I believe this is a very valuable 
publication, especially as we all 
work to protect the environment." 

Dr. Terrance R Riordan 
Turfgrass Plant Breeder 
University of Nebraska 

"TURFGRASS TRENDS is geared 
toward conveying information, not 
advertising . . . I consider it to be 
the best publication in my field." 

Barry Carter 
Golf Course Superintendent 
Oak Hills Country Club 
San Antonio, TX 

O Yes! Begin my subscription to TurfGrass 
TRENDS 

U.S. & C A N A D A o 6 Months $96 0 1 Year $180 
A L L O T H E R C O U N T R I E S O $210 (1 Year) 

Payable in U.S. funds drawn on a U.S. bank. 
Back issues available at $15 each, prepaid. 

• 

AN ADVANSTAR PUBLICATION 

O MY payment enclosed. (Make checks payable to TURFGRASS TRENDS.) 

O Charge my subscription to: O VISA O MasterCard O American Express 

Signature Date _ 

Account # Exp. Date _ 

Billing Address 

City State Zip/Postal Code 

Fax completed form with credit card information to 218-723-9437, or mail coupon with your payment to 
TURFGRASS TRENDS, 131 West First Street, Duluth, MN 55802-2065. 

Name (please print) 

Title 

Business 

Address 

City State Zip/Postal Code 

Country 

Internet/E-Mail Address 



PRODUCT REVIEW 

New decks for Hustlers 
Excel Industries introduces two new competitively priced 

side-discharge decks. With a choice of 60 and 72-inch mod-
els, the new decks are available for the 3000 and 4000-Series 
Front Mount tractors 
as well as the 2500 
Mid-Mounts. 

These new side-
discharge decks can 
be easily converted to 
mulching decks and 
can also be adapted to 
the Hustler BAC-
VAC collection sys-
tem. Another impor-
tant feature available 
on the front-mount 
versions is the tilt-up 
design which allows for easy blade servicing. 

For more information, contact Excel Industries at 
800/395-4757, or 

Circle No. 264 

Toro's Z Master fast, rugged 
Sporting a sleek, compact design, the new line of Z Master 

Outfront ZRTs are rugged, hill-hugging mowers. The Z325 and 
Z320 are equipped with huge 23-inch tires (the largest for com-
petitive OFZ riders), a wide wheelbase and low center of gravity 
and weight directly over the rear wheel, which provides supe-
rior stability and exceptional traction on undulating turf. 

The Z Master OFZ also features hydrostatic drive, and a 
choice of either a 20-hp (Z320) or 25-hp (Z325) Kohler Com-
mand vertical-shaft engine. With a forward ground speed of 
over 8 miles per hour and a reverse speed of 4 miles per hour, 
the Outfront Z riders are the fastest on the market. 

The Outfront Z riders are available with 60-inch side-dis-
charge deck or a 48-inch Recycler/rear bagger deck, a first in the 
industry. The deck converts within minutes with basic hand 
tools. 

Circle No. 265 

Circle No. 263 

Commercial Clipper is tough 
cutter with lots of torque 

The new zero-tuming-radius Commercial Clipper from 
Country Clipper has a 25-hp Kohler V-Twin OHV Com-

mand engine and 23-inch 

Swisher ZTR is sleeker 
Swisher continues to improve its Zero-Turning Radius Ride King Mower with a new easy, 

height adjustment system, 
wider wheels for better traction 
and ride, new seat for more op-
erator comfort, and a new aero-
dynamic look. 

Available with 8-hp Briggs 
& Stratton or 6-hp Tecumseh. 
Optional convertible mulching 
capability. Optional built-in 
sweeper bagger available. Con-
tact Swisher Mower & Machine 
Co. at 800/222-8181, or 

drive wheels. The Kohler en-
gine provides more torque 
and high fuel economy along 
with a reduction in noise and 
vibration. 

Other improvements in-
clude a 10-gauge steel-rein-
forced deck. Both the 48-inch 
and 60-inch decks have steel 
plate reinforcement at the 
trim edge, spindle attachment 
area, front deck lip and skid 
lift discharge chute. 

Contact Country Clipper 
at 800/344-8237, or 

Circle No. 266 



Articulator stable in severe terrain 
LasTec's Model 325E Articulator features three individual 

25-inch cutting decks combined for a total cut path of six feet. 

LasTec combines its floating rotary mower deck with its o w n 

25-hp hydrostatic drive unit, resulting in a true zero-turning-ra-

dius, high-ground-speed, contouring mower. 

A wider wheel base and lower center of gravity provide 

greater side hill stability and safer cutting conditions on severe 

terrain. Add headlights for night cutting and taillights and flash-

ers for safer road travel. 

Phone 8 0 0 / 5 1 5 - 6 7 9 8 for the LasTec dealer nearest you, or 

Circle No. 267 

SCLA -

Scag STHM Hydro Rider 
runs cool 

Scag has designed its STHM Hydro Rider for more 
productivity, performance and profits. The high-capac-
ity hydro cooling system features a 13 quart nylon 
reservoir and heavy-duty cooling radiator for cooler 
running, resistance to contamination and longer com-
ponent life. The state-of-the-art drive system provides 
smooth, even power to both wheels and single-pedal 
control. 

Bush Hog improves side-mount 
rotary mower 

Performance of Bush Hog's SM-60 side-mount rotary cutter has been 
improved through several new features. The increaser housing has been 
eliminated by connecting the PTO driveline directly to the hydraulic 
pump. The hitch is now Cat II standard and Catll/lll quick hitch. Available 
horsepower at the cutter head has been increased. The PTO shaft is in-
cluded in the base unit. The hydraulic output of the pump has been in-
creased. 

'These improvements wil l help people who cut along roadways, lake 
dams, drainage ditches, embankments and sloping terrain do it more effi-

The Scag STHM is available wi th a 52, 61 or 72-inch 
cutter deck and 20 or 22 hp Kohler Command engines. 
Optional accessories include a 44-gallon grass catcher 
with auxiliary engine, an easy-to-install mulching plate 
and an electric deck lift. Check with Scag Power Equip-
ment at 414/387-0100, or 

Circle No. 269 

ciently," said Robert O. Moore of Bush Hog. The SM-60 delivers a 5-foot-
wide cut wi th a maximum reach of the cutter head of 12 feet from the 
tractor center line. Operation is all hydraulic. 

For more information contact Bush Hog at 334/872-6261, or 
Circle No. 268 



> P R O D U C T R E V I E W 

Customize the 
Prowler to your 
needs 

Two engine options, two 
deck options, two tail wheel 
options. Encore's Prowler front 
cut riders have all the heavy-

duty specs 
commer-
cial cut-
ters need. 

Options include: 
• 52" or 61 " cutting decks, 
• 20-hp water-cooled 

Kawasaki or 22-hp air-cooled 
Kohler engines, 

• single or dual tail wheels, 
• dual path hydrostatic 

drive, 
• zero turning radius. 
For more information 

about the Prowler call 
402/228-4255, or 

Circle No. 270 

Looking for pavers? These are new 
The Florastone Collection has 

Calla Lilly, Tiger Lily, Rose, Orchid 
and Field Stone companion 'Tex-
tured" Molds. These pavers are 
available in 16" x 16" x 1-1/2", for 
garden pathways. 

Molds are made from industrial 
strength urethane. Stones can be 
made in any color. Stones retail in 
California for S9.95 apiece. 

Long-lasting molds are available 
in a minimum order of four flowers 
and field stones at $150 plus $15 
shipping. Contact the Florastone 
Collection at 15840 Ventura Blvd., 
#201, Encino, CA, 91436; 818-761-
6959. 

Circle No. 272 

The DewEze for 
multi-terrain mowing 

The DewEze ATM-7 2 (All Terrain Mower) is 
the safe solution for multi-terrain, cost-effective 
mowing equipment. It's powered by a 27-hp, air-
cooled diesel engine and features fully hydraulic, 
floating mower decks. A hydrostatic control and 
auto-leveling system keep the operator fully and 

safely upright on slopes. 
Other features include: quick, tight 

turns with rear discharge, simple blade 
maintenance, and an operators seat de-
signed for maximum safety. 

Call 800 /835-1042 for more informa-
tion, or 

Circle No. 273 

Bunton BZT can cruise 
The Bunton Division of Jacobsen Textron offers the BZT 31 Liquid-Cooled zero 

turn rider powered by a 31-hp Briggs & Stratton Daihatsu gas engine. 
It features a 72-inch cutting width 

with forward travel speeds up to 9.5 
mph. Other features include: electronic 
deck lift and height adjustment system, 
large tires and wider wheelbase, easy 
service access, and optional ROPS. 

For the lowdown on the BZT 31, tele-
phone 502/966-0550, or 

Circle No. 271 



Joining ALCA was the best investment, 
I ever made. " 

"When I started in this business in 1978, 
I had a lot of business questions no one 
was answering," says Judson Griggs, senior 
landscape architect at Lied's Landscape in 
Sussex, Wis. "That's when 1 joined 
ALCA." 

"By networking with 
ALCA members from around the 
country, attending marketing and 
technical seminars and using 
the Operating Cost Study to 
estimate projects, I have 
helped my company to 
achieve record sales revenues 
of more than $10 million dollars. 

"If you are serious about growing your 
landscape business, ALCA is the best 
resource in the country. Through their 
meetings, videos a|nd publications, I 
learned cutting-edge techniques that I 
applied immediately to various projects 
which ultimately helped the company 
evolve and sustain its leadership role, in 
the marketplace." 

Join ALCA today and meet people 
like Judson Griggs. 

If you are an exterior, interior or 
landscape maintenance contractor, or 
simply want to see the landscape 
industry grow, call (800) 395-ALCA, 
or (703) 736-9666 for more informa-
tion, or write: ALCA, 150 Elden 
Street, Suite 270, Herndon, VA 
20170. Fax (703) 736-9668. 

ASSOCIATED LANDSCAPE CONTRACTORS OF AMERICA 



L IVI M A R T 

When it comes to aeration, Millcreek gives you 
more choices, faster delivery, and more ways to 
help you promote your aeration business. 

Models to Fit Your Equipment With so many 
models to choose from, you'll find a Millcreek 
aerator to fit your existing equipment. 

Rugged Construction Millcreek Aerators are 
no-nonsense workhorses that get the job done 
and keep on working and earning. 

Affordable Prices You won't find more 
competitive pricing anywhere in the market. 

Guaranteed Fast Delivery Order by 
1PM Eastern time, your aerator shipped next 
business day or we pay the freight. 

Free otter Call today. We'll send you a FREE 
"Aeration for Profit" kit, with ad slick and 
reproducible handout flyer. 

14 Front mount aeraton 

8 models of tow behind aerators 

Bird-in-Hand, PA 17505 

1 800 879 6507 
Circle No. 118 

Poke holes, make money 

Circle No. 141 

N o other product c a n beat the durabil i ty a n d 
des ign f l e x i b i l i t y offered by VERSA-LOK 
solid retaining w a l l units. 

N o except ions . 

Call ( 8 0 0 ) 7 7 0 - 4 5 2 5 to receive FREE Des ign & 
Instal lat ion Guide l ines 

a n d learn about the 
advantages of our 

solid units . 

V E R S A - L O K " Retaining Wall Systems 
Oakda le , M N • ( 8 0 0 ) 7 7 0 - 4 5 2 5 • h t tp : / /www.versa - lok .com/wa l l 

Circle No. 132 on Reader Inquiry Card 
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You Got Nuisance 

Fruit? 
We have 

the answer 

Florel 
Fruit Eliminator 

M O N T E R E Y ® L a w n a n d Ga rden Products, Inc. 

209/499-2100 
www.monterey lawngarden.com 

O f T e r a f c S A I I 2 4 V A C S y s t e m s | -

| | | t t n i V i W ì r i ) J ^ i i ì r r a n t v 

' 5 M i l e s o f R a n g e 

P D T F M T r a n s m i s s i o n 

O n e 9 V B a t t e r y j 

A u t o m a t i c R e s e t t i n g F u s e 

R e c e i v e r b u i l t - i n - S a f e t y D e f a u l t 

e m o t e C 
É f è h n o l o 

http://www.versa-lok.com/wall
http://www.montereylawngarden.com


Attention Landscapers! 

L M M A R T 

Everywhere You Look 
- There We Are! 

Ranked Among the Best 
Franchise Opportunities in America! 

Success 
Magazine 
GOLD 
1 0 0 

I Entrepreneur 
' Magazine 
I Franchise 

500 

Income 
Opportunities 
Platinum 

200 

Business 
Start-ups 

The Top 
150 

• Proven Leaders in the Lawn Care Industry 
• 17 year Track Record of Successes 

• In-depth Training 
• Exclusive Territory • Extensive Support 

\\r . 
nitro-green MOMSSIONRiy/ 

Call Roger Albrecht at: 1 800-982-5296 

Order Mycor " f r e e S a v e r " Now, and Receive 
H e a l t h y Start"BiofertilizerTablets, F R E E ! 
When you place your first order for 150 - 3 oz. handy paks or a bulk 5-gallon pail 
of Tree Saver \ we'll include a 10 lb. box of Healthy Start' 12-8-8 Biofertilizer 
Planting Tablets to help get your plantings off" to the best possible start. In addition 
to natural organic nutrients and humic acid. Healthy Start Macro Tablets contain 
the slow-release nitroform fertilizer, along with nitrogen-fixing and phosphorus 
solubilizing bacteria, w hich new plantings need to take h o l d . . . and take off! 

PLANT 
HEALTH 

CARE. INC. 

Plant Health Care, Inc. 
440 William Pitt Way. Pittsburgh. PA 15238 

1(800)421-9051 
www.planthealthcare.com 
Mycor. Tree Saw . Terra-Sort) and Healthy Start are trademarks of Plant Health Care. Inc. 
©1997 Plant Health Care. Inc. Offer expires June 1.1998. 25F98T2 

H« 

NEW T-60 Series II 
HydroSeeder 

• Returns purchase price 
in as little as 8 acres. 

• The ideal machine for 
residential and small 
commercial projects. 

• Optional operator's 
platform expands 
your opportunities. 

Call 1-800-543-7166 
for a FREE Information Kit! 

« N N 
CORPORATION 

9281 LeSaint Drive, Fairfield, OH 45014 
Phone (513) 874-2818 • Toll Free (800) 543-7166 • Fax (513) 874-2914 

* Based on list price, 15% down, 48 month lease-purchase.Taxes and optional Tower/ 
Hose-Reel not included.HydroSeeder® is a registered trademark of Finn Corporation. 

Circle No. 110 

It's Time To 
Some Brass! 

WEST AG IRRIGATION PRODUCTS 
PH: 213-224-3760 • 800-521-4377 
FX: 213-223-4297 • 800-237-3807 
Made and assembled in the USA 

ur Transplant 
Patients Have 
Mycor™ Tree Saver Mycorrhizal Fun ft Inoculant 
Dramatically Reduces Transplant Losses, Three Ways: 
1. MyCOIThizal Fungi: These endo- and ectomyconhizal 

fungi enhance water and nutrient uptake, and improve 
resistance to disease and environmental stress. 

I p S g j g S ^ ; ^ 2. Terra-Sort Water-absorbent hydrogel ensures water 
^ S a m S S ^ S i availability to prevent drought. 
MYC0RRHIZAE 3 BÎOStimulantS: Organic seakelp. yucca extracts and humic 

acids stimulate root growth and aid in rapid establishment. 

Circle No. 143 
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L M M A R T 

Janata 
The Best Professional 
Trimmer Value in the 
Industry! 

Tanaka 
TBC-2510 

Grass Trimmer / Brushcutter 

• 24cc, 1.3 hp Engine 
• BRAIN® Fully Automatic Trimmer Head 
• Solid-Steel Drive Shaft 
• Heavy-Duty Anti-Vibration System 
• Weighs Only 12.4 lbs. 

Go for the... win 
-(Wise nvestment Now 

Call (253) 395-3900 for your nearest Tanaka Dealer. 
' U.S. Suggested Retail based on Distributor Participation. 

Circle No. 119 

S T O P Ü You Need it... 
i We've got it! 

The right product at the right price, right away! 

Over 3,OCX) landscape maintenance tools 
and supplies in-stock & ready to ship 

est 

CALL TODAY for our money saving catalog 
1 - 8 0 0 - 6 3 5 - 8 6 8 6 

See you at the CLCA show booth #1157 

Faster Results. Fewer Hassles. 
F l e x x " is a potent, dry water soluble biostimulant with fully-chelated 
micronutrients. nitrogen fixing and phosphorus solubilizing bacteria and 

Yucca extract wetting agent. The fast-acting 
Flexx" formula stimulates root growth, improves 
resistance to stress and disease, and promotes 
greener, denser turf that plays more consistently. 

Packaged in pre-measured 7 lb. bags that treat 
1 acre, dry Flexx * Turf Premix costs less per 

application, ships more economically, stores more efficiently and won't 
freeze, separate, degrade or ferment on the shelf | 
like most liquid biostimulant products. 

T U R F P R E M I X 

PLANT 
HEALTH 

CARE, INC. 

Plant Health Care, Inc. 
440 William Pitt Way. Pittsburgh. PA 15238 

1(800)421-9051 tte* 
3 * * 

www.planthealthcare.com 
Flew in a trademark of Plant Health Care. Inc. C1997 Plant Health Care. Inc. 24F98G6 

Circle No. 129 

INFORM • INTRODUCE • INFLUENCE • INSTRUCT 

CUSTOM r v 
POINTS 

Reprints of Landscape Management 
articles, advertisements, news items or special 
announcements are available through Advanstar 
Marketing Services. Customized to meet your 
specific needs, reprints are highly effective when 
you use them to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and seminars 
• Train and educate key personnel, new hires 
• Enhance press kits 
• Compile reference materials 
• Track trends and emerging technologies 

ARTICLES 
NEWS ITEMS 
ADVERTISEMENTS management 

ADVANSTAR MARKETING SERVICES 
1 - 8 0 0 - 7 3 6 - 3 6 6 5 
2 1 6 - 8 9 1 - 2 7 4 4 
FAX: 2 1 6 - 8 9 1 - 2 7 4 0 

http://www.planthealthcare.com

