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HAND-WEEDING IS A WASTE OF TIME. WITH 
ROUNDUP HERBICIDE, YOU'LL DO THE JOB FASTER 
AND HAVE MORE TIME TO HANDLE OTHER WORK. 

Around patios, steps, walks, driveways, 
curbs and flower beds-the weeding jobs that 
used to take a lot of time now take just a 
minute with Roundup? Here's one herbicide 
that controls many kinds of weeds, over 100 
in all. And Roundup gets them, roots and all, 
so they won't grow back. 

Besides making weed control faster and 
easier, Roundup also helps make it more 
economical. For example, with one gallon of 
2% spray solution you can treat 
30 tree rings for about 
a nickel apiece* 

AFFORDABLE 

Roundup can be used with confidence 
because it has exceptional environmental 
characteristics. It's virtually odorless, and 
when properly applied, Roundup won't wash, 
leach or carry over in the soil. 

Use Roundup once and you'll see how it 
can make weeding easier, faster...and your 
operation more profitable. 

You'll see that in a minute. 

A TRIMMING & EDGING GUIDE FOR ROUNDUP 
HERBICIDE IS AVAILABLE. CALL TOLL-FREE 

800-621-5800. IN ILLINOIS, CALL 800-972-5858. 

•Cost of one gallon of 2% spray solution of Roundup to treat 
low-growing vegetation. 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP 
RoundupH is a registered trademark of Monsanto Company. 

© Monsanto Company 1985. RNC-5-101D 

EFFECTIVE 
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WHEN LAWN CARE IS YOUR BUSINESS, 
DEPEND ON THE BEST IN THE BUSINESS 
Tough, durable, and reliable, the best in the busi-
ness. That s SNAPPER s heavy duty lawn and garden 
equipment for you. More than a quarter of a century 
of innovative American craftsmanship goes into 
every machine we build. So you know you can 
depend on them year in and year out to make you 
look good on each and every job. That s why over 
the years SNAPPER s reputation for excellence has 
continued to grow and gain the 
respect of more and more pro-
fessionals in the lawn care 

business. They know SNAPPER s versatility and 
durability has withstood the test of time. They know 
SNAPPER s built tough to work long and hard. So if 
lawn care is your business, why not go with the best 
in the business. SNAPPER s commercial lawn and 
garden equipment. Write SNAPPER Power Equip-
ment. McDonough. GA 30253, Dept. AL852 
for further information. 
t It's a snap with 

(SNAPPER 

33 Hi-Vac. 41 and 
48 discharge optional 
rotary mowers 

I 1 Dual Range 
transmission 

12 forward 

2 rev 

SNAPPER POWER EQUIPMENT *wg,a30253 ' ' 
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THE COVER 
Franchising is an attractive business proposal to many lawn care opera tors because it s e ems to offer 
the best of both worlds — you can be your own boss and have a "bus iness pa r tne r " to fall back on. 
Tu rn to page 32 to learn m o r e about lawn care franchising. (Props by Morgan U n i f o r m s & Linen 
Rental , Cleve land , Ohio; Photo by Barney Taxel ) . 

CALENDAR 

Feb. 19-20 
Nor theas te rn Pennsylvania 
Turfgrass & G r o u n d s Maintenance 
School, Luzerne County 
C o m m u n i t y College, Prospect St. & 
Middle Rd., Nant icoke, PA. Contact : 
William Kleiner, Luze rne Co. Ext. 
Serv. , 200 A d a m s Ave. , Scranton, 
PA 18503; 717/825-1701. 

Feb. 20 
1985 Const ruc t ion Industry 
Legislative Confe rence , Sacramento , 
CA. Contact : Bob A. Gouley , 
California Landscape Cont rac tors 
Association, 2226 K Street , 
Sacramento , CA 95816; 
916/448-CLCA. 

Feb. 21 
Commerc ia l Turfgrass Short Cour se , 
University of Georgia Coopera t ive 
Extension Service, Atlanta, G A . 
Contact : Gil Landry, 2400 College 
Station Rd., A thens , G A ; 
404/542-5350. 

Feb. 22 
Recreational Turfgrass Short 
Course , University of Georgia 
Coopera t ive Extension Service, 
Atlanta, G A . Contact : Gil Landry, 
2400 College Station Rd., A thens , 
G A ; 404/542-5350. 

Feb. 25-28 
National Fertilizer Solut ions 
Association, Fluid Fertilizer 
Training Insti tute, Clarion Hotel , St. 
Louis, MO. Contact : Denn i s E. 
Brown, 8823 Nor th Industrial Rd., 
Peoria, IL 61615; 309/691-2870. 

Feb. 26-28 
Western Pennsylvania Turf & 
G r o u n d s Maintenance School & 
Trade Show, Pit tsburgh Expo 
Mar t /Mar r io t t Hotel , Monroevi l le , 
PA. Contac t : Chris t ine King, 
Pennsylvania Turfgrass Council , 
P.O. Box 417, Bellefonte, PA 16823; 
814/355-8010; or J ames Helbling, 
965 Balmoral Dr. , Pi t tsburgh, PA 
15237; 412/366-9018. 
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ALA looks at the status of the "right-to-know " ordinance in Lyndhurst. OH. 52 
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Lawn care operators respond to A LA's second annual chemical buying questionnaire. 7 8 
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58 Dr. Gayle L. Wort ami Jana S. Stewart study the effect of necrotic ring spot on bluegrass lawns. 58 

Variations in Response of Cool-Season 
Turfgrasses to Growth Retardants 
Nick Christians and James Nau outline experimental work on growth-retarding chemicals. 68 

Tank-Mixing Herbicides for Weed Control in Bermudagrass Turf 
B. J. Johnson reports on an experiment conducted on common bermudagrass. 7 4 
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ALA PUBLISHER'S FEEDBACK 

ChemLawn is not the only lawn 
service corporation moving 
into the pest control service 
business — they just happen 

to be the largest and most visible! 
We've learned of many other lawn care 
operators who have branched into 
structural pest control in 1984, and of 
even more that are planning marketing 
efforts in this business area for 1985. 
It's an interesting development that 
we'll be watching with keen interest. 

As you may be aware, we also publish 
a magazine for the pest control industry 
(Pest Control Technology) and sponsor a 
national business conference and trade 
show for that industry. PCO Expo was 
established in 1984 as the first all busi-
ness conference for PCOs. It was de-
signed to help them meet the chal-
lenges of a competitive marketplace. 
Our second annual conference will be 
held at the Hyatt Regency Atlanta later 
this month (February 28 — March 2), 
and it will present over 60 educational 
seminars on all facets of operating a 
pest control business — as well as 
several sessions on lawn care. The 
seminar series on lawn care will probe 
different turf issues and explore new 
technologies and methods in lawn care. 

For those of our readers looking at 
pest control for business expansion, 
PCO Expo represents a great opportuni-
ty to meet and interact with over 500 
pest control professionals from around 
the country, in addition to bringing 

home a wealth of useful information 
for your business. Included in our 
educational program are seminars on: 
Choosing Pesticides for General Pest 
Control; Contracts and Warranties 
Workshop; How to Sell and Service the 
Institution Market; Growth By Acquisi-
tion; Marketing Strategies in Pest Con-
trol; Managing Your Customer List; 
Exploring Franchising and Marketing 
Groups; Operating Pest Control and 
Lawn Care Under One Roof; Account 
Analysis for Lawn Care and Pest Con-
trol Operations; Managing Your Major 

Departments; and much more. 
PCO Expo will also have many gener-

al business subjects that apply to lawn 
care operators as well as PCOs, includ-
ing: Computerizing Your Business; 
Tax Planning for the Closely Held 
Corporation; Getting Money Out of 
the Business; Employee Evaluation 
Techniques; Successful Interviewing 
and Firing Practices; Supervisory De-
velopment; and 45 other business 
seminars. 

All seminar registrants also receive a 
free admission badge into the Showcase 
Exhibition, a trade show which features 
leading manufacturers' displays of pro-
ducts. Attendees, both pest control and 
lawn care operators, will also benefit 
from the conference's inspiring keynote 
address, entitled "Getting the Best Out 
of Yourself." 

If you are interested in gaining valua-
ble insight in the pest control service 
business, PCO Expo is your opportuni-
ty to ask questions of the industry's 
leading businessmen, an opportunity to 
listen and learn. For more information, 
call 800/243-3238. 
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UNDERCOVER 
TURCAM 
INSECTICIDE 

For Use On ly by Pro fess iona l App l i ca to rs on 
Ornamenta l Trees, Sh rubs and Tur f 

ACTIVE INGREDIENT: 
Bendiocarto (2.2-<J.methyM. 3-ben20dK>xo1-4-oi 

methytearbamate') 
•NERT INGREDIENTS: 

P l l r l l No 3 73613« 

EPA REGISTRATION NO 45639-59 
EPA EST NO 45639-MM 

P+rc#nt fry WtifllR 

76% 
24% 
100% 

KEEP OUT OF REACH OF CHILDREN 
WARNING 

HARMFUL OR FATAL IF SWALLOWED 
STATEMENT OF PRACTICAL TREATMENT 

» «waitow«! - Dnnk 1 or 2 glasses o» water and «duct vomiting t* 
loocrung back of throat with fmger Do not mduce vomiting or giva anythmg 
oy mouth to unconscious person Gel medical attention 

An advanced carbamate insecticide that roots out 
and ruthlessly destroys white grubs, chinch bugs, 
sod webworms, mole crickets and other lawn and turf 
"terrorists". This tough operator doesn't get trapped 
in thatch, thus assuring positive grub control. 
TURCAM® is odorless...works well in spray equip-
ment...won't damage turf or ornamentals. You'll find 
that TURCAM packs a federally-approved nationwide 
label, too. 
Powerful reasons for assigning TURCAM to your 
toughest pest control problems. 
For more information on TURCAM, including full 
labeling and recommendations for use, contact your 
local distributor or write to: 

W N O R - A M 
NOR-AM CHEMICAL COMPANY 
i c n o c i i xArs i / t« D/vo/t d r \ q^vw -7vine 



ALA INSIDE STORY 
Èmmmmmmmmmmm 

When you think of franchis-
ing, you generally think 
of fast food, thus the 
inspiration for our cover 

photo this month. Franchising is cer-
tainly big business in the lawn care in-
dustry, but this mode of doing business 
has not caught on to the degree that it 
has in the fast food and motel indus-
tries. Of course, the lawn care industry 
is still relatively young, so franchising 
could someday play a bigger role in the 
way operators do business. 

But if you are interested in operating 
a lawn care franchise today, then this 
month ' s cover story is " m u s t " reading. 
We talked to some of the country 's 
leading lawn care franchisors to get 
input on what they look for in a franchi-
see, how their franchises operate, what 
the franchisee should expect from the 
franchisor and other details of franchise 
ownership. 

In conjunction with the cover story, 
we also have an article from Ed Wand-
tke and his associates at All-Green 
Management Associates, Columbus, 
OH. Wandtke addresses the franchising 

issue by posing a number of questions a 
potential lawn care franchisee should 
ask himself before signing a franchise 
agreement. 

Whether you are considering a fran-
chise or not, you will no doubt be inter-

ested in Assistant Editor Vivian Fotos' 
article on lawn care pricing strategies 
and trends. We also have a happy note 
on the status of the "r ight- to-know" 
ordinance in Lyndhurst , OH; the ordi-
nance has been put to rest, at least for 
now, following a mayorial veto. On a 
sad note, we have a report on the tra-
gedy in Bhopal, India and its effect 
upon United States' supplies of the in-
secticide Sevin®. 

As always, we have a highly informa-
tive collection of technical turfgrass re-
search articles. We have "Bluegrass 
Necrotic Ring Spot ," by Dr. Gayle L. 
Worf and Jana S. Stewart; "Tank-
mixing Herbicides for Weed Control in 
Bermudagrass Tur f , " by Professor B.J. 
Johnson; and "Variations in Response 
of Cool-Season Turfgrasses to Growth 
Retardants" by Dr. Nick E. Christians 
and James Nau. Read on! 

INTRODUCING THE 
DELUXE E - Z ® 
FROM D.B. SMITH 
The Best. Again. 

'Also available in 
galvanized and 
stainless steel. 

POLY KNAPSACK SPRAYER 
. . . see the difference over 90 years 
experience makes. 

FEATURES: 
• Lightweight 
• Durable 
• Large fill opening 
• Handle adjusts for left or right 

operation 

IDEAL FOR: 
• Agriculture 
• Horticulture 
• Lawn & Garden 
• Orchards 
• Pest Control 
• Woodlands Industries 

D.B. SMITH & CO., INC. 
Main Street, Utica, New York 13501 
Tel. (315) 735-5223 
Cable Code: DBSCO Utica, NY 
Telex: 522372 (IP A HOWD) 
THE ORIGINATORS OF SPRAYERS 
SINCE 1888 

• All Viton Seals 
• Parts interchangeable with Smith 

Deluxe Sprayers 

ALSO AVAILABLE 
A FULL LINE OF 
COMPRESSED 
AIR 
SPRAYERS 

» Poly 
» Galvanized 
• Stainless 



It pays to spray.••economically! 
Introducing LESCO Three-Way Selective Herbicide* 

For single-application broadleaf weed con-
trol, the triple-action effectiveness of 2,4-D, 
MCPP and dicamba is tough to beat. Now 
you can get that reliable three-way control 
from LESCO — and at a lower price than you 
have been paying for the same herbicide 
combination. And LESCO Three-Way elimi-
nates the inconvenience and inefficiency of 
tank mixing — you save time and money. 

This newest quality herbicide from LESCO is 
available in five-gallon, 30-gallon and 55-
gallon containers. In most areas, bulk ship-
ment by tanker truck or tote tank can also be 
arranged. 
LESCO just made broadleaf weed control 
more convenient and less expensive. To 
order or to find out more about LESCO Three-
Way Selective Herbicide, call toll free. 

(800) 321-5325 
NATIONWIDE 

(800) 362-7413 
IN OHIO 

We sell the 
patented 
C hem Lawn Gun 

LESCO, Inc., 20005 Lake Road, Rocky River, Ohio 44116 • (216) 333-9250 
Write 37 on reader service card 



A L A LETTERS 

IN COMPLETE AGREEMENT 

Dr. B.J. Johnson ' s article on 
Bermudagrass weed control in your 
September issue was most interesting 
and timely. We are in complete 
agreement with his statement that 
"combinations of 2,4-D plus mecoprop 
plus dicamba controlled henbit, 
common chickweed and spurweed, but 
the control of corn speedwell and 
parsley-piert was inconsistent." Our 
Trimec®Broadleaf Herbicide, an 
amine formulation of the same active 
ingredients, also gave erratic control of 
these two weeds and poor control of 
spurge and ground ivy in late summer 
after they "hardened off ." 

For this reason we developed Trimec 
Turf Ester, soon to be called Super 
Trimec Broadleaf Herbicide, which 
contains 2,4-D, 2,4-DB, and dicamba. 
With this product we have no report on 
parsley-piert. Control of spurge and 
ground ivy has been excellent; control 
of various Veronica species in the 
upper Midwest and Northeast also 
good to excellent; though " the injury is 

still ou t " on the control of two tough 
Veronica species in the Northwest. 

Ted G. Lewton, Jr. 
Sales & Marketing Manager 

Professional Turf Products 
PBl/Corporation 

Kansas City, Missouri 

RAVES AND REPRIMANDS 

My compliments to you on the article 
on Lyndurst in your November 1984 
issue. It was a good job of describing 
that situation. On the other hand, I was 
very disappointed with its cover. Does 
it really "serve the American lawn 
applicator" to picture a sign with 
"Beware" over a skull and crossbones? 
Even the most zealous anti-pesticide 
activist has not suggested that extreme. 

My concern is for the people who 
work in this industry and their families 
who see that kind of unwarranted 
cover message. I see it as an 
appropriate objective for ALA and 
other trade magazines to report the 
environmental safety issue as 
accurately as any other. This includes 

not exaggerating concerns about 
pesticide safety to people who earn 
their livelihood spraying lawns. 

Ralph W. Lund 
Vice President 

Corporate Marketing 
ChemLawn Services Corporation 

Columbus, OH 

MY COMPLIMENTS 

I recently was given several copies of 
your monthly magazine that services 
the American lawn applicator and 
maintenance professional. My 
compliments on a fine magazine. 1 am a 
1984 turfgrass management graduate 
from Michigan State University and 
have worked on golf courses, with 
landscaping companies, and in the lawn 
care industry. I found your magazine 
very informative, interesting, and 
certainly vital for someone in my line 
of work. I am interested in starting my 
own subscription immediately! 

Thomas J. Geyer 
Turfgrass Management Graduate 

Whitehall, Ml 

The Original 
Imler Measuripf Wheel 
FOR ACCURACY AND 
DURABILITY 
FOOT AFTER FOOT... 
MILE AFTER MILE... 
YEAR AFTER YEAR! 

Top quality materials anq^construction distinguish the 
Imler Measuring Wheelffrom all the look-alikes on the 
market. Today, more than 7,000 lawncare specialists can 
attest to the durabilit^&nd accuracy of the Original Imler 
Measuring Wheel. 

• Selected by Chemlawn for its service 
crews nationwide. 

• Backed with a one-year guarantee on all 
parts. 

• Quantity discounts available. 

• Very prompt delivery. 

For more information call or write: 

IMLER 
INDUSTRIES (Q) INC. 
Dennis Imler 
1117 Broadview Ave. Columbus. Ohio 43212 
(614)486-9068 

Turf Care Products 
1891 Spring Valley Road 

Jackson, WI 53037 

YOUR MID-WEST SUPPLIER 
HIGH QUALITY TURF PRODUCTS 

Customized Dry Fertilizers 
Fertilizer + Benefin or Dacthal 
Fertilizer + Dursban or Oftanol 

Crab-Spray 10% 
Liquid Fertilizer Formolene 
Milorganite Extra Professional 

Iron-Green Plus 
Broadleaf Chemicals 

Quality Spray Equipment 

HOME OF THE SFttRP PENCIL BUYS! 
Write 28 on reader service card 

CALL 414-677-2273 
AND ASK FOR BILL 



For Greener Turf grass... 
Give it a Shot 
o f ^ " 

Stimulai&s greeneiscolor without 
excessive use of nitrogen! 

H 
H 
S 

IV2ÖZ. 

Coverage 
* Agri Plex® 4X 

Corrective Maintenance Water 

1V2 o z . % o z . 1 -2 g a l . 1 , 0 0 0 s q . f t . 

Agri-Plex® 4X, the most complete and highly concentrated 
chelated plant nutrient available in liquid form, is a result of a tech : 

nological breakthrough based upon a patented phosphate-citrate complex. 
• A quick and long lasting green-up response while lowering your nitrogen. 
• Buffers the pH of your pesticide spray tank mix to pH 7.0. 
• Will not cause any burn to the turfgrass. 
• Will not stain; can be washed off flags and cement walkways. 

U.S. Patent Nos: 4,214,996 & 4,351,735 

1 
Write 25 on reader service 
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R.G.B. LABORATORIES, INC. 
I Food and Chemical Research/Development Kansas City, MO 64108-1580 • (816) 474-3342 

DISTRIBUTED BY: 
ALABAMA 

Birmingham 
Tieco. Inc (205) 328-6464 
Montgomery 
Tieco, Inc. (205) 834-3705 

ARIZONA 
Phoenix 
Capitol Nursery Supply (602) 272-5508 
Target Chemical Co. (602) 269-6427 

ARKANSAS 

Ag?a°Turf (501) 268-7036 
CALIFORNIA 

Campbell 
Sierra Pacific (408) 559-8893 
Cerritos 
Target Chemical Co. (714) 821-9020 
Fremont 
El Camino Crop Supply Co. (415) 792-4031 
Fresno 

(209) 291-7740 

(408) 293-6032 

(303) 430-1343 

Target Chemical Co. 
San Jose 
Target Chemical Co. 

COLORADO 
Federal Heights 
S.A.J. Turf Products 

CONNECTICUT 
Wethersfield 
Charles C Hart Seed Co. (203) 529-2537 

FLORIDA 
Jacksonville 
Southeastern Turfgrass Supply 
(904) 731-8565 
Pensecola 
Tieco. Inc (904) 434-5475 

HAWAII 
Mililani 
Hawaii Agracide (808) 671-4535 

ILLINOIS 
Rockton 
Turf & Tree Supplies, Inc. (815) 624-7578 
West Chicago 
Turf Products, Ltd. (312) 668-5537 

INDIANA 
Fort Wayne 
Turf Specialties (219) 484-6338 

IOWA 
Des Moines 
Grass Roots Turf Equip. & Supply 
(515) 285-7620 

KANSAS 
Wichita 
Robison's Lawn & Golf (316) 942-2224 

KENTUCKY 
Louisville 
Ky-lnna Turf Supply (502)491-8400 
Tieco, Inc. (502) 499-9300 

MARYLAND 
Washington (D.C.) 
Lea's Green Meadows (202) 488-1818 

MICHIGAN 
Grand Rapids 
J. Mollema & Son, Inc. (616) 245-0533 
South Lyon 
Turfgrass (313) 437-1427 

MINNESOTA 
St. Paul 
Turf Supply Co. (612) 454-3106 

MISSISSIPPI 
Jackson 
South Central Turf Equipment (601) 922-7437 

MISSOURI 
Chesterfield 
Beckmann Turf & Irrigation (314) 532-3649 
Grandview 
Robison s Lawn & Golf, Inc. (816) 765-3333 

NEBRASKA 
Omaha 
Greenkeeper Co., Inc. (402) 592-4800 

NEVADA 
N. Las Vegas 
Las Vegas Fertilizer (702) 649-1551 

NEW JERSEY 
Clifton 
The Terre Company (201) 473-3393 

NEW YORK 
Victor 
Northern Nurseries, Inc. (716) 924-9520 
Schenectady 
Northern Nurseries, Inc. (518) 382-1600 

NORTH DAKOTA 
Fargo 
Tessman Chemical NW (701) 232-7238 

NORTH CAROLINA 
Shelby 
Porter Brothers (704) 482-3424 

OHIO 
Cleveland 
U.S. Garden Sales (216) 283-8400 
Columbus 
C.O. Lowe Sales (614) 771-0486 

OKLAHOMA 
Oklahoma City 
Chemical & Turf Specialty Co. (800) 527-1284 
Tulsa 
Nick Knott Turf Supply (918) 437-0835 

PENNSYLVANIA 
Harrisburg 
Fisher & Son, Inc. (717) 426-1857 
Malvern 
Fisher & Son Co., Inc. (215) 644-3300 
Pittsburgh 
E.H Griff ith, Inc. (412) 271-3365 

SOUTH CAROLINA 
Bluffton 
Grower's Lawn & Garden (813) 757-3900 

TEXAS 
Garland 
Chemical & Turf Specialty (800) 442-4015 

UTAH 
W. Jordan 
Farm & Turf Supply, Inc. (801) 255-3939 

VIRGINIA 
Chesapeake 
Turf & Garden, 
Div. of Todd Equip. (804) 543-2071 
Richmond 
Wilson Feed & Seed Co. (804) 232-6791 

WASHINGTON 
Klrkland 
Turfgo Northwest (206) 827-6686 

WASHINGTON, D.C. 
Lea's Green Meadows (202) 488-1818 

WISCONSIN 
Milwaukee 
Happy Lawn Products (414) 444-6600 
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INTRODUCING 

New TURFION D 
FIRST LINE 

OF DEFENSE 

New TURFLON* D her-
bicide. Here's a post-
emergence herbicide for 
broadleaf weeds. It's 
been thoroughly tested 
by the major universities 
in the Bluegrass Belt 
and proven under Exper-
imental Use Permit 
(E.U.P.) on hundreds of lawns. 

It works. It will reduce callbacks. It will 
make you money! 

Here's why: TURFLON D will get the early 
season weeds including the tough ones 
like veronica spp. along with dandelions 
and other easier-to-kill weeds. A later 
application gives outstanding control of wild 
violets, ground ivy, spurge, oxalis 
and others. 

TURFLON D wide-spectrum control 
works to your advantage when it comes 
to customer satisfaction. You'll make more 
money because you'll reduce callbacks, 
customer cancellations and probably save 

Stops the 
broadleaf invasion.., 
...even tough weeds 

like veronica, 
ground ivy, oxalis, 
wild violet, spurge. 

New 
cost-efficient 
weed fighter! 

a round or two of her-
bicide application. 

TURFLON D herbicide 
is a combination of 
triclopyr and 2,4-D that 
will control both the 
tough and standard weed 
species without injuring 
established cool-season 

turf such as tall fescue, bluegrass and 
perennial ryegrass. It is a low-volatile ester 
formulation designed especially for pro-
fessional applications. 

And it offers reduced potential for off-
target injury because of low volatility 
and little movement in the soil. 

Now there's cost-efficient broadleaf 
control you can count on. TURFLON D her-
bicide .. .your first line of defense... for 
better weed control! For more information, 
contact your chemical distributor or write: 
The Dow Chemical Company, 9001 Bldg, 
Midland, Michigan 48640. 

•Trademark of The Dow Chemical Company 

Write 1 7 on reader service card 
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OHIO TURF 
CONFERENCE 
DRAWS 
RECORD 
ATTENDANCE 
The Ohio Turf Conference 
and Show at the Ohio 
Center in Columbus, OH, 
December 3-6, drew 
another record-breaking 
attendance with 
approximately 2,500 total 
attendees. Dr. John Street, 
executive secretary of the 
Ohio Turfgrass Foundation 
and professor of agronomy 
at Ohio State University, 
says he has "had nothing 
but excellent comments and 
everybody thought the 
educational program was 
super. It was probably our 
best ever, but one of these 
years I won't be able to say 
that. It has got to stop 
sooner or later!" 

The Ohio conference's 
yearly growth may stop 
sooner or later, but if the 
present trend is any 
indication, conference goers 
can look forward to many 
years of progressively bigger 
and better conferences. 
Before last year, conference 
organizers had tried 
unsuccessfully for two years 
to break the 2,000 
attendance mark, then in 
December of 1983 the 
conference drew 2,232 
attendees. The recent 
conference also recorded a 
record number of exhibitors 

The Ohio Conference attracted about 2,500 attendees. 

who manned 312 booth 
spaces. 

In recent years the 
conference has begun to 
alternate between sites in 
Columbus and Cincinnati, 
and will again return to 
Cincinnati this December. 
The facilities in both 
Columbus and Cincinnati 
have been excellent, 
according to Street, but he 
points to the strategic 
location of Columbus as a 
reason for the conference's 
growth in that city. 
"Columbus is really the hub 
of the lawn care and golf 
course industries," Street 
says. "It is centrally located 
in the Midwest." 

A good deal of the credit 
for the conference's growth 
should go to the 
corresponding growth of the 
lawn care industry which 
has been swelling the 
attendance figures in recent 
years. Conference 
organizers have responded 

The conference's general sessions were packed. 

The atrium of the Ohio 
Center in Columbus. 

to the growing segments of 
the green industry by 
expanding educational 
seminar offerings to include 
other market segments. "In 
the last two or three years 
we have incorporated more 
workshops and tended to 
place more emphasis on 

ornamentals, rather than 
just turf subjects." Street 
also says that in the last two 
years more sessions have 
been designed specifically 
for operators in the grounds 
maintenance and athletic 
field markets to bring in "a 
new group of people we 
really hadn't been getting in 
the past." 

The Ohio Turf 
Conference has tried to 
cater to as broad a range of 
green industry professionals 
as possible by breaking its 
seminars up into three 
concurrent categories: Golf 
Course, Professional Lawn 
Service and Grounds 
Maintenance. The seminars 
ran concurrently for three 
days, from 9 a.m. to 12 
p.m., then picking up again 
at 2 p.m. and wrapping up at 
5 p.m. Lawn care operators 
were informed of a variety 
of lawn care topics, such as 
"Chemical Soil 
Conditioners" by Dr. 
Martin Petrovic of Cornell 
University. Marty Erbaugh, 
president of Lawnmark, 
Inc., Kent, OH filled the 
audience in on the latest 
efforts to stem the tide of 
Ohio pesticide regulatory 
activity by the Ohio 
Pesticide Pro Task Force. 

Current regulatory 
activity was also on the 
mind of Dr. Norm 
Hummel, Department of 
Floriculture and 
Org-Ornamental 
Horticulture, Cornell 

(continued on page 16) 

Consultant Bobby Gee presents the keynote address. 
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Yazoo ca 
heavy 

When the cutting gets tough, 
get the machines that are 
tough enough to take it year 
after year. Yazoo three wheel 
riders, Yazoo big wheel mowers 
and Yazoo heavy duty trimqiers. 
They can do the job ( 
right now and 1 ^ 
next year too. 

f « \ 
ï f 

Metal blades, 
designed for a 

variety of special 
uses, are available 

\ for use on Yazoo 
heavy duty 

~ trimmers. 

Yazoo Manufacturing Company P.O. Box 4449 /3650 Bay Street/Jackson, Mississippi 39216/Phone (601) 366-6421/Telex 504150 

DISTRIBUTORS 
ALABAMA/GEORGIA 
AUTO ELECTRIC AND 
CARBURETOR. INC. 
2625 South 4th Avenue 
P. O Box 2246 
Birmingham. Alahama 35201 
(205) 323 7113/(800) 292 4099 
Attn: George Reed 
CANADA 
BROUWER TURF EQUIPMENT. LTD. 
Woodbine Avenue 
Keswtck. Ontario. Canada L4P3E9 
(416) 476 4311/Attn: G.C.Mitchell 
NORTHERN TWO THIRDS OF 
ILLINOIS. IOWA. MINNESOTA. 
NEBRASKA. NORTH DAKOTA. 
SOUTH DAKOTA AND WISCONSIN 
CENTRAL DISTRIBUTING COMPANY 
R o u t r 4 5 54 24 East 
Gllman. Illinois 60938 
(800) 435 0949/ Illinois (800) 892 0929 
Attn: Marlon Roberts 

çandol 
EASTERN AND CENTRAL KENTUCKY. 
OHIO. EASTERN TENNESSEE 
MID EAST POWER EQUIPMENT 
COMPANY. INC. 
P.O. Box 658 
Lexington. Kentucky 40586 
(606) 253-0688 
Kentucky (800) 432 9523 
Ohio & Tennessee (800) 354 9565 
Attn: J o h n Spence 
NORTH CAROLINA. SOUTH 
CAROLINA. VIRGINIA AND 
WEST VIRGINIA 
PORTER BROTHERS. INC. 
1005 East Dixon Blvd. 
Shelby. N.C. 28150 
(704) 482 3424/Attn: Gilbert Bowman 

NEW YORK 
JOHN REINER CO.. INC. 
946 Spencer St./Syracuse. NY 13208 
(315) 474 5741 
CONNECTICUT. DELAWARE. MARYLAND. 
NEW JERSEY. PENNSYLVANIA RHODE 
ISLAND AND BERMUDA 
JOHN REINER CO.. INC. 
145 Commerce Road/Carlstadt. NJ 07072 
(201 ) 460 9444/Attn: George Gale 

MAINE. MASSACHUSETTS. NEW 
HAMPSHIRE AND VERMONT 
DIESEL ENGINE SALES 
199 Turnpike St . /Stoughton. MA 02072 
(617)341 1760 
SOUTHERN ILLINOIS. INDIANA 
WESTERN KENTUCKY AND MICHIGAN 
TRI-STATE EQUIPMENT COMPANY 
345 Leltchfleld Road 
Owensboro. Kentucky 42301 
(800) 626 8444/Attn: J i m Hargan 

FLORIDA PUERTO RICO. BAHAMAS 
YAZOO OF FLORIDA 
3440 Edgewater Drive/P.O. Box 7516 
Orlando. Rorida 32854 
(305) 8 4 3 1093/Attn: W W Baxter 
ARKANSAS. LOUISIANA MISSISSIPPI. 
MISSOURI AND WESTERN TENNESSEE 
YAZOO MFG. CO.. INC. 
3650 Bay Street /P.O. Box 4449 
Jackson. Mississippi 39216 
(601 ) 366 6421 / Attn: Howard Day 

ALASKA ARIZONA CALIFORNIA 
COLORADO. HAWAII. IDAHO. 
KANSAS. MONTANA NEVADA 
NEW MEXICO. OKLAHOMA 
OREGON. TEXAS. UTAH. 
WASHINGTON AND WYOMING 
YAZOO OF TEXAS 
1409 Telephone Road 
P O. Box 18677 
Houston. Texas 77223 
(713) 9 2 3 5979/Attn: Gene Branch 



ALA 

Steve McLaughlin is a 
new sales and service 
representative with the 
Perris, California-branch of 
Warren's Turf Nursery, 
Inc., Crystal Lake, IL. Most 
recently he was with Plant 
Control Corporation, 
Irvine, CA, and formerly 
with Rancho Verde Sod 
Farm. 

BCS Mosa, Inc. announces 
an addition to their staff. 
Thomas C. Cosper, Jr. 
has been appointed general 
manger. Previously, he was 

with the Homelite Division 
of Textron where he held 
various sales and marketing 
positions over the past nine 
years. Prior to that, he was 
with Black and Decker. 

Howard Phelps, who 
founded the Sensation 
Company in 1938, was 
honored recently at 
Sensation's first annual 
national sales meeting at the 
American Club, Kohler, 
WI. Phelps was given a 
plaque recognizing his 
"outstanding contributions 
to the Sensation product 
and the power equipment 
industry." It was presented 
by Carl Johnson, president 
of Sensation, now a division 
of Gilson Brothers 
Company. 

Phelp's first mower was 
powered by an electric 
motor taken from a Hoover 
vacuum cleaner. It was 
mounted to a plywood deck 

Pictured as Warren's Turf Nursery, Inc. signs with 
Rathke Blair Kerns and Frost Advertising are: (left to 
right) Mike Holmes, Warren's general manager; Jack 
Frost, Rathke Blair Kerns and Frost's vice president; 
and Walt Pemrick, Warren's operations manager. 

and linked to a 24-inch 
straight blade. "Someone 
saw this unusual lawn 
mower that I had fashioned 
and told me emphatically, 
'That's sensational,'" 

Phelps related, "and that's 
why I named the company 
Sensation." At the age of 
83, Phelps remains keenly 
aware of trends in the lawn 
care field. 

NEWS 
(continued from page 14) 

University when he gave his 
presentation entitled 
"Ground Water 
Contamination from 
Nitrogen Fertilizers and 
Pesticides." Hummel 
acknowledged that 
fertilization is the most 
important service lawn care 
operators offer their 
customers, but he also 
noted that lawn fertilizers 
have come under fire from 
municipalities that have 
tried to tie the chemicals to 
groundwater 
contamination. Lawn care 
operators will need some 
facts about the relationship 
between fertilizers and 
groundwater contamination 
to defend their use of 
fertilizers, but 
unfortunately, the available 
information is very 
confused. 

Researchers like Hummel 
are trying to piece together 
the groundwater 
contamination puzzle, 
especially in 
chemically-sensitive places 

like Long Island, NY where 
approximately three million 
people live. In Nassau 
County, NY alone, $3 
billion have been spent to 
protect the county's water 
supply, according to 
Hummel. "The culprit most 
often mentioned for 
contaminating the 
groundwater is lawn 
fertilizer," says Hummel. 
"There is one municipality 
that prohibits Kentucky 
bluegrass to be used on 
lawns because of what they 
believe to be a high fertility 
requirement." 

Hummel says the chance 
of contamination by lawn 
chemical elements is based 
upon the mobility of those 
elements. Phosphorus is 
very immobile, while 
potassium is somewhat 
mobile, according to 
Hummel. "In sandy soils, 
you would have to say there 
is a potential for potassium 
groundwater 
contamination." However, 
Hummel says potassium is 
an essential nutrient for 
warm-blooded animals like 
ourselves. "If you're like 

me, you've probably 
ingested more potassium at 
one turfgrass conference in 
the beer you drank than you 
would from a lifetime of 
drinking contaminated 
groundwater." 

Nitrogen, the most 
important lawn fertilizer 
component, has been given 
much more serious 
consideration as a 
groundwater contaminant 
because it is very mobile in 
soil when it is in the nitrate 
form. However, Hummel 
says nitrogen can also be 
present in the ammonium 
form which is very stable. 
"We can lose nitrogen in 
gaseous forms, as ammonia 
gas through volatilization or 
de-nitrification where we 
have water-logged 
conditions in the form of 
primarily nitrous oxide," 
says Hummel. "We know 
nitrogen can be tied up in 
organic matter, such as the 
thatch and, of course, there 
will be some nitrogen tied 
up within the turfgrass 
plants themselves." 

But the real question is 
why nitrogen is of any 

concern in the first place. 
Nitrogen becomes a health 
hazard for humans when it 
is in the nitrate form and is 
thought to cause a number 
of diseases in humans. One 
of the most serious is blue 
baby syndrome which can 
affect infants six months old 
or younger. "The nitrates 
are converted to nitrites 
within the baby and tie up 
the hemoglobin molecules 
so they are unable to take in 
oxygen," says Hummel. 

There is also a concern 
over nitrates being 
converted into nitrosamines 
within humans. It has been 
proven that nitrosamines 
are mutagenic, teratogenic 
and carcinogenic. "The 
multi-million dollar 
question here is whether 
nitrates are converted into 
nitrosamines," says 
Hummel. "This has not yet 
been proven." However, a 
lot of people opposed to 
nitrogen lawn fertilization 
are arguing that 
nitrate-to-nitrosamine 
conversion does occur. A 
great deal of research work 

(continued on page 18) 
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THE 3-WAY COMPOUND THAT'S 3 WAYS BETTER! 
New Mec Amine-D from Clean Crop® is the effective Dicamba/ 
Mecoprop/2,4-D formula you've used and trusted for years. Now 
it's better because it comes to you more economically, faster, and 
in more sizes than you ever got it before! Like its predecessor, 
Mec Amine-D controls tough broadleaf weeds safely and without 
repeated treatments. . . it's biodegradable and vapor free after 
application. . . it's easy to use, temperature tolerant, stays stable 
for years. Be Clean Crop Confident with Mec Amine-D. 
For more helpful information call 1-800-228-0096, 
or 1-800-642-TURF in Nebraska. 

i& Special Products 
RO. Box 37800 

Omaha, NE 68137 



A cocktail recept ion highl ighted the opening of 
LESCO's corporate headquarters in Ohio. 

LESCO CELEBRATES OPENING 
OF OHIO HEADQUARTERS 

is needed to resolve this 
controversy. 

No doubt next year's 
Ohio Turfgrass Conference 
and Show will bring lawn 
care professionals more 
information on the 
groundwater contamination 
issue and other issues 
affecting the industry. 

Last November 29, LESCO, 
Inc. celebrated the opening 
of the company's Rocky 
River, OH corporate 
headquarters with a gala 
tour of the facilities and a 
cocktail reception. The 
celebration was designed to 
show LESCO's gratitude to 
its loyal customers who 
have shown their support 
for the company. In 
attendance at the reception 

were Jim FitzGibbon and 
Bob Burkhardt, chairman 
and president of LESCO, 
respectively, as well as all 
the other company officers 
and employees. 

The celebration was also 
an occasion for looking back 
on LESCO history. 
Founded in 1962 by 
FitzGibbon and Burkhardt, 
LESCO began as a local 
supplier of turf maintenance 

equipment. Since then, the 
company has continually 
diversified and expanded to 
become a nationally-known 
manufacturer, formulator 
and distributor to the green 
industry. In addition to the 
company's recently 
refurbished corporate 
headquarters in Rocky 
River, a western Cleveland 
suburb, the company has 
five regional manufacturing 
and warehousing facilities 
extending throughout the 
eastern half of the United 
States. 

Burkhardt and FitzGibbon, 
founders of LESCO. 

NY TURF 
CONFERENCE 
SETS 
ATTENDANCE 
RECORD 

The New York State 
Turfgrass Conference and 
Trade Show broke its 
former record when 1,150 
registrants attended the 
recent meeting in Syracuse, 
NY. The increase in 

(continued on pane 22) 

Custom-made 
tank trucks built 
to your 
specifications. 

^ Graham Lawn Care 
Equipment, Inc. 

Write 21 on 
reader service card 

8878 Bright Star Road 
Douglasville, GA30135 

(404) 942-1617 

LCO 
DATA SYSTEM 

Our LCO data system is a comprehensive lawn 
care system, programmed to assist you with: 

• Sales Leads 
• Routing 
• Inventory Control 
• Invoicing 
• Payroll 
• Accounting 
• Service Calls 
• and much more 

A computer lawn system developed by Lawn-Care 
Professionals for the LCO. 

ARSO 

O M P U T I N G 

P.O. Box 143, South Vine 
Camargo, Illinois 61919 
Call Collect (217) 832-2711 

SAl.KS-SOFTWARK DKVKIOPMKNT 



Pre-emergence application 
delivers NO-emergence 

weed control. 
PRE-SAN® is Mallinckrodt s selective herbicide for pre-emergence 
control of crabgrass, goosegrass, shepardspurse, and many other 
troublesome weeds. 
At recommended economical application rates, Pre-San provides 
effective residual control for up to four months. It is safe for 
spraying on a wide variety of turf grasses, even close-cut bent. Its 
two granular formulations are convenient and safe for use on 
ornamentals and ground covers, as well as turf. 
Pre-San contains the active ingredient* that four out of five top 
lawn care companies swear by. To find out more about Pre-San, 
call Mallinckrodt toll-free, or contact your Mallinckrodt Turf 
Products distributor. 

Mallinckrodt 
® 

P.O. Box 5439 
St. Louis, MO 63147 

(800) 325-7155 

* Betasan, a registered trademark of Stauffer Chemical Co. 



Introducing a mower 
thatworftbreakdown 

The problem with most 
mowers is they spend too much 
time in the shop and 
not enough time on f 
the job. I R T 

You won't 
find that with X 
Toro's new 36" and 
52" commercial walk rotary 
mowers. Because we build them 
with the same durability we build 

in our commercial riding mowers. 
For instance, we gave them 

an actual 4-
speed transmis-
sion with 
neutral and 
reverse. So they 
won't lock into 

a single speed like some variable 
speed pulley systems. 

And, blowing the continual 

problems you have with belts 
breaking, we added a much wider 

traction belt that's 
designed to last the 
life of the machine. 

We also eliminated 
an idler pulley on 
the deck drive belt, 
to make it last 

longer, too. 
Even the 



TORO 

cutting spindles are engineered 
and protected to better withstand 
the shocks and jolts of everyday 
cutting. 

While we were mak-
ing our new commercial 
mowers tougher, we 
decided to make them 
more productive, 
as well. 

We gave 
them a floating 
deck, same as our Grounds-
mastersf so they'll follow the 
contours of the terrain while 
minimizing scalping. 

V\fe made it possible to change 
the height of cut in a minute by 
simply moving four pins. 

And we came up with a 

new steering design that makes it 
easier to maneuver around trees, 
shrubs and other obstacles. You 
simply push the steering bar to 
mow, and release it 

mowers 
are 
begin-
ning to 
sound like no other 
walk rotary mowers you've 

The professionals 
that keepyou cutting. 

ever 
maybe it's —= 
because 
they are. 
Visit your 

Toro 
dis-
tributor soon. He can fill 

you in on all the details. 
Whichever one you choose, 

it'll keep you cutting yard after 
yard, year after year. 



attendance of over 20 
percent has led the 
association to announce 
new plans for next year's 
conference. Since booth 
space sales have continued 
to greatly increase over the 
past few years, the trade 
show next year will move 
into the arena at the 
Syracuse War Memorial, 
which allows for a 40 
percent increase in floor 
space. 

The increased demand for 
educational opportunities 
will result in more offerings 
geared for specific aspects of 
the turfgrass industry at 
next year's meeting, 
including "hands-on" 
workshops on equipment 
maintenance. Again, the 
association will receive the 
cooperation of Cornell 
University in assembling its 
highly praised educational 
program. Further 
information on the 
conference, trade show or 

membership in the New 
York State Turfgrass 
Association, which is now 
over 700, is available from 
Ann Reilly, New York State 
Turfgrass Association, 210 
Cartwright Boulevard, 
Massapequa Park, NY; 
516/541-6902. 

EPA 
APPROVES 
LABEL FOR 
LIMIT PGR 
Limit®, the recently 
introduced turf growth 
regulator from Monsanto 
Company, has received 
Environmental Protection 
Agency label approval. 
Limit is designed to save 
fuel and equipment repair 
costs and provide effective 
turf growth control on 
utility turf areas, according 
to the company. Limit 
reduces vegetative growth 
of bluegrass, fescues, 

perennial ryegrass and 
eliminates seedhead 
development. 

REPORT 
COVERS 
CHANGES 
IN 
BUSINESS 
TAXES 
Released by the 
Independent Business 
Institute, "Your Business 
and the 1984 Tax Act" 
provides a concise, 
business-language 
description of all changes in 
business taxation in the 
complicated new tax law. 
Among the sweeping 
changes: 
• All new investment credit 
and depreciation on 
medium-size and larger 
autos 
• Sharp personal-tax 
implication on all company 

cars 
• Business/investment real 
estate depreciation now 18 
years 
• No deduction for accrued 
interest 
•Travel and entertainment 
records tightened 
• Changes in stock-purchase 
acquisition treated as asset 
purchase 
• Installment sales in 
trouble again 
• Major changes in 
minimum interest rates 
•Capital gains now 
six-month holding period 
•Complications with sale of 
S corporation 
•Tax returns virtually public 
•Tax problems from over 
valuations or under 
valuations 

The entire report is 
available to business 
owners, managers and their 
heirs for $1, which covers 
postage and handling. Send 
money and request to 
Independent Business 
Institute, P.O. Box 159, 
Akron, OH 44309. Please 
ask for report No. 600. 

ALAPLCAA UPDATE 

Forty-six state coordinators and the Professional 
Lawn Care Association of America's (PLCA A) 
administrative staff will now be working together in 
an effort to gather and evaluate the effects of 

various public issues on the lawn care industry nationwide. 
The network, PLCAA's Public Issues Alert Committee 
(PIAC), is asking local lawn care companies to participate in 
the information-gathering process. 

Donald Burton, past PLCAA president and Public Issues 
Alert Committee chairman, hopes that many lawn care 
operators will use the offices of the committee to quickly 
inform the PLCAA of news events in their localities that 
could impact the industry. "Being a watchdog becomes a new 
role for many lawn care operators," explains Burton. 
How it works. PLCAA members will form the nucleus of 
the "look-out" monitors, but Burton hopes that 
non-members will also participate, especially in areas where 
PLCAA does not have member representation. "The 
mechanics are simple," says Burton. "Local PLCAA 
monitors and non-member observers are to send any news 
item of concern to his state coordinator, who then evaluates 
and forwards the information to PLCAA headquarters in 
Atlanta. PLCAA can then alert its nationwide network if the 
information is pertinent." 

If a news event has potential for adverse developments, a 
state coordinator can simultaneously alert PLCAA and other 
interested parties within his state, especially if a quick 
counter-response is necessary. "This coincides with the two 
most important and imperative PIAC objectives: getting the 
story early, and allowing enough time to-marshall forces for 
an effective counter-action," says Burton. 

State monitors needed. Monitors for the states of 
Arizona, Alaska, New Mexico and Wyoming are still needed 
to complete the network. Their functions include: 
• Receive news event reports from localities and forward to 
Atlanta. 
• At the state level, make contacts to gather pertinent 
information affecting the industry (through state university 
departments, state governmental legislature and state 
administrative organs). 
• Develop liaison for information gathering and exchange 
information with other interested groups and with adversary 
groups, such as environmentalist organizations. 
Newsworthy events. Local monitors should watch for 
events concerning (but not limited to): 
• Pesticide use and handling, including drift. 
•Commercial applicator and reporting requirements. 
• Hazardous waste, disposal, toxic chemical spills, etc.. 
• Residual toxic chemical runoff, particularly affecting water 
resources and pollution. 
• Insurance matters for vehicles and environmental 
contamination. 
•Customer claims, workmen's compensation, general 
business and product liability. 
• Fertilizer and seed use restrictions. 
• Rules governing promotional practices and warranty 
interpretations. 
• Legal matters governing contractor services and "negative 
option" renewals. 

Sample report forms, which describe newsworthy events 
to be forwarded to state coordinators, are available from 

(continued on page 28) 



SUBSCRIPTION ORDER 
Sta r t my p e r s o n a l s u b s c r i p t i o n t o A L A m a g a z i n e a n d b i l l m e a t t h e r a t e s s h o w n b e l o w 

B i l l m e • P a y m e n t e n c l o s e d • 

SUBSCRIPTION RATES 
1 Year $12.00 • 2 Years $20.00 • 
N a m e -

T i t l e — 

C o m p a n y N a m e -

A d d r e s s 

City 

S t a t e . Z i p -

Phone # ( 

S i g n a t u r e -

Pleas* check one off the following that best demerit* 
Contractor Services 
•Chemical Lawn Care Company 
• Mowing/Maintenance Service 
• Pest Control/Lawn Service Company 
• Landscape/Maintenance Contractor 
• Nursery or Garden Center/Lawn Service Company 

* •Other (please describe) 

Grounds Care/Maintenance ffor ONE of the following: 
• Golf Course 
• School, College, Hospital 
• Government Grounds, Parks, Military Facilities 
• Housing Development or Industrial Park 
• Other (pleaee describe) 

SUBSCRIPTION ORDER 
Sta r t my p e r s o n a l s u b s c r i p t i o n to A L A m a g a z i n e a n d b i l l m e at t h e r a t e s s h o w n b e l o w 

B i l l m e • P a y m e n t e n c l o s e d • 

SUBSCRIPTION RATES 
1 Year $12.00 • 2 Years $20.00 • 
N a m e -

T i t le -

C o m p a n y N a m e -

A d d r e s s 

C i t y -

S t a t e . Z i p -

Phone # ( 

S i g n a t u r e -

Please check one of the following that best describes your company: 

Contractor Services 
• Chemical Lawn Care Company 
• Mowing/Maintenance Service 
• Pest Control/Lawn Service Company 
• Landscape/Maintenance Contractor 
• Nursery or Garden Center/Lawn Service Company 
• Other (please describe) 

Grounds Care/Maintenance for ONE of the following: 
• Golf Course 
• School, College, Hospital 
• Government Grounds, Parks, Military Facilities 
• Housing Development or Industrial Park 
• Other (pleaee describe) 
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THREE TOOLS 
THAT WILL OPEN YOUR EYES 

In operations such as seeding, fertilizing, or the application of l iquid chemicals, accurate 
measurement is essential to minimizing waste and achieving quality results. Yet, most 
operators have been forced to run "b l ind" because of a lack of affordable, reliable instrumen-
tation. Micro-Trak is changing that with a line of low cost monitors that provide a clear pic-
ture of the work performed. 

£ ¡ ¿ ^ 
0069® 
0 0 0 9 

» 

m 
SPRAYER MONITOR 
Provides a direct readout of ground 
speed with tenth of a mile per hour 
accuracy, distance in feet, acres worked, 
gallons applied per acre and total 
gallons used. Includes stainless steel 
flowmeter. 

$595 

CALDAINIACRE 
SPEED, AREA, AND 

DISTANCE MONITOR 
A basic, very easy to use system that 
provides measurement of acres, MPH 
and feet. 

$189.95 

S'-¡3? I 

* * * * * B S g l g ) 

FW-PR9 
MULTIPLE INPUT GALLON COUNTER 
Monitors the flow of chemicals from up 
to three separate tanks at the same time. 
Features set keys and built-in relay for 
notifying the operator when a desired 
application volume is reached. 

All systems feature easy push-button 
operation, an illuminated display and 
electronic memory for storing daily 
totals. 

FOR COMPLETE INFORMATION 
CALL TOLL FREE 

1 - 8 0 0 - 3 2 8 - 9 6 1 3 
(Collect in MN (507) 257-3600) 

MFD. IN U S A BY: 

A NEW VISION IN GROUNDS (¡¡¡A 7 V H C 1 B O T I Z A K , 
CARE AND MAINTENANCE „SS^StKL 

© Copyr igh t 1984 



2THE RIGHT TACTICS. 
Coming up with an effective 

disease control sales strategy is one 
thing. Carrying it out is something else. 
Our Healthy Business T>nrknno 
shows you how. 

It includes not 
only advice on how 
to communicate 
with customers 
and prospects, 
but materials you can use. 
Materials for 
newspaper, direct 
mail and bill stuffers. m̂mmm̂ mm 
Doorknob hangers. In-home sales 
presentations. 

One reason lawn disease treatment 
is an excellent business opportunity is that 
many homeowners don't even know that 
turf diseases exist. If you make them aware 
of the problem—and offer the solution— 
in your advertising, promotions and sales 
calls, you'll capture more than your 
share of this growing market. We can help. 

1THE RIGHT STRATEGY. 
Every year, more lawncare com-

panies discover new profits in turf 
disease control. If yours isn't one of 
them, we'd like to show you the way by 
sending you our free CHIPCO® 26019 
fungicide Healthy Business Package. 

It includes lots of valuable informa-
tion and materials to help you turn 
lawn diseases into profits... beginning 
with strategy. 

We'll explain how effective disease 
control can give you a competitive 
edge. How it can build your reputation 
as a quality-oriented company. How 
it can protect the business you already 
have... and help bring in more cus-

tomers. How it can be used 
to establish a long-term 
customer relationship. In 
short, how it can improve 

your profitability by 
adding value to your 
existing customer 
base. 



^THE RIGHT TRAINING. 
Before you start offering disease 

^ ^ ^ control to your customers, you have 
to be sure your employees know how to 
handle the job. 

We'll take care of that, too. In your 
Healthy Business Package, you'll find train-
ing aids you can use to teach your work-
ers how to spot, identify and treat all the 
major turf diseases they're likely to 
encounter. 

With the materials we provide, you 
can quickly and easily show your people 
how to apply a turf fungicide properly and 
keep your customers satisfied. 

Write 9 on reader service card 

4THE RIGHT FUNGICIDE. 
Of all the turf fungicides on the 

market today, CHIPCO 26019 fungi-
cide is the best for building your business. 

It controls the major turf diseases, 
including Leaf Spot, Red Thread Dollar 
Spot, Fusarium Blight and Brown Patch. 
So it's the only fungicide you need. 

Its long-lasting residual action 
makes it cost-effective and lets you fit it 
into your existing treatment schedule... 
with virtually no call-backs. 

It's easy to use. And toxicity is low, 
so you and your customers get added 
peace of mind. 

Expand your business and improve 
your profitability. With the right strategy, 
tactics and training. 
And the right fungicide: =-— 
CHIPCO 26019 turf fungi- — 
cide. For your free Healthy 
Business Package, write 
to: Rhone-Poulenc Inc., 
CHIPCO Dept. ALA, 
Agrochemical Division, 
P.O. Box 125, Monmouth 
Junction, NJ 08852. 

mCftmLUMCMC 

(è RM Out Routine 

CHIPCO 26019 
TAKING CARE OF BUSINESS. 
Please read label carefully and use only as directed. 



PLCAA on request. Burton reports that the state 
coordinators are moving to get on mailing lists of various 
state university cooperative extensions, and state 
administrative and legislative committees. Hopefully, each 
coordinator can contact monitors for a more formal 
introduction and exchange of ideas. 
The future. Ultimately, Burton sees the PIAC structure 
broadening its duties. Coordinators and monitors may 
disseminate PLCAA educational material and possibly the 
association's "Position Papers." In the pesticide area, this 
could mean educating the industry's customer base on such 
topics as: "The Role of Pesticides in the Environment;" 
"Pest Controls in our Service and Safety;" and "What is a 

Commercial Applicator?" 
Where public controversy does erupt, PIAC can work in 

conjunction with other groups such as 3PF (Pesticide Public 
Policy Foundation) to rally efforts and present the industry's 
side of the story. 

Burton hopes that PIAC members will eventually gain 
expertise on how to counter adverse events in the industry. 
He plans to ask the PLCAA board of directors for seminar 
time for coordinators and monitors at the next Conference 
and Trade Show, to be held next November in Tampa, FL. 
He explains, "We're on the move now! With the 
enthusiastic welcome we're getting, PIAC will be positive in 
outlook and action oriented. We promise that!" For more 
information on PLCAA and PIAC, contact Jim Brooks, 
executive director, PLCAA, or your state monitor in the 
following list. 

PIAC STATE 
COORDINATORS 

Alabama Louisiana Massachusetts New York South Dakota 
Ron L. Zwiebel Jack L. Guinn Dr. Paul R. Harder Dave Sek Steven Johnson 
Green Care Lawn Service Turf-Green Corp. Prescription Turf Services Monroe Tree and Landscape Pure Green Lawns 
3708 8th Avenue North P.O.Box 8032 219 R S. Main Street 225 Ballantyne Road 1507 West 12th St 
Birmingham. AL 35222 Alexandria, LA 71306 Middleton. MA 01949 Rochester, NY 14623 Sioux Falls. SD 57104 
205/591-5326 318/443-5296 617/777-1663 716/436-2900 605/335-6469 

Arkansas Maine Michigan North Carolina Tennessee 
Merion Meredith Roger Wilson Linden L. Griff in P.J. Lenihan Ken Richards 
FMC Corporation Lawn Medic of Portland Griff in Pest Control Lawn Medic of the Triad East Tennessee Pest Control 
5601 Highland 6 Jewett Road 3001 E.Ki lgore P.O. Box 769 P.O. Box 526 
Jonesboro. AS 72401 Cape Elizabeth. ME 04107 Kalamazoo, Ml 49002 Kernersville. NC 27284-0769 East Main Street 
501/935-1970 207/799-2246 616/388-3141 919/724-7075 Rogersville, TN 37857 

615/272-2521 
California Maryland Minnesota North Dakota 
Ron Carruth Phil Catron Larry G. Vetter Clarence Piepkorn Texas 
Green Lawn Div. ChemLawn Northrup King Co. Valley Chemical Labs James and Georgia Eckhardt 
Western Farm Service 263 East Main 1500 Jackson St. NE 2801 Main Avenue Green Keeper 
2432 A. Palma Dr. Westminister. MD21157 Minneapolis, MN 55413 Fargo. ND 58103 4743 Whirlwind 
Ventura. CA 93003 301/876-3950 612/781-8011 701/232-9454 San Antonio, TX 78217 
805/658-2411 512/654-3361 

Idaho Mississippi Ohio 
Colorado James G. Marria Ronald L.Webb John Prusa Utah 
Gary J Vitt Perma-Green Lawn Co. Liquid-Chem Lawn Care Erbaugh Corp. Denny Linnell 
Lawn Doctor P.O. Box 6946 8228 Fountainbleau Road Lawnmark Division Lawn Life Corp. 
1110 Valley Boise. ID 83707 Ocean Springs, MS 39564 4445 Akron-Cleveland Road 4140 S. 500 W #2 
Colorado Springs. CO 80915 208/342-8899 601/872-2436 Peninsula. OH 44264 Salt Lake City, UT 84107 
303/596-0740 216/928-9785 801/268-9956 

Illinois Missouri 
Connecticut Jack Robertson Dr. Paul D. Schnare Oklahoma Vermont 
Joel R. Caplin Lawn Medic Accu-Spray Lawn Care Jeffery Lynn Murphy Mike Pressey 
The Green Machine Woodview Lane. Rt. 6 P.O.Box 117 Greenlawn of Oklahoma Lawn Medic 
P.O. Box 93 Springfield. IL 62707 Cape Girardeau, MO 63701 901 Enterprise Avenue Sundown Drive 
Bloomfield, CT 06002 217/787-5877 314/335-0139 Oklahoma City. OK 73128 Williston, VT 05495 
203/243-1995 405/946-4499 802/878-4751 

Indiana Montana 
Delaware Robert E. Andrews Tom Selstad Oregon Virginia 
Wayne A. George, Sr. The Greens Keeper, Inc. Selstad Lawn Ranger Pat Nibler Peter Connelly 
Green Seasons Lawn Care 29 East Union St Spray Service Pro Grass Lawn Hydro Lawn Spray 
of Delaware Liberty. IN 47353 RR 5045 8600 SWSal ish Lane P O .Box 120 
707 N. Governors Ave. 317/458-7131 Great Falls. MT 59401 Wilsonville. OR 97070 Salem. VA 24153 
Dover. DE 19901 406/452-5158 503/682-6076 703/389-0596 
302/736-1891 Iowa 

Florida 
Dennis Pennington Nebraska Pennsylvania Washington 

Florida Pennington Lawn Service, Inc. Dale E. Amstutz Neal A DeAngelo Peter Barron 
Bradford B. Baker DBA Chem Lawn Northern Lawns. Inc. Lawn Specialt ies Nutra Lawn 
Turf Care 5727 North East #16 P.O.Box 34495 220 West 18th Street P.O. Box I 
P.O. Box 3241 Des Moines, IA 50313 Omaha. NB 68134 Hazelton, PA 18201 Sumner, WA 98390 
Stuart. FL 33495 515/266-2231 402/571-8433 717/459-1114 206/825-1619 
305/286-1898 

717/459-1114 206/825-1619 

Georgia 
Kansas New Hampshire Rhode Island West Virginia 

Georgia David S. Murphy James Evans Dr. James F. Wilkinson Tom Cusack and Ken Lahr 
D. Dwight DeManzo Green Valley Co. Lawn Medic Old Fox Lawn Care ChemLawn Corp. 
SKB Lawn Industries, Inc. 5517 1/2 Merriam Drive Staniels Road 94 Dexter Road 1300 Cove Hill Road 
P.O. Box 178 Merriam, KS 66203 RFD #10 East Providence. Rl 02914 Weirton, WV 26062 
Clarkson, GA 30021 913/362-9800 Box 27 401/438-6204 304/723-1042 
404/493-4243 Concord, NH 03301 

Kentucky 603/622-8035 South Carolina Wisconsin 
Hawaii Paul Hairston Fred Heckle Thomas M. McElroy 
Godfrey Mau Vita Lawn New Jersey Forever Green Lawn Care, Inc. Lizer Lawn Care 
Ag. Services of Maui 10906 Electron Drive Kenny Stuhr 750 S. York Avenue 241 Simonet Street 
R. Rt. #1 P.O.Box 99162 Sequoia Tree and Lawn Care Rock Hill. SC 29730 Green Bay, Wl 54301 
Box 623A Louisville. KY 40299 681 Lawlins Road 803/327-3328 414/432-5296 
Kula, Maui, Hawaii 92790 502/267-1210 Wyckoff, NJ 07481 
808/579-9884 201/891-0309 



STOP MOLE CRICKETS 
FROM THE FIRST ENTRANCE 
TO THE FINAL EXIT. 
Mole crickets are a hardy breed. 
They're tough to prevent and even 
tougher to get rid of once they start 
burrowing through the roots of 
your turf. 

One thing that stops them 
in their tracks is ®OFTANOL 5% 
Granular insecticide. 

Another is new OFTANOL 2 
Insecticide. It's a liquid formulation 
of OFTANOL, containing two pounds 
of active ingredient per gallon. 

The nifty thing about 
OFTANOL, liquid or granular, is that 
it works fast and lasts long—up to 
120 days. Nothing else on the market 
is so effective against mole crickets. 
Use it as a preventive, when mole 
crickets are in the nymph stage, or 
as a curative whenever mole crick-
ets are a problem. 

Mole crickets, one serious 
problem with two serious solutions. 
OFTANOL. Always read the label 
before use. 

W r i t e 2 6 o n r e a d e r s e r v i c e c a r d 

OFTANOL. 
WHEN YOU'RE SERIOUS 
ABOUT MOLE CRICKETS. 

Mobay Chemical Corpoi 
Specialty Products Gro 
Box 4913, Kansas City, 

ration 
roup 
, Mo. 64120 

OFTANOL is a Reg. TM of the Pärent Company of Farbenfabriken Bayer, GmbH, Leverkusen. 



INTRODUCES THE NEW 

PROFESSIONAL CORE CULTIVATION 
Now you can get down to business with "core cultivation!" 
That's what the new heavy-duty Ride-Aire II offers — 
precision core aerification at the rate of up to 12,000 

square feet per hour. The Ride-Aire II is a tough 670-lb. 
machine powered by an 8-hp commercial engine. It moves 
along smoothly aerating 21 inches per swath with 2Vi- or 
3-inch cores spaced V/i inches apart. 
Yet its compact 36-inch width and single rear wheel steering 
lets the operator easily maneuver around shrubs, trees and 
yard gates. A new foot control system lifts the aerating 
frame hydraulically for transport over sidewalks and 
driveways. 
CLEAN, VERTICAL CORING 
The Ride-Aire II features straight up-and-down action that 
cuts cores cleanly without tearing the turf. The tines are 
heat treated with a special process that makes them self-
sharpening, allowing them to last longer than ordinary 
tines. 
CUSTOMER SATISFACTION 
Whether home lawn or commercial turf, the new Ride-Aire 



RIDE-AIRE II 

II will help you keep customers happy. Core cultivation in-
creases oxygen exchange and nutrient penetration, and 
decreases surface runoff and irrigation frequency. It also 
breaks up thatch and compaction and brings up soil par-
ticles to reinocúlate thatch with soil and microbes to 
enhance thatch decomposition. Whether regular turf 
maintenance or renovation, the Ride-Aire II adds a new 
dimension to the lawn care service industry. 

For more information or a free 
démonstration, call or write: 

R Y A N 
2363 Cushman, P.O. Box 82409 

Lincoln, NE 68501 
CALL TOLL-FREE: 

1-800-228-4444 
©Outboard Marin© Corporation, 1984. All rights reserved. 

Write 1 3 on reader service card 



I RAISING 
BY TIM WEIDNER 

Have you ever wished you 
didn't have to shoulder all the 
business responsibilities at 
your company? Have you 

ever wished your company had a little 
better name recognition? Have you 
ever wanted to increase your buying 
power? If you answered yes to any of 
the above, you might be a prime candi-
date for lawn care franchising. 

Owning a lawn care franchise is an at-
tractive business proposition for many 
lawn care operators because it seems to 
offer the best of both worlds; you can 
be your own boss, and yet you also 
have a business "partner" to fall back 

Small independent 
operators may want to 
consider buying a franchise 
if they are currently having 
problems with marketing, 
training for their staff, or 
getting decent price breaks 
when buying supplies. 

on. Potential franchisees possess certain 
traits that distinguish them from other 
lawn care operators. Bill Fischer, presi-
dent of Spring Green Lawn Care 
Corporation, Plainfield, IL and presi-
dent of the Professional Lawn Care 
Association of America, says the typical 
franchisee has a "burning desire" to 
own his own business. "Yet they are 
not totally independent, they want the 
independence of being their own boss 
and owning their own business, but 

they want somebody to share with 
them the responsibility of figuring out 
how to run the business," says Fischer. 
Spring Green. The franchisee is will-
ing to invest the effort and money re-
quired to get his business off the 
ground, but he wants someone, 
namely the franchisor, to teach him 
how to succeed. A good franchising 
lawn care company, according to Fisch-
er, can put a novice lawn care business-
man far ahead of the game by teaching 
him the right way to operate his busi-
ness. "A good franchise puts a person 
in business for themselves, but not by 
themselves," says Fischer. 

You might think that franchisors get 
a lot of inquiries from independent 
lawn care operators who, for one 
reason or another, want to get out of 
business on their own and become fran-
chisees. But franchisors like Fischer say 
that really is not the case. In fact, 
almost all of Spring Green's franchisees 
have had no prior experience in lawn 
care. However, Fischer expects to see 
more current independent operators 
become franchisees in the future. He 
looks to two specific types of lawn care 
operators to start this trend. 

One type is characterized by the 
growing 'mom and pop' operation that 
has plenty of agronomic savvy, but 
needs to improve its marketing and 
general business skills by becoming a 
franchisee. These businesses needed 
no management or personnel supervi-
sion in their early years when there 
were only two people in the business. 
But as the business grows, it develops 
"a marketing need to generate enough 
dollars to support a layer of manage-
ment and then you need management 
skills to know how to take care of this 
layer of management," says Fischer. 
"That group has a very big potential for 
a franchising company." 

The second type of operator in Fisch-

er's scenario of current independent 
operators who would make good fran-
chisees are middle management per-
sonnel currently employed by larger 
lawn care companies. Fischer is quick 
to point out, however, that he is not in 
the habit of "headhunting" or luring 
middle managers away from his com-
petitors. Still, he has had contact with 
his competitors' middle managers and 
says he will no doubt be granting some 
of them franchises in the near future. 
Fischer says these people are generally 
very satisfied with the company they 
currently work for, but their companies 
offer them no franchising opportunities 
where they currently live. These people 
will come to a franchisor like Fischer 
because, like the 'mom and pop' opera-
tors, they have that essential "burning 
desire" to be their own boss, but they 
also require management and personnel 
supervision. 

Whether the prospective franchisee 
is a novice or belongs to one of the two 
groups described above, he must un-
dergo a screening procedure before he 
can become a Spring Green franchisee. 
Upon expressing his interest in a fran-
chise, the applicant is first sent a packet 
of information. If he is still interested, 
he must fill out a personal Financial 
statement. "The first hurdle the pros-
pective franchisee must clear is to show 
us the Financial wherewithal to carry 
the investment," says Fischer. 

The investment consists of a $10,900 
franchise fee. Thereafter, the franchisee 
pays seven percent of his gross monthly 
profits as a royalty fee. Franchisees are 
expected to meet a monthly quota, but 
Fischer says the quota will vary with 
the size of the franchisee's territory. 
Spring Green franchisees are guaran-
teed exclusive marketing rights to the 
territory they buy. 

"We do a market penetration study 
with the prospect before he buys the 



franchise so he knows what is expected 
of him. It will tell him how many pros-
pective customers there are in that 
market and we will require a certain 
penetration." That may sound a little 
frightening, but Fischer claims he has 
never "terminated" a franchisee for 
not making his quota. 

Once the applicant has passed 
muster, he is enrolled in an eight-day 
initial training course at the company's 
Chicago corporate office. The training 
course consists of both classroom and 
field training to teach the new franchi-
see the basics of the business he has 
just bought into. "One of our field rep-
resentatives in their region will catch 

up with them when they get back and 
help them set up their office, help final-
ize their marketing plans and put 
together a business plan. Once we are 
through that phase, we maintain regular 
weekly phone contacts through that 
representative." The franchisee also at-
tends regional meetings four times per 
year and Fischer says his company 
makes as many field visits as necessary 
to make each franchise a success. 

In order to closely monitor the suc-
cess of each franchisee, Fischer says 
they are expected to submit weekly 
reports regarding sales and production. 
Franchisees also must submit monthly 
profit and loss statements. The franchi-

see is informed of how he is doing with 
weekly and monthly computerized 
reports which are sent back to him 
from corporate headquarters, based 
upon an analysis of the reports he has 
submitted. 

Fischer's system for getting fran-
chees in business and keeping them in 
business must be working because he 
says he has 75 franchises to date and 
has yet to have a single failure. The 
nine-year-old company averages 12 to 
15 franchise openings per year, with 16 
openings last year. Fischer plans to ac-
celerate that figure to 25 openings per 
year within the next three years. The 
corporate headquarters/research and 
development center near Chicago is 
the only company-owned office in 
Fischer's operation and is also the in-
cubator for future corporate personnel. 

Owning a lawn care 
franchise is an attractive 
business proposition for 
many operators because it 
seems to offer the best of 
both worlds; you can be your 
own boss, yet you also have 
a "partner" to fall back on. 

ChemLawn Corporation. "We 
take a little bit different approach to 
franchising," says Jack VanFossen, 
chairman of the board, president and 
chief executive officer of ChemLawn 
Corporation, Columbus, OH. "We 
basically look at franchising as another 
opportunity for our employees," says 
VanFossen. " A s a consequence, 
almost all of our franchises have been 
granted to employees who have been 

(continued on page 34) 

33 



with the company for a minimum of 
three years." 

Those of you who have entertained 

thoughts of buying a ChemLawn fran-
chise should not despair however, be-
cause VanFossen says his company has 
made some exceptions in the case of 
people in small towns who have ag-
ronomic backgrounds. ChemLawn cur-

rently has five of these small town fran-
chises. "It is a new approach we have 
just begun to take," says VanFossen. 

Potential f ranchisees who rise 
through the ranks at ChemLawn must 

(continued on page 36) 

DIAL ONE FRANCHISES 
SERVICE TRADES 

BY TIM WEIDNER 

Franchising in the conventional 
sense may be attractive 
enough for some lawn care 
operators, but Dial One Inter-

national of Long Beach, CA offers an 
original idea in franchising that lawn 
care operators just may want to investi-
gate. When we first talked with Dial 
One executives this time last year, the 
company had sold over 200 franchises 
nationally to nearly 40 different types 
of residential and commercial service 
firms, including lawn care companies. 
The company can now boast about its 
network of over 650 franchises. 

Entrepreneur magazine recently pub-
lished an article which placed Dial One 
in the number seven position in the top 
25 franchises in existence today — be-
tween McDonalds and Wendy's! You 
are probably asking yourself why this 
franchisor has grown so rapidly and re-
ceived such acclaim. Dial One's success 
is due in large part to its unusual 
franchising system. 

The Dial One system is patterned 
after the real estate franchise giant Cen-
tury 21, not surprising since Dial One's 
founder and President Dr. Bill Kroske 
is a former Century 21 executive. Dial 
One's four other key executives are 
also former Century 21 executives. 
"We had been looking for the right 
vehicle to do the Century 21 story over 
again, to find something that could be 
franchised," says Kroske. The Dial 
One team found they could convert ex-
isting service industry businesses into 
Dial One franchises, rather than create 
new franchise companies from scratch. 

The "system" itself relies on a refer-
ral network of franchisees. The compa-
ny has 17 regions across the country 
and each is composed of franchisees 
who are plumbers, electricians, build-
ing contractors, pest control operators, 
and yes, lawn care operators. To get the 
full benefit of the system, this diverse 
group of franchisees must actively refer 
one another to their customers. 

For instance, if a Dial One roofing 
contractor notices that his customer's 
lawn looks a little shabby, he could 
recommend the services of his Dial 
One lawn care peer. All the franchisees 
in a given region are kept up to date on 
the franchise companies in their region 
with printed listings and their comrad-
ery is reinforced with company parties. 
Servicemen from various trades can in-
teract and get to know one another at 
these parties. 

Dial One of the Tri-State, Inc., head-
quarted in Columbus, OH and one of 
the largest Dial One regions, serves 
Ohio and parts of Kentucky and West 
Virginia. This region sold its first fran-
chise on June 22, 1983 and now its net-
work of franchisees control over $30 
million in annual gross billings. One 
year ago the Tri-State region's collec-
tive service companies had 60 vehicles 
on the road; today the Columbus 
market alone can boast 170 vehicles. 
Michael Widdis, president and regional 
director of the Tri-State region, is 
proud of his company's accomplish-
ments and says the lawn care business-
men in the system are quite satisfied. 

"The lawn care people here are very 
pleased with the system," says Widdis. 
"We have provided them with every-
thing we said we would provide and 
they are willing to work the system, 
which is key. It is working exactly the 
way we said it would work because of 
the people who are in it." The lawn 
care operators are benefiting from their 
participation in the referral network, 
but they are also getting the benefit 
f rom television advertising which 
Widdis says is well received by local 
consumers. 

About 25 lawn care companies na-
tionwide have become Dial One fran-
chisees and four of them are in the Tri-
State region. Philip Manes, president of 
Dial One Accord Lawn Services, 
Columbus, OH, has been with Dial 
One about two years now and is very 
satisfied. "1 am very pleased with what 
it has done in our marketplace in 
Columbus," says Manes. 

Manes had been an independent 
operator for about seven years prior to 

joining Dial One and says the effect on 
his business has been dramatic. The 
presence of those 170 vehicles with big 
Dial One logos on their sides has creat-
ed the illusion that he is personally 
operating a vast fleet. "I can't go any-
where without passing a Dial One truck 
someplace," says Manes. He says the 
Dial One advertisements on billboards 
and television have given him tremen-
dous exposure, but it has also boosted 
employee morale at his company. 

He says the entry level applicators on 
his staff tend to look at themselves as 
menial laborers, but Dial One has 
changed their attitudes. "Wearing the 
Dial One uniform gives them a sort of 
pride in themselves," says Manes. 
"We have noticed that our employee 
turnover has gone down, which spells 
more profit for me because I don't 
have to re-train so many new people." 

Manes says his new-found exposure 
and access to mass media advertising 
has benefited his commercial sales as 
much as his residential sales. Before 
joining Dial One, Manes says his com-
mercial work bids were just like the 
other bids for a given job which were 
compiled by the client for the purpose 
of figuring an average price for the job. 
"Many times I was not a serious 
contender because people weren't fa-
miliar with us as a quality company," 
says Manes. "The name recognition we 
get with Dial One now has probably 
played some significant role in the 
number of commercial contracts we 
have been able to land." 

Widdis thinks the Dial One franchis-
ing concept is as natural for the service 
trades as franchising in general has 
been for the real estate, fast food and 
motel industries. He encourages lawn 
care operators to check out Dial One. 
"We want people to look at us and see 
if we are what they want," says Widdis. 
"If we aren't what they want, at least 
they know we are coming in as good 
competitors. We are not made up of a 
bunch of has-beens or schlock outfits." 

If you would like more information 
about Dial One franchising, write Dial 
One International, 4100 Long Beach 
Blvd., Long Beach, CA 90807. 
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first be recommended by their branch 
managers. "The branch manager has to 
be familiar with his agronomic back-
ground and also his managerial capaci-
ties," says VanFossen. "The branch 
manager basically has to make a recom-
mendation of the person to the vice 
president of franchising." The prospec-
tive franchisee must also meet "certain 
minimum limitations" in his ability to 
bring capital to the franchise deal, ac-
cording to VanFossen. 

One of the cheapest aspects of financ-
ing the franchise venture is the initial 
purchase fee. "Today it is $2,500 and 
we allow them to pay the initial fee 
over a period of five years," says Van-
Fossen. "During the first year, they 
pay us 6-1/2 percent of revenues as a 
royalty fee, the second year they pay us 
eight percent, then the third year and 
thereafter they pay 10 percent." 

To help ease the cost of setting up 
the franchise, franchisees can use the 
mass purchasing power of ChemLawn's 
purchasing department to buy their 
equipment and supplies. Franchisees 
are only required to use the company's 
standard design of equipment and pro-
vide the financing for the equipment. 
"They have their choice of either 

The franchisee is willing to 
invest the effort and money 
required to get his business 
off the ground, but he wants 
someone to teach him how 
to succeed. A good lawn 
care franchisor can teach a 
novice lawn care 
businesman the right way to 
operate his business. 

buying their materials from us or from 
an independent source, although we 
control the agronomic programs they 
use. They have to use the programs we 
write for them, but they have the right 
to purchase the chemicals anywhere 
they want. Our policy has been to sell 
chemicals to our franchisees at our 
cost," says VanFossen. 

ChemLawn maintains ongoing com-
munication with its franchises on a 
monthly basis, or more often during 
the busier times of the season. While 
ChemLawn is not an extensive franchi-
sor, (the company owns 165 branches 
and has only 25 to 30 franchised opera-
tions) it has had considerable success 

with franchising. "We have only had 
three franchises that we did not feel 
were successful and we bought back 
their franchises, basically to keep them 
from getting into a bad financial situa-
tion. That was not an obligation on our 
part, it was just something we thought 
we should do." VanFossen says one 
other franchise was also bought back 
because the franchisee wanted to get 
into another business. 

With that moderate rate of franchise 
mortality, the number of ChemLawn 
franchise operations should grow 
steadily in coming years since VanFos-
sen says his company has been opening 
about five new franchises per year. 
Franchising has no doubt contributed 
to ChemLawn's considerable sales 
revenues. In 1984, the company record-
ed $289,000,000 in gross sales, of 
which $15,600,000 was taken in as 
after-tax profits. 
Hydro Lawn. Hydro Lawn of Gait-
hersburg, MD can also claim some 
pretty impressive sales revenues, but 
company President Jerry Faulring says 
he has never really considered franchis-
ing his operation. "I think the concept 
has more merit today than it might 
have had five years ago, given the fact 
that we have seen some fairly good 
franchising operations come to the sur-
face," says Faulring. 
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Independent lawn care operators 
have approached Faulring with fran-
chise offers, but he remains skeptical of 
their ability to succeed as franchisees. 
"On many occasions people have come 
to us and asked us if we would be will-
ing to franchise our name and help 
them get started in another market 
area," says Faulring. "We have never 
solicited, so we have never really found 
out if there are some good people out 
there. The people who come to us, we 
just never felt were of the type we are 
looking for. They may have had the 
money, but beyond that, we felt they 
didn't have the business experience or 
the potential." 

Faulring's operation is exclusively 
company-owned because, in large part, 
he likes the tight control he possesses 
as sole owner. If a particular franchise 
was doing well and earning its keep, 
that would be fine, but he is afraid he 
would have to spend as much time with 
the healthy franchises as he would with 
the struggling franchises. He is hesitant 
about spreading the costs around in 
such a disproportionate manner. "If we 
were to do it, we would certainly look 
at it from a different perspective," says 
Faulring. "We would go after it in a big 
way." 
Davey Lawnscape. The manage-
ment of Davey Lawnscape in Kent, OH 

Spring Green Lawn Care 
Corporation has 75 
franchises to date and has 
yet to have a single failure. 
The nine-year-old company 
averages 1 2 to 1 5 franchise 
openings per year and plans 
to accelerate that figure to 
25 openings per year within 
the next three years. 

has similar feelings about lawn care 
franchising. Gordon Ober, Davey's 
general manager, says his company has 
looked into franchising, but continues 
to expand solely through company-
owned facilities. Like Faulring, Ober 
has had a number of inquiries from 
franchise hopefuls, but he also cites the 
importance of corporate control over 
company branches. Several years ago, 
Ober says he averaged about a dozen 
calls a year from people as far away as 
California, but in the last year the calls 
have tapered off with the growing 
public concern over the safety of lawn 
chemicals. But an even greater in-
fluence on the lessening of franchise in-

quiries has been a drying-up of the 
small market areas that have tradition-
ally been prime for franchises. 

"A lot of the secondary markets are 
already kind of filled up with three to 
five lawn care companies," says Ober. 
"If a major company didn't feel the 
market had enough potential to open 
an outlet there, they would go ahead 
and sell a franchise, knowing it would-
n't be worth their business in the long 
run to start a company operation 
there." Many markets have limited 
population growth potential. The small 
towns that already have five or six lawn 
care companies probably have reached 
market saturation. "The number of 
virgin markets for a potential franchisee 
aren't there," says Ober. 
Barefoot Grass. Still, many lawn 
care companies, like Barefoot Grass 
Lawn Service of Worthington, OH, are 
successful franchisors and have an on-
going commitment to franchising. Al-
though Barefoot is not a large scale 
franchisor, the company makes a con-
scious effort to open about two fran-
chises each year. "That is by design," 
says John Dunham, Barefoot's vice 
president of franchising. "We also open 
company branches each year and try to 
keep our growth controlled to service 
everybody properly." 

(continued on page 38) 
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Like ChemLawn, most of Barefoot's 
franchises have been sold to company 
employees. "We won't take somebody 
that has absolutely no lawn care experi-

ence," says Dunham. "Even with our 
training programs, a franchisee is on 
his own out there a lot" The novice 
franchisee cannot be expected to gain 
enough lawn care experience in one or 
two weeks of classroom work to survive 
in the marketplace. Some people have 

gone to work for Barefoot just to see if 
they had what it takes to be a franchi-
see. "1 have had several people come to 
work for us for a year or two to gain the 
basic knowledge and also to find out if 
they really like the business." 

Dunham says the potential franchisee 

BURNING FRANCHISE QUESTIONS 
BY ED WANDTKE, 

JOHN LINKHART AND 
RUDD McGARY 

As the lawn service industry 
grows, there are options for 
the organizations already 
within it and for those outside 

who wish to become a part of it. One of 
the major areas of interest today is 
franchising, both from the standpoint 
of the company deciding that offering 
franchises is a viable way of expanding 
into new marketplaces and from the 
standpoint of the potential franchisee, 
looking for help in establishing a 
company in a growing industry. 

There are a lot of things to consider 
when investigating lawn care franchises. 
The franchisee should examine the 
financial resources needed to buy the 
franchise, the funds or financing 
needed to obtain the operating equip-
ment and vehicles to start the business 
and the working capital needed to carry 
the business prior to the initial inflow 
of revenue. The franchisor should be 
able to answer all these questions and 
back up the answers with some factual 
data. Be particularly careful that the an-
swers to these questions are relevant to 
your specific market area since regional 
changes in agronomic conditions and 
seasonality of lawn services will change 
the requirements from area to area. 

If you are a prospective franchisee 
you need to find all there is to know 
about a potential franchisor. Is the fran-
chisor correctly registered in the state 
and current with all necessary fees? 
How much of the firm's history and 
past business practices can you obtain? 
Have franchisees sued the franchisor or 
are there any current legal proceedings 
that could influence your decision? 
Does the franchisor have the talent to 
really service all the franchisees he has 
to the level he is promising? What if 
you are not happy and wish to get out 
of the franchise? Are people waiting in 
line to obtain the franchise or will the 
franchisor buy out your franchise on 
some formula basis determined in ad-
vance? Can the franchisor terminate 
your franchise for reasons that you 

don't believe are reasonable? What are 
your territorial rights and at what price 
can you extend your franchise area? 
These are some questions you should 
explore when looking at a franchise 
commitment. 
Operations. In the operating area 
there are also several key questions, 
many of them dealing with information 
management. In starting your fran-
chise, you will need to have an account-
ing system to handle billings and collec-
tions for services performed. Does the 
franchisor offer a manual system or is a 
computer the recommended way to 
go? Will you be getting operating 
manuals and will they be periodically 
updated? Will someone come to your 
site to train your people in the correct 
way of running the administrative side 

If you are a prospective lawn 
care franchisee you need to 
find out everything there is 
to know about a potential 
franchisor. 

of the business? How have other offices 
of this franchisor started? Are they still 
operating the same way today as they 
did when they started? When asking 
questions like this, it is a good idea to 
get several names of other franchisees 
and call them. Make sure you get a 
large enough selection that you can 
find all the information you want, not 
just talk to somebody who is a cheer-
leader for the company. 

Again in operations, what are you 
going to do about equipment and vehi-
cles? Will the parent company help you 
in terms of costs of vehicles? Will they 
help work on the vehicles so they are 
ready to roll when you need them? Do 
they have a mechanic you can call for 
help? Equipment can also be a major 
expense. Will you receive better prices 
on equipment because you are a fran-
chisee? Will the correct equipment be 
made available to you? Does the fran-
chisor have a list of all necessary equip-
ment that you will need and is the list 
correct for your particular market? 

A final set of operations questions to 
consider deal with chemicals and their 
costs. Do you have an idea what the 
percentage markup is on the chemicals 
you buy through the franchisor? Is the 
markup realistic in terms of other 
sources you can buy from? Can the 
franchisor recommend local sources 
for chemicals? If not, how and where 
will you get small orders for chemicals 
serviced? It is fairly easy when you are 
getting your first order to put together 
a truckload. Make sure you know what 
kind of backup resources there are in 
your area along with the costs involved. 
Marketing. The issue of company 
image in the marketplace is one which 
is foremost in making decisions con-
cerning the potential benefits of becom-
ing involved in franchising. Many 
companies, when attracting potential 
franchisees, suggest that they offer a 
strong identification image in the mar-
ketplace. You should ask how this 
image has been formed and if it is really 
the way it is portrayed by the franchisor. 

If the company does a great deal of 
electronic media advertising, radio or 
television, it is possible that communi-
ties not yet serviced will be within 
range of the media. In this case, the ad-
vertising will help to establish a corpo-
rate name and this will be helpful to the 
franchisor and franchisee. 

What about the case of a company 
with home offices in Indiana that is 
working with franchises in Utah? In 
this case, the advertising done elec-
tronically in Indiana will not have 
reached the Utah market and will not 
help establish the company in the dis-
tant location. This is most often the 
case with the exception of major nation-
al companies that advertise electronical-
ly on a large scale basis. 

The issue for the franchisor or fran-
chisee in most cases is how to leverage 
the image of the company in the new 
territory. You should ask about market 
research done in existing markets. If 
the consumer response is good in exist-
ing markets, is there some way that this 
information can be communicated to 
potential consumers in new markets? 
The answer to this question is yes. It is 
the function of both the franchisor and 
the franchisee to understand that it can 
be done and to work out ways in which 



had better be certain he is getting into a 
business he wants to stay with. "I can't 
think of a better way to get involved 
than to just go out and do it for a season 
with some company," says Dunham. 
"It would be kind of silly to find out 
two years later that you really don't like 

working outdoors or dealing with 
consumers." 

Small independent operators may 
want to consider buying a franchise if 
they are currently having marketing 
problems, having trouble getting 
decent price breaks when buying sup-

it can be done, economically, effective-
ly and efficiently. 

Make sure you don't make the 
common mistake of thinking that be-
cause the franchising company is well 
known within the lawn care industry 
that the consumers are as aware of the 
company as those in the industry. Also, 
don't think that a company which is 
well known in a given geographical area 
is known in others. Simply because a 
company is well known in Indiana gives 
no assurance that its name will be 
known to consumers in Utah. Some 
type of plan to transfer the name from 
one geographical market to another 
should be part of a franchise package. 
Advertising. Advertising is a second 
marketing area to consider. How much 
support will a franchisor give to a fran-
chisee in terms of advertising? This 
support comes in a variety of forms. If 
you are going to be doing electronic 
media advertising, can the franchisor 
give you spots that are ready for use? 
Do the spots show the correct ag-
ronomic picture, that is, do they show 
Bermudagrass for the southern parts of 
the country and bluegrass for others? 
Are the ornamentals correct for your 
part of the country? Some companies 
will say this doesn't matter, but if you 
are buying a franchise, shouldn't you 
be getting something that represents 
your area rather than the home office? 

Are print advertising pieces orga-
nized in some logical fashion? An un-
derlying question to be asked is wheth-
er or not the advertising offered is 
linked with the overall marketing plan. 
If there is no marketing plan-, the rest 
of these questions are nonsensical. 
Make sure you see the marketing plan 
for your area and be certain you know 
how you are going to implement it 
before you start worrying about what 
your new logo is going to look like. Ad-
vertising without a marketing plan is, 
in most cases, simply a waste of 
money, for it can be truly effective only 
if it is integrated into a larger plan. 

Is there a common theme running 
throughout the print advertising 
pieces? Is the material aimed toward an 
objective that is realistic and well un-
derstood? How is the printing done? 
What is the cost of the printing? Will 
you be required to hire a printing firm 

or will the home company have the ad-
vertising pieces printed at a savings to 
you? What is the cost per piece? How 
many pieces do you need to have to ef-
fectively begin a franchise? How many 
different types of materials do you 
need? Customer letters, mailers, door 
hangers, estimate cards, pre-payment 
letters, door stuffers, yellow page 
layouts, technical updates for custom-
ers, off-season mailers and any other 
marketing pieces needed by a lawn care 
company should be assessed. 
Sales force. How are your sales 
people going to be trained — by 
manual, by yourself, by a sales trainer, 
by an outside sales course? Where will 
they be trained — on-site, home office 
site, neutral site? 

Even more important, who are your 

The issue for the franchisor 
or franchisee in most cases 
is how to leverage the image 
of the company in the new 
territory. 

sales people going to be? Will the fran-
chisor give you help in screening appli-
cants? In many cases your applicators 
will also be your sales staff. How are 
you going to integrate the work re-
quired for applicating and selling? 
Which is considered more important 
by the franchisor, selling or applicating? 
Should either be more important? 
Does the franchisor offer help in setting 
up time management for sales? Will 
you have forms that will help you rate 
the sales time of your personnel? 
These questions will help give you 
better control over your sales function. 
Marketing data base. Finally, and 
this may be the most important area of 
marketing to consider, will the franchi-
sor give you the types of information 
necessary to begin a marketing data 
base? What types of information 
should you collect in order to better 
plan your next year's season? Do you 
know your closing ratio for sales as op-
posed to estimating this ratio? Do you 

(continued on page 8!) 

plies or if they feel their training for ap-
plicators or sales staff is not up to snuff, 
according to Dunham. Independent 
operators with fairly large operations 
may want to consider franchising if 
they are having trouble with record 
keeping, scheduling, billing and other 
office procedures that could be expedit-
ed by a franchisor's computer system. 
Buying a franchise can allow franchisees 
to share in the business "luxuries" 
only a large franchising corporation can 
afford. "In one sense, you might com-
pare a franchise company to a co-op 
where several people get together to 
benefit all the partners of the co-op," 
says Dunham. 

Barefoot has not sold too many fran-
chises to lawn care people, but some 
franchises have been bought by retail 
garden store owners and other retailers 
in green industry-related businesses. 
"They decided this is a good fit for 
them," says Dunham. "In those cases, 
the people have a lot of sales and 
technical experience. We are able to 
provide them with a system that makes 
lawn care work and it blends in with 
their other operation fairly well." 

As with other franchisors, potential 
franchisees must expect to be screened 
by Barefoot's franchising department. 
In the case of an employee, the compa-
ny already has a pretty good idea of 
how stable he is, whether he can sell 
his service and how hard he is willing to 
work. However, a financial statement 
is required of all applicants regardless 
of whether or not they are Barefoot em-
ployees. "Beyond that, we just sit down 
with them and explain how it works 
and what they need to know," says 
Dunham. 

Like any other franchise, the franchi-
sees are expected to finance the facili-
ties, equipment, supplies, uniforms, 
etc. Franchisees can take advantage of 
Barefoot's purchasing power and order 
supplies through the company, but 
they are not required to do so. "All of 
our franchisees probably get back their 
royalty fee just in reduced product and 
advertising costs," says Dunham. "It 
may take a week of a guy's time talking 
to a half dozen truck dealers and work-
ing with a bank or leasing company to 
work out a good lease. We have people 
here who can do that for them." Since 
Barefoot is trying to get the best possi-
ble lease agreements for themselves, 
Dunham says it only makes sense for 
the franchisees to take advantage of 
their system. 

While franchisees are not required to 
lease or buy through the company, 
Barefoot does have a well-defined list 
of image and quality standards. These 
standards apply to the type of fertilizers 
and pesticides franchisees can use. 
Barefoot's lawn care program includes 
granular fertilization and liquid weed 

(continued on pane 40) 



control. "We do some quality control 
inspections of lawns to make sure they 
are actually delivering to the consumer 
the appropriate lawn care we are after," 
says Dunham. 

Franchisees are also given access to 
the information gathered from Bare-
foot's on-going agronomic and market-
ing research. Barefoot can assist fran-
chisees with accounting practices, Filing 
payroll taxes, monthly tracking and de-
veloping a business plan. "That pool of 
knowledge in our company is a little 
over 10 years old now and we have 
made lots of mistakes and we can try to 
help people avoid making them over 
again," says Dunham. 

The company has 25 branches, half 
of which are franchise operations. "We 
do not really franchise in major metro-
politan areas," says Dunham. "Those 
are areas that are opened or will be 
opened to company locations. Our fran-
chises are typically in secondary-sized 
cities like Madison, WI; Rockford, IL; 
and Lexington, KY." Barefoot must 
have its franchise system under control 
because Dunham can claim that his 
company has never had a franchise go 
bankrupt or out of business. The 
company has, however, had to buy 

back franchises and convert them into 
company-owned businesses in cases 
where Dunham says the franchisees 
were not "as excited or interested in 
the business as we like." 
Perf-A-Lawn. At Perf-A-Lawn 
Corporation in New Carlisle, OH, the 
franchising department can also claim a 
high success rate for their franchise 
start-ups — 85 percent. Perf-A-Lawn is 
15 years old and started franchising 
seven years ago. At one time the 
company had 28 franchises, but now 
they are down to 22. In addition to the 
22 franchises, the company also has 11 
company-owned branches. As in the 
case of Barefoot, some of the six lost 
franchises were bought back by the 
company for one reason or another. 

Also like Barefoot, Perf-A-Lawn 
generally looks outside of the lawn care 
industry for franchisees if an employee 
is not interested. An independent lawn 
care operator who is doing well is not 
going to be interested in a franchise 
and one who is not doing well would 
probably not do any better as a franchi-
see. "Nine times out of 10," says Ron 
Wilson, Perf-A-Lawn's vice president 
of franchising, "the independents are 
having financial problems or they 
wouldn't be looking for a franchise." 
Wilson believes most currently inde-
pendent operators are simply a bad 

franchise risk. On the other hand, ser-
vice industry people outside the lawn 
care industry who would like to buy a 
lawn care franchise might be good pros-
pects, people like nurserymen, landsca-
p e s and pest control operators. 

When a prospective franchisee ap-
proaches Perf-A-Lawn, he can expect 
to be screened to determine his net 
worth, personality and aptitude for the 
job. "We don't worry too much about 
his background in agronomics because 
we teach him that," says Wilson. 
"White collar executives are good pros-
pects because they have business 
knowledge." Once the prospect has 
passed the screening process, Perf-
A-Lawn determines the area he is inter-
ested in franchising and uses a market 
study to determine if it is even feasible 
to open there. Wilson says he has to lay 
it on the line and let the franchisee 
know up front whether or not he can 
expect to grow and prosper in his 
market. 

Franchisees pay Perf-A-Lawn an up-
front fee based on the number of single 
dwelling homes in the area he has pur-
chased. Thereafter they pay a 7 percent 
royalty on their gross receipts. There is 
no quota set on expected growth, but 
franchisees are counseled individually. 
"We look at each person individually 
and will counsel them as far as whether 
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we think they are growing at the rate 
we think they should be growing," says 
Wilson. 

On-going communication between 
franchisee and franchisor at Perf-
A-Lawn is rather rigorous. Franchisees 
are expected to fill out daily reports 
which record daily sales, production, 
cash received and receivables outstand-
ing. All invoices must be returned to 
the company. "The invoices we send 
them are pre-numbered so they have 
to account for all the numbers in the se-
quence," says Wilson. "During the 
first couple years of business we require 
them to send back all service call forms 
so we can see how they are handling 
the service calls, whether they are 
answering the problems correctly." 
Lawn Medic. At Lawn Medic, Inc. in 
Bergen, NY, the ties between manage-
ment and the franchisees are not quite 
so close, but franchisees do have to 
report their sales activities to the 
company on a monthly basis. "We 
have the right to look at his accounts 
and records," says Lawn Medic Presi-
dent Don Burton, "that 's in our fran-
chise agreement. But as a matter of 
practice, we are not doing that on a rou-
tine basis." Burton feels it is more im-
portant that his company keep his fran-
chisees informed of key business devel-
opments like changes in insurance poli-

cies, workman's compensation, local 
regulatory activity and operational 
techniques. 

Burton has franchised former inde-
pendent lawn care operators, largely be-
cause they already have fulfilled the es-
sential licensing required by New York 
state regulatory agencies. "Our thrust 
has been a low-key effort to convert in-
dependent lawn care operations to 
Lawn Medic," says Burton. "We are 
not out in the marketplace actively 
trying to entice folks who have not had 
any exposure to the lawn care indus-
try." He says employees have become 
franchisees and he sees this an alternate 
way of marketing and opening up new 
territories. 

Franchisees pay a relatively low up-
front fee and then pay a 5 percent 
monthly royalty on their gross 
revenues. But before franchisees are ac-
cepted, they must fill out a rather leng-
thy application form which covers past 
e m p l o y m e n t , educat ion , driving 
habits, health and other points to arrive 
at a detailed personal profile. Burton 
also wants to know about a prospect's 
financial situation. He wants to know 
his net worth, what he owes, what he 
owns, how much he has made outside 
this indusfy , if there are any liens on 
him, if he has been through bankruptcy 
and finally, if he has the financial back-

ing to get along for a year or so without 
depending on the business. 
Conclusions. It should be obvious 
by now that if you are considering a 
franchise, you had better be ready to 
answer some detailed questions about 
your personal and financial background 
that will be asked by the several franchi-
sors in the lawn care industry. It is also 
evident that most franchisors are hesit-
ant in granting franchises to current in-
dependent lawn care operators. Not 
surprisingly, they will be wondering if 
you are simply seeking the benefits the 
franchise organization has to offer or 
you are hoping to mask your poor busi-
ness skills with the franchise company's 
help. 

If you seek franchise benefits that 
you do not have as an independent, 
you will no doubt find many. Franchi-
sors offer sophisticated advertising pro-
duction at reasonable prices. They pro-
vide mass purchasing power that most 
independents cannot match. Franchi-
sees can be linked to large business 
computers at the franchisor's headquar-
ters which have functioning lawn care 
programs already up and running. In 
short, there are a lot of benefits availa-
ble to franchisees, but the franchisee 
had better be willing to trade total inde-
pendence for some degree of business 
supervision. 
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PRICING IN THE 
LAWN SERVICE 
INDUSTRY 

BY VIVIAN FOTOS 

Money makes the world go 
around, and it makes the 
lawn care industry thrive. 
But how do lawn care profes-

sionals decide how much money they 

need to keep going? Is there a secret 
formula to success in this business? 
Does it rely solely on dollars and cents? 

American Lawn Applicator talked 
about pricing with industry operators 
and consultants to uncover the dif-
ferences in lawn care services across 
the nation, the value of those programs, 
and the general attitude toward pricing 
in today's marketplace. Although few 
generalizations can be made about the 
actual fees commanded by different re-
gions of the country, most lawn care 
businessmen would agree with the age-
old expression, "You get what you pay 
for." 

According to Ed Wandtke, an associ-
ate advisor with Advisor Associates in 

Columbus, OH, when deciding pricing 
strategy, a company must first deter-
mine what position it wants to take in 
the marketplace. Do they want to be a 
premium company offering quality ser-
vice, products, and attention, or do 
they want to be a "middle-of-the-road" 
company corner ing the volume 
segment? 

Having worked for ChemLawn for 
five years, first as operations manager 

in the southern zone and then as corpo-
rate financial manager, Wandtke is 
quite familiar with the "price competi-
tiveness is everything" attitude, a la 
the ChemLawn position. "ChemLawn 
does not necessarily guarantee a superi-
or product," he explains. "They just 
say that they offer the best value for 
the price. They are not catering to the 
top portions (of the market) that 
maybe want truly customized lawn 
care." 

"If you're going to go competitive, 
you hang in there around the Chem-
Lawn prices." If a lawn care operator is 
after the premium segment of the mar-
ketplace, he adds, then he best be 
including additional services in his 

lawn care package. 
One of Wandtke's East Coast clients 

works with ChemLawn in his area. For 
a season of fertilization treatments on 
approximately 6,000 square feet of 
lawn, ChemLawn receives about $200 
to $220, he says. Given that same prop-
erty, his customer takes in $330. "They 
get roughly a 50 percent superior price 
for the same square footage," Wandtke 
notes, but their program includes aera-
tion, seeding, and the application of 
fungicides, herbicides, and insecticides 
in addition to fertilization. 

Because labor and rental costs on the 
East Coast are generally 30 to 40 per-
cent higher than anywhere else in the 
country, Wandtke says lawn care ser-
vice is usually priced higher there than 
in any other region in the United 
States. For example, one fertilization 
application on a property of about 4,000 
square feet on Long Island in New 
York costs about $40, he says. "That 
same small property in Louisville, Ken-
tucky makes $20. Go to the South and 
that same property might automatically 
pull in about $30." 

Wandtke makes no other generaliza-
tions about pricing in the industry, "be-
cause pricing is not necessarily geared 
to the quantity of product used nor the 
time the person spends out on the prop-
erty. It's a function of what the custom-
er is willing to pay for the service you 
have to perform." 

However, it is interesting to observe 
that while per application lawn care 
prices might be higher in the East, 
annual lawn care services on the West 
Coast and in the South usually wind up 
costing the homeowner the same 
amount as their Eastern counterparts 
by the end of the season. Even though 
these region's have lower per applica-
tion prices, Wandtke says, they're put-
ting on one or two more applications a 
season, thus earning about the same 
annual revenue. 

These warmer climate areas also 
demand that tree and ornamental care 
be part of the basic lawn service pack-
age. "On the West Coast, tree and orna-
mentals are the basic program and turf 
almost becomes the add-on," Wandtke 
says. Of the average-size lawn in this 
region, which is usually between 3,500 
and 4,000 square feet, he says about 70 
percent of the property is dedicated to 
ornamentals and only 25 to 30 percent 
to turf. 

"Generally you're looking at proba-

"I think we're going to find that the pricing in the marketplace 
is generally going to stay very tight to the consumer price 
index. And as the consumer price index goes up, indicating 
we have more discretionary income, people will demand 
lawn care services. They want that valuable time to spend 
with their families and/or other recreational activities 
without having to maintain their property themselves." — Ed 
Wandtke, Advisor Associates, Columbus, OH 



Ed Wandtke 

bly a $50 to $60 bill per application," he 
says. "And you're looking at a mini-
mum of five applications; some are 
even priced at six applications." 

"Further, on the West Coast," 
Wandtke advises, "if you're offering 
the tree and shrub service, you best be 
offering a pruning service of some 
nature to go along with it. It's a rapid 
growing season in that climate, as well 
as in Texas and Florida, and people 
need pruning as much as they need the 
basic insecticide and fertilization 
program." 

As for pruning prices, if a customer 
buys the service up front the cost is 
equivalent to the price of one extra ap-
plication, Wandtke says. "If you take it 
as an add-on or you have an unusual 
piece of property, many times lawn 
care operators charge a flat rate per 
hour, like $12 or $15, to come in and 
actually cut back your property. And 
that's leaving the droppings where they 
are," he adds. "If you want them to 
pick them up, they then charge $20 an 
hour to take everything away from 
your property." 

As for add-on services around the 
country, such as herbicides, insecti-
cides, and fungicides, Wandtke notes 
that many lawn care operators are 
including limited applications of these 
chemicals in their basic packages. They 
are not blanketing the property with 
the chemical, he explains, but making 
selective applications on certain areas. 

"If operators are basically going to 
put out four applications, they probably 
have increased the price roughly 25 per-
cent for the allowance of all the herbi-
cides and fungicides necessary to treat 
the property," he says. "Generally if 
you buy them (herbicides, insecticides, 
and fungicides) on an as-needed 
basis," he says, "it 's considerably more 
ALA 

Joe Motz 

expensive." 
Additional services are the key for 

t oday ' s lawn care businessman. 
"People coming into the industry today 
should make sure they go out and 
expand their services as the customers 
are willing to pay for that extra ser-
vice," stresses Wandtke. Because, he 
says, "I think we're going to find that 
the pricing in the marketplace is gener-
ally going to stay very tight to the 
consumer price index. And as the 
consumer price index goes up, indicat-
ing we have more discretionary 
income, people will demand lawn care 
services. They want that valuable time 
to spend with their families and/or 
other recreational activities without 
having to maintain their property 
themselves." 

The improved economy is certainly a 
boost for the lawn care industry. "The 
positive move in the country's financial 
position is encouraging lawn care guys 
to expand and offer more services, 
rather than trying to be the cost chea-
pie," Wandtke says. "Cheap is not 
buying customers in 90 percent of the 

marketplace." 
The real sale is based on the lawn 

care operator's ability to prove that he 
will listen to customers and react to 
their problems. "If that means you go 
and spray closer to beds, you come in 
and do a little pruning — whatever that 

little one-upmanship of opportunity 
that's out there — you do it, because 
the consumer does not want to do the 
service himself," Wandtke explains. 
"If you're willing to do it and offer it at 
a reasonable price — I don't mean 
cheap, I mean reasonable — they're 
willing to spend it." 

"The emphasis is really on pro-
fessionalism," he adds, "showing that 
you understand what you're doing and 
then following through because you're 
consistent and persistent in your ser-
vice. That's all the customer really 
wants." 

But still some lawn care operators 
insist they lose accounts because of 
price, and often because their competi-
tion has "undermeasured" a property 
site to offer lower rates. "If a person be-
lieves the customer when he says, 'I 
bought from Company A instead of 
Company B because of the measure-
ment, ' he's not a good salesperson," 
Wandtke says. "The customer didn't 
buy on who can measure the property 
most accurately. That's just a crutch to 
assist him with the high volume of 
quoting that has to go on in the indus-
try. Who cares what you measure on 
the property? The key thing is to quote 
the price the customer is willing to pay 
for the service." 

The entire idea of pricing on square 
footage bothers Wandtke. "One of the 
things the industry is very hung up on 
is the concept of pricing at specific inter-
vals, like every 500 feet," he says. "But 
ChemLawn has set the standard that 
you measure the lawn and quote it on a 
piece of paper to a customer. 'You have 
7,200 square feet, therefore I'm going 
to quote you a 7,200-square-feet 
price.'" 

"But what's wrong with another firm 
coming out and saying, 'You have a 
medium-size lawn in our operation,' 
and then quoting whatever price that is 
per application? If that's $42, it's $42. 
ChemLawn might price theirs out in a 

(continued on pane 48) 
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Because labor and rental costs on the East Coast are 
generally 30 to 40 percent higher than anywhere else in the 
country, lawn care service is usually priced higher there than 
in any other region in the United States. 



nice fancy formula and come out at 
S41, but what's the difference?" he 
asks. "It 's all in the salesmanship and 
your ability to convince the customer 
that you will follow through, deliver 
the service, and perform as you 
promised." 

While ChemLawn has set the stan-
dards for many industry practices, 
which often only cater to the large lawn 
care services, this year the industry 
leader has raised its prices — an act that 
has given hope to smaller lawn care 
operations. 

"ChemLawn is getting off their duff 
on pricing and raising up. In almost 
every market that I'm in this year, the 
people have already received a price in-
crease," Wandtke says. "I think the 
small fellow who's been worrying 
about keeping price low is going to be 
afforded an opportunity to get his price 
in line with what he needs to maintain 
profitability." 

Overall, Wandtke has seen price in-
creases for 1985 ranging anywhere 
from 4 to 6.5 percent. "I think by and 
large people who had held back on in-
creases are now being forced to face the 
reality of the economy. And that is," 
he says, "if you're going to pay com-
petitive wages and offer the extra ser-
vices that the customers are demand-
ing, you ought to exert an appropriate 
return on the investment and commit-
ment that you make to a customer." 

Motz Lawn Care. The new year 
has not necessitated price increases for 
all lawn care businesses. Joe Motz, 
president of Motz Lawn Care Inc. in 
Cincinnati, OH, hasn't altered his 1984 
prices for 1985. However, his firm did 
have a major increase of 12 percent 
going from the 1983 to 1984 season, 
and a 10 percent increase prior to 1983. 
"Our '85 costs are not over what they 
were in '84," he says. "In most cases 
it's on hold and in some areas, like the 
area of herbicides, the costs have gone 
down. We are then passing that on to 
the customer, trying to take advantage 

of it in new sales." 
Pricing in the lawn care industry is 

not an easy task, Motz explains. 
"You're weighing two things — on one 
side is the price the market will bear, 
and on the other side is the overall 
company cost. The final price sheet," 
he says, "is a combination of the two." 

Motz's basic lawn care program in-
cludes fertilization and weed and insect 
control with five annual applications. 
"We have a graduated cost increase 
which is based on the footage," he 
says. "Our fee graduates up at a price of 
about $3.00 for each 1,000 square feet, 

starting at a minimum of 5,000 square 
feet." 

Motz uses a measuring wheel to cal-
culate property sizes and determine 
customer prices. Although it's the only 
efficient tool that's really available in 
the field, he sometimes doubts its true 
accuracy. "If you put three reputable 
firms out there together, we're all 
going to come up with varying figures," 
he says. "Sometimes it's pretty alarm-
ing to see the amount that they do vary 
when we're all claiming to be giving an 
honest measurement." 

His company uses a wheel that is ap-
proximately a foot in diameter. "The 
small wheels bounce up and down in 
the deviations," Motz says. "I find that 
those aren't as accurate as the wheels 
with a little larger diameter." Ideally, 
he believes the best way to measure 
property sizes is by plot plan, which in-
volves studying an architect's actual 
drawings to see how much of the prop-
erty was designated for turf. 

Perhaps not feasible for residential 

sites, Motz always asks for architectural 
renderings from his commercial ac-
counts. "We use a ruler on those rather 
than actually walking the site and that's 
very accurate," he explains. "A lot of 
applicators just don't think about 
asking for a plot plan, and they can cir-
cumvent having to walk that entire 10 
acres or whatever the facility might be." 

ABC Lawn Service. A division of 
ABC Pest Control in San Antonio, TX, 
ABC Lawn Service is running into 
more measuring problems as more 
lawn care companies move into town, 
according to John Roberts, general 

manager of the division. Companies 
are undermeasuring lawns to build up 
their customer base, he says. But ABC 
believes honesty, as well as quality, is 
the best policy. 

As far as lawn care goes in San Anto-
nio, Roberts says ABC is priced a little 
higher than their competition. "Nor-
mally we're priced $3 to $4 per treat-
ment higher than our competition. But 
there are things that we do that make 
up for the extra the customer's going to 
pay with our service," he explains. 

Normally an ABC customer will get 
five fertilization treatments in a grow-
ing season, with applications being 
spaced about every 60 days. "We also 
will automatically put insecticide in that 
application during the mid-summer ap-
plications," says Roberts. "We have a 
lot of problems here with chinch bugs 
and grubworms. But we guarantee con-
trol of those insects in our customers' 
lawns," he adds. "And we also guaran-
tee control of fungus problems, which 
is usually a fall type program in San 

"The customer shops around more and more now. There are 
more and more companies out there. You've got to sell the 
concept of your company and what you're doing." - Greg 
Painter, SuperLawns of Bethesda, Chevy Chase, MD 



Antonio." 
The company's basic service on a per 

application basis runs anywhere from 
$24.50 to about $35, depending on the 
size of the property. As for add-ons, 
ABC offers a dethatching service as 
well as tree, shrub, and ground cover 
spraying. 

"There ' s a lot of work in dethatching 
a lawn," Roberts says. That ' s why the 
company charges about $25 per 1,000 
square feet. For tree spraying, the 
company commands a minimum of 
$30. "If a customer has normal-size 
trees and normal problems, it would be 
$30 for the first tree and $15 for each 
tree thereaf ter ," says Roberts. Howev-
er, depending on the number of trees 
and their proximity, the company will 
drop the latter price down accordingly. 

In the last few years, ABC Lawn Ser-
vice has not raised its fees at all. Ac-
cording to Roberts, as more competi-
tion came into the market, the company 
had to watch its rates so it didn' t price 
itself out of the market. In fact, when 
lawn care became a major service in the 
area, the company actually cut back its 
prices. 

SuperLawns off Bethesda. 
Another lawn care firm that hasn' t 
raised its prices over the last couple 
years is SuperLawns of Bethesda in 

Chevy Chase, MD. Greg Painter, the 
franchise's owner, believes pricing in 
the industry will remain competitive. 
However, he is curious to see what 
effect pesticide laws will have on 
pricing. 

Currently his pricing is based on a 

full-service program, which includes 
aerating, seeding, rolling, and controll-
ing weeds, insects, and fungus. In early 
spring, the company seeds and rolls, 
then in late spring they apply a preemer-
gent fertilizer and a herbicide for weed 
control. In the summer the company 
applies herbicides and insecticides and 
encourages the customer to mow and 
water properly. In the fall, the company 
again seeds, aerates, rolls, and ferti-

lizes, as well as applies various chemi-
cals for weed, insect, and fungus con-
trol. And in late fall, lime, fertilizer, 
and insecticide are applied as needed. 

For a comprehensive program such 
as this, with five annual t reatments on 
a property of about 5,000 square feet, 

Painter charges about $400 to $500. Of 
course, that depends on the initial con-
dition of the lawn, he says. The lawn's 
condition, as well as its size and its loca-
tion in his service area, all play a role in 
determining Painter 's prices. Naturally, 
he says, "I can service the Fifteenth 
house on the block for less than the 
first." 

Like Roberts, Painter believes "if 
(continued on pane 50) 
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informative newsletter each month com^ 
plete with your company logo on each copy. 
"Garden Tips" promotes your image while educat-
ing your customers and prospects on various topics 
ranging from disease and insect control to tree and shrub care. 
And best of all - saves you the time and money of producing 
your own newsletter. 

SOIL TESTING SERVICE 

Provide your customers with a complete 14 point 
lab analysis with recommendations. 
YOU can better service their problems. 
THEY will buy recommended solutions . 
IF YOU'RE STILL NOT SOIL TESTING-START! 

GREEN PRO COOPERATIVE SERVICES 800-645-6464 NYS 516-538-6444 

"I think a lot off operators don't measure profit and loss. They 
seek the measurement they have in their checking accounts. 
They maybe look to see what their labor, chemical, and truck 
repair costs, but they don't look at expenses like 
depreciation, insurance or other items." — Norm Goldenberg, 
Alert Lear Pest Control, Miami, FL 



you're doing more you can charge 
more." But he also advocates the need 
to be competitive. "The customer 
shops around more and more now. 
There are more and more companies 
out there," he says. "You've got to sell 
the concept of your company and what 
you're doing." 

Alert Lear Pest Control. Most 
lawn care operators agree that selling 
quality, image, and concept is the only 
way to combat price cutting in the in-
dustry. Norm Goldenberg, president of 
Alert Lear Pest Control Company in 
Miami, FL, handles both pest control 
and lawn care. "We try to sell the fact 
that we've been in the business for 
almost 30 years," he says, "and the fact 
that we have all up-to-date, modern 
equipment and trained people with 
ongoing training for our technicians." 

Goldenberg is not overly concerned 
with competition cutting prices or un-
dermeasuring lawns, because he says 
his business is not effected by it. How-
ever, he does believe many operators 
in the industry suffer from their own 
mismeasurements of their financial ac-
counts. "I think a lot of operators don't 
measure profit and loss," he explains. 

"They seek the measurement they 
have in their checking accounts." 

These are the companies, he says, 
that keep their prices very low. "They 
maybe look to see what their labor, 
chemical, and truck repair costs, but 
they don't look at expenses like depre-
ciation, insurance, or other items." Ac-
cording to Goldenberg, "They squeak 
by and sometimes the proprietor 
makes good money without building 
up reserves for the rainy days. They 
may have to pay the penalty in the 
future and they may not," he says. 

Alert Lear's lawn care program is 
based on quarterly applications of insec-
ticide only, with a property of 4,000 
square feet running about $30 a quarter. 
Fungicide and fertilizer treatments are 
add-ons, Goldenberg says. "We gener-
ally charge four times the cost of the 
chemical (for add-ons) — that's if 
we're on the property performing other 
service at the sametime." 

Bizon Maintenance Company. 
Whereas it may be unusual to price fer-
tilization treatments as add-ons, it's 
also unique to find lawn service sold by 
the hour rather than the square foot. 
But that's the concept of one Pacific 
Northwest company in Hubbard, OR. 
Bizon Maintenance Company charges 
$23 an hour plus materials for full ser-

vice, and strictly handles commercial 
accounts. 

"We like to go into a contract and 
emphasize that we take care of every-
thing from the property line to the 
foundation of the building," says Steve 
Bizon, owner. Everything from fertiliz-
ing and spraying to mowing and edging 
is included in their lawn care package. 

The company started out pricing 
their service at $18 an hour five years 
ago, however, Bizon believes the firm 
will hold its current $23 figure for the 
next couple of years. "We try to keep 
the prices as stable as we can and just 
try to be more efficient." 

In planning his pricing strategy, 
Bizon tries to maintain a 23 percent 
profit margin. "If we can stay at that 
forever, I'm real happy," he says. "We 
used to have about a 31 percent profit 
margin, but as we got bigger that 
dropped slowly." However, he says, "I 
think a person has to stay at least at a 20 
percent profit margin in order to see 
any kind of a profit and grow." 

And that's the bottom line — profit 
and growth. The dollar and cents count 
tremendously in the lawn care industry, 
as in any business. However, remember 
that those bills have to be backed by 
quality service, professionalism, and ef-
fective management, too. 

Computerize Your Routes and Records with our 

LAWN CARE 
MANAGEMENT 
SYSTEM 
for less than $5,000 (Program Alone $850) 

•Work ticket 
• Daily report sheets & office copy — including 
temporary reroutings, COD and value of each 
route 
• Postcard printouts including date and expect-
ed time of service 
• Major accounts listing reports 
• Payment records reports & open balance 
reports 
• EPA servicing records, history report 
•Automatic billing for billed customers (to 
separate billing addresses) 
• Dead file reports 
•Customer name, address, zip code, or route 
code sorts 
• Monthly workload reports 
•Termite contract renewal and yearly inspec-
tion listings 
Fortunate Enterprises* 
331 2 Gulfview Drive 
Spring Hill, FL 33526 
904 -596 -6347 
904 -596 -0863 Formerly INFO SYSTEMS 

V 2* 3 ' 4 5 ' 6 ' T 9 10 ' 11 ' 12 13 14 15 



WHAT HAS PLCAA 
DONE FOR YOU LATEIY? 
• P J B | / p J B a a ^ If you haven't cheoked out the 
a Mm mm a v a a ^ j | Professional Lawn Care Association 
M ^ ^ B m ^ B J P ^ L V V I l l o f America recently, then you're in for 

a surprise. We're ottering a bundle of 
new benefits that make joining PLCAA more rewarding than ever! We even have a new name 
for our service—The ProSource. Here's what we've been up to and how you can benefit: 
NEW! Employee Life/Health/Disabillty Benefit Program. A program designed with your 
business in mind. It offers flexible, comprehensive Life/Health/Disability group insurance 
that you can tailor to the needs and budget of your company. 
NEW! PLCAA Safety Manual. Emergency procedures, pesticide safety procedures, 
inspections, health programs and more—a complete, practical safety guide for reference 
and technician training. 

^ NEW! PLCAA Management Monograph Series. In-depth, easy to understand reference 
booklets on subjects vital to the operation of your business. 

^ NEW! Legal Update Bulletin. An exclusive monthly bulletin for members. Edited by PLCAA 
Attorney. Richard I. Lehr. and focused on tax. investment, labor, and legal information of 
interest to the industry. 

j X NEW! Publio Issues Alert Committee—continually updates the membership on regulations 
and legislation —local, state, and national—that affect the lawn care industry. A resource 
for understanding and involvement in the public issues vital to the future of your business. 

^ Plus a Whole Lot More...PLCAA membership offers, in addition to these new benefits, 
an impressive lineup of publications and programs that are invaluable to any lawn 
care business: • PLCAA Teohnical Resource Manual. An important guide for helping to 
operate your business on a professional and agronomically sound basis. • TUrf Talks, 
PLCAA's bi-monthly member newsletter. • PLCAA Regional Seminars. Intensive, one-
day sessions offered on a regional basis and at a reduced fee to members. • Annual 
PLCAA Conference and Show. The week-long gathering of the best in lawn care that has 
become the one must convention of the year. • The Professional Lawn Care Credit 
Association—On hand to help you meet your delinquent account collection needs. 
• Insurance Clout—Comprehensive Property and Casualty Insurance that offer members 
excellent protection at competitive rates. 

No matter how large or small your operation, 
the ProSource is your source for the best, 
most meaningful lawn care information 
and help. Your membership investment goes 
to work for you immediately—that's the 
PLCAA promise. Join now and grow with us! 

The ProSource 

-Tell Me More! 
Send me more information on what 
the PLCAA can do for me and my 
business. 

NAME. 

COMPANY. 

STREET 

CITY. 

ZIP 

_STATE_ 

.PHONE. 

CLIP AND MAIL TO: 
PROFESSIONAL LAWN CARE 
ASSOCIATION OF AMERICA 
1225 Johnson Ferry Rd.. N. E. 
Suite B-220. Marietta. GA 30067 

Join now and 
receive FREE your 
copy of the new 
PLCAA Safety 
Manual, a 64-page 
pesticide and safe 
practices guide. 
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LYNDHURST 
REGULATORY UPDATE 
PESTICIDE ORDINANCE VETOED 

One morning local pesticide ap-
plicators woke up to find that 
Lyndhurst, OH had a pesticide 
ordinance. About a week later 

those same applicators awoke to find 
that the mayor of Lyndhurst had over-
turned the ordinance with a veto. Then 
city council attempted to revive their 
ordinance, but could not muster the 
five votes necessary to sidestep their 
mayor's veto. As a result, a few council-
men are muttering under their breath 
and a lot of lawn and ornamental ap-
plicators can breathe a sigh of relief. 

This may all sound a bit confusing, 
but if you have been following the high 
drama revolving around the attempts 
of the city council in Lyndhurst, OH to 
adopt a "right-to-know" ordinance, the 
events described above shouldn't sur-
prise you. Just in case you have forgot-
ten the situation in Lyndhurst, we will 
review the highlights. 

Last September, Lyndhurst City 
Council proposed an ordinance which 
would require pesticide applicators to 
register with the city, pay a $10 annual 
licensing fee and register all pesticides 
used. Local pesticide applicators attend-
ed council meetings and told their side 
of the story. Then, just as it looked as 
though Lyndhurst was going to pass the 
ordinance, Councilwoman Joan Klein 
asked that the proposed ordinance be 
tabled because she questioned its 
scope. Klein wanted the council to con-
sider aerial and ground pesticide appli-
cations on local golf courses as well as 
pesticide applications within public 
buildings. The council had previously 
decided to focus their regulatory activi-
ties only upon residential lawn and 
ornamental pesticide applications. 

Suddenly, on December 17, the 
council voted the once-tabled ordi-
nance into law. This new ordinance was 
a somewhat muted version of an earlier 
proposed ordinance in that it did not re-
quire posting of signs, but it did require 
applicators to register annually with the 
city and disclose the generic names of 
the chemicals they use. Companies 
were also required to notify residents 
who registered with the city when an 

application was to take place in their 
neighborhood. What perhaps incensed 
local applicators the most about this 
new ordinance was the fact that it spe-
cifically applied to lawn, tree and shrub 
applicators and not to pest control oper-
a to rs or h o m e o w n e r s applying 
pesticides. 

"We feel it is terribly unfair to put 
that kind of pressure on businessmen 
and not respond in kind to homeow-
ners, retail stores, pest control opera-
tors and golf courses," said Bob Holt, 
pesticides coordinator, Davey Tree 
Expert Company, Kent, OH. "All 
these people use the same chemicals 
we use, but in greater concentration. 
We are probably the least guilty of 
anyone of the alleged problems people 
are suffering." 

Still, all the major lawn and tree care 
companies in the area agreed that the 
ordinance could have been much stric-
ter and was one they could live with, at 
least until something could be done 
about it. "From where they started in 
the beginning, to where the ordinance 
Finally ended up are really miles apart," 
said Gary Chamberlain, regional ag-
ronomist, ChemLawn Corporation, 
Mansfield, OH. "What they are asking 
us to do isn't terribly unreasonable. 
That doesn't mean that we don't want 
to see it changed some time in the 
future, but as the ordinance stands, I 
d o n ' t t h i n k it is part icular ly 
unworkable." 

As it turned out, local applicators 
didn't have to fight the ordinance, 
Lyndhurst Mayor Leonard Creary 
vetoed it three days after it was passed 
on December 17. Needless to say, 
members of the Lyndhurst Council 
who originally voted for the ordinance 
were upset. "With one swoop of his 
pen he undid what took seven months 
of our work to do," said Vice Mayor 
Lee Faranda. "It was an issue dear to 
our hearts. It was a piece of legislation 
we had hoped would serve as a model 
for the state and other communities. I 
think it shows a lack of respect by the 
mayor for the legislative process." 

"From the very start I was going to 

veto it," said the mayor. "The big ques-
tion is, how do you enforce it and con-
trol it." The mayor stuck by his deci-
sion to veto the ordinance, saying "I 
feel it is impossible to expect a service 
company to meet a different standard 
in each community, especially in a 
large area like Cuyahoga County." 
Creary said he felt state and federal 
laws are the proper forums for such 
regulation and the Lyndhurst ordinance 
might have conflicted with existing 
state law. 

Then the council missed its bid to 
override the mayor's veto when it 
could not produce the required five 
votes. Like the mayor, two of the coun-
cil members were not convinced the 
ordinance would be enforceable and 
had in fact been approached by consti-
tuents who opposed the ordinance. The 
question of regulatory action in Lynd-
hurst is dead for now, but it could be 
resurrected in the future, if not in 
Lyndhurst, then perhaps in one of the 
other nearby Cleveland suburbs that 
were watching Lyndhurst and con-
structing their own versions of the 
ordinance. 

Still, some good did come of this 
whole experience, in that local applica-
tors were given a valuable lesson in 
local government and found they could 
present a unified front to oppose regula-
tory activity. When things heated up in 
Lyndhurst last fall, two pesticide ap-
plicator groups were born in a baptism 
by fire. One was called STEPS (Society 
to Educate Pesticide Safety) and was 
composed of Cleveland area applicators 
who did business in Lyndhurst and 
were instrumental in presenting the 
pesticide user's side of the story to local 
media. The other was called the Pesti-
cide Task Force and was staffed by pes-
ticide applicators from all over Ohio 
whose goal was passage of legislation at 
the state level which would preempt 
ordinances like the short-lived one in 
Lyndhurst. 
OPARR formed. In recent weeks, a 
new group has been formed from a 
fusion of STEPS and the Pesticide Task 
Force. The new group is called OPARR 
— Ohio Pesticide Applicators for Re-
sponsible Regulation. "We are really 
not trying to call it a new group as 
much as the next level for STEPS and 
PTF," says Lauren Lanphear, vice pres-
ident of Forest City Tree Protection 
Company, Cleveland and former ex-
ecutive secretary of STEPS. "The first 
emphasis will definitely be working 
toward some preemptive legislation on 
a state-wide basis." 

The group will be aided in their 
legislative endeavors by their newly 
elected Executive Director Jim Betts. 
Betts is currently a state lobbyist for the 
Ohio Nurseryman's Association. He is 
also a former Ohio state senator. — Tim 
Weidner 



TRAGEDY IN BHOPAL: 
REPERCUSSIONS FOR THE 

LAWN CARE INDUSTRY 

The press is calling it the worst 
industrial disaster ever. On 
December 3, 1984, a tank con-
taining 45 tons of methyl 

isocyanate began to leak through a 
faulty valve at the Union Carbide pesti-
cide plant on the outskirts of Bhopal, 
India. After five days it was estimated 
that more than 2,500 people were dead, 
1,000 more in hospitals were expected 
to die and some 3,000 remained critical-
ly ill. 

The enormity of this human tragedy 
has obscured a couple side effects of 
this incident which may affect the lawn 
care industry. The first repercussion 
could come in the form of a pesticide 
shortage since methyl isocyanate is an 
intermediate in the process required to 
produce carbaryl, a Union Carbide 
lawn insecticide sold under the trade 
name Sevin®. Although Carbide execu-
tives have tried to reassure the public, 
some business analysts speculate that 
the company could collapse under the 
weight of billions of dollars in potential 
lawsuits. A little closer to home, some 
lawn care businessmen may be wonder-
ing how the tragedy will affect their 
supply of Sevin. 

The second side effect is even more 
difficult to anticipate, but it could have 
far greater impact upon the lawn care 
industry. The public already has what 
could be considered a "chemical 
phobia," so there is reason to fear that 
this incident will contribute to growing 
anxieties. Indeed, there is already evi-
dence that local pesticide "right-
to-know" proponents have found new 
ammunit ion in the Bhopal tragedy. 
Plenty of Sevin. First, let 's take a 
look at Sevin availability. " W e don ' t 
foresee any problems at all, we have a 
pretty good inventory of product al-
ready," says John Durfee , Sevin pro-
duct manager, Union Carbide Ag Pro-
ducts Company, Inc., Research Trian-
gle Park, NC. However, Durfee is a 

Tom Arnold 

little surprised he has not had more 
calls f rom people wondering if there 
will be a shortage of Sevin. "Initially I 
thought we might hear a lot more , " 
says Durfee. 

The company's plant in Institute, W 
VA, the only site producing methyl 
isocyanate in the United States, has 
been temporarily shut down pending a 
safety inspection. Nonetheless, Durfee 
says the plant will be back in production 
within a month or so. 

Even after the plant gets a clean bill 
of health, the company has to reassure 
everyone who is even near where 
methyl isocyanate is produced, trans-
ported or formulated. "It isn't the most 
hazardous chemical in the world ," says 
Durfee. "All of a sudden the public has 
become aware of something that is 
very dangerous and is traveling on the 
highways. We have highly specialized 
d rums built for safety purposes." 
Durfee predicts that some government 

regulations regarding production and 
transport of hazardous materials may 
result f rom this incident. 

" W e are working on shipping proce-
dures , " says Durfee. " W e ship product 
from one of the seaports down to 
Woodbine, GA. Once people see how 
we ship the product, I think they are im-
pressed with it. It is only a matter of 
time before we will be shipping the pro-
duct. Then it is a matter of how each 
area feels about having a plant that uti-
lizes a toxic chemical in their area." 
Most of the company's end-use Sevin 
material is formulated in St. Louis, MO. 

Like Durfee, Carbide 's Manager of 
Specialty Products Tom Arnold was 
also a little surprised that he didn' t get 
more panicky calls f rom suppliers. 
Arnold probed one of his customers, a 
formulator of home and garden pro-
ducts, to get a feel for how the formula-
tor 's distributors are reacting to the 
incident. "He said he only had one dis-
tributor who had reacted adversely and 
that guy tried to increase his earlier 
order to anticipate a possible shortage," 
says Arnold. "You can expect two 
possible reactions from a distributor. 
One, he would order more in anticipa-
tion of a shortage, or two, he would 
order less or cancel his order in antic-
ipation of a reaction f rom the end 
user ." Arnold says he has seen no indi-
cations of either of these two extremes. 

Just in case some distributors are 
harboring fears over Sevin availability, 
Arnold is advising them not to panic. 
" W e don ' t anticipate at this point any 
shortages at all, in fact, we have cau-
tioned our distributors about heavy 
ordering and things like that in anticipa-
tion of a shortage," says Arnold. " W e 
had a sizeable amount of technical pro-
duct already produced, probably more 
than enough to meet our 1985 
demands, unless we have an unexpect-
ed run or demand on the product ." 

(continued on page 54) 



The . 
WESTMAC 

Money-Making Machine 
pays for itself in 2 days. . . 
then earns you $44 per 
manhour! 

PLUG AERATOR 
32 SPOONS 

60 HOLES PER SQ. YD. 
NEW 1985 MODEL 

(World's Fastest) 
AS A PLUG A E R A T O R . . . 
the Westmac cores up to 4", depending upon 
soil conditions leaving 60 holes per sq. yd. so 
water, air and fertilizer can penetrate through 
thatch to reach the roots immediately, to 
help build and expand the root system. 

Very maneuverable, easy to operate and 
equipped with large pneumatic tires, the 
Westmac has a 5 HP Briggs & Stratton 
engine, with a chain and bearing transmis-
sion. It can plug aerate a typical 5,000 sq. ft. 
lawn in just 15 minutes - or less (straight runs 
-750 sq. ft. per minute). Release the dead-
man's clutch, and the Westmac stops instant-
ly. without coasting Extra weight can be 
added. 

WESTMAC "TRAIL-HITCH" PACKAGE . . . 
Also available is the Westmac "Trail-Hitch" 
that enables the Westmacto be plugged into 
the back bumper of any vehicle for towing 
plus backing up without jack-knifing. Once 
plugged into a vehicle, a high speed swivel-
wheel drops down from the Westmac for safe 
transportation. 

LESS THAN 60 SECONDS is required by 
your applicator to disengage the Westmac 
from your vehicle and be on the lawn for the 
fastest job of plug aeration you have ever 
seen. No need for a trailer or a 2nd man to lift 
aerator off /on a truck. 

Call or Write for information. 

Lawn INC. 
6527 39th Ave. • P.O. Box 652 

Kenosha, Wl 53141 

BHOPALTRAGEDY 
(continuedfrom page 53) 

In addition to verbal reassurances, 
on December 20 the company also sent 
out letters to its field representatives, 
contract formulators and distributors 
from John Kerr, vice president of sales 
and technical services. The letter fea-
tured the four questions that were most 
likely troubling company clients and 
the answers to those questions: 
• Is methyl isocyanate utilized in the 
production of Sevin brand carbaryl? 
Yes, one of the steps in making one 
napthal methyl carbamate, which is 
Sevin brand carbaryl, is to chemically 
react methyl isocyanate with one napth-
al. This is a very efficient process which 
yields an extremely high quality car-
baryl with an average purity of 99.5 per-
cent. Methyl isocyanate is consumed in 
the production process and converted 
to one methyl carbamate and Sevin 
brand carbaryl. Therefore, there is no 
methyl isocyanate present in the end 
product. 
• Is this the only process for producing 
carbaryl? No, there is a less efficient 
process that doesn ' t utilize MCI 
(methyl isocyanate), but this process 
creates the need for additional reaction 
steps and yields a lower analysis product 
as well as additional waste products that 
require treatment or disposal. 
• Does Sevin brand carbaryl create any 
toxicological problems as a result of 
production with methyl isocyanate? 
No, methyl isocyanate is not present in 
Sevin brand carbaryl. A chemical reac-
tion analogy to consider is common 
table salt, which is sodium chloride. 
Sodium in its pure form is combustable 
in water and chlorine is a toxic gas, yet 
reacted together they form table salt. 
• Is methyl isocyanate one of the break-
down products of carbaryl? No, methyl 
isocyanate is not formed during, or as a 
result of, the metabolism and break-
down of carbaryl by plants and animals 
or in the environment as a result of 
degradation. Carbaryl is readily degrad-
ed into non-toxic by-products that do 
not accumulate in the environment . 

Even before Union Carbide could 
get its letter out, on December 7, four 
days after the tragedy, the California 
Department of Food and Agriculture 
responded to numerous inquires it had 
received from concerned consumers. 
In its newsletter, "News, News, 
News," the C D F A ' s Information Offi-
cer Gera Curry responded to the pub-
lic's fears in a manner similar to the 
Carbide letter. Curry was even more 
thorough in elaborating on the excel-
lent safety record of carbaryl in over 30 
years of use. 
Regulatory backlash. Regardless 
of how thoroughly or often manufactur-
ers and others reassure the public of 
the safety of products like Sevin, a 

residual accumulation of fear will 
always remain. Therein lies the second 
side effect of the Bhopal tragedy: Will 
this incident be exploited by regulatory 
officials and local legislators to control 
pesticide use? Dave Dietz, director of 
the Pesticide Public Policy Foundation 
(3PF), has already gotten an inkling of 
things to come. 

"We have had quite a bit of feedback 
already from folks saying the situation 
in Bhopal is a classic example of why 
you need community 'r ight-to-know' 
legislation and worker 'right-to-know' 
legislation," says Dietz. He says he has 
heard from people calling for a change 
in the toxic torts statutes for compensa-
tion to people with toxic chemical inju-
ries. "We have had indication of certain 
kinds of state legislation, and clearly, 
some of the legislation that will be con-
sidered by congress is going to use that 
tragedy as a rationale for why we're 
going to have more regulations," says 
Dietz. 

Lauren Lanphear, vice president of 
Forest City Tree Protection Company, 
Cleveland, OH and member of Ohio 
Pesticide Applicators for Responsible 
Regula t ion ( O P A R R ) , says local 
legislators in his area will surely get 
some political mileage out of the 
Bhopal tragedy. "You have to dif-
ferentiate between compassion for 
what happened in India and feeling that 
writing tons and tons of laws are going 
to prevent i t ," says Lanphear. "I don' t 
think a ' r ight-to-know' law in India 
would have prevented that. Just be-
cause they knew what was in that tank 
would not have stopped that accident, 
yet that is what is implied. It is also im-
plied that by industry being against it 
(regulatory laws), we are also for 2,000 
people dying." 
Conclusions. The deaths of thou-
sands in Bhopal will certainly have long-
range repercussions for many and cer-
tainly no one has been more affected 
by the tragedy than the families of the 
dead, but the employees of Union Car-
bide have also had a weight to bear. 
Employees of Union Carbide in this 
country were as surprised as anyone to 
hear of the accident and certainly none 
of them caused it in any way, yet they 
c a n ' t h e l p f e e l i n g s o m e h o w 
"involved." 

"The whole thing has been a horrible 
tragedy and a tremendously depressing 
thing to us at Carbide," says John 
Durfee. "It wasn't a very exciting holi-
day season for us thinking about it." 
Durfee says a company investigative 
team has just returned from Bhopal and 
will soon be releasing their reports on 
the accident. "Carbide, of all compa-
nies," exclaims Durfee, "if it was some 
sleazy outfit , you could understand, 
but we bend over backwards, anything 
the government tells us to do, we do a 
little more . " - Tim Weidner 



You cant 
grow wrong 
with Shaw's 
Thirty-three years in the business of supplying the 
highest quality turf products for satisfied customers. 

Fertilizers from top of the line to 
economical general use, plus 
custom grades that are prepared 
to exact customer specifications. 

Shaw's product excel lence is 
maintained and guaranteed by 
strict quality control throughout 
blending, packaging and shipping. 

18-5-9 
Crabgrass Killer 
Shaw's 18-5-9 with 
Benefin is a turf food 
for the professional 
that maintains a close 
4-1-2 ratio program and 
requires a higher 
amount of long term 
organic Nitrogen. A 
proven combination for 
nutrient supply and 
crabgrass control. 
• Contains Benefin 
• Nitroform 
• Trace Package 
• Covers 10,000 

sq. ft. 

28-5-8 
Great for fairways 
Shaw's 28-5-8 analysis 
is the most economical 
nitrogen source we 
know. It contains 7% 
slow release urea and 
yields 4.3% sulfur, 
derived from sulfur 
coated urea, providing 
a season extended 
release of Nitrogen. 
• Economical 
• Balanced N-P-K 
• Contains 25% 

CSRUN 
• Covers 14,000 

sq. ft. 

All SHAW'S Products are available at these quality distributors: 

S & A Sales 
Columbus, Wisconsin 53925 
(414)623-2529 

B & B Fertilizer 
Huntington, Indiana 46750 
(219) 356-8424 

C D. Ford and Sons 
Geneseo, Illinois 61254 
(309) 944-4661 

Eleo Distributors 
St. Louis. Missouri 63301 
(314)928-3642 

Lake-Cook Farm Supply 
Lake Villa, Illinois 60046 
(312) 356-9600 

Shemin Nurseries 
Taylor. Michigan 48180 
(313) 291-1200 Y Shaws J 

Consumers Supply 
Storm Lake, Iowa 50588 
(712) 732-2922 

Indiana Seed Company 
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HOW TO 
TAKEOUT 
SURFACE 

AHD GRUBS 
IN ONE 
SWELL FOOP. 
To take out surface feeders like sod 
webworm larvae, chinch bugs, bill-
bugs, and flea beetles, just follow 
these simple steps. 

Step one, get some ®OFTANOL 
2 Insecticide. It's the liquid for-
mulation of OFTANOL. If you think 
OFTANOL is too expensive to use on 
surface feeders, check out step two. 

Step two, mix it at the economi-
cal rate and spray where the bugs 
are. It'll work. 

The same product, OFTANOL 2, 
does a bang up job on grubs. Mix it 
at the recommended rate and spray 
it on. Use OFTANOL anytime, as a 
preventive in the spring or as a cura-
tive, whenever grubs are a problem. 

Surface feeders and grubs, two 
serious problems with one serious 
solution. OFTANOL 2. 

OFTANOL is also available in a 
granular formulation. Always read 
the label before use. 

OFTANOL 2. 
WHEN YOU'RE SERIOUS 
ABOUT SURFACE 
FEEDERS AND GRUBS. 

Mobay Chemical Corporation 
ecialty Products Grou oup 

Box 4913, Kansas City, Mo. 64120 

OFTANOL is a Reg. TM of the Parent Company of 
Farbenfabriken Bayer GbmH. Leverkusen. 
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BLUEGRASS 
NECROTIC 
RING SPOT 

BY GAYLE L. WORF 
AND JANA S. STEWART 

It was a late summer day in Madison, WI, 
when we first encountered the problem. 
The year was 1978, and we were looking at 
what we thought was Fusarium blight 

devastating a lawn which only a few days earlier 
had been the pride and joy of the neighborhood. 

Distinct rings of dead and dying spots were 
clearly evident. However, the lawn had been re-
cently established with cultivar blends of Ken-
tucky bluegrass that were reportedly resistant to 
Fusarium blight. We also considered the possibil-
ity of yellow patch disease, caused by the fungus 
Rhizoctonia cerealis, especially since the weather 
had cooled down, and there was a fungus asso-
ciated with the crowns that resembled Rhizocto-
nia. This fungus was darker, though, and could 
not be isolated by routine methods useful for 
confirming Rhizoctonia. 

The following spring we established a fungi-
cide trial to examine the new sterol inhibitors, 
which were reportedly very effective against 
Fusarium blight. To our chagrin — and to the 
disgust of the lawn owner — the chemicals not 
only failed, but they created more intense symp-
toms! We'll discuss fungicides later, but the ex-
perience was enough to tell us that we were deal-
ing with a different and more serious problem 
than we had expected. 

Today, many lawns in the midwest and else-
where are being plagued by this disease, whose 
cause has only recently been established and a 
common name accepted for the problem. It is 
called "necrotic ring spot." We have been work-

Rose Kachadoorian examines NRS-infected lawn. 
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ing with the disease for five years in Wisconsin. 
In this report, we will share with you some of 
our observations, research and experiences 
during that time. 
General symptoms. Dead rings were the 
dominant symptom observed initially, so we sug-
gested the name "necrotic ring spot" — meaning 
"dead spots occuring in rings" — to distinguish 
it from other problems. The rings often expand 
slowly over the season, with marginal plants 
gradually losing vigor, changing color and usually 
dying. When weather patterns change, the turf 
may recover, only to repeat symptoms in the 
same and more locations next year. 

Other symptoms also occur. Particularly 
during the first year, patches of dead turf often 
occur without living centers. In those spots, the 
underlying thatch often decomposes rapidly, 
leaving depressions or "craters" in the lawn. 
More subtle symptoms are sometimes observed. 
Irregular patches resembling drought or chinch 
bug injury contain living plants scattered among 
dead or very weak ones. Such turf is often stunt-
ed and discolored — red, yellow or tan, but with-
out distinct spots or rings. 

Such a range of symptoms could indicate the 
involvement of more than one disease-causing 
organism. This possibility has not been ruled out 
in all instances. However, upon examination of 
these crown areas we have always found dark 
brown to black discoloration of roots, lower 
stems and nodes, along with various stages of 
decay. Also, an identical-appearing dark fungus 
hugs the diseased root and crown tissue — my-
cologists call this an "ectotrophic" habit of 



The greenhouse pots at left illustrate how pathogenicity 
of the NRS fungus was confirmed by inoculating turf 
plugs and reproducing the symptoms. The turf (below) 
often dies in patches without rings. 

(Above) NRS root /crown decay. (Below) non-infected plant. 

• i 

growth. It looked a lot like Gaeumannomyces, the 
incitant of "take-all patch," a disease not known 
to affect bluegrass, but which attacks other 
grasses. This possibility has since been ruled out. 
Confirming pathogenicity 
and identifying the fungus. Before a 
fungus (or other organism) can be confirmed as 
the cause of a disease, symptoms must be repro-
duced by inoculating healthy plants and subse-
quently re-isolating the suspect pathogen from 
the experimentally diseased plants. Was the 
fungus we were seeing a pathogen, or only a sa-
prophyte? And before the pathogenicity tests 
could be conducted, the fungus had to be isolat-
ed in pure culture. 

It didn't isolate easily! In fact, this obstacle 
was primarily responsible for the slow, frustrat-
ing work that marked the early stages of the re-
search. Robert Avenius, now with the Illinois 
turf disease research program, spent half of the 
summer of 1980 isolating the fungus and 
comparing the fungus in culture with that which 
we were seeing on the plants. But once isolation 
techniques were developed, and the fungal char-
acteristics identified, we could verify its presence 
through routine laboratory procedures, and 
have had opportunity to examine its disease-
causing potential. 

We chose to work with well-established sod 
plugs for most of our disease-confirming studies, 
since the disease has only been observed on 
mature turf. We were concerned that producing 
symptoms on seedlings might lead us to a false 
conclusion, unless first demonstrated on mature 

(continued) 



turf. By growing the fungus on grain seeds, 
which were placed in the crown area of mature 
turf, we commonly reproduced symptoms simi-
lar to those observed in the field, beginning 
from three to six weeks after inoculation. 

Environmental conditions directly affected 
disease development and symptom severity. For 
instance, at 68 degrees Fahrenheit , few symp-
toms developed, unless plants received periodic 
exposures to high humidity. But at 82 degrees, 
symptoms developed at both high and low 
humidity levels. We 've repeated the trials a 
number of times. In most instances the results 
have been the same, but occasionally no disease 
develops. When we examined the fungal inocu-
lum, we found the fungus had not become estab-
lished in those trials. This has been puzzling, but 
perhaps other organisms in the established sod 
prevent adequate growth of the fungus to cause 
disease. Of course, there also may be any of 
several physiological reasons. 

In more recent inoculations, symptoms have 
been easily reproduced on seedlings growing in 
sand. In fact, fungal fruiting structures (pseu-

Table 1. Disease prevalence by age groups in 34 lawns surveyed in 1980. 

Lawn age 
(years) Diseased Not Diseased 

10 or more 
7 
6 
5 
4 
3 
2 
1 

0 
0 
3 
1 
3 
1 
2 
2 

16(a) 
1 
0 
1 
1 
1 
1 
2 

(a) Six of these lawns were established from seed. All others in the survey 
were sodded. 
(NRS is more commonly associated with lawns less than ten years of age.) 

Table 2. NRS prevalence in lawns according to turf density observed 
in the 1980 survey. 

Density and number of lawns 
"thin" "moderate" "dense" 

Not diseased 10 10 1 
Diseased 2 10 1 
(Thin lawns are apparently not good candidates for NRS) 

Table 3. NRS severity in relation to herbicide applications in the 1980 
survey. 

Herbicide use Diseased lawn No disease 
None 6 1 
2,4-D + MCPP (broadleaf) 2 1 
Balan (crabgrass) 2 2 
Both herbicides 2 2 
(Herbicides apparently don't influence NRS development) 

dothecia) that are identical to those recently de-
scribed by Dr. Richard Smiley at Cornell Uni-
versity have been found on oats, wheat, red 
fescue and ryegrass growing in the infested sand. 
The fungus is not Gaeumannomyces, as originally 
hypothesized, but Leptosphaeria korrae, a closely-
related fungus with a number of similar charac-
teristics. It had no known role in turf pathology 
until recently, but researchers are presently find-
ing it in many locations and disease situations, 
including an association with spring dead spot of 
Bermudagrass in some places. Its importance is 
now becoming clear. 

Leptosphaeria korrae is the cause of necrotic 
ring spot. Turf pathologists recently agreed to 
that common name for the disease. 

It is important to note that summer patch dis-
ease, caused by Phialophora graminicola and 
some other diseases can be confused with NRS! 
Diagnosis in your particular area may require 
laboratory assistance to distinguish between 
look-alike disorders. 
A survey of lawns. While attempting to es-
tablish causation in 1980, we also undertook a 
survey of some 34 home lawns in the Madison 
area, looking at the influence of soil and lawn 
maintenance patterns on the disease. A local 
lawn care maintenance firm cooperated in this 
effort to determine whether factors such as soil 
type, age of turf, sodding versus seeding, thatch 
levels, broadleaf weed control, crabgrass control, 
fertilizer applications and other characteristics 
play a role in disease development or severity. 

The cooperation of the company was very 
useful. First, they had excellent records of treat-
ments applied to these lawns in recent years, and 
second, they had offered a variety of treatment 
options to their customers. There were not 
enough lawns of certain treatment patterns for 
us to draw conclusions in a few instances. For 
example, only six of the lawns had been estab-
lished by seed, while 28 had been established by 
sodding, and all of the seeded lawns had been es-
tablished at least 10 years prior to the survey. 
Nonetheless, the results were still interesting 
and helpful. Some of the results are presented in 
accompanying tables. The following summarizes 
our general observations: 
•Older lawns are less often affected, and with 
less severity. None of the lawns over 10 years 
old were affected. 
• T h e more dense the lawn, the greater the likeli-
hood of encroachment by NRS. 
• T h e relationship of thatch to NRS was not 
clear, but f rom these (and other) observations, 
it was evident that heavy thatch levels were not 
necessary for a serious NRS problem to develop. 
• Excellent soil profile characteristics (e.g., good 
drainage and good soil depth without soil layer-
ing) offer no security against severe NRS 
development. 
• Neither broadleaf weed control (2,4-D plus 
MCPP) nor crabgrass weed control (Balan®) in-
fluenced disease development. 
• Symptoms may occur from June through Octo-
ber. However, they are more common, and usu-
ally more severe in July and August. 

Most of these observations have been substan-
tiated through other experiences since that time. 
Disease disappearance. On many occa-
sions, the disease has disappeared in lawns after 

(continued on page 62) 
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devastating them for several years. This became 
painfully evident to us after establishing a large 
fungicide-fertilizer interaction study, involving 
33 treatments and many replications. Dave Reit, 
Sentry Insurance grounds manager at Stevens 
Point, WI, was our cooperator. The Merion 
bluegrass lawn at Sentry Insurance had been es-
tablished in 1976, the disease became active in 
1977 and continued through 1980, leaving many 
"disease scars." 

In the spring of 1981, these spots were counted 
to provide background information for the start 

Table 4. Relation of NRS severity to top soil depth in lawns in the 1982 
survey. 

Disease Level 
Top Soil depth (inches) and No. of lawns 

Disease Level 
>3 3 - 5 <5 

None 1 1 0 
Low 4 4 1 
Moderate 1 2 3 
Severe 2 0 1 
(NRS has been observed in lawns with poor as well as excellent soil profile. 
Chances for recovery might be better with good soil conditions.) 

Table 5. NRS severity and thatch levels observed in the 1982 survey. 

Disease level 
Thatch depth (inches) and No. of lawns 

Disease level 
0 - V2 1/2 - 1 <1 

None 1 1 0 
Low 3 2 2 
Moderate 2 4 2 
Severe 1 1 1 
(Thatch depth doesn't appear to influence NRS potential. Of incidental in-
terest, thatch levels didn't change from 1980-1982.) 

Table 6. Changes in NRS severity in twenty diseased lawns that were 
re-examined two years later. 

Disease level 1980 1982 
No disease 0 1 
Very slight 0 4 
Light 3 6 
Moderate 5 6 
Severe 12 3 
(Fifteen of the twenty lawns improved over the two year period.) 

Table 7. Results of soil tests in five severely NRS-infected lawns that 
were used as research sites in 1981-82. 

Site pH organic 
matter, T/A K 

6.5 
6.1 
7.3 
7.3 
5.7 

60 
125 
59 

125 
125 

77 
170 
17 

120 
280 

220 
440 
255 
570 
365 

(The disease occurred over a wide range of pH. and organic matter.) 

of the trials. We were determined to gain an un-
derstanding of the influence of various nitrogen 
sources and rates, as well as different fungicides, 
rates and wetting agents, acting alone and in vari-
ous combinations. We spent over 200 hours and 
traveled more than 2,000 miles during 11 trips 
there to apply chemicals and observe results. To 
our amazement , no disease developed anywhere 
in the plot, even with the history of disease and 
the continued activity in nearby lawns! It has not 
recurred since that time, due in part we believe, 
to the excellent care administered to the turf. 
But was recovery an important component of 
the NRS syndrome? 

When Rose Kachadoorian joined our group 
for a turf IPM project in 1982, we decided to re-
examine 20 Madison area lawns on which we 
had records of disease history, including those 
lawns in the 1980 survey that were infected. The 
lawns were checked in late spring, summer and 
fall to be confident of our observations. We 
found that symptoms had virtually disappeared 
in half of the lawns, and another five were 
moderately improved. Only three of the lawns 
had become more severely diseased, while two 
remained unchanged. 

This pattern of general, but unpredictable im-
provement of diseased lawns has been observed 
for many years in Wisconsin. Lawns typically are 
afflicted for about two to five years. More often 
than not, it is a new community of homes that is 
plagued with the problem. Then after a few 
years, if they are well-maintained, those lawns 
are again attractive and a new group of lawns will 
be in trouble. 

But there are exceptions! In some lawns the 
disease has persisted for years, though with de-
creasing severity over time. And contrary to the 
usual rule, occasional older lawns with no 
known history of the problem will suddenly 
break out with the disease. In such lawns, the 
symptoms are usually less dramatic. The grass in 
affected rings or spots may remain alive, becom-
ing thin and stunted, and in fact may be over-
looked by casual observation. 
Fertilizer trials. How do nitrogen carriers 
and levels influence NRS? After the large 1981 
trial, we conducted 10 smaller fertilizer trials 
with primary emphasis upon nitrogen. We also 
examined sulfur and micronutrient applications, 
too. Potassium and phosphorus levels were not 
included, however, since soil tests indicated 
high levels of both at our trial sites. 

No fertilizer that we have tested has controlled 
NRS. Those fertilizers that contain micronu-
trients and quickly available nitrogen have some-
times provided a darker color, masking light in-
fections, but severe NRS infestations have re-
mained active in spite of any fertilizer 
treatments. 

While nitrogen does not stop the disease, our 
experiences indicate the importance of good fer-
tility in effecting recovery after disease activity 
has ceased, and consequently in saving a lawn 
from ultimate destruction. The idea has evolved 
in some circles that Fusarium blight severity is 
increased with "h igh" fertility. That certainly 
does not appear to be the case with NRS. The 
number and size of rings or spots frequently de-
creases and turf almost always recovers more 
rapidly where adequate fertility has been main-

(continued on pane 66) 
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tained. However, any rings that do appear are 
often considerably more visible in such lawns! 

Dry summer conditions have also affected 
recovery in our field research. Irrigation was not 
available in many of our locations. Adequate soil 
moisture is essential for either fertilizers or fun-
gicides to have any benefit in reducing NRS 
severity. In our experience, keeping lawns well 
irrigated during dry periods is absolutely neces-
sary for the survival and improvement of NRS-
infected lawns. Water, plus adequate fertiliza-
tion, are the most important and consistent treat-
ments for NRS-diseased lawns that we have 
found to date. 

Sulfur treatments have also given variable re-
sults in limited trials to date. Sometimes we 
have received encouraging responses, but we 
have also severely damaged lawns with as little 
as one pound of "turf-formulated sulfur ." The 
soil pH in diseased lawns has been routinely 
examined, and have been found to range from 
5.6 to 7.6. 
What about fungicides? We mentioned in 
our introductory remarks that we had been dis-
appointed with the effects of triademefon (Bayle-
ton®) and other sterol inhibitors during our first 
year of investigations. We were excited about 
the excellent response that came with iprodione 
(Chipco 26019®), however, and to a lesser 
extent by benomyl (Tersan 1991 ®). After we 
isolated the organism, we conducted a bioassay 
test, and found iprodione inhibitory to the patho-
gen in the laboratory. 

In 1980 we elected to lay down several strips 
of iprodione in six diseased lawns in Madison. 
Five of the lawns responded beautifully! Several 
lawn care applicators tried iprodione and were 
also excited about the results. It looked as 
though we were not only close to an understand-

ing of the causation of NRS, but we had a satis-
factory treatment in hand. Unfortunately, the 
sixth lawn did not respond to treatment at all, 
nor to any other of many treatments tried in sub-
sequent years, until it ceased to be active on its 
own in 1983! 

Since 1979 we have conducted two or more re-
plicated fungicide trials each year, along with 
several demonstration plots. Very few chemicals 
have offered any encouragement for additional 
testing in our trials, other than iprodione and 
benomyl. Some lawns have responded to both, 
others to only one, but in most situations of late, 
results have been disappointing with both. We 
had hoped there would be a more dependable 
treatment available for the lawn care industry by 
this time. 

We currently suggest four ounces of iprodione 
or six ounces of benomyl (drenched in as for 
Fusarium blight) per 1,000 square feet, applied 
in late May or early June, and repeated once or 
twice during the growing season at two to three 
week intervals, as the best fungicide possibilities 
for NRS in our area. Good irrigation and fertility 
must be maintained for a successful treatment. If 
possible, leave an inconspicuous area untreated 
to determine effectiveness and guide future 
treatments. 

Necrotic ring spot is under investigation at 
several research centers now. That ' s good, for 
there are many unanswered questions to a prob-
lem that is so important to the lawn care 
industry. 

Gayle L. Worf is professor of plant pathology, Col-
lege of Agricultural and Life Sciences, University of 
Wisconsin-Madison. J ana S. Stewart is a horticul-
ture specialist, Cooperative Extension Service, Uni-
versity of Wisconsin-Madison. 

Table 8. Selected examples of NRS response to several fertilizer treatments. 

Location, year and NRS severity (a) 
Fertilizer A B C 

1981 1982 1982 1981 1982 
Scott's 23-7-7 3.0 0.9 1.0 3.7 3.0 
Scott's -i- "microgreen" 3.6 0.9 0.2 — — 

"Twenty Plus" — — 0.5 2.1 — 

"Micromunch" — — 1.1 2.5 2.5 
Par Ex 1.8 2.6 — — — 

No Fertilizer 3.1 1.3 3.1 — — 

(a) NRS severity index: 0 = no symptoms, to 5 = 100% diseased. 
(Fertilizer responses varied substantially among locations and years. Areas without fertilizer usually 
recovered poorly.) 

Table 9. Selected examples of NRS response to several fungicide treatments. 

Location, year and NRS severity (a) 
Chemical A B C D E Chemical 

1979 1980 1981 1982 1982 1983 1983 
Bayleton 3.5 3.2 2.6 2.3 2.0 
Chipco 26019 1.0 1.0 1.3 0.7 2.0 1.5 2.2 
Tersan 1991 2.0 3.5 — — 0.8 0.3 
No Treatment 3.0 2.7 2.2 0.9 3.7 2.5 2.5 
(a) NRS severity index: 0 = no disease, to 5 = 100% infected. 
(Chipco 26019 and Tersan 1991 sometimes suppress NRS symptoms.) 
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ALA TECHNOLOGY 

VARIATIONS IN RESPONSE OF 
COOL-SEASON TURFORASSES 
TO GROWTH RETARDANTS 

BY NICK E. CHRISTIANS 
AND JAMES NAU 

Ex p e r i m e n t a l work with growth-
retarding chemicals on turfgrasses has 
been conducted for more than two 
decades. The basic goal of this work has 

always been the same: to inhibit the growth of 
grasses and thereby to reduce mowing and main-
tenance costs without significantly reducing aes-
thetic quality. Many products have achieved the 
first part of this goal by inhibiting growth. How-
ever, few have come close to achieving the 
second part, and none have consistently reduced 
growth without reducing turf quality. 

Two chemicals, mefluidide (Embark®) and 
maleic hydrazide, have been used commercially 
in the turfgrass market as growth retardants. (A 
product called Sustar from 3M received a turf 
label in the mid 1970's, but was replaced by me-
fluidide before it was actively marketed.) These 
two materials are very effective in inhibiting 
seed-head development and have been used suc-
cessfully to reduce mowing on low-maintenance 
areas such as roadsides. Neither have been used 
ex tens ive ly on lawns, or other higher-
maintenance turfgrass areas, because of the re-
duction in aesthetic quality that generally ac-
companies their use. More recently, mefluidide 
has been used at very low rates to inhibit seed-
head development of annual bluegrass (Poa 
annua) on golf course fairways, but it still is not 
widely recommended for use on lawns. 

Growth Kilograms (kg)/ Pounds/ 
Retardant Hectare (ha) Acre 

Mefluidide 0.28* 0.25 
0.56 0.50 

BAS 106 00 W 1.68 1.50 
3.36 3.00 
5.04 4.50 

Ethephon 2.24 2.00 
4.48 4.00 
6.72 6.00 

* All treatments are listed as rates of active ingredient (ai). 

Table 1. Growth retardant treatments applied to Kentucky blueg-
rass, tall fescue and hard fescue. 
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Limit®, a new growth retardant from Mon-
santo Company, has recently made its debut in 
the turf market. This chemical, which has been 
widely tested under the experimental number 
MON 4621, has potential for use on higher-
maintenance turf such as home lawns, but is yet 
to be widely tested by commercial applicators 
under the variety of conditions that often con-
front them. It is being marketed initially for use 
on low-maintenance areas. 

The increase of commercial lawn application 
and the growth of the professional lawn care in-
dustry over the past 15 years has sparked new 
interest in the development of growth retarding 
compounds that can be effectively used on lawn 
areas. Several experimental, numbered, com-
pounds are now being tested by universities and 
private firms around the country. 

With this switch in emphasis from roadsides 
and other low-maintenance areas to lawns, an 
old problem arises. All these materials are quite 
specific in the way in which they act upon tne 
grasses. It is not unusual for them to be very ef-
fective on one species and to have little effect 
upon another species. 

Rarely does a customer 's lawn consist of a 
monostand, a uniform stand of a single grass. 
Even the best of lawns often will be infested 
with other types of perennial grasses; i.e., tall 
fescue and bromegrass in a Kentucky bluegrass 
lawn. Also, perennial grasses often are intention-
ally mixed, as for a shade mixture containing 
fine fescues and Kentucky bluegrass. 

To test these species' differences, studies 
were conducted at Iowa State University in the 
greenhouse by using three growth retardants 
and three cool-season turfgrass species. The 
three species used were 'Baron' Kentucky blueg-
rass, 'Kentucky ' 31 tall fescue and 'Reliant ' hard 
fescue. Four-inch plugs of each species were re-
moved from field-plot areas and established in 
pots measuring 6.3 inches in diameter and seven 
inches deep. They were then allowed to accli-
mate in the greenhouse before the initiation of 
treatments. 

The growth retardants used were mefluidide 
(Embark) , BAS 106 00 W (an experimental 
growth retardant from BASF Wyandotte) and 
ethephon from Union Carbide (a growth regulat-
ing compound marketed under the trade name 
Ethrel®, presently not labeled for use on turf) . 
Table 1 contains a list of t reatments with rates in 
metric and English units. 



The mefluidide and ethephon were applied as 
liquids in 2 milliliters of water per treatment. 
The BAS 106 00 W was applied as a granule to 
moistened tissue. The chemicals were allowed to 
remain on the tissue for 24 hours before being 
watered in. Data on clipping yield and turfgrass 
quality were collected for six weeks after visible 
response began. Root organic matter production 
and rhizome length were measured at termina-
tion of the study. 

The study was repeated six months later, 
using the same chemicals and rates with turf 
samples from the same field-plot areas. The re-
sults from the two studies were analyzed statisti-
cally, and, where no significant differences exist-
ed between them, they were combined for fur-
ther analysis. The results presented are from the 
combined studies. 

The results of clipping yield measurements for 
the two studies are shown in Figure 1. The 0 line 
on the graph represents the control (plants of 
each species that received no chemical treat-
ment). Response bars extending above and 
below the line represent a percentage increase 
and reduction, respectively, in clipping yield as 
compared with the untreated control. 

Kentucky bluegrass and hard fescue responded 
similarly to each of the retardants. Mefluidide re-
duced clipping yield from 17 to 39 percent for 
these two grasses. BAS 106 00 W reduced yield 

Experimental work with 
growth-retarding chemicals on 
turfgrasses has been conducted 
for more than two decades. 
Although the results should be new 
materials with practical uses in the 
turfgrass industry, work can be 
very involved and complicated. 
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Figure 1. Effects of mefluidide, BAS 106 00 W, and ethephon on 
average clipping yield of Kentucky bluegrass, tall fescue and hard 
fescue. The O line represents the control. 

TURFGRASS QUALITY 
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from 41 to 47 percent, and ethephon reduced 
yield from 9 to 28 percent, as compared with the 
untreated control. Tall fescue clipping yield was 
reduced by mefluidide and BAS 106 00 W, but 
not to the same extent as Kentucky bluegrass 
and hard fescue. Ethephon actually increased tall 
fescue clipping yield. 

Turfgrass quality ratings generally were re-
duced by each of the retardants for all three spe-
cies (Figure 2). The only exceptions were the re-
sponses observed on Kentucky bluegrass and 
hard fescue at certain rates. Of special interest, 
was the response of Kentucky bluegrass to the 
two pound ai/acre rate of ethephon. At this rate, 
bluegrass clipping yield was reduced 28 percent, 
but turf quality was slightly better than that of 
the control. 

These data indicate that shade mixtures of 
Kentucky bluegrass and hard fescue could be ex-
pected to respond similarly to the retardants 
used in this study. However, where tall fescue is 
a part of the turfgrass community, it would be af-
fected to a lesser extent, which would lead to fur-
ther disruption of uniformity in the stand. 

(continued on page 70) 

Figure 2. Turfgrass quality for Kentucky bluegrass, tall fescue and 
hard fescue treated with the three growth retardants. 
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Figure 3. Kentucky bluegrass root organic matter production at 
termination of the study as affected by the three growth 
retardants. 



GROWTH RETARDANTS 
(continued from pane 69) 

Significant effects of these retardants on root 
weights were observed for Kentucky bluegrass 
only (Figure 3). Mefluidide reduced root 
organic-matter production 19 to 26 percent at 
the 0.25- and 0.50-pound ai/acre rates, respec-
tively. BAS 106 00 W had no effect on rooting. 
Again, the ethephon had an interesting effect at 
the two-pound rate, where rooting was observed 

RHIZOME LENGTH 
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MEF 0.2 8 a 

0.56 a 
BAS 168 M l 

3.36 • 
5.04 m i 

Eth 2.24 EZ3 
4.48 E 2 
6.72 gza 

Kentucky Bluegrass 

Figure 4. Effects of three growth retardants on the rhizome length 
of Kentucky bluegrass. 

to increase 24 percent above the control. Higher 
rates of ethephon reduced rooting of Kentucky 
bluegrass. 

Those who work with growth regulating com-
pounds often find that they can have some very 
unusual effects upon the plant. That was true in 
this study when rhizome length of Kentucky 
bluegrass was measured (Figure 4). Mefluidide 
increased rhizome length by 25 and 19 percent at 
the 0.25- and 0.50-pound ai rate, respectively. 
Rhizomes as long as 13.8 inches were observed 
on some Kentucky bluegrass plants treated with 
this material. 
Conclusions. There is much to be learned 
about growth-retarding compounds. That me-
fluidide and the two experimental chemicals 
were consistent in their activity on Kentucky 
bluegrass and hard fescue is encouraging, but 
there are other species and combinations of spe-
cies that must be considered. There may even be 
response differences among cultivars within a 
species that have not been dealt with. 

These materials may have certain effects on 
plant growth and uses that we know nothing 
about at this time. The stimulation of Kentucky 
bluegrass rhizome growth by mefluidide and the 
positive effect of ethephon on quality and rooting 
at the two-pound ai/acre rate have potential for 
practical use once they are thoroughly under-
stood. Research on growth retardants will con-
tinue. The result should be new materials with 
very practical uses in the turfgrass industry. But 
this work can be very involved and complicated, 
and progress will be slow. 
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has the largest overall circulat ion and the 
highest paid circulat ion of any national magazine serving the lawn servicing 
industry. A L A magazine del ivers the most t imely targeted edi tor ia l fea-
tures reaching the market and is the exc lus ive forum for techn ica l art i -
c les report ing on the latest b reak throughs in turf research. No one 
covers the lawn serv ic ing industry the way A L A does. 
Join us in 1985 as we cont inue to set the pace that all o thers wi l l fol low. 
Come grow wi th the one total ly independent magazine — the one maga-
zine that demonst ra tes its commi tment to the lawn serv ic ing industry 
day in and day out, issue by issue, 12 t imes a year. 

MARCH 
Spraying Systems for the Lawn Service Industry: 

Featuring product profiles, specifications and 
pricing, along with a report on what operators are 
using, what they spend and what they like and 
dislike about their rigs. 

Granular vs. Liquid: Will explore the current trend in 
this business area. Who is using what? Success 
and failures, cost efficiency, etc. 

Special Chemical Products Section: Part two of our 
special products section devoted to the latest in 
lawn care chemicals. 

Growth Through Acquisition: What are the pitfalls 
and opportunit ies? What do lawn service 
entrepreneurs look for in buy-outs? What do they 
pay? This feature will produce answers. 

Technical Features: the most up-to-date turf research. 

APRIL 
Industrial Lawn Service: is this a growing segment 

within the larger turf care market nationally? We 
will investigate its significance in the lawn service 
industry. 

Chemical Spills: This is a helpful how-to article 
describing the steps to take in correcting a spill or 
misapplication. 

Regulatory "Hot Spots" Revisited: Regulatory brush 
fires continue to arise around the country. ALA 
editors will analyze their impact on business 
activity and speculate on future activities of 
anti-pesticide activists. 

Technical Features throughout the year will focus on 
the most up-to-date research involving turf and 
ornamentals, as well as the most timely coverage. 

MAY JUNE 
Biological Control Methods: Is "biological" insect 

control a viable alternative to pesticides? Is 
"non-chemical" lawn service a sound business 
concept for service professionals? Our editors will 
probe these questions. 

Treating Ectoparasites Outdoors: This market has 
long been a staple in the South, but could be just 
as viable in the North. We will explore treatment 
methods for fleas and mosquitoes, and how these 
services can be used to increase the lawn care 
professional's profit picture. 

Turfseed Technology Report: Profiles of leading seed 
growers and their latest proprietary varieties 
available to the lawn care industry. Harvest yields 
will be discussed, as well as their effect on 1986 
pricing. 

PLCAA: Is It Living Up to its Founders' Visions?: 
Do Washington legislators know the organization 
exists, or even care? Does the PLCAA need to 
grow dramatically to meet its market needs and 
responsibil i t ies? 

Insurance: Are We Covered?: What is needed. 
wanted and available to lawn service businesses? 

Industrial Weed Control: How big is the market7 How 
profitable is it? How does it fit in with other lawn 
care services? Find out in this article. 

Technical Features throughout the year will focus on 
the most up-to-date research involving turf and 
ornamentals, as well as the most timely coverage. 
Topics will include pre-emergence control, 
insects, diseases, weed control, species 
development, fertilization, cultural practices, etc. 

Come grow with the one totally independent magazine 
Reserve your advertising space today. 
Call Maureen Mertz: 
313/348-9636 



ALA PRODUCIS 

Devrinol ® is a long-lasting, wide 
spectrum selective herbicide now 
available in three formulations for 
convenient use in weed control for 
ornamental plants from Stauffer 
Chemical Company The product is 
formulated in a wettable powder 
Devrinol 50-WP and granular Devrinol 
2-G or 5-G. Devrinol provides 
long-lasting control of weeds because it 
stays in the top few inches of soil — the 
weed sprouting zone, according to the 
company. It is easy to incorporate 
mechanically or spray on the surface 
and incorporate it by rain or irrigation. 
Devrinol attaches itself tightly to the 
soil particles so it resists leaching even 
through heavy rains or irrigation. 

The product controls weeds in 14 
kinds of deciduous and evergreen trees 
and shrubs, 17 kinds of container stock 
and five kinds of ground covers. It 
controls many annual grass weeds, 
including annual bluegrass, 
barnyardgrass, bristly foxtail, large 
crabgrass, ripgut brome, southwestern 
cupgrass, wild barley and wild oats. 
Devrinol also controls annual broadleaf 
weeds, such as cheeseweed, 
chickweed, fiddleneck, knotweed, 
purslane, sowthistle, filaree, 
groundsel, lambsquarters, 
pineappleweed, prickly lettuce and 
redroot pigweed. Devrinol 50-WP and 
5-G are now registered for crabgrass 
and goosegrass control in the following 
established turfgrasses: bahia, 
bermudagrass, centipede, St. 
Augustine and fescue. 
Write 101 on reader card 

Rhone-Poulenc, Inc., Agricultural 
Division, has announced that some of 
the product packaging for the Chipco ® 
line of turf maintenance products has 
been redesigned for 1985. The 
products displaying the newly designed 
packaging are Chipco 26019 fungicide, 
Chipco Ronstar®G (preemergent 
crabgrass and goosegrass) herbicide, 

Chipco Turf Kleen (postemergent) 
herbicide and Chipco Microgreen 
Liquid (micronutrients). 

Dan Stahl, Chipco product manager, 
says that because the Chipco products 
are gaining wider acceptance in the 
green industry, a new packaging image 
was needed. " W e felt that a new 
non-specific turf package design was 
needed to reflect the expanded uses of 
the Chipco l ine," Stahl says. Two 
additional products, Buctril® herbicide 
and Mocap®nematicide-insecticide are 
scheduled for package redesign in 
1986. They will be available in the 
company's agricultural package design 
for 1985. 
Write 1 02 on reader card 

Na-Churs Plant Food Company 
is introducing a line of liquid fertilizers 
for the turf and landscape professional. 
Balance ® liquid fertilizer will be 
available in two formulations for turf: 
16-2-2 and 15-3-3. A 15-5-5 
formulation for root feeding of trees 
and shrubs will also be available. 

The Balance line of fertilizers feature 
a low salt index for greatly reduced risk 
of burning. The products are true 
solutions, not suspensions, and will 
store easily without agitation. The near 
neutral pH of the Balance line of 
fertilizers minimizes corrosion of metal 
parts, pump systems and storage tanks, 
which extends the life of equipment. 

^ B A L A N C E l i q u i d f e r t i l i z e r 
FOR TURF AND LANDSCAPE PROFESSIONALS 

Also, since it is a true solution, dry 
particles are not in suspension to wear 
away the equipment, tanks and pumps. 
Balance is available in truckload 
quantities at Merion, OH and Red Oak, 
IA. 
Write 103 on reader card 

Astro-Teck Products, a division of 
Brewer Chemical Company, Inc., has 
introduced an 11-ounce aerosol can 
version of their Mo-Deck, mower 
polymer treatment. The cans are 
packaged 12 cans per case, which 
completes the line of Mo-Deck from 
spray cans to 55 gallon drums. 

The product is formulated for 
spraying on undersurfaces of all types 
of mowers to help prevent grass 
buildup and clogging. Mo-Deck also 
makes routine deck cleaning a breeze 
by actually reducing adhesion of grass 
to the mower undersurface, rollers and 
guide wheels. The application of the 
product has proven to reduce grass 
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deposits by 65 to 85 percent depending 
on conditions, according to the 
company. 
Write 104 on reader card 

Two product literature pieces are now 
available on new Turf lon®D herbicide 
from the Dow Chemical 
Company Both are targeted to 
professional turf and lawn care 
operators, with details on product 

performance in post-emergent 
application to control a variety of 
broadleaf weeds. 

"Introducing New Turflon D " (form 
135-0144-84) offers a brief overview of 
product features and benefits. The low 
volatile ester formulation combining 
triclopyr and 2,4-D as the active 
ingredients is effective against such 
hard-to-control species as ground ivy, 
oxalis, spurge, wild violet and 
veronica. The product is particularly 
well-suited to cool season turf grasses 
such as tall fescue, bluegrass and 
perennial ryegrass, according to the 
company. 

A brochure, "New Turflon D 
Herbicide" (form 135-0143-84), 
provides a more in-depth look at the 
product, including recommended rates 
and application timing, weed species 
controlled and treatment 
cost-effectiveness. Also included is a 
summary of efficacy data generated by 
universities and Dow-sponsored trials 
conducted under an extensive 
experimental use permit program 
thoughout the "bluegrass belt ." 
Supplies of these literature pieces are 
available through distributors or can be 
obtained from Dow Chemical. 

Also from Dow Chemical, the 
(continued on page 76) 



Before you buy any other machine that 
fertilizes, seeds, coreaerates and spikes, 

READ THIS AD ! 
Now there are three tough machines built to handle the grueling punishment dished out 
by today's lawn professional! If you need a machine to perform the functions of 
seeding, fertilizing, coreaerating and spiking, we offer three great solutions: the Lawn 
Maker, for seeding, fertilizing, spiking or coreaerating. Also, two sizes of self-propelled 
coring machines. There 's just not enough room in this ad to tell you the whole story, 
but here are a few facts: 

LAWN MAKER. 
The all-in-one seeder/fertilizer/coreaerator for riding operation. 
Welded construction/Weight, 625 Ibs./Seeds, fertilizes and aerates 
4,000 sq. ft. in only 9 minutes/11 hp Briggs and Stratton electric start 
motor/Easy to transport/Variety of attachments/1 -year warranty. 

NEW! TRANSPORT RAMP. 

SALSCO INTRODUCES its new transport 
ramp for loading lawn care equipment onto 
trailers or truck beds. Each ramp weighs ap-
proximately 35 pounds and will hold in excess 
of 1,000 pounds. Each ramp can be positioned 
to accommodate the wheel base of any piece of 
equipment. We will sell the ramps for $225 per 
set and immediate delivery is available. 

Due to tremendous 
nationwide response, dealer 
inquiries now invited. 

VCR TAPES AVAILABLE 
F.O.B. SALSCO SALSCO 

S A L S C O N O W O F F E R S 
I M M E D I A T E DELIVERY 

O N B O T H M O D E L S O F 
CORE-AERATORS 

ALL PRICES 
F.O.B. SALSCO 

Made-to-spec loading ramps 
available for all models. 

Welding & Fabrication, Inc. 
196 Clark Street, Milldale, CT 06467 

To find out more about how you can turn a greater profit in seeding and aeration, 
call us collect t o d a y - 2 0 3 - 6 2 1 - 6 7 6 4 . 

Write 29 on reader service card 

COREAERATORS. 
Self-propelled walk-behind units coring up to 30,000 sq. ft. per 
hour. This unit comes in two sizes, 36- and 30-inch width, both 
machines give penetration of 2-3/4-inches using 5/8- or 
3/4-inch tines. Five horsepower Briggs and Stratton standard 
or IC engines available. 



ALA TECHNOLOGY 

TANK-MIXING HERBICIDES 
FOR WEED CONTROL 
IN BERMUDAGRASS TURF 

BY B.J. JOHNSON 

Summer and winter weeds grow abun-
dantly in turfgrasses throughout the 
southeastern United States. Herbicides 
are usually necessary to control these 

weeds. Postemergence herbicides are frequently 
applied in mid to late winter for postemergence 

Figure 1. Tank-mixed Dacthal, at 12.5 lb/A and 2,4-D + MCPP + 
dicamba at 1.0 + 0.5 + 0.1 lb/A on winter weeds. Left: 2,4-D + 
MCPP + dicamba; right: Dacthal and 2,4-D + MCPP + dicamba. Pic-
ture was made in late April. 

Figure 2. Tank-mixed Dacthal at 12.5 lb/A and Roundup at 0.25 
lb/A on crabgrass. Left: Dacthal; right: Dacthal and Roundup. 

control of emerged winter weeds and preemer-
gence herbicides are applied about the same 
time of the year for crabgrass (Digitaria sangui-
nalis (L.) Scop.) control. Because the dates of 
treatment for the preemergence summer weeds 
and postemergence winter weeds are similar, an 
experiment was initiated to determine the re-
sponse of weeds to tank-mixed herbicides when 
applied as a single spray. 

The experiment was conducted on common 
bermudagrass turf from 1978 through 1980 on 
fairways at the Griffin-Spalding golf course. 
Dacthal® at 12.5 lb/A (pounds per acre) and 
Betasan® at 10.0 lb/A were applied alone and 
tank-mixed with the postemergence herbicides: 
paraquat (0.25 and 0.5 lb/A), Roundup® (0.25 
and 0.5 lb /A) , simazine (1.0 lb/A) and 2,4-D + 
MCPP + dicamba (1.0 + 0.5 -I- 0.1 lb/A). The 
postemergence herbicides were also applied 
alone and the treatments were applied to separate 
plots each year. All herbicides were based on 
active ingredient/A. 

The population of winter weeds was uniform, 
but all species were not present each year. 
Parsley-piert (Alchemilla microcarpa Boiss. 
Reut.) was present in 1978, spur weed (Soliva 
spp.) in 1980 and corn speedwell ( Veronica arven-
sis L.) was present during 1978 through 1980. 
Crabgrass was present during the spring and 
summer each year. 

All herbicides were applied as a spray in 40 gal-
lons of water/A to 5- by 10-foot plots which were 
replicated four times. A surfactant was added to 
treatments containing paraquat and 2,4-D + 
MCPP -I- dicamba at 0.5 percent (v/v) . 
Winter weed control. A combination of the 
preemergence and postemergence herbicide 
treatments resulted in a significant interaction 
for parsley-piert in 1978, spur weed in 1980 and 
corn speedwell during each of three years (Table 
1). The control of parsley-piert was higher from 
tank mixtures of 2,4-D + MCPP + dicamba 
and Betasan than when postemergence treatment 
was applied alone or with Dacthal. 

Combination treatments of paraquat at 0.25 
lb/A or Roundup at 0.25 lb/A with either Dacth-
al or Betasan also controlled a higher percentage 
of the weeds than did either postemergence her-
bicide applied alone. When the rate for paraquat 
and Roundup was increased to 0.5 lb/A, there 
was little or no advantage in parsley-piert control 
when tank-mixed with the preemergence 
herbicides. 

Tank-mixed paraquat at 0.5 lb/A with Dacthal 
or Betasan controlled a higher percentage of spur 
weed than when paraquat was applied alone 
(Table 1). Paraquat at 0.25 lb/A had poor activity 



on the weeds whether applied alone or tank-
mixed with the preemergence herbicides. 
Preemergence herbicides improved the activity 
of Roundup slightly on spur weed when tank-
mixed at 0.25 lb/A rate, but did not when tank-
mixed at 0.5 lb/A rate. Tank-mixtures of 2,4-D 
+ MCPP + dicamba or simazine with preemer-
gence herbicides did not improve spur weed con-
trol when compared with either postemergence 
herbicide applied alone. The control was excel-
lent when treated with 2,4-D -I- MCPP + dicam-
ba and poor when treated with simazine. 

Corn speedwell control was significantly im-
proved when 2,4-D 4- MCPP -I- dicamba was ap-
plied with Dacthal than when it was applied 
alone as a single treatment (Table 1). In most in-
stances, repeated 2,4-D -f MCPP + dicamba 
treatments are required to obtain effective com 
speedwell control (Johnson 1977). However, 
the effective control in the present study from 
combination of 2,4-D -I- MCPP + dicamba and 
Dacthal applied as a single application, suggests 
that Dacthal improved the activity of 2,4-D + 
MCPP -I- dicamba. 

Although Dacthal does partially control corn 
speedwell when applied alone, the increase in 
control from the combination treatment may be 
an additive effect. The control of com speedwell 
was not as good when 2,4-D + MCPP + dicam-
ba was tank-mixed with Betasan as it was with 
Dacthal. Improved control from combination 
treatment is shown in Figure 1. 

In two of three years, paraquat at 0.25 lb/A ap-
plied as a tank mixture with Betasan controlled a 
higher percentage of corn speedwell than para-
quat applied alone or with Dacthal (Table 1). 
However, there was no effect from Betasan treat-
ment when the paraquat rate was increased to 
0.5 lb/A. In contrast, the activity of Roundup at 
0.25 lb/A on com speedwell was reduced when 
tank-mixed with Betasan as compared with the 
activity of Roundup alone. Appleby and Somqbhi 
(1978) have also reported less activity on weeds 
from tank-mixing Roundup with other herbi-
cides. In the present study, the control of corn 
speedwell was effective when Roundup was ap-
plied at 0.5 lb/A with Betasan or at any rate with 
Dacthal. 
Crabgrass control. Tank mixtures of 2,4-D 
+ MCPP -f dicamba and Dacthal did not control 
crabgrass as effectively as Dacthal alone in 1979 
and 1980 (Table 2). The activity of Dacthal on 
crabgrass was also less in 1979 when tank-mixed 
with Roundup (Figure 2). It is possible that pos-
temergence treatments interfered with bermu-
dagrass cover and reduced competition, allowing 
crabgrass establishment. The preemergence her-
bicides controlled crabgrass completely in 1978, 
regardless of whether they were applied alone or 
tank-mixed with postemergence herbicides. 
Turfgrass tolerance. Bermudagrass treated 
only with postemergence treatments for winter 
weed control showed no delay in early spring 
growth when the chemicals controlled weeds ef-
fectively (data not given). Turf cover was slightly 
lower in 2,4-D + MCPP -I- dicamba-treated 
plots when compared with turf in plots treated 
with other postemergence treatments. The re-
duced cover occurred because 2,4-D 4- MCPP 
-I- dicamba did not control all the weeds and the 
weeds competed with turfgrass and delayed early 
growth. 

Treatments' Weed Control0 

Parsley- Spur 
pieri weed Com speedwell 

Preemergence Rate Postemergence Rate 1978 1980 1978 1979 1980 Mean 

lb/A lb/A 

Untreated Untreated _ 0 0 0 0 0 0 
Paraquat 0.25 57 31 43 78 83 68 Paraquat 

0 5 95 77 97 90 97 95 
2,4-D + MCPP + die 1 0 + 0.5 + 0.1 5 96 23 30 13 22 
Simazine 1.0 100 0 90 100 100 97 
Roundup 0.25 71 71 97 90 57 81 Roundup 

0.5 90 90 100 94 93 96 

Dacthal 12.5 Untreated _ 0 0 0 0 0 0 
Paraquat 025 93 41 20 100 80 67 Paraquat 

0.5 100 89 80 100 100 93 
2.4-D + MCPP + die 1.0 + 0.5 + 0.1 15 97 80 91 100 90 
Simazine 1.0 100 2 100 100 100 100 
Roundup 0 25 94 80 100 100 100 100 Roundup 

0 5 94 87 100 100 100 100 

Betasan 10.0 Untreated 0 0 0 0 0 0 Betasan 
Paraquat 0.25 100 60 80 79 103 86 Paraquat 

0 5 100 91 100 98 93 97 
2.4-D + MCPP + die 1.0 + 0.5 + 0.1 74 94 44 51 80 58 
Simazine 1.0 100 0 100 100 80 93 
Roundup 0.25 90 89 80 67 0 49 Roundup 

0.5 100 87 100 96 100 99 

* Preemergence herbicides are normally applied before emergence of summer weeds and postemergence herbi-
cides are those applied as postemergence treatments to established winter annual weeds Treatments were applied 
in early March as tank mixtures 
b Weed control ratings were made in late April and based on percent control where 0 - no control and 100 - complete 
control. L 

Table 1. Influence of tank-mixed herbicides on winter weed con-
trol in bermudagrass turf. 

Treatments8 Crabgrass control" 

Preemergence Rate Postemergence Rate 1978 1979 1980 

lb/A lb/A % 
Dacthal 12.5 Untreated _ 100 91 71 

Paraquat 0.25 100 91 65 Paraquat 
0 5 100 85 44 

2.4-D + MCPP + die 10 + 0.5 + 0.1 100 76 35 
Simazine 1.0 100 86 73 
Roundup 0.25 100 77 64 

0 5 100 77 75 

Betasan 10.0 Untreated _ 100 96 85 
Paraquat 025 100 97 73 

0.5 100 99 67 
2,4-D + MCPP + die 10 + 0.5 + 0 1 100 96 67 
Simazine 1.0 100 95 93 
Roundup 0.25 92 97 65 

0.5 96 100 64 
3Preemergence herbicides are normally applied before emergence of summer weeds and postemergence herbi-
cides are those applied as postemergence treatments to established winter annual weeds Treatments were applied 
in early March as tank mixtures. 
bCrabgrass ratings were made in late August and based on percent control where 0 = no control and 100 = complete 
control 

Table 2. Influence of tank-mixed herbicides on crabgrass control 
in bermudagrass turf. 

Bermudagrass cover in August was generally 
the greatest in plots where crabgrass was con-
trolled (data not given). Therefore, to maintain 
a good quality turf, it was necessary to select a 
herbicide treatment that controlled all weeds in 
the turf area. 
Summary. Tank-mixing herbicides may in-
crease or decrease the activity of weeds. There-
fore, it would be desirable to know the activity 
of mixed herbicides before they are used in 
order to obtain consistent effective weed control. 

B.J. Johnson is professor of agronomy at the Uni-
versity of Georgia College of Agriculture, Experi-
ment, GA. The study outlined by this article was sup-
ported by state and hatch funds allocated to the 
Georgia Agricultural Experiment Stations. 
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Dursban®50W formulation is a 
wettable powder especially for 
professionals who prefer lower 
phytotoxicity in treating turf, 
ornamentals and trees. The elimination 
of chemical solvents makes this 
possible. The insecticide is labeled for 
turf applications to control ants, 
armyworms, chiggers, chinch bugs, 
clover mites, crickets, cutworms, 
earwigs, fleas, grasshoppers, sod 
webworms, ticks, turfgrass weevil, 
white grubs and bluegrass billbug. 
Write 105 on reader card 

Bulkkem, bulk suppliers of lawn 
chemicals, manufactures Big Green 
Plus ®, a nitrogen/iron/sulfur complex. 
Big Greem Plus is designed to promote 
vigorous growth, dark green color and 
insure a stronger more healthy plant, 
capable of resisting disease and insect 
attack. Rates and frequency of 
application will vary according to the 
severity of the iron deficiency, climate 
and soil type. The product contains 15 
percent total nitrogen derived from low 
biuret urea nitrogen; four percent 
sulfur and six percent iron, both 
derived from ferrous sulfate 
heptahydrate. 
Write 1 06 on reader card 

PBI Gordon Corporation has 
several lawn care chemicals in their 
"Professional Turf Products" line. 
Trimec ® bentgrass formula is the most 
effective and most efficient broadleaf 
herbicide for 2,4-D sensitive 
bentgrasses. It positively controls the 
widest spectrum of broadleaf weeds, 
including hard-to-kill species, usually 
with only one application, according to 
the company. Its effectiveness in cool 
temperatures — even below 50 degrees 
Fahrenheit — is firmly established 
when weeds are growing, allowing 
early spring and early winter use. There 
is minimum hazard from root 
absorption to nearby flowers and 
ornamentals, deciduous and coniferous 
trees and shrubs. Treated areas may be 
seeded within two weeks 

Super Trimec ® is the most effective 
and cost efficient post-emergent 
broadleaf herbicide developed 
specifically for 2,4-D tolerant cool 
season or northern grasses. This 
product cannot be applied on warm 
season or southern grasses such as 
carpet, dichondra and St. Augustine. 
Trimec Broadleaf Herbicide Bentgrass 
Formula is the product of choice for 

broadleaf weed control in bentgrass 
and St. Augustine. Super Trimec 
controls a wide range of broadleaf 
weeds, including such tough weeds as 
spurge, without repeated applications. 

Mecomec®4 turf herbicide controls 
clover and other broadleaf weeds. This 
herbicide is offered for those who 
prefer MCPP for a bentgrass herbicide. 
Mecomec 4 controls clovers, common 
and mouse-ear chickweed, plantain, 
ragweed, lambsquarters, pigweed and 
ground ivy. 

Betamec®4LF is the premier 
pre-emergent herbicide applied to 
control Poa, crabgrass, goosegrass, 
henbit, lamb's quarters, redroot 
pigweed and shepherd's purse, 
according to the company. The new 
"LF" formulation greatly improves 
spray tank compatibility with such 
other lawn care products as Trimec, 
high nitrogen liquid fertilizers, 
Atrazine, Dursban and Diazinon. 
When two or more lawn care products 
are going to be applied with Betamec 
4LF, always run a compatibility test 
first. Spontaneous emulsification 
assures easy mixing with water to 
provide a uniform mixture of Betamec 
4LF and thus eliminates problems of 
spray tank layering — even in those 
systems with limited agitation, 
according to the company. 
Write 1 07 on reader card 

Nice'n Green Plant Foods offers a 
NG 15-3-6 balanced liquid fertilizer 
composed of urea, ammonium 
polyphosphate and muriate of potash, a 
great economical spring and fall blend. 
The company also has a NG 15-3-0 

liquid nitrogen solution composed of 
urea and ammonium polyphosphate. It 
is designed for use in combination with 
GSL potassium sulphate (0-0-52-18S) 
soluble fine. This combination should 
be used when heat stress begins but is 
not severe enough to warrant the use 
of urea formaldehyde solutions. 

Nice'n Green also offers a NG 
10-10-10 starter fertilizer and tree 
feeding solution. This balanced product 
is derived from urea, ammonium 
polyphosphate and muriate of potash. 
It is designed for use as a starter 
fertilizer on seedling turf and also used 
for deep root feeding trees and 
ornamentals. NG Micronutrient 
Solution is designed for use on turf and 
in combination with 10-10-10 for deep 

root feeding trees and ornamentals. 
This chelated product is composed of 
the following: 5% iron, 4% sulphur, .5% 
zinc, .5% magnesium, .25% copper and 
.25% manganese. 
Write 110 on reader card 

Dacthal®W-75 preemergence 
herbicide from SDS Biotech 
Corporation is excellent against 
crabgrass. What is more, it is the only 

Agricultural Chemicals Business 
SDS Biotech Corporation 
7528 Auburn Road. RO. Box 348 
Painesville. Ohio 44077 

preemergence herbicide labeled to 
control troublesome spurge. The 
product is just as effective against 
goosegrass, Poa annua and 20 other 
annual grasses and broadleaf weeds. 
Weeds are killed as soon as they 
germinate. Since it is not water soluble, 
Dacthal W-75 will not leach during wet 
weather. 
Write 111 on reader card 

Lebanon Chemical Corporation 
offers a gamut of products for the lawn 
care professional. Products like 
Lebanon 28-6-12 (11 CRN) offer an 
excellent balance of NPK for today's 
turf requirements combined with the 
controlled release features of 
Sulfur-coated urea. Lebanon 28-6-12 
(11 CRN) offers an ideal balance of 
NPK, according to the company. All 
the nitrogen (40 percent) from SCU 
will feed your turf the same year it is 
applied. 

Water soluble 20-20-20, 28-7-14 and 
33-0-16 spray grades meet all water 
soluble fertilizer needs. They dissolve 
completely in cold water and are 
compatible with all common spray 
materials. They can be added to 
nitrogen for needed phosphate and 
potash requirements. 

Lebanon "Pro" 32-4-8 (12 CRN) is 
an excellent balance of NPK for today's 
high quality turf requirements 
combined with the controlled release 
features of sulfur coated urea. The 
product is formulated to give quick 
response plus extended feeding. "Pro" 
28-6-12 features potash at 12 percent, 
which is the ideal level for improving 
wear resistance and helping to reduce 
drought, disease and winter damage. 
"Pro" 27-3-5 is a unique combination 
of sulfur coated urea and methylene 
ureas in a balance with water soluble 

(continued on pane 79) 

GORDON'S 
PROFESSIONAL TURF PRODUCTS 



Benefin-based 
products put you 

time and money ahead. 

Sprayable 
formulations of 

preemergence 
herbicide with 

benefin (Balan9) as 
the active ingredient 

provide the same 
dependable, 

economical weed 
control as benefin-

containing granules. 

Or spread. 

Benefin-based 
annual grass control 

is also available in 
combination with 

fertilizer. This com-
bination granule 

increases your 
savings by reducing 

application time 
and labor. 

Now you can get all the advantages of benefin as the active ingredient 
in two preemergence herbicide formulations: sprayable and benefin-
fertilizer granules. 

Not only have benefin-based products—like Balan®—been proved safe, 
dependable and effective on more lawns and golf courses for more years than 
other herbicides, but they cost considerably less. 

From controlling crabgrass and fertilizing in the 
spring—to getting goosegrass, Poa annua 
and other turfgrass troublemakers later 1 

on—there's a benefin formulation that 
fits your application practices and your 
budget. For more information, see one of 
the many fine companies that formu-
late benefin-based products (at right). Turf products with benefits 

that make the difference. 
Elanco Products Company, A Division of Eli Lilly and 
Company, Dept. E-455, Indianapolis, IN 46285, U.S.A. 
Balani—(benefin, Elanco) 

There's an Elanco turf 
products formulator 
near you. 
Sta-Green Plant Food Co. 
P.O. Box 540 
Sylacauga, AL 35150 

J.R. Simplot Company 
16777 Howland Avenue 
Lathrop, CA 95330 

Cadwell and Jones, Inc. 
46 Adams Street 
Manchester, CT 06040 

Nutrico, Inc. 
92 Howard Avenue 
Bridgeport, CT 06605 

Southeastern Turf Grass Supply, Inc. 
202 Wharfside Way 
Jacksonville, FL 32207 

Southern Agricultural Insecticides, Inc. 
P.O.Box 218 
Palmetto, FL 33061 

Regal Chemical Co. 
P.O. Box 641 
Alpharetta, GA 30201 

USS Agri-Chemicals, Inc. 
P.O. Box 1685 
Atlanta, GA 30301 

Estech, Inc. 
1 Southern Illinois Bank Building 
Fairview Heights, IL 62208 

Riverdale Chemical Co. 
220 East 17th Street 
Chicago Heights, IL 60411 

Knox Fertilizer 
Rural Route #3 
Knox, IN 46534 

Curry-Cartwright, Inc. 
1331 Union Avenue 
Kansas City, MO 64101 

Agri-Basics 
P.O. Box 2548 
Great Falls, MT 59401 

UAP—Special Products 
P.O. Box 37800 
Omaha, NE 68137 
Cornbelt Chemical Co. 
P.O. Box 410 
McCook, NE 69001 

Rockland Chemical Co. 
P.O. Box 809 
West Caldwell, NJ 07006 

Seacoast Laboratories, Inc. 
257 Highway 18 
East Brunswick, NJ 08816 

Agway, Inc. 
P.O.Box 4741 
Syracuse. NY 13221 

High Point Mills, Inc. 
P.O. Box 36 
Henrietta, NY 14467 
The Andersons 
P.O. Box 119 
Maumee, OH 43537 

LESCO 
2005 Lake Road 
Rocky River, OH 44TI6 

Lebanon Chemical Company 
P.O. Box 180 
Lebanon. PA 17042 
Chemical and Turf Specialty Co., Inc. 
2929 West Kingsley Road 
Garland, TX 75041 

Voluntary Purchasing Group 
P.O. Box 460 
Bonham, TX 75418 

N.S. Koos and Son Co. 
450013th Court 
Kinosha, Wl 53141 

Spring Valley Turf Products 
1891 Spring Valley Road 
Jackson, Wl 53037 



CHEMICAL BUYING 
SURVEY RESULTS 

Last month we sent out 300 sur-
veys to a random sampling of 
our readership to gauge their 
chemical buying habits. This 

second annual survey consisted of 
eight fill-in-the-blank type questions 
directed specifically toward lawn chemi-
cal buying. Last February, the first of 
our annual buyer's surveys covered a 
broad scope of general lawn care 
buying intentions, including answers to 
questions about purchasing spray rigs, 
mowers and service vehicles. This 
year, and in succeeding years, we have 
opted to narrow our scope to chemical 
buying habits to get a more detailed pic-
ture of this particular aspect of the 
industry. 

Surveys we have sent out in the past 
have generally produced excellent 
return rates, but this survey out-pulled 
all other surveys we have ever mailed. 
Of the 300 surveys mailed, 121 were 
filled out and returned — that's more 
than a 40 percent rate of return! This 
unusually large sampling allows us to 

More than anything else, 
respondents said they 
wanted herbicides and 
fungicides with greater 
treatment longevity, 
broader spectrum of target 
pests and improved 
performance overall. 

make some definitive statements about 
chemical buying habits. 

Since the special chemical products 
section accompanying this survey 
report has been extended over two 
months of publication, we will do the 
same with the survey report. This 
month we will present the tabulated re-
sults of four of the survey questions 
and next month we will report on the 
remaining four questions. 

In the first question, readers were 
asked to rank five- buying decision 
variables in the order of their impor-
tance. They were instructed to signify 
the most important variable with a one, 
the least important with a five and use 
each number, one through five, only 
once. The five buying decision variables 
they were asked to rank were: chemical 
price, dealer service, location of distri-
butor/supplier, product performance 
(past performance or reputation) and 
advertising or trade press product 
information. 

PRIMARY 
SUPPLY 
SOURCE 

Eighty-two percent of respondents 
buy primarily from lawn care supp-
liers, 14 percent buy direct from 
the manufacturer and four percent 
buy from outside suppliers. 

Last year, survey recipients were 
asked to make a similar ranking and 
their responses to this question were 
nearly identical to the responses we re-
ceived from this survey. By averaging 
all the responses to each of the five 
variables, we arrived at a consensus to 
the most and least important influences 
upon a lawn care businessman's chemi-
cal buying decision. Most important 
was product performance (past perfor-
mance. or reputation), next came 
chemical price, then dealer service, 
then location of the supplier and finally, 
least important, was advertising or 
trade press product information. 

In the second question, we asked our 

LIQUID AND 
GRANULAR 
USE 

Eighty-nine percent of respondents 
use both liquid and granular, six per-
cent use only granular and five per-
cent use only liquid. 

readers approximately how much they 
spend annually on granular lawn care 
products and liquid lawn care products. 
The respondents spent an average of 
$27,856 on granular products and 
$32,274 on liquid products. By noting 
the number of returns listing figures 
for both types of products or only one 
type of product, we could also calculate 
the percentage of operators who use 
both granular and liquid products, only 
granular products and only liquid pro-
ducts: 89 percent use both granular and 
liquid, only seven percent use only 
granular and only six percent use only 
liquid. 

In the third question, respondents 
were asked to check off their primary 
source of lawn care chemicals. Not too 
surprisingly, 82 percent listed distribu-
tors/suppliers specializing in lawn care 
chemicals as their primary source. How-
ever, a surprising 14 percent said they 
buy directly from the manufacturer. 
Only three percent said they buy from 
suppliers not specializing in lawn care 
products and one person said he buys 
his chemicals from lawn and garden 
stores. 

In the fourth question, we asked re-
spondents to tell us about some im-
provements they would like to see 
made in currently available lawn chemi-
cals. Nearly every respondent took the 
time to jot down a sentence or a para-
graph here. More than anything else, 
respondents said they wanted herbi-
cides and fungicides with greater treat-
ment longevity, broader spectrum of 
target pests and improved performance 
overall. Several people said they want 
less toxic products with less odor so 
homeowners won't be as concerned. 

One person called for a safe disposal 
and chemical management superfund 
that lawn care chemical buyers would 
contribute to at the point of purchase 
"to show our customers that we are 
indeed concerned about their inter-
ests." Several were upset with the cali-
ber of supplier in their area; they felt 
they were being taken advantage of or 
sold products by people who don't 
know their business. Many want pro-
ducts with better tank-mixing capability 
and better information on compatibili-
ty. High prices was a popular complaint, 
but several wrote "none ," indicating 
they thought the industry served their 
chemical needs just fine, thank you. 

Well, how have your chemical 
buying habits compared with our re-
spondents so far? Check back with us 
next month and compare notes again 
when we report on the remaining four 
survey questions! — Tim Weidner 



nitrogen to give quick response with 
the safety of SCU and UF for 
longer-sustained feeding. 
Write 11 2 on reader card 

Plant Marvel Laboratories, Inc. 
offers 10-20-30 Potash Special, an 
excellent late season fertilizer to 
hardy-up turf before winter stress sets 
in. Alleviates brown patch disease, 
dollar spot and "melt ing ou t . " 
Restores balance to potash-deficient 
turf, for improved disease-resistance 
and better fibrous strength. It will help 
the turf stand up to heavy traffic, stress 

and hot, dry weather. 
The company's 25-0-25 No 

Phosphate Special balances soil having 
excess phosphate. It promotes rapid top 
growth and extensive root 
development. Lawn Marvel 28-18-8 is 
a superior all-purpose feed for fairways 
and lawns. Excellent on steep slopes 
where rain causes considerable runoff 
of dry fertilizers. The company's 13 
percent iron chelate is formulated as a 
turf nutrition supplement; 13 percent 
iron chelate corrects iron chlorosis in 
turf. 
Write 11 3 on reader card 

Union Carbide Agricultural 
Products Company, Inc. says 
Sevin ®carbaryl is broadly registered 
and controls over 25 lawn and turf 
pests, including some of the most 
damaging. Sevin carbaryl ranks low in 
toxicity to people, birds, animals and 
fish, when compared to other 
insecticides and it leaves no lingering 
unpleasant odors. 

Water-based Sevin SL is especially 
good for lawn care specialists because it 
is easy to handle, saving operators 
preparation and clean-up time. It is 
compatible with most fungicides, 
miticides and insecticides. For mole 
cricket problems, Sevin 20 percent Bait 
is an outstanding control choice. 

Also f rom Union Carbide, Weedone 
DPC turf herbicide gives applicators 
the weed-killing power of 2,4-D and 
dichlorprop in a low-volatile ester 
formulation. Weedone DPC also offers 
you great flexibility in scheduling your 
weed control program. From early 
spring to late fall, apply the product to 
control broadleaf weeds whenever they 
are actively growing. It can also be 
mixed with fertilizers for time-saving 
"weed and feed" treatments. Weedone 
DPC controls more than 60 different 
annual and perennial broadleaf weeds. 
Write 109 on reader card 

3M Agricultural Products claim a 
single l /2-pint per acre application of 
Embark plant growth regulator arrests 
Poa annua seedhead development deep 
within the stems. Also, research shows 
you gain other important advantages as 
a result of arresting seedhead 
development. Plant energy, instead of 
going into s tems and seeds, stays down 
in the roots improving root-to-shoot 
ratios and resulting in better turf vigor, 
according to the company. Controlling 
seedheads will strengthen root 
systems, enhance summer color, 
increase summer vigor and minimize 
early discoloration. 
Write 108 on reader card 

FULL COLOR 
PREDESIGNED BROCHURES 

0 

NOW! YOU CAN 
BROCHURE IN FULL COLOR 

Target your advertising dollar with our "Predesigned" 
full color brochures. By using Color Way brochures, you can 

increase customer awareness and bring your services to their door. 

With our brochures, you can... 

• concentrate advertising in areas you choose to provide service 

• measure your advertising dollar effectiveness by return reply cards 

• customize to fit your business needs 

Color Way offers you a way to cut your brochure advertising costs by eliminating expensive design, color 
preparation or agency fees. Project your professional image, expand your market and maximize your advertising 
dollar by using Color Way brochures. 

\ 



10 Good Reasons For You To Come To 

The National Conference 
for Pest Control Industry Professionals 
Exhibits: February 28-March 1,1985 
Seminars: February 28-March 2, 1985 
Hyatt Regency Atlanta, Atlanta, Georgia 

This year, PCO EXPO is giving lawn & tree care and pest control professionals their very first opportunity 
to explore common technical concerns and business interests in a series of 10 seminars led by knowl-
edgeable experts with a keen sense of the marketplace and extensive experience in both lawn & tree 
care and pest control entrepreneurship: 

1. LAWN CARE AS A NEW VENTURE 
2. MANAGING THE SALES FORCE 
3. LAWN CARE INDUSTRY ISSUES 
4. OPERATING PEST CONTROL AND 

LAWN CARE UNDER ONE ROOF 
5. DEVELOPING A SUCCESSFUL 

TELEMARKETING PROGRAM 
6. TREE CARE AS AN ADD-ON SERVICE 
7. VALUABLE ACCOUNT ANALYSIS FOR 

LAWN CARE AND PEST CONTROL 
PROFESSIONALS 

8. TURNING ECTOPARASITES INTO PROFIT 
9. NEW TECHNOLOGY IN LAWN CARE 

10. SHOPPING FOR INSURANCE 
Speakers include: Unden Griffin, President, Griffin 
Pest Control, Inc. 
Bob Jenkins, President, ABC Pest Control 
Charles Pate, Commercial Account Rep., Chemlawn 
Pest Free 
Richard Steinau, President, Greenlon Environmental 
Services 
Jack Sweeney, Sales Manager, Scherzinger Termite 8c 
Pest Control Co. 
Ed Wandtke, Associate Advisor, Advisor Associates, Inc. 
Steve Weldon, Cook's Pest Control, Inc. 
And Here are 50 More...Sessions concentrating on 
effective sales and marketing techniques, financial 
planning and control, management skills and training, 
and technical and safety factors in the pest control 
business, containing valuable information and ideas 
for lawn & tree care owners and operators as well. 
Learn how to computerize your business, manage 
your vehicle fleet, convert service technicians into 
leaders, sell and service institutions, grow by acquisi-
tion, and much, much more! Special free EXHIBITOR-
SPONSORED SEMINARS on specific products and 
chemicals are open to all attendees. 
Now Consider the One-Stop Shopping for All Your 
Business Office and On-the-Job Product and Equip-
ment Needs at the PCO Showcase Exhibition... See 
the latest in spraying equipment and vehicles, 
chemicals, protective clothing and safety equipment, 

hundreds of other lawn 8c tree care products, 
components and accessories. PLUS, see and compare 
the newest computer hardware and software 
designed to streamline your business and financial 
operations! Representatives from major U.S. lawn 8c 
tree care industry suppliers will be there to answer 
your application questions. And Dow Chemicals 
USA/AG Sales, Stephenson Chemical and Velsicol 
Chemical will present their latest product innovations 
and technologies in the special "New Product 
Demonstration Area" of the Exhibit Hall. 
Exhibition Hours:Thursday, February 28-Noon-6:30 p.m.; 

Friday, March 1-Noon-5:00 p.m. 
Come to motivational expert Dave Gorden's KEYNOTE 
SESSION for a new approach to sales and business-
building. Then, opening night's BEER, WINE 8c BANJO 
PARTY will introduce you to lawn 8c tree care profes-
sionals and PCOs, plus exhibitors and seminar leaders 
from across the country. 
Convinced? Dial (800) 243-3238* and Register Right 
Now with Your Visa or MasterCard! Save over 40% if 
you register for the full Conference Program before 
January 30,1985. Get your choice of 3 seminars each 
day for all three days of the Conference, plus a ticket 
to the Beer, Wine 8c Banjo Party for just $235! After 
January 30, the package price is $285. 
•In Connecticut, or to order a complete program 
brochure, call Trish at (203) 852-0500 or send in the 
attached coupon today. 
Sponsored by Pest Control Technology. Managed by 
CMC (Conference Management Corporation). 

Register today! Call 800-243-3238* 
with your VISA or MasterCard to reserve 
your p lace in the most educational, 
business-building sessions you'll have 
the opportunity to attend all year! 
*ln Connecticut, or for more informa-
tion, cal l Susan at (203) 852-0500. 



B U R N I N G Q U E S T I O N S 
(continuedfrom page 39) 

have some sense of what your budget 
should be relative to marketing, not 
just your advertising costs, but also 
your sales and management costs that 
should be allocated to marketing? 

Some franchising companies will tell 
you this isn't important in the begin-
ning. If they do, take a long look at 
them. While it may be more comforta-
ble to get the trucks out and rolling and 
make some money, in the long run, the 
companies that are successful are able 
to find out why they were successful. In 
addition, they started with a strong 
strategic marketing plan and worked 
from it, generating information that 
helped them in succeeding years. No 
one is too small to work sloppily if they 
wish to grow. 

The areas of advertising, 
personal sales and 
information management 
should be aided by getting 
into a franchise situation. 

Marketing, in the areas of planning, 
advertising, personal sales and informa-
tion management is an area that should 
be aided by getting into a franchise situ-
ation. If this isn't something offered by 
a potential franchisor, the franchisee 
should ask himself why he should buy 
the franchise. Leaving out this type of 
management control indicates that the 
franchisor may have some gaps in over-
all planning which will come back to 
haunt you later. If the above areas are 
covered, you should have a much 
stronger chance for success and be able 
to explain why you are a success. 
Parting questions. Realizing that 
we have asked a wide range of franchis-
ing questions to consider, we should 
finish with several that are extremely 
important, but often overlooked in the 
excitement of going into business for 
ones self. What are the commitments 
that you make and the ones that you re-
ceive when you sign the franchising 
agreement? Particularly important is 
the issue of what sort of things you get 
after the first few years. In starting up, 
you may be helped tremendously be-
cause you lack expertise in certain 
areas. The basic question becomes, and 
it is difficult to assess in the beginning, 
what sort of things will you be receiving 
four or five years down the road that 
will make you want to remain a 
franchisee? 

If most of your help from the franchi-
sor is in the first two or three years, is it 
worth it to you to give a percentage of 

your income to the franchisor for years 
to come for the help he gave you in the 
first three years? Answering this ques-
tion is difficult, but if considered at the 
beginning of a relationship in franchis-
ing, the answer to it should help prepare 
you for most eventualities. 

Franchising is one possible mode of 
opening a lawn care business, as well as 
expanding an existing business. The 
issues posed and questions raised apply 
to starting your own operation in this 
industry as well. We hope that by 
giving you an outline from which to 
start your evaluation, that you will be 

better able to become a professional 
and profitable company in the lawn 
care industry. 

Ed Wandkte, John Linkhart and Rudd 
McGary are senior consultants for All-
Green Management Associates, consul-
tants specializing in the area of strategic 
and tactical planning within a diversified 
range of lawn service and related compa-
nies. f f you would like more information 
from this firm, write All-Green Manage-
ment Associates, 70 North Wall Street, 
Columbus. OH 43215; or call 
614/224-LA WN. 

MODEL 37-38 AERO SEEDER I L - J 
SLITSEED AND BROADCAST AT SAME TIME 

30" 
SWATH-
CAT 1 

FOR 
TRACTOR 

UPTO25 HP 

800-255-6438 
913-782-4396 

OLATHE MANUFACTURING, INC. 
100 INDUSTRIAL PARKWAY. INDUSTRIAL AIRPORT. KS 66031 

NEW 

Write 56 on reader service card 

-EXPANDED USE LABEL 
- MINI-ACECAP 97 

ACECAP 97 
IS NOW CLEARED FOR 

THE CONTROL OF..BRONZE 
BIRCH BORER; THRIPS; SPRUCE 

'CONEWORM; MAPLEWORM; LACEBUG; LEAF 
MINERS; CASEBEARER . . AS WELL AS GYPSY 

MOTH; ELM LEAF BEETLE; TENT CATERPILLARS. ETC 
PLUS . . ACECAPS ARE NOW CLEARED FOR USE ON 15 
ADDITIONAL ORNAMENTAL TREE SPECIES! 
AND NOW . . NEW MINI-ACECAP IMPLANTS . . AN EVEN 
SMALLER IMPLANT . . IDEAL FOR USE "IN" TREES LOCATED 
IN SHOPPING MALLS 4 OTHER INTERIOR SITES. 
ACECAP 97 . . THE SYSTEMIC INSECTICIDE YOU CAN COUNT 
ON IN AN INTEGRATED TREE CARE PROGRAM! 
••NON-RESTRICTED USE ••LONG TERM RESIDUAL ACTIVITY "EASY ONE-STEP 
APPLICATION "LOWEST INDUSTRY COST FOR PROFESSIONAL APPLICATORS 

FOR FURTHER INFORMATION. CONTACT YOUR LOCAL 
DISTRIBUTOR. OR CALL/WRITE 

| l i n « C ' M l CAM« 

Creative Sales, Inc. 
Frtmont, NE 68025 U.S.A. 
PHONE: (402) 7274800 CSI 



ALA CLASSIFIIDS ADVERTISER'S INDEX 

COMPUTER SERVICES 

Computer Systems— 
C o m p l e t e s y s t e m s with s o f t w a r e for lawn 
care o p e r a t o r s . A f f o r d a b l e prices. Pest C o n -
trol Da ta S y s t e m s , 3535 Kei th , C l e v e l a n d , 
T N 37311; 615 /479-9711 . 

EQUIPMENT FOR SALE 

For S a l e -
C h e v y C 5 0 , 49 ,000 mi les , rebui l t eng ine 
(12 ,000 mi les ) . 800 gal. t ank , aux . e n g i n e , 
p u m p , reel , hose — ready to spray. Excel-
l e n t c o n d i t i o n . A s k i n g $ 6 , 4 9 5 . C a l l 
301 /694-6007 ask for F r a n k or Bill. 

For Sale — 
H E A V Y D U T Y 1500 Ga l lon 3 C o m p a r t -

Raises mower automatically —tips to ANY 
POSITION without mechanical locking! 

With the 30" wide bed on the ground, you just 
roll the mower on. A flip of a switch raises it to 
32" bench height—then automatically shuts off. 
After securing with 1000 lb. test belting, mower 
can be tipped to ANY position—it locks itself by 
friction. Bed has open center for easy blade 
service. Has 1/3 HP motor, gearless drive and 
removable parts tray. Model 370-A is same stand 
with 40" lift and leveling base. Model 360-A has 
solid center, non-tipping bed, 40" lift and level-
ing base. Write or phone today. 

G & H Products,Inc.,Dept AL, 
St. Paris, Ohio 43072 • Ph. (513) 663-4865 

Write 44 on reader service card 

m e n t Spray T r u c k with s ta in less s teel tank 
m o u n t e d o n 1983 I n t e r n a t i o n a l D ie se l 
S-1754; ideal for tu r f , t ree and s h r u b spray-
ing; low mi leage ; low use ; practically new. 
Call B r e n d a n Hoar ty T r e e & Landscape Ser-
vice, Inc.: 617 /783-4721 . 

For Sale — 
' 79 & '78 G . M . C . 6000 ser ies spray t r ucks 
equ ipped with 1200 gal. tuf lex tanks . Bean 
p u m p s . Elec. hose reels . 300 ft. of hose . 
Low mileage — well m a i n t a i n e d . Ready for 
work . M u s t sell. $9 ,200 and $8 ,200 - or 
best . 312 /357-3030 or 312/420-0201 . 

BUSINESS FOR SALE 

For S a l e -
N u r s e r y in W e s t e r n N e b r a s k a . Inc ludes 
bui ld ing, of f ices , 5 acres and i nven to ry . 
Priced u n d e r $100M. Box 954, All iance, N E 
69301. 

For Sale — 
C H E M I C A L L A W N C A R E C O M P A N Y 
for sale in Sag inaw, Michigan. C o m m e r c i a l 
a n d r e s i d e n t i a l a c c o u n t s wi th e x c e l l e n t 
potent ia l for e x p a n s i o n . C o n t a c t Bob Hu t -
c h i n s o n , 517/781-0479 . 

HELP W A N T E D 

Branch Manager— 
Rapidly g rowing and e x p a n d i n g lawn care 
c o m p a n y in mid -At l an t i c region is looking 
for an e x p e r i e n c e d Branch M a n a g e r . C o m -
plete k n o w l e d g e of all aspec ts of the lawn 
care indus t ry r equ i red . Any k n o w l e d g e of 
t ree and s h r u b care he lpful . I m m e d i a t e e m -
p l o y m e n t . S e n d c o m p l e t e r e s u m e and salary 
r e q u i r e m e n t s t o A L A , Box 315 , 4012 
Bridge A v e n u e , C l e v e l a n d , O H 44113. 

Help W a n t e d -
Service M a n a g e r and T u r f g r a s s T e c h n i c i a n s 
n e e d e d for wel l -es tabl i shed g r o u n d s m a i n t e -
nance and lawn care f i rm. Success fu l candi -
da t e s shou ld h a v e a m i n i m u m of 3 yea r s ex-
per ience . S e n d r e s u m e with salary his tory to 
P.O. Box 5255, A k r o n , O H 44313. 

j SALE--SALE-SALE j 
I j Hannay 12 Volt base mount reel 

motors, $100.00 (new). Regular 
$160.00. FMC (John Bean) parts 
and pumps at discounted prices. 
Hypro pumps parts and accesso-
ries at 25% discount. Call: Strong 

. Ent., Inc., Collect: (305) 264-5525. ; 
>•«•»< >.<«•»>< ><«••> 

Write 41 on reader service card 

Ben Meadows 36 
Carso Computer 18 
Carso, Inc 40 
Classen Mfg 36 
Color Way, Inc 79 
Creative Sales. Inc 81 
Cushman/Ryan 30,31 
D.B.Smith 8 
Dow Chemical 12,13 
Elanco Products 77 
Fortunate Enterprises 50 
G&H Products, Inc 82 
Graham Lawn Care 18 
Gravely International 61 
Great Northern Equipment 67 
Green Pro Coop 49 
Imler Industries, Inc 10 
Lawn Masters, Inc 54 
LESCO 9,86 
Liqui-Land 37 
Mallinckrodt, Inc 25 
Micro-Trac 65 
Mobay Chemical Corp 29,56,57 
Mollema and Son 41 
Monsanto Chemical Corp 2,3 
Nor-Am Chemical Co 7 
PCO Expo '85 80 
Perma-Green Supreme 40,70 
Practical Solutions 70 
Professional Turf Equip 50 
Olathe Manufacturing 81 
Rhone-Poulenc 26,27 
RGB Labs, Inc 11 
Salsco, Inc 73 
Smithco, Inc 65 
Snapper Power Equip 4 
Stauffer Chemical 42-45 
Strong Enterprises 82 
Toro Company 20,21 
Tuflex Mfg. Co 35 
Union Carbide 84,85 
United Ag Products 17,71,83 
Vogel Seed 10 
Yazoo Mfg. Company 15 

COMING 
NEXT 

MONTH 
The March issue of American 
Lawn Applicator magazine will be 
packed with more timely and in-
formative articles. First we'll take 
a look at spraying systems, featur-
ing product profiles, specifications 
and pricing, along with a report on 
what operators like and dislike 
about their rigs. We'll also explore 
the current trends in fertilizing — 
granular vs. liquid. Who ' s using 
what? What are the successes and 
fa i lures of these chemicals? 
Which are more cost efficient? 
Then we'll analyze the pitfalls and 
opportunities of growth through 
acquisition — what do lawn service 
entrepreneurs look for in buy-
outs? What do they pay? It 's all in 
next month ' s issue — look for it! 
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This new, exclusive Clean Crop® Dacthal formula has many 
advantages over liquid and wettable powder The 75% 
water dispersible granules flow easily and completely from the 
container with no pre-mixing, no dusty measuring or con 
tainer disposal problems. It's freeze-proof and stores stable for 
years. And unlike the others, it comes in handy 25-pound 
bags. Get Clean Crop Confidence with new Dacthal WDG, an 
exciting, new formulation of an old standby pre-emergent 
herbicide. For more helpful information call 1-800-228-0096, 
or 1-800-642-TURF in Nebraska. 

onAgra company 

U A P 
Special Products 
RO. Box 37800 

Omaha, NE 68137 

Write 46 on t ^ l e r service card 

Dacthal is a r e g r s t e r e d ^ ^ ^ ^ ^ k f SOS Biotech Corporation. 





didn't get where 
you are in the lawn care business 

using anything but the best* 
You sell service. Pure and simple. 

So if your customers complain 
about lingering, hard-to-control lawn 
pests, you go back and re-treat. Which 
takes time/Expensive peak season time. 

Thats when quality pesticide 
formulations prove their real value. 

At Union Carbide, our insect and 
weed control products are designed to 
keep turf healthy, pest free and looking 
great. 

And that, of course, is what your 
customers really pay for. 

Realistic, dependable 
insect control 

SEVIN* brand SL carbaryl insecticide 
is designed for the convenience of turf 
professionals. It s a water-based flow-
able that's easy to handle, mix and 
apply. 

SEVIN* brand SL carbaryl liquid 
effectively controls over 25 common 
turf insects, including sod webworms, 
white grubs, billbugs, chinch bugs, 
even ants, ticks anafL 

You and your 
customers also get 
peace of mind 
from knowing 
that carbaryl is 
used for insect 
control on pets, 
poultry and 
even some 
game birds. 

leas. 

SFV11NL • y 

So you worry less. And that's 
important. 

The first name in phenoxys 
Our researchers developed the 
phenoxv herbicide chemistry turf pro-
fessionals have depended on for nearly 
40 years. 

And, with formulations like 
WEEDONE® brand DPC broadleaf 
herbicide, we can help make turf 
weeds the least of your worries. 

WEEDONE® brand DPC is a 
powerful combination of 2,4-D and 
dichlorprop in one convenient herbi-
cide with the performance of more 
expensive, three-way mixes. So you get 
effective control for even hard-to-kin 
species such as spurge, chickweed, 
oxalis and ground ivy. 

In fact, WEEDONE® brand DPC 
could be the only herbicide many lawn 
care operators will ever need. 

Made for turf 
Ask your chemical supplier about 

SEVIN brand SL 
and WEEDONE® 

brand DPC. 
When it comes 
to your insect 
ana weed con-
trol turf chemi-
cals, why choose 
anything but 
the best: 

From the turf care group at Union Carbide 
Write 11 on reader service card 

Union Carbide Agricultural Products Company, Inc. 
SEVIN* is a registered trademark of Union Carbide Corporation. 

As with any insecticide or herbicide, always read and folio 

W. Alexander Drive, Research Triangle Park, N.C. 27709 
registered trademark of Union Carbide Agricultural Products Co., Inc. 

>ns. <01984 Union Carbide Agricultural Products Company, Inc. 



AMERICAS BEST DEFENSE AGAINST 
CRABGRASS WEARS THE LESCO LABEL 

It's no secret that among America's 
top lawn care companies, more use 
Betasan® from Stauffer Chemical for 
preemergence control of crabgrass than 
any other herbicide. 

And more companies buy Betasan 
as Lescosan, LESCO's name for 
America's best crabgrass defense. No 
crabgrass control is more efficient, \ 
longer-lasting or safer to existing turf. 

What's more, Lescosan 
is available in easy-to-use 
liquid or granular form. In a 

variety of formulations, both straight and 
mixed with fertilizer. 

Plus you'll also get LESCO's famous 
delivery and follow-up service. All no 
more than a phone call away. 

So for America's strongest defense, 
I pick up the phone and call LESCO to-

day. (800) 321-5325 Nationwide. 

/ (800)362-7413. LESCO 
20005 Lake 

\ / Road, Rocky River, Ohio 44116. 
(216)333-9250. 
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MORE COMPANIES WHO i i i r 
*Cfstman is Betasan, a reyistrrra 7 M Stauffer Chentieaf Co: 

Write 1 O on reader service card 


