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A thing of beauty
iS a joy forever.
Unless there are mole crickets

Mole crickets. They're spoilers, Give
them an inch and they'll take a lawn.

Only one product works good
enough and lasts long enough to
effectively stop mole cricket damage.
®OFTANOL insecticide.

OFTANOL works in the top
1-1% inches of soil, where the mole
crickets are, and remains active
up to 120 days.

Mole cricket infestation can
be a costly problem for both your
customer and you. To solve it—
effectively and lastingly—apply
OFTANOL. Available in liquid or
granular form. Always read the
label before use.

OFTANOL.
IT STOPS THE SPOILERS.

Mobay Chemical Corporation
Specialty Products Group
Box 4913, Kansas City, Mo. 64120
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Do you have an accountant to
handle your bookkeeping? If
you don't have one, you might
want to consider getting one.
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An Important Message to the

Lawn Care Operator Who Needs

to Increase His Efficiency:

Now, by combining your professional
expertise and the unique features of
Super Trimec,” you can reduce your
cost of weed control and eliminate
costly call-backs. Let me explain...

Everett Mealman, President
PBI/Gordon Corporation

How does the future look
for the lawn care operator?

Most market research people
agree that there is virtually unlimited
growth potential for the lawn care
industry during the next several
years. But they always hasten to add
that the key to profitable growth for
the lawn care operator is going to be
his ability to continually increase his
efficiency . . . and since our future at
PBI/Gordon is so closely linked to the
future of the lawn care operator, we
are continually searching for ways to
improve the efficiency of the products
we supply to the industry . . . as well
as searching the world over for
molecules that we can formulate into
new products which can further con-
tribute to increased efficiency.

What is the major bugaboo
that challenges the
lawn care operator?
Itis weed control! You know it! Let
one ugly weed appear and all of your

ONLY PBI/GORDON

efforts to operate efficiently are down
the tubes. It can mean a call-back
which, according to industry esti-
mates, can cost up to $60, or it can
even lose you a customer
which can cost up to $80
to replace.

The old philosophy from
the ag-chemical field that
70% control is total control
just won't cut it in the lawn
care industry. You cannot
abide anything short of
honest-to-goodness total
weed control. But by the same
token you’ve got to achieve
it within the framework of a
program that still leaves you
a profit.

Thus your goal is the lowest
possible cost per acre for
immaculate, weed-free turf
that can be achieved without
call-backs.

And this is precisely why our
research scientists at PBI/Gordon
spent so many years searching for
the elusive formula that could com-
bine different esters with the ability to
form a complex with dicamba and
hold it firmly in place . . . the formula
that is now known as Super Trimec.

There's no doubt about it: dollar for
dollar and acre for acre of immacu-
late weed-free turf, Super Trimec is
the most efficient post-emergent
broadleaf herbicide on the market

.. period!
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‘One of the nice things about a morning constitutional is encountering a
lawn service company out beautifying the neighborhood. Here | am, at the

crack of dawn, watching a Suburban Lawn and

Suburban has a very successful lawn service company and Don Tannahill,

Suburban Liquid Lawn Manager, insists that Trimec is an important factor

Does this mean that

Super Trimec is even more
efficient than the
old-reliable Classic Trimec?

Yes sir, that's exactly what it
means. But let me make one thing
clear. Super Trimec is not for
amateurs. It’s a professional product
that needs to be handled in a profes-
sional manner. And, to express its
maximum efficiency, it needs to be
applied evenly at a rate that doesn’t
exceed label directions per acre.

So what about Classic Trimec?
Will PBI/Gordon continue to make it?
Indeed we will. There’s still a time
and a place for Classic Trimec, just as
there is still a place for 2,4-D. And
because you're a professional, you'll
know the time and the place to use
both products.
Furthermore, we will continue our

— \
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| Ferromec™ |}
LouD won Com 1t |
Promotes vigorous

growth and dark
green color

Ask for Samples
of these New Products
from PBI/Gordon

Among the new products that have
been developed and thoroughly
tested by PBI/Gordon, and are now
ready to help the Lawn care operator
improve his efficiency are Ferromec)*
a sprayable iron that produces turf

in their success. He says that Suburban customers want nothing short of

immaculate weed-free turf, and that Suburban manag t ts nothing

rden operator treata lawn. short of worthwhile profits. Accordingly, Suburban uses Trimec to be sure
both sides are happy."

Everett Mealman

green-up within 24 hours, and Bov-A-
Mura® a natural organic activator
that turns thatch into humus.

You'll be reading about these new
products in the trade papers. But in
the meantime, if you would like to
have samples of them, simply write
to us or call.

Toll-free 1-800-821-7925
In Missouri 1-800-892-7281
Ask for Customer Service Department.

Inform us of bids to be let.
We will furnish detailed specs and
names of distributors serving your area

Tnmec* and BovA-Mura® are registered trademarks of
PBl/Gordon Corporation

Ferromec™ is a trademark of PBI/Gordon Corporation
PB1/Gordon Corporation 1985

ongoing efforts to further improve the

effectiveness of Classic Trimec and G pbl / Gordon ,1:,2237 g’}’ff;gg‘g‘ o A o
further reduce its cost. CORPORILION / KaNSAS CITY, MISSOURI 64101

CAN MAKE TRIMEC

TURF HERBICIDE

Write 14 on reader service card 649-1085



VIEWS ACROSS THE TURF INDUSTRY

HOW IS BOOKKEEPING HANDLED BY YOUR FIRM?

‘““We have a CPA who handles our mon-
thly statements and tax forms. Everything
else is in-house. Our computer system
works very well at handling accounts
receivable and customer information. For
a long time I did it all myself. That got
to be too complicated and took too much
time, and eventually I found it was im-
practical.”” — Greg Worrell, Down-To-
Earth Lawnspray, Detroit, Michigan.

‘“We do all of our own bookkeeping in-
house. Our company has an outside CPA
who does our quarterly and year-end
statements. Our accounting has not
always been handled this way. We were
on an annual basis, then we went to
quarterly and now we’re on our own with
in-house monthly statements.”’ — James
Zapushek, Getz’s Edgemore Nurseries,
Morton, Illinois.

‘“We are just computerizing our program,
so the day-to-day accounting is done with
the aid of a computer by in-house person-
nel. And then we have on staff CAs,
which you call CPAs, to do the monthly
statements. We use an outside company
only for the submission of our income
tax.”” — John Robinson, President,
Green Drop, Ltd., Calgary, Alberta,
Canada

CALENDAR

Apr. 23

CLCA Business Seminars, Long Beach Conven-
tion Center, Long Beach, California. Contact:
Micheyl Hannon, CLCA, 2226 K Street,
Sacramento, California 95816; 916/448-CLCA.

Apr. 23-25

CLCA Landscape Industry Show, Long Beach
Convention Center, Long Beach, California. Con-
tact: Micheyl Hannon, CLCA, 2226 K Street,
Sacramento, California 95816; 916/448-CLCA.

Apr. 25-26

Seventh Annual Texas Wildflower Day, Texas
Woman's University, Denton, Texas. Contact:
Texas Woman'’s University, P.O. Box 22675,
Denton, Texas 76204; 817/566-2250.

May 1

Professional Grounds Maintenance Tour, Atlan-
ta, Georgia. Contact: Dr. Gilbert Landry, Jr., Ex-
tension Agronomist-Turf, Extension Agronomy
Department, University of Georgia, Athens,
Georgia 30605; 404/542-5350.

May 21
North Carolina Turf and Landscape Field Day,
NCSU Turf Field Center, Raleigh, North

Carolina. Contact: J.M. DiPaola, Box 7620,
North Carolina State University, Raleigh, North
Carolina 27695; 919/737-2657.

July 28-30

Expo ‘86, Kentucky Fair and Exposition Center,
Louisville, Kentucky. Contact: Cheryl A. Van
Vliet, The Outdoor Power Equipment Institute,
Inc., 1901 L Street NW, Suite 700, Washington,
D.C. 20036; 202/296-3483.

July 29-31

National Fertilizer Solutions Association Mid-
Year Dealer Conference ‘‘Round-Up,’’ Hyatt
Regency O’Hare, Chicago, Illinois. Contact: Bob
Wanzel, National Fertilizer Solutions Association,
10777 Sunset Office Drive, Suite 10, St. Louis,
Missouri 63127; 314/821-0340.

Aug. 12

Turf and Ornamentals Field Day, Georgia Sta-
tion, Griffin, Georgia. Contact: Dr. Gilbert Lan-
dry, Jr., Extension Agronomist-Turf, Extension
Agronomy Department, University of Georgia,
Athens, Georgia 30605; 404/542-5350.

Aug. 20
Turf Research Benefit Golf Tournament, Golf

Club of Oklahoma, Broken Arrow, Oklahoma.
Contact: Michael P. Kenna, Extension Turf
Specialist, Cooperative Extension Service,
Oklahoma State University, 335 Agricultural Hall,
Stillwater, Oklahoma 74078; 405/624-5404.

Sept. 20

Oklahoma Turf Research Field Day, Lincoln
Plaza, Oklahoma City, Oklahoma. Contact:
Michael P. Kenna, Extension Turf Specialist,
Cooperative Extension Service, Oklahoma State
University, 335 Agricultural Hall, Stillwater,
Oklahoma 74078; 405/624-5404.

Nov. 2-6

Sixteenth Educational Conference of the National
Institute on Park and Grounds Management,
Louisville, Kentucky. Contact: National Institute,
Box 1936, Appleton, Wisconsin 54913,
414/733-2301.

Nov. 17-20

1986 Professional Lawn Care Association of
America Annual Convention, Baltimore Conven-
tion Center, Baltimore, Maryland. Contact: Jim
Brooks, Executive Vice President, PLCAA, 1225
Johnson Ferry Rd. NE, Suite B-220, Marietta,
Georgia 30067; 404/977-5222.
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To make the mostof
_your work time,
~you gotta geta Gravely

The Pro Series feature out-front mowing decks
for efficient trimming around trees, bushes, posts
and other obstacles. And the decks are specially
engineered to give a professional cut. Pro and
Pro Master are highly maneuverable, have instant
forward/reverse and zero turning radius for easier
mowing in tight areas and to help you make the
most of your work time.

Pro Master gives you a choice of rugged 16,

17 or 19 hp Kohler engines with 50" or 60" mowing
decks. Pro offers three durable commercial engines

and a choice of 36", 40" or 50" rotary mowers so
you can match your machine to your work.
TWO YEAR LIMITED WARRANTY

Gravely’s Pro Series is backed by a two year
limited warranty. Stop by your Gravely Dealer for all
the details. While you're there ask for a free dem-
onstration. Once you see the Pro Series at work, you'll
know why — you gotta get a Gravely. For the name
of your Gravely Dealer, look in the Yellow Pages.

THE GRAVELY SYSTEM'

Write 13 on reader service card







New DURSBAN:
No stink, no squawk,
no bugs.

New formulation reduces neighbor
complaints.
Let's face it. DURSBAN" insecticide used to have
a very pronounced air about it. One that could
even trigger complaints occasionally.

But no more.

New technology.

DURSBAN Turf Insecticide now contains a more
highly purified grade of chlorpyrifos, its active
ingredient. And minimizing the impurities has
significantly reduced the odor.

Apply without worry.
That means you can apply DURSBAN Turf In-
secticide whenever it's needed, even | ,
on the hottest days. Without worrying ===
about odor-triggered complaints from
neighbors or customers. Applicators, /
who live with it all day long, will
appreciate it, too.

Insect control remains

unparalleled.

Your chances of getting called back for
re-treatment are slight, too. DURSBAN
is famous for effective control of most
any surface feeding insect you'll

DURSBAN®

The "no offense” insecticide.

©Copyright 1986 The Dow Chemical Company.

620,
6202

encounter. And for its 6 to 8 weeks of residual
control, to catch late-arriving insects.

DURSBAN bonds tightly to organic matter
in soil as soon as it dries. So it stays put and
keeps controlling. Won't wash away. And you can
use it with confidence, because it has a proven
human safety record.

First in the industry.

DURSBAN insecticide’s first label was for turf
applications, indicative of Dow’s continuing
commitment to the lawn care industry. And
DURSBAN has earned the industry’s respect for its
broad spectrum effectiveness, residual control and
cost efficiency ... which all add up to today's best
insecticide value.

New DURSBAN Turf Insecti-
cide is available in 2.5 gallon plas-
tic jugs and 55 gallon drums. If
you prefer a wettable powder, you
can get the same advantages in
DURSBAN 50W, now offered in
water soluble packets for the easiest,
quickest mixing and measuring ever.
Whichever you choose, you'll get
fewer complaints—from neighbors,
or applicators. Get the full story from
your chemical distributor today.

>

*Trademark of The Dow Chemical Company

Write 16 on reader service card



UNDERGOVER

TURCAM

INSECTICIDE

For Use Only by Professional Applicators on
Ornamental Trees, Shrubs and Turf

ACTIVE INGREDIENT: Percent by Weight
Bendiocard: (2.2-dimethyl- 1, 3-benzodioxol-4-0l

methyicarbamate®) 76%
INERT INGREDIENTS 24%

100%
"Prowecied by US. Pewnt No 3736330

EPA REGISTRATION NO, 45631
EPA EST. NO. 45639-M1- 1 e

P ISE TVLE SIS

KEEP OUT OF REACH OF CHILDREN
WARNING

HARMFUL OR FATAL IF SWALLOWED
STATEMENT OF PRACTICAL TREATMENT
and nduce vomnng Oy
vomiBng or grve any g
Dy MOUth 1 unconscous person Get MeACal aNENON
¥ inhaled — Ramove Datient 10 uncontamnated area Keep patent SICEY
¥ rest and ransler 10 hogptal mmediately 10 gat MedCAl aNenton

-

:‘{'

\
-~
*

AGENT

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® s 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:

“INOR-AM.
NOR-AM CHEMICAL COMPANY

3509 Silverside Road, P.O. Box 7495
Wilmington, DE 19803

18
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INSIDE STORY

n this'month’s cover story, ‘‘Keeping

The Books,”’ Assistant Editor Vivian

Rose tells us how a lawn care

businessman should gauge his ac-
counting needs. What type of accountant
do you need for your business? What ac-
counting information should you be com-
piling in-house? What services should you
expect from your in-house accountant?
These questions and more are answered
in this article.

Last month we travelled to Cincinnati
to check up on the lawn care operations
of some of the Queen City’s favorite sons.
We managed to touch base with several
businessmen operating in different sectors
of the city to get a complete picture of the
lawn care environment in Cincinnati. The
city is known as one of the oldest lawn
care markets in the country, second only
to Columbus, Ohio.

Despite its status as a ‘‘mature’’
market, Cincinnati lawn care operators
agree that their city is far from saturated.
Hedges against saturation abound in Cin-
cinnati. One businessman cites increasing
identification with lawn care as a status
symbol among young, upwardly-mobile
homeowners. Another notes that he has
recently picked up accounts in areas that
were previously considered saturated.

Yes, lawn care is thriving in Cincinnati.

For those of you who would like to get
a few more bucks from each account, we
have an article on ornamental care. Many
operators who offer lawn care have found
they can bring in supplemental income by
offering their customers tree and or-
namental care. If you have an existing
customer base that is satisfied with your

lawn care services, chances are they will
be receptive to your attempts to sell them
tree and ornamental care as well.

And, as always, we have an informative
selection of technical features. In ‘‘Land-
scaping With Ornamental Grasses,”’
author Richard A. Simon, Bluemount
Nurseries, Inc., Monkton, Maryland,
tells us about several species of ornamen-
tal grass that make excellent landscape
plantings. ‘‘Fighting Fire With Fire’’ was
written by Drs. Richard Hurley and C.
Reed Funk, Director of Research at Lofts,
Inc. and Professor of Turfgrass Breeding
at Rutgers University, respectively. This
article concerns the use of biological con-
trol agents like endophytes to control in-
sect pests in turfgrass. In ‘‘Drop Spreader
Complications,’” author Richard L.
Parish of the Agricultural Engineering
Department, Louisiana State University,
informs us that speed affects drop
spreader application rates. Enjoy!

Olathe

AERATORS & SEEDERS

“The MOST Complete Line of Aerators & Slit Seeders”

—

A machine for all types of application from walk behind units to GIANT

6’ wide tow type Aerators.

Write or Call Olathe Manufacturing, Inc., For Full Line Information 1-800-253-6438
100 Industrial Parkway, Industrial Airport, Kansas 66031

Write 22 on reader service card




LETTERS

Turf Technicians is a chemical lawn and
tree care company in Wichita, Kansas.
We receive your publication and find it
both informative and educational. Our
company is six years old and employs
eight full-time and three part-time
employees. We would like to share with
your readers a new concept in profes-
sional lawn and tree care.

We feel it necessary in our industry to
educate and inform our customers and the
public. We at Turf Technicians are now
operating a mobile soil test lab. Our
mobile lab is used in testing each of our
customer’s soils. The lab is operated by
a graduate student from Kansas State
University’s Agronomy Department. Our
customers’ response has been good; they
like having the chance to talk to an
agronomist about their lawn.

Our soil test consists of each of the
micro and macro nutrients, soil pH, and
soluble salts test. It is equipped with a
Fisher medical microscope used for iden-

Interior of mobile lab.

tifying parasites and fungi. We also have
a turf evaluation trial grown in 1,000
milliliter beakers under grow lights. This
is helpful in showing customers the
cultivars grown in our region. The lab is
equipped with a 110-volt generator to
power the microscope, centrifuge, and
grow lights.
Raymond A. Cody
Turf Technicians
Wichita, Kansas

YEARLY CONTRACT GUIDELINES

I am a landscape maintenance contractor.
My customers consist of mostly commer-
cial clients. I was reading an article your
magazine had printed in the April, 1985
issue. It was your cover feature on in-
dustrial lawn service. My services include
mowing, pruning, hedge trimming, and
fertilizer application to lawns and flower
beds. I'm looking to become more diver-
sified to better meet our customers’ needs.
My question is, can you supply me with
information on getting some yearly con-
tract guidelines to cover complete land-
scape maintenance, mowing, weed con-
trol, etc.?

Joseph F. Bush

Garland, Texas

We can only suggest that you contact the
American Landscape Contractors
Association (ALCA) at 405 N.
Washington St., Falls Church, VA 22046;
703/241-4004. They should be able to
point you in the right direction. Ed. ®

. Unique unplugging tines
. Easy maneuvering
. Penetrates up to 3”

CoONOOOAL,WLWN =

(;q/'yﬂr Y &

odel 600 — Guard nt

402/371-2294

YOU TRIED THE REST,
NOW BUY THE BEST

. Eliminate expensive downtime

Tines enter and leave at the same angle
. Self propelled when aerating

. Model 600-36000 sq. ft./hr. cap.
. Model 500-26000 sq. ft./hr. cap.
. Model 400-24000 sq. ft./hr. cap.

pictured

CLASSEN MFG.
1403 ROACH NORFOLK, NE 68701

e

Mini-Mag
$39.95

Regulator
$85.00

DLR INQUIRIES WELCOME

sy

Mag P $75.00
$69.95

GNC
PUMP INC. measuring

Offering a Choice for the $39.95

Lawn Care Applicator
®Piston Pumps

®Pump Parts Interchange- -
able with FMC Bean Parts

Ld
®Regulator & Parts q G »
oSpray Guns e
eMeasuring Wheels
10 GPM
Valve Chamber
Assembly

$95.00

GNC
PUMP INC.

15722 Ridge Park Drive
Houston, TX 77095
(713)859-3255

20 GPM

Valve Chamber
Assembly
$225.00

All prices FOB
Houston, TX
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Our Complete Library of

(' Landscape Videos, Books
and Seminars on Tape ...

VIDEOTAPES (VHS)

[ Elements of Pruning-A 30-minute employee-

{ training video ... $75.00
[J Fast & Effective Plan View Drawing Methods-A
75-minute landscape design video and reference
manual ... $89.95

[J Color Rendering Techniques-A 75-minute
landscape design video ... $89.95

BOOKS

[J The ABC'’S of Landscape Pruning ... $12.95

[J How to Prepare a Custom Loan Proposal
o 312,95

[ Fast & Effective Landscape Design Graphics
i 3995

[J How to Win Before You Enter The Courtroom
... $14.95

[J How to Prepare a Bonding Package ... $12.95

AUDIO CASSETTES i

[J Job Costing Simplified-A 60-minute cassette
plus reference manual ... $45.00

[J Building & Motivating a Management Team-two
cassettes ... $45.00

[J How to Sell Landscape Design Services to
Residential Clients-three cassettes plus reference
manual ... $60.00

[J Successful Marketing Strategies For Contractors-
two cassettes plus reference manual ... $45.00

[ Negotiating With Banks For Money-two
cassettes plus reference manual ... $45.00

[J Closing More Sales-one cassette plus reference
manual ... $45.00

[J How to Win Before You Enter the Courtroom-
two cassettes plus reference manual ... $65.00

[ Successful Estimating For Contractors-three
cassettes plus reference manual ... $65.00

[J How to Make Money in The Landscape.
Maintenance Business-four cassettes plus
reference manual ... $89.95

[J The ABC'’s of Landscape Pruning-four cassettes
plus reference manual ... $55.00

[J How to Calculate Accurate Overhead Recovery
Rates-one cassette plus reference manual
... $45.00

[J Landscape Six-Pack-A library of six landscape

management tapes plus reference manuals

... $149.00 (Save $76!)

[J Landscape 12-Pack-A complete library of 12

landscape management tapes plus reference

manuals ... $245.00 (Save $125!)

B/Yes! Please send me more

information on the programs I’ve
checked above.
Name: _

Firm:

Address:

City:

State: - A

Telephone: ( Sl 3

Mail to The Idea Bank, P.O. Box 23994, Tempe, AZ 85282

Write 19 on reader service card

How To Make Money

In The Landscape
Maintenance Business

N ow you can listen to this nationally
acclaimed seminar anytime you wish
... in your car, office or at home.

Recorded on four cassettes, Joe Marsh
shares an “insiders” knowledge of what
makes the nation’s top landscape
maintenance companies successful.

The tapes are full of proven ideas you
can put to use in your own company to
boost in-field production and increase
your profits. Special segments cover ...

* How to cut your edging and trimming
costs in half.

* Three ways to save money with your
own equipment service shop.

* How to identify and attract clients who
are willing to pay for quality service.

* Where to find and how to train good
employees.

* How to save thousands of dollars each
year with specialized equipment.

* New techniques to reduce your labor
costs with herbicides and growth
retardants.

* How to reduce in-field accidents and
promote safety among your employees.

36 Page Reference Manual

Your cassette library comes with a
detailed reference manual for reviewing all
the topics covered by Mr. Marsh on the
tapes. Each tape set and manual comes
bound in a handsome album for easy
access and safe storage.

©1985 The Idea Bank

... A wealth of information!
— Frank Hogan
Valley Oaks Landscaping
Mesa, Arizona

Joe Marsh is one of the industry’s true
success stories. His management skills have
inspired contractors coast to coast.
— Richard Reasoner

Officer, Landscape Management

Division

Assoc. Landscape Contractors

of America

... Excellent money-saving ideas on buying
equipment and managing people.

— Robert Leesley
Ronning Landscaping
Scottsdale, Arizona
About The Author ...

Joe Marsh is past president of
Environmental Care, Inc., where he
managed 300 employees and provided
landscape maintenance services in four
states. He is a private consultant and featured

speaker at industry conferences throughout
the United States and Europe.

— For Fastest Service —

You may order this $94.95 tape set by
credit card. Simply call the ...
D=A
3 HOTLINE
1-800-621-1136
In AZ (602) 829-1233

mm mm smORDER FORVmm mm

rD Yes, please rush me the new tape set and manual by Joe Marsh,

(The four-cassette album with 36 page reference manual is $94.95 postage paid.)

l How to Make Money in the Landscape Maintenance Business.

Please charge my [J VISA ([0 MC [J AMEX Acct. #

maliSTN

l [J My check to The Idea Bank is enclosed.

Exp. Date:

I Name:

Please return this form,

with payment, to:

Firm:
I Address:

City:

The Idea Bank

State: Zip:

P.O. Box 23994
Tempe, AZ 85282




NEWS IN BRIEF

HOME MECHANIX MAGAZINE
PERPETUATES NEGATIVE IMAGE

If you haven’t seen the March issue of
Home Mechanix magazine, you had bet-
ter run down to your local newsstand and
pick up a copy as soon as you have finish-
ed reading our April issue. The cover
story in this particular issue is titled, ‘“The
Lawn Care Scare.’’ The title alone should
give you an indication of where Home
Mechanix is coming from.

The magazine’s stated objective in
publishing the article is to help consumers
examine the risks involved in hiring the
services of a professional lawn service.
The writer of the article, Contributing
Editor Sherry Romeo, was kind enough
to note that she wasn’t trying to put any
lawn care operators out of work by
writing this article. ‘“The reason for this
article is not to drive anyone out of
business, but to make clear the possible
dangers that exist for anyone exposed to
poisonous lawn chemicals — especially
children — and to point out the viable
alternatives to a concerned homeowner,’
says Romeo.

The article is too lengthy to analyze
paragraph by paragraph, but we thought
you might like to read some passages that
caught our attention:

*“‘Organophosphates, which can cause
severe illness, are so potent that you need
not have a cut or abrasion for them to in-
vade your body (but a cut does make it
easier). Just walking on recently treated
areas can make you sick because these
pesticides are so powerful.”’

*‘‘However, the possibility that there’s
a disaster in the making before our very
eyes isn’t necessarily far-fetched. Con-
sider that it took years for the potentially
harmful side effects of the defoliant Agent
Orange to be discovered — and that the
pesticide 2,4-D, a mainstay in the
chemical lawn spray industry, contains
one of two components that make up
Agent Orange.”’

*‘“‘A homeowner buying a green
lawn is willing to pay for it. If more
pesticide makes it greener...there’s no in-
centive to use less,” says William
Eichbaum, assistant secretary for en-
vironmental programs in Maryland’s
Department of Health and Mental
Hygiene.”’

*‘“‘Contaminating the water supply is
one of the most serious problems resulting
from the use of lawn treatment,’ says Dr.
(Theodore) Goldfarb (an environmental
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chemist at State University of New York
(SUNY) at Stony Brook), ‘and is the prin-
cipal contributor to nitrate pollution in
many suburban areas.’”’

*‘‘The Council on Hazardous
Materials, of Cleveland, advises
homeowners to make sure lawn services
spray on calm days; avoid exposing
yourself, family, pets, etc., to the
chemicals; and to remember that it takes
seven to 10 days for the chemicals to soak
into the ground. In short, keep off the
grass.”’

The article concludes by saying that the
alternatives to hiring a lawn spray service
include doing it yourself or hiring a

MARCH 1986 $175

member of a nebulous group the author
refers to as ‘‘professional gardeners,’’
whom the author implies are more pro-
fessional than lawn care operators. After
reading the article, we began to wonder
what effect it might have on the lawn care
industry at large. To satisfy our curiosi-
ty, we contacted some lawn care
businessmen around the country.

To our surprise, everyone we talked to
had either not seen the article, and
therefore not had it brought to their at-
tention by anxious customers, or had read
the article and also had not been contacted
by concerned customers. Glenn Scherz-
inger, President of Scherzinger Lawn
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Care, Cincinnati, Ohio, read the article
and, like us, had anticipated a strong reac-
tion from his customers. Instead, he
didn’t receive a single call. ‘‘People have
really grown to trust a lot of things,”’
reasons Scherzinger. ‘“There is a lot more
hype out there. Those people who are
really concerned about pesticides won’t
have lawn care people come out.’’

David W. Sek of Monroe Tree and
Landscape in Rochester, New York, read
the article, and also says he has gotten ab-
solutely no feedback from customers. ‘‘I
have not heard of anyone who has called
about that article,’’ says Sek. ‘‘From what
I could see, that is really not a highly cir-
culated magazine. If that article appeared
in 7ime or Newsweek, I can imagine what
would happen.”’

Like Scherzinger and Sek, Joe Motz,
President of Motz Lawn Care, Inc., Cin-
cinnati, Ohio, read the article, but has not
received any phone calls about it. ‘‘I have
talked to other firms in the area that have
gotten none either,’’ says Motz. ‘‘Things
like that surprise me. We expected to get
a considerable amount of calls on that."’

The Home Mechanix article has also
been read by some of the heavy hitters
associated with the lawn care industry and
the magazine has or soon will be getting

some heated correspondence. Jim Brooks,
Executive Vice President of the Profes-
sional Lawn Care Association of America
(PLCAA) has responded to the magazine
about the article. Brooks says Union Car-
bide has also submitted an official
response. ‘‘In Turf Talks (PLCAA’s
newsletter), we’re urging every individual
who hasn’t seen it to get a copy and deter-
mine on their own whether or not they
wish to respond,”’ says Brooks.

We would also suggest that you get a
copy of the March issue of Home
Mechanix and decide if it is worth a let-
ter to the editor. If the issue is no longer
on newsstand shelves, you can probably
find it on the back issues shelf of the
periodicals section of your local library.
If you find that all your sources have dried
up, write to us for a photocopy of the ar-
ticle itself: ALA Magazine, 4012 Bridge
Avenue, Cleveland, Ohio 44113.

GROWING YOUR OWN
ARTIFICIAL TURF

The grounds maintenance crew at
Brigham Young University’s Cougar
Football Stadium in Provo, Utah has

come up with a unique method to shield
the stadium turf from heavy use during
football season, according to a report in
USA Today. Workers mixed 400 pounds
of green nylon yarn into the soil in hopes
that it would reduce wear and tear on the
turf. The nylon was spread on the top and
worked in with an aerator.

The Pesticide Public Policy Foundation
(3PF) reported some new developments
on the regulatory battlefront in its recent
newsletter. The Foundation reports that
two measures in the Florida state
legislature regarding underground storage
tanks will be introduced during the 1986
legislative session. Both measures are
aimed at secondary containment.
However, the house measure addresses
petroleum and pesticide products while
the senate measure is limited to petroleum
products.

In Maine, legislation is pending which
would increase the maximum fines for the
misapplication of pesticides from $500 to
$10,000. Maryland’s House Bill 1493,
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preempting local governments from
regulating pesticides, has been assigned
to the Environmental Matters Committee.
An initial hearing is expected in the near
future. On the other hand, Maryland
House Bill 1542, establishing a statewide
notification system for pesticide applica-
tions, has also been assigned to the En-
vironmental Matters Committee. As
drafted, HB 1542 would require posting
on an application site 48 hours in advance
of the actual application and posting
following application. In addition, writ-
ten contracts with customers regarding the
pesticide used, active ingredients, and
safety precautions would be required.

In Massachusetts, prior to approval of
an applicator’s license, the applicator
must show proof of pollution liability in-
surance coverage. As a result of the lack
of insurance availability, the Commis-
sioner of Agriculture extended licenses
expiring December 31, 1985, through the
month of January. Users are now re-
questing the commissioner to establish a
90-day emergency order eliminating the
requirement for the pollution liability
coverage.

The Massachusetts State Pesticide
Board continues to consider statewide
prenotification requirements. The Board

is expected to schedule public hearings on
an initial proposal within the near future.
The Pesticide Board Subcommittee has
scheduled a public hearing on the possi-
ble modification or revocation of the
registrations for products containing:
alachlor, atrazine, bromacil, carbofuran,
cyanazine, dacthal, dinoseb, metolachlor,
metribuzin, and simazine.

Milford, Michigan, a suburb of Detroit,
enacted a local ordinance in January re-
quiring notification to chemically sen-
sitive individuals and posting after lawn
treatments. The ordinance also provides
for an annual registration fee for commer-
cial applicators, posting requirements in
commercial or public buildings after ap-
plications, and fines for violations. The

Attorney General has indicated that the
ordinance is not valid, while the State
Department of Agriculture has indicated
that the ordinance is preempted by state
provisions.

In New Jersey, the Bureau of Pesticide
Control, under the Department of En-
vironmental Protection (DEP) is meeting
with interested parties to discuss some
type of proposal for statewide
prenotification.

Lebanon Chemical Corporation’s Total
Turf Care Division recently held its se-
cond annual lawn care clinic in Hershey,
Pennsylvania. The Hershey program was
similar to those held in New Jersey and
New York by Lebanon in response to a
growing demand in the turf industry for
technical information on both current and
new lawn care products.

The Hershey clinic attracted registrants
from a 75-mile radius and drew almost
double the attendance of last year, with
over 228 lawn care, golf course, and
grounds maintenance professionals
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registering. Lebanon has designed its an-
nual clinic to give turf professionals
specific information on the proper use and
application of new or key products from
a variety of chemical suppliers. The pro-
grams also feature guest speakers on
critical issues of importance to the turf in-
dustry. Guest speakers this year were Dr.
John Becker of Pennsylvania State
University, who spoke on Pennsylvania’s
right-to-know laws and David Thompson,
Pennsylvania Department of Agriculture,
who spoke on pesticide licensing.

UNOCAL PATENTS
NEW HERBICIDE

Patents for a new herbicide that harms
neither the environment nor people who
handle the product were among 69
granted to Unocal in 1985. The patented
herbicide preparation, marketed as N-
TAC, causes weeds to dissolve
themselves in their own water, according
to Dr. Donald C. Young, the scientist
who developed it at the company’s Fred
L. Hartley Research Center in Brea,
California.

““You can spray a weedy field and in
24 hours, the weeds are not just dead,
they’re gone,’’ says Young. ‘‘You can
use it on anything, anywhere, because it

UNOCAL®

leaves no residue.’” N-TAC is made by
combining sulfuric acid with urea. By
itself, sulfuric acid causes severe burns
when it touches human skin. When it
reacts with urea, however, it becomes
harmless to humans while losing none of
its strength.

The substance was first made as a fer-
tilizer, then modified to form a herbicide.
N-TAC is sold in limited quantity by Brea
Agricultural Service, a Unocal
subsidiary.

PGMS PUBLISHES
TWO MANUALS

The Professional Grounds Management
Society (PGMS) is pleased to announce
that two manuals are now available. The
‘‘Grounds Maintenance Estimating
Guidelines, Fourth Edition,”’ 20 pages,
is a convenient notebook size. It includes
information on cost generation, estimating
worksheet, maintenance task chart, new
job form, labor cost worksheet, capital
cost calculations, machine cost
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worksheet, and appendices. The
‘“‘Grounds Maintenance Management
Guidelines, Second Edition,’’ 28 pages,
is the same size. It provides a reasonable
guideline of standards of maintenance be-
ing met around the country.

Each manual is free to PGMS members
and can be purchased by non-members for
a price of $9 each (if check is sent with
the order) or $12 per book (if billed). If
both are purchased at the same time, the
total price for the two books is $15 (if
check is sent with the order) or $20 (if
billed). To place your order, write PGMS
Headquarters, 2701 Old Court Road,
Suite 15, Pikesville, Maryland 21208.
Another manual will be available within
two months, which will cover job descrip-
tions, contract samples, and job forms.

MOBAY SOIL
INJECTOR OFFER

Mobay Chemical Corporation announces
a special offer of a free soil injector, a
$200 value, with the purchase of
Metasystox-R2® Ornamental Insecticide.
A new four-color brochure outlines
qualifications for the free injector. When
you buy 36 gallons or more of
Metasystox, you get the soil injector free.
When less than 36 gallons is purchased,
Mobay offers the soil injector at a special
low price, $25 to $75, depending on the
amount of product purchased.
Approved by EPA for use as a soil in-
jection treatment, Metasystox controls
harmful aphids and mites and other suck-
ing and chewing pests that prey on trees.
The soil injection application allows ar-
borists, nurserymen, and lawn care pro-

A small front garden from the book, English Cottage Gardens, by Ethne Clarke and Clay Perry.

fessionals to treat ornamentals under
adverse wind conditions without the pro-
blem of pesticide drift. The offer is
limited to one soil injector per customer
and expires August 1, 1986.

ENGLISH COTTAGE GARDENS
BOOK DELIGHTS THE EYE

In English Cottage Gardens, Ethne
Clarke, author of several books on
gardening (The Flower Garden Planner
and Scented Garden among them), and
photographer Clay Perry, give a full-color
tour of the English countryside. They
visited a variety of gardens, from a small,
overflowing garden in the Cornwall fill-
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ed with a mixture of vegetables, fruits,
and flowers, to the carefully manicured
hedges of a manor house in Kent.

English Cottage Gardens is divided into
three sections reflecting the gardener’s
chronicle — early summer, mid-summer,
and late summer. Each section contains
an introduction by Clarke with her obser-
vations on everything from gardening
techniques and the progress of the garden
to weather conditions and festivals.

For information on ordering the book,
write Viking, 40 West 23 Street, New
York, New York 10010. The price of the
book is $25.

FERMENTA PLANT PROTECTION
ACQUIRES SDS BIOTECH

Fermenta Plant Protection Company has
been formed and will acquire the
Agricultural Chemicals Business of SDS
Biotech Corporation. Heading Fermenta
is R.L. Dezember, President. Fermenta
Plant Protection Company headquarters
are located in Painesville, Ohio, with
manufacturing facilities at Greens Bayou,
Texas; a number of subsidiary companies
are strategically located in the major
agricultural areas of the world, as well as
several research sites.

The major product lines consist of

Bravo® and Daconil 2787® , fungicides

ey ol e Ko e used throughout the world for disease
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yours FREE or at a specal ow proe
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SDS Biotech Corporation was recent-
ly acquired from Diamond Shamrock
Corporation and Vanderbilt Development
Corporation by the Fermenta A.B. in-
terests. Fermenta A.B. is a publicly-
traded Swedish company with worldwide
interests in antibiotic production.

The Illinois Landscape Contractors
Association (ILCA) has announced
publication of ‘“Your Landscape Begins
With a Dream,’’ a handbook designed to
be of assistance to commercial developers
and homeowners. It does this by listing
possible styles, practical considerations,
budgets, and other subjects that should be
covered in your overall planning con-

ILLINOIS LANDSCAPE
CONTRACTORS ASSOCIATION

siderations. It also directs attention to
maintenance of your landscape investment
by noting what a comprehensive
maintenance program should include.
Those interested in obtaining copies of
the handbook should call or write: ILCA,
2200 South Main Street, Suite 301, Lom-
bard, Illinois 60148; 312/932-8443.

SCOTTS MARKETS TURF
DISEASE DETECTION KITS

Agri-Diagnostics Associates, a joint ven-
ture of DNA Plant Technology Corpora-
tion (NASDAQ-DNAP) and Koppers
Company engaged in the development
and commercialization of plant disease
diagnostics kits, announced an exclusive
agreement with the O.M. Scott and Sons
Company for the market introduction of
a line of diagnostic kits for turfgrass
diseases.

The kits, based on monoclonal antibody
technology, employ an easy-to-use
dipstick format, allow the accurate and
early diagnosis of Pythium blight, brown
patch, or dollar spot, and make possible
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more effective management of these im-
portant fungal diseases.

‘“This introduction represents a major
step forward in the application of
biotechnology to the diagnosis of plant
diseases,’”” says Steve Banegas, Agri-
Diagnostics’ General Manager. ‘‘Using
monoclonal antibody-based reagents, the
Agri-Diagnostics’ kits will be used by tur-
fgrass managers to rapidly and accurate-
ly detect fungal pathogens, allowing for
better use of control products against
these destructive turfgrass diseases.’’

TECH COLLEGE GIVEN
FREE CUSHMAN EQUIPMENT LEASE

The University of Minnesota Technical
College at Waseca has received free use
of a Cushman® Turf-Truckster® vehi-
cle and selected attachments for the col-
lege’s horticultural technology program.
The equipment is provided on an annual,
no-cost lease basis through the Cushman
turf equipment dealer in Minneapolis,
Cushman Motor Company, Inc.
According to Jerry Nelson, landscape
maintenance supervisor at the college, the
vehicle and equipment is used both for

.Ierrv Nelson poses be.nde the Cushman vehzcle given to the University of Minnesota Technical College.

campus turf maintenance work, and for
training in the landscape and greenhouse
management programs of the horticultural
curriculum.

‘‘Many of our students are on a work-
study program,’’ says Nelson, ‘‘so they
get good, practical grounds maintenance
experience along with their classroom

work. We use the Cushman unit for haul-
ing soil, sand, and equipment, as well as
for transportation. Last year, our lease
provided for a hydraulic dump box and
aerator attachment, which we used exten-
sively on our 55 acres of turf. Last fall,
we turned in the aerator and got a new
top dresser unit for our 1986 season.’’
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In an open letter to the lawn care industry,
Charles McGinty, President of McGinty
Brothers, Inc., Long Grove, Illinois,
made a plea for continued financial sup-
port of the Pesticide Public Policy Foun-
dation (3PF) in its ongoing legal battle
with the Village of Wauconda, Illinois.
The text of the letter follows:

*‘In 1984, 3PF took on a bold venture
by filing a law suit against the Village of
Wauconda, Illinois” local ordinance
regulating pesticides. For the first time,
business took an offensive posture in the
Federal Courts against local government
regulation of pesticides. And, as I'm sure
you know, we won.

The District Court, which did not even
have to reach our federal FIFRA preemp-
tion argument, found preemption under
Illinois state law and said that regulatory
uniformity was desired. The District
Court struck down Wauconda’s ordinance
ab initio — from the beginning.

But, our court room battles aren’t over.
The Village appealed to the United States
7th Circuit Court of Appeals. And, they
asked that the case be turned over to the
Illinois State Supreme Court. As you
might imagine, 3PF responded with
vigor.

3PF argued the case ought to remain
right where it is — in the 7th Circuit. 3PF
also said the District Court was right in
finding state level preemption. And, im-
portantly, 3PF renewed its argument —
strenuously — that federal FIFRA
preemption should be found.

3PF, after reviewing its own and
Wauconda’s briefs, remains confident
that the Court of Appeals will continue
to hold our way. Oral arguments before
the Court of Appeals were heard on
February 26. But, just because we are
making progress doesn’t mean our work
is yet done. Frankly put, we need to raise
more money. To date, 3PF and 3PF sup-
porters have raised more than $30,000 for
the 3PF Defense Fund. But, we need
more, and here’s why.

The District Court effort cost more than
expected. Wauconda, we think because
they realized they were in trouble, tried
every legal trick-in-the-book to derail our
efforts. That meant additional briefs,
meetings, time and money from our side.

Now, we have the appeal. And, even
though we owe Sidley and Austin
$16,000 from the District Court work,
they’ve gone full bore on the appellate ef-
fort, which will cost $12,000 to $15,000.
Bottom line: we’re about $30,000 down,
with $5,000 of that amount pledged to us
right now.
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and/or Optional
Injection System

DISTRIBUTED BY: LIQUI-LAND CORP-

(616) 684-8400

e FREE CONSULTATION

* FORMOLENE® DISTRIBUTOR

123 MARMONT

P.O. BOX 547

¢ LIQUID FERTILIZER
FOR HV & LV SPRAYING
e STORAGE TANKS

NILES, MI 49120
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We need your help today. We have a
court room win in hand and an excellent
opportunity to solidify the victory and ex-
tend the preemptive, precedent-setting
nature of the court’s decision. But, we
must clear our legal bills to take full ad-
vantage of the opportunity. That is why
I’'m asking you to join the 200-plus initial
contributors to the 3PF Defense Fund
with a check today. We have made an in-
vestment in getting a needed job done. We
ask that you help assure gaining the
dividends available. In advance, I thank
you for your help.”’

McGinty requests that concerned lawn
care operators send their tax-deductible
contributions to: 3PF Defense Fund, 1270
Chemeketa Street NE, Salem, Oregon
97301.

NURSERY WINS CHICAGO
FLOWER SHOW MEDAL

Shanti Bithi Nursery, Stamford, Connec-
ticut, a leading importer and grower of
bonsai trees, won the Chicago Hor-
ticultural Society Flower Show Medal for
their exhibition of rare bonsai at the New
York Flower Show held in March.

The exhibit, titled ‘‘East Meets West,”’
was designed by Jerome Rocherolle, a
leading landscape designer and owner of
Shanti Bithi Nursery.

Rocherolle displayed specimen bonsai
from Japan, mainland China, and South
Korea, rarely seen in the United States,
including a 75-year-old, five-needle pine
from Shikoku Island, among others.
Traditional stone curbing defined a moss

garden and a walkway of stepping stones
revealed a life-size sculpture of James
Joyce sitting outside the garden.
Rocherolle will feature award-winning
bonsai and other rare specimens in the
Bonsai World Expo, April 26 to May 10,
9 a.m. to 5 p.m., at Shanti Bithi Nursery,
3047 High Ridge Road, Stamford, Con-
necticut. Admission is free. For informa-
tion, call 203/329-0768. &

COMPLETE SPRAYERS from *1,098%
skid mounted and ready to ship
CALL TODAY FOR COMPLETE CATALOG.

Sustains

Turf Grass
Research

FOUNDATION OBJECTIVES

® To promote scientific research in turfgrasses and
related fields

e To train graduate students for conducting said
research by offering financial assistance

e To disseminate results of said investigations
e To receive donations and endowments to

FIELD

MACROSCOPE

« Disease |dentifica-
tion - fungus on turf
and ornamentals

« Insect Identifica-
tion - grubs
nematodes

achieve aforesaid purposes in perpetuity

e To, by so doing, honor this continent’s most wide-
ly known and respected turfgrass agronomist —

DIGITAL FLOW METER the late and beloved O. J. Noer

* Monitor your spraying
« Train your applicators
« Accurate tank fillings

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

0.J.NOER RESEARCH FOUNDATION, INC.
Robert J. Welch, Secretary-Treasurer

301 So. 61st St.

Milwaukee, WI 53214
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PLCAA UPDATE

eak-performing individuals are at
the core of an excellent organiza-
tion’s success, according
to Dr. Charles Garfield, the
keynote speaker for the Seventh Annual
Professional Lawn Care Association of
America (PLCAA) Conference and
Show. The announcement of the keynote
speaker for the November 17-20, 1986
Conference and Show, to be held in
Baltimore, Maryland, was made recent-
ly by the show planning Committee.
While other researchers were examin-
ing excellent companies, Charles Garfield
was studying the people who made ex-
cellent organizations prosper. Over 18
years, in America’s longest business
study of its kind, Garfield identified the
skills and strategies of more than 1,500
high achievers, comparing those in
business to their counterparts in science,
sports, and the arts; people like Lee Iacoc-
ca, Luciano Pavarotti, Carl Sagan, Ted
Turner, Martina Navratilova, Peter
Ueberroth, and hundreds of less visible
achievers who are among the best in their

Malﬂmom

PLCAA/G6

NOVEMBER 17-20, 1986

chosen fields.

Based on this research, Garfield came
to two landmark conclusions: First,
regardless of age, education or profes-
sion, America’s most productive people
share the same set of basic skills. Second,
and most important, these skills are lear-
nable. The bottom line in Garfield’s
research is that peak performers, whether
in management, sales and marketing, or
in technical positions, are made, not born.

Garfield is widely regarded as one of
the world’s leading authorities on achiev-
ing peak performance and productivity.
Major articles by and about him have ap-
peared in The Wall Street Journal, USA

Today, US Association Executive, IBM
Management, and many other publica-
tions. He has also appeared on news
broadcasts on all three major television
networks to discuss his work on peak per-
formers in business.

When Garfield was a young computer
programmer on the Apollo 11 mission, he
witnessed for the first time the
phenomenon of peak performance: Peo-
ple, inspired by the challenge of putting
our first man on the moon, performed
repeatedly at the height of their abilities
and produced at amazing levels. For near-
ly two decades, Garfield researched the
country’s top achievers through all strata
of business, science, and the professions.

Garfield is author of Peak Performers:
The New Heroes of American Business.
It is his most powerful and comprehen-
sive statement to date on America’s most
productive business people. The book and
Garfield’s studies will be the basis for the
keynote address to lawn care profes-
sionals at the Seventh Annual PLCAA
Conference and Show in Baltimore. ®

A New Twist

an Old Method . ..

Trebor’s PD-5
Powder/Duster

The tank is hard
polyethylene treated

on

with UV inhibitor and tested
to over 800 psi. An incorporated
pump allows the tank to

be pressurized without external
power. With the addition of a
tire-type valve, the PD-5 can
be pressurized with an air hose
and a pressure relief valve
prevents over pressurizing and
serves to release pressure

prior to opening.

The unique induction device
(patent pending) suspends
dust in air and delivers a

light fluffy mixture at nozzle.

" | TECHNICAL DATA

Weight # 6.1

Tank Capacity 5-81lb.
depending on density
of powder/dust

0 -74 psi

TREBOR CORPORATION

Forest Park, GA 30050

4045-A Jonesboro Road
404/366-0957

Working Pressure
Shipping Wgt. 1/ctn. 7 Ib.

Telex 759-353
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PEOPLE

he Turf Division of Rain Bird

Sales has appointed Denyse Arles

as inside sales representative. In

her new position, Arles will up-
date Rain Bird turf distributors on product
information, including product availabili-
ty, new product programs, and specials.
Her territory covers Arizona, California,
Colorado, Hawaii, Nevada, New Mex-
ico, and southern Wyoming. Arles has
been with Rain Bird for eight years, most
recently serving as Customer Service
Manager.

Walter D. Ewing has been named Na-
tional Sales Manager for Sensation Power
Equipment, the commercial lawn care
equipment division of Gilson Brothers
Company. Ewing will be responsible for
Sensation’s sales development throughout
the United States and Canada. He comes
to Sensation after five years with Bunton
Company as Regional Sales Manager.

Dr. Al Turgeon, former Vice President
of Research and Technical Services for

James A. Fink

Fred C. Stephens

Tru Green Corporation, has been ap-
pointed professor and Head of Penn-
sylvania State University’s Agronomy
Department. Prior to joining Tru Green,
Turgeon was Resident Director of
Research at the Texas A M Research
and Extension Center in Dallas.
Turgeon graduated from Rutgers
University with a bachelor of science, and
earned his masters and doctoral degrees
from Michigan State University. A pro-
lific writer, Turgeon has over 200 scien-
tific publications in journals, trade

magazines, etc. His textbook ‘‘Turfgrass
Management’’ is one of the most widely
used textbooks on this subject in
American universities and junior colleges.

In addition to performing his new func-
tions at Penn State, Turgeon will also
serve under a consulting agreement with
Tru Green Corporation. He will maintain
a technical advisory relationship with Tru
Green through his ongoing efforts in
guiding research and educational
programs.

The National Arborist Association (NAA)
recently installed Robert A. Bartlett, Jr.
as President. Bartlett is President of the
F.A. Bartlett Tree Expert Company of
Stamford, Connecticut. A former officer
in the U.S. Navy, he graduated with a
degree in economics from the University
of Georgia. Bartlett has served on the
NAA Board of Directors since 1977.
Other new NAA officers include:
William L. Owen, President-Elect;
George P. Tyler, Vice President; Walter
E. Money, Treasurer; Directors Frank

TWO JOBS AT ONCE:

trees from the same unit. ..

and wetable powders.

COMPARTMENTAL TANK:

SKID MOUNT UNIT

UNIQUE AGITATION SYSTEM:

The Pro-Turf System can be designed to spray lawns and
Allows suspension of granular material such as IBDU

Allows you to spray different solutions from the same unit or 1. Tank (Single or
induct specific products through our special inductor.

SELF-CONTAINED. SELF-POWERED.

Our skid mount unit features its own twin cylinder engine with all the
features of the truck mounted units. Available in sizes from 1000 gallon
down to 300 gallon. Ideal for pick-up mounting or sliding on to a flat bed.

Pro-Turf Mfg. USA, INC.

1801 INDUSTRIAL PARK RD. ¢ NORMAL, ILLINOIS 61761
Call COLLECT: (309)452-2155

The Pro-Turf
System includes:

compartmented)

2. Bed

3. PTO and drive
train

4. Pump

5. Tachometer

6. Pressure guage

7. 300ft., Y2inch high
pressure hose

8. Electic hose reel

9. Sight guage

0. Spray gun

1. High volume
agitation

12. Chemical inductor

13. Carbon Steel or
Stainless Tanks
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Harder, John Hendricksen, Frank
Buethe, William Heim, and David
Dickson; and Neil P. Engledow; Im-
mediate Past President.

Lesco, Inc. has named James A. Fink as
Vice President of Operations. Most
recently Fink served as Vice President of
Operations for LTV Steel Tubular Pro-
ducts. He also served as Vice President
and General Manager for the Tubular
Products Division of Republic Steel from
1982 until 1984, and a district manager
in Gadsen, Alabama from 1979 until
1982. He was Controller for Republic’s
Buffalo district from 1969 until 1974. An
accounting graduate of the University of
Notre Dame, Fink received an executive
management degree from Massachusetts
Institute of Technology. He is a member
of the American Institute of Steel
Engineers, the Chamber of Commerce,
and the American Red Cross.

Lesco also named Fred C. Stephens as
Manager of Human Resources and Safe-
ty Officer. For the past 20 years, Stephens
also has been associated with Republic
Steel and its successor LTV Steel, most
recently as Director of Personnel, Bar
Division. He received his MBA from
Case Western Reserve University,

The 1985 Pennsylvania Turfgrass Council Board of Directors (left to right): Richard Morrison, Com-
ly’s Turf Farm; Steven Campbell, Aronimink Golf Club; R. William Marberger, Mid-Atlantic Equip-
ment Corporation; Michael Rothenberg, West Shore Country Club; Barry Grote, O.M. Scott and Sons;
Joseph Baidy, Acacia Country Club; Kenneth Dietrich, Lancaster Country Club; Dennis Watkins, Lords
Valley Country Club; Charles Cadiz, Jr., Eagle Lodge Country Club; Robert Hudzik, Pennsylvania
State University Golf Course; and Randal Zidik, Rolling Hills Country Club. Not pictured: James Kel-
ly, ChemLawn Services Corporation; and Henry Meinert, Jr., Meinert Brothers Landscaping.

Cleveland, Ohio, and his bachelor’s
degree from Baldwin-Wallace College,
Berea, Ohio. He is a certified compensa-
tion professional and a former business
instructor at Baldwin-Wallace. Stephens

is President of the Berea High School
Athletic Boosters, a member of the
American Society of Personnel Ad-
ministration, and the Baldwin-Wallace
College Letterman’s Association.

LIQUI

HdHHHH
sun§) 2z
)

[616] 684-8400

123 Marmont

SUPPLIER OF
LIQUID FERTILIZER
TO THE LAWN
CARE INDUSTRY

COMPLETE
FERTILIZER BLENDS FOR

LAND HIGH AND LOW

CORPORATION VOLUME SPRAYING!

LIQUI LAWN

P.O. Box 547

FOOD

14-2-7 - 5S - .04Fe
50% N IS FORMOLENE
60% K IS SALT FREE

Niles, M1 49120-0547
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Leasing Makes it
Easy to Acquire
New Equipment

*Convenient Lease Terms
*Low Initial Investment

*Tax advantages including
Investment Tax Credit

For Details Contact
Mike Bush

BUSH W0 COOK KERSILUNCY
1600 W. Main St.
Wilmington, OH 45177

Toll Free (800)342-4784
In Ohio (513)382-5502

“Serving the Lawn Care Industry”
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BUSINESS FEATURE

KEEPING THE BOOKS

Financial management is one of the most difficult
aspects of running a lawn care or grounds
maintenance firm. But you don’t have to tackle it
alone. Bookkeepers, accountants, and financial con-
sultants offer valuable services for successful record-
keeping and money management.

n elementary school, arithmetic was easy — adding,
subtracting, reciting multiplication and division tables.
But somehow those same basic principles, the ones
used today in your business’ accounting program, are
not so simple anymore. They translate into debits, credits,
accounts receivables, depreciable assets, accrued earn-
ings, net worth, dividends, and other fancy financial
phrases. But alas, like the tutor in school who helped you
through math, an accountant, bookkeeper, or financial
consultant can assist in managing your financial assets.

Traditionally, most lawn care businesses start up as one-
man operations or husband-and-wife teams, where one
partner provides the service and the other one manages
the books. Company growth eventually dictates the
business’ need for additional bookkeeping or accounting
support. If cash is coming in faster than you can account
for it, then you’ve lost control of the books and it’s time
to call for help. The question is should you hire a staff
accountant or the services of an external accounting firm?

“I've found that it’s different strokes for different
folks,”’ says Tom Hofer, Vice President, Spring-Green
Lawn Care Corporation, Plainfield, Illinois. ‘“You find
some people that like to be much closer to their accoun-
tant and know situations very closely. You find other peo-
ple that think (accounting) is just a necessary evil — the
less they have to mess with it, the better.””’

‘“What we urge,”’ he says, ‘‘is to know where your
operation is at so there are no surprises. That’s why you
have monthly statements. If good things are happening,
you know they’re happening: If not-so-good things are
happening, you know that, too. You don’t want to wake
up at the end of the year and wonder what happened. The
whole function of accounting is to make yourself aware
of what’s going on dollar-and-cents wise.”’

Spring-Green’s franchises use external accounting ser-
vices. ‘‘None of them are really large enough to afford
full-time accounting people on the staff,”” Hofer explains.
In addition, he does not see the need for full-time accoun-
ting personnel when a bookkeeping system can be set up
successfully with an outside firm.

The company’s franchises have the option to use
Spring-Green’s recommended accounting firm or select
their own. Either way, each franchise establishes a system
where checks are coded to various expense accounts and
cash receipts and sales are reported to the outside accoun-
ting firm, which extrapolates the information into mon-
thly income statements and balance sheets. An in-house
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clerical worker is usually responsible for compiling the
financial data needed by the accountant.

The biggest advantage of utilizing the services of an
external accounting firm, Hofer says, is cost. When com-
pared to the alternative of paying part-time or full-time
wages and benefits, it’s often more cost effective to con-
tract with a bookkeeper or accountant, he says.

On the other hand, there’s more room for error when
the accounting function is moved outside the office, he
adds. ‘‘The franchise (or independent lawn care company)
can’t just blindly accept what comes back on the finan-
cial reports. He should be looking for obvious things that
are wrong,”’ Hofer explains. For example, he should look
for miscoded checks which might have been debited or
credited to the wrong expense account, or depreciable
assets which might have been mistakenly recorded as
expenses.

Most small businesses use external financial services
for some segment of their accounting program, according
to one Midwestern financial consultant and accountant.
‘“There are very few companies today, small or large,
that do not take advantage of some outside certified public
accountant (CPA),’’ says Lewis B. Frauenthal, President
of Frauenthal and Associates, Cleveland, Ohio. ‘‘Laws
are changing so fast and business conditions are chang-
ing so fast that no one individual can be a master of all.”’

Ed Wandtke, a senior consultant for All-Green Manage-
ment Associates, Columbus, Ohio, believes lawn care
businessmen need to distinguish between those accoun-
ting functions that are best performed in-house and those
that require outside professionals. ‘‘Internally, you should
be able to do your own bookkeeping, check-writing, and
simple accounting (i.e. income statements and balance
sheets). The time you need to go out and find professional
help,’’ he says, ‘‘is when you need to do your tax return
and work on preparing your annual budgets.”’

““You should always go outside to have your tax return
worked on,’”’ Wandtke says. ‘‘A good bookkeeper does
not make a good, qualified tax person. Those are two dif-
ferent professions. It’s like going to a dentist and going
to a medical doctor — they aren’t the same.”’

Wandtke believes financial management runs in cycles.
In the start-up stage, most lawn care operators get their
financial reports from a bookkeeping service and use a
certified public accountant for doing their tax return, he
explains. ‘‘In many cases that is a very fine combination
of retaining the professionals you need for two different
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types of work — tax return preparation
and bookkeeping support.”’

When a lawn care operator decides to
hire a staff bookkeeper, his bookkeeping
service often helps acclimate the new per-
son to his or her job responsibilities.
‘“The bookkeeping service knows where
you’ve been and how you handle things,”’
Wandtke explains. ‘‘They often give
guidance and training to the person who’s
coming in to be bookkeeper.’’ In fact, he
says, ‘‘They sometimes provide the man-
power. You may find the person you
recruit coming right out of the bookkeep-
ing service.”’

By the time a lawn care businessman
has hired his own staff bookkeeper, his
company is confronting more complex tax
issues and accounting problems. Conse-
quently, a small accounting firm is no
longer the best choice for preparing his
company’s tax return. At this stage,
Wandtke suggests ‘‘going to a good,
intermediate-size accounting firm or a
regional operation.’’

Once a lawn care operator is running
a multi-million dollar business, he’ll
discover that benefits can be obtained
from a ‘‘Big 8’ public accounting firm.
*“Those people come in and do a lot of
personal tax planning and financial
management,”’ Wandtke says.

Regardless of whether an in-house or
outside accountant provides a company
with its financial reports, Wandtke em-
phasizes the importance of timeliness. If
a lawn care professional does not demand
financial reports from his accountant on
a monthly basis, he is missing significant
information to run his business, Wand-
tke notes. ‘‘The more timely that infor-
mation is, the greater the help. If you can
get financial statements done between the
tenth and the fifteenth of the month,

company. Monthly income statements
and balance sheets encourage an im-
mediate response to fiscal problems and
prevent needless financial losses.

‘“‘Establish deadlines (for getting finan-
cial reports from your accountant) before
you start to work together rather than
complaining about (timeliness) after-
wards. And make sure you give your ac-
countant the information he needs on a
timely basis,”” Wandtke says. ‘‘All too
often I hear people say, ‘My accountant
isn’t getting me the material on time.’
And then I call the accountant and find
out that his client’s not getting informa-
tion to him on time either. Two wrongs
don’t make a right.”’

Communication is one of the key fac-
tors in establishing a good relationship
with your accountant, he adds. Frequent-
ly, a lawn care businessman and his ac-
countant will forget to talk to each other.
‘“They talk at each other, but not 7o each
other,”” Wandtke says. ‘‘The person
who’s going to be doing the bookkeep-
ing is a confidante and a person that
you’ve got to communicate with effective-
ly. Don’t let him tell you how your ac-
counting system has to operate. Explain
to him what you want to have done and
make sure that he understands it.”’

Many small businessmen do not know
what to expect from their accountant, and
consequently do not pressure them to pro-
duce, according to Wandtke. ‘“You’ve
got to demand financials because you
need them. They help you manage your
business,’” he explains. ‘‘Don’t be scared
by the cost. If it looks like it’s getting too
expensive and you can’t afford it, just
look at it this way — you can'’t afford to
live without it. The cost of no informa-
tion is just what it is — worthless. And
the cost of good information means you

Communication is one of the key factors in
establishing a good relationship with your accountant,
says Ed Wandtke. Frequently, a lawn care
businessman and his accountant will forget to talk to

each other.

you’re only (at most) 45 days away from
when the transactions occurred and you
can take corrective action where need
bei’:

For example, he says, monthly finan-
cial statements help lawn care operators
identify problems in cost control, collec-
tion of receivables, generation of revenue,
and other areas that are critical to runn-
ing a successful business. If a
businessman settles for receiving finan-
cial statements on an annual basis, he
often allows accounting problems to sur-
mount and have a negative impact on the
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just have to go out and get one or two
more customers to be able to afford it.”’

Lawn care operators who seek accoun-
ting service outside the office will find
varying fees in the marketplace. ‘‘Some
people use a small, local accountant who
charges anything from $250 to $500 a
month.”” Once a lawn care operator is
paying $1,000 or more per month, it’s a
good indicator that he or she should hire
a staff accountant on a part-time or full-
time basis, notes Wandtke.

Fernando Bensuaski, a managing part-
ner of the consulting group Bensuaski,

Young and Delana, Boise, Idaho, agrees.
““You can go out and hire a good, full-
chargeable bookkeeper for a $1,000 a
month. And depending on your area of
the country, you can probably hire a true
accountant for $18,000 to $30,000 a
year,”” he says. ‘‘No matter how
dedicated an external accounting service
is, it’s never going to be as good as so-
meone who's in the office eight hours a
day.”’

Another rule of thumb for determining
if you should hire a staff bookkeeper or
accountant depends on your lawn care
operation’s volume of business. Accor-
ding to Bensuaski, if a company is
operating more than five trucks, it pro-
bably has enough volume to hire a staff
accountant. ‘At that point,”” he explains,
‘‘the company needs to know how well
they are doing (financially) on a month-
to-month basis, and in some cases on a
weekly basis.”’

If your business isn’t ready to support
its own bookkeeper or accountant and you
need to contract with a bookkeeping ser-
vice or an accounting firm, remember to
make sure all fee information is stipulated
and defined early in the relationship.
“‘Don’t let them just bill you as the work
gets done,”” warns Ed Wandtke of All-
Green. ‘“‘Inevitably everyone becomes
disgruntled with the results.”’ If a person
knows what he’s getting for the dollars
he’s spending, there are fewer conflicts,
he adds.

Of course, a thorough check of a pro-
spective accountant’s credentials is vital,
be it an outside or in-house employee.
*‘Checking references before you enter
into a relationship with an accountant is
as valuable as a customer checking
references in the lawn care industry,’’ ac-
cording to Wandtke. ‘‘If you've got a
good reputation, you’ll get good refer-
rals.”’ If someone’s hiding a bad reputa-
tion, you don’t want to find out about it
on the job.

Because your accountant is privy to
your company’s most confidential
records, you must have complete faith in
him. When asked what to look for in a
good accountant, Cleveland-based finan-
cial consultant Lewis Frauenthal said,
*“The same thing you look for in a brain
surgeon — trust, competence, and reputa-
tion.”’

Be leery of any candidate that talks over
aggressively and acts like he can do
anything, forewarns Gary Jantonio,
Manager and CPA, Katz, Schachter,
Krause and Harns, Cleveland, Ohio. He
also notes that an accountant can be
qualified by his or her status as a CPA.
A certified public accountant usually has
at least two years of on-the-job experience
as well as a comprehensive education in
his field. Of course, there is a price to pay
for experience, Jantonio says, noting that



a CPA’s services cost more than those of
a non-certified bookkeeper or accountant.

A person with accounting experience in
the lawn care field, or a similar service
industry, is another primary candidate to
consider. ‘‘Obviously it helps if the per-
son has had good experience in some in-
dustry where you have the same type of
accounting,”’’ explains financial consultant
Fernando Bensuaski. And for the lawn
care industry that means high volume with
low invoices.

‘“Talk to former employers to see how
the accountant works under pressure,’’
Bensuaski says, ‘‘because with a lawn
care company the volume is very large.”’
There are a lot of little transactions.

In addition to technical knowledge and
the ability to deal with a high-volume ac-
counting system, he says, an accountant
must be able to get along well with others.
How a prospective accountant interacts
with other staff members is important,
Bensuaski notes, especially in smaller
organizations. ‘‘In a small company, the
controller (accountant) is going to be a
key member of management. If he doesn’t
react well with whoever’s doing
marketing, branch management, or
technical operations, then he won’t con-
tribute as much to the company.’’

Jack Mattingly, Chairman of
Metroscape Corporation, Charlotte,
North Carolina, had his accounting firm
assist with the selection of his company’s
staff accountant. ‘“We had them do inter-
views and verify on our behalf whether
or not the applicants were technically
capable,’’ he says. ‘“We didn’t feel that
we were capable of determining whether
or not the applicants knew how to keep
books, because we didn’t know how to
do that ourselves — that’s why we had
hired outside accountants do it. They cut
the applications down to three,’’ he ex-
plains, ‘‘and from that point on we inter-
viewed the individuals to see whether or
not their personalities and work habits fit
into our organization.”’

Metroscape currently employs a book-
keeper who handles payroll, account
receivables, and account payables. The
company also has a staff controller who’s
primarily involved with financial plann-
ing and money management. In addition
to providing monthly income statements
and balance sheets, he projects monthly
cash flow and analyzes financial ratios.
The only time the company works with
an outside accountant is at year-end tax
time, according to Mattingly.

Having a staff accountant, along with
a computerized accounting program, has
enabled Metroscape to plan annual
budgets. ‘“We find that most of our
management now is done from these
budgets. And in order to do them, we
must know exactly how much each job is
costing relative to expense and income,”’

he notes.

The cost of each particular function
within a given project must be computed,
he explains. For example, is too much
time spent on mowing grass? Are techni-
cians slow on cleaning up? How do these
problems affect the company in terms of
dollars and cents? The staff controller can
determine the answer by compiling all the
data he is given on each job.

Lawn care operators will still require
some service from outside accounting

been able to finance their growth.”’
Large accounting firms, he says, will
have both qualified tax accountants and
financial reporting accountants on their
staffs. ‘‘If you are a non-growth com-
pany, then a tax accountant is probably
the best one you can get,”” Bensuaski
says, ‘‘because you’re not concerned with
having to borrow a lot of money. But if
you are in a growth posture, if your plans
call for expansion, then I would select a
larger accounting firm that has both some-

When selecting an outside accounting firm, a lawn
care operator must weight the pros and cons of work-
ing with small versus large organizations. There’s a
tendency for small accounting firms to concentrate on
taxes, according to Bensuaski.

firms even after they’ve hired staff ac-
countants. In addition to having an out-
side firm prepare their income tax, lawn
care businessmen ‘‘should always have
their financial statements and books
reviewed by an external accounting firm
once a year. Twice a year if they’re grow-
ing very fast,”’ he adds.

‘“The internal accounting staff could be
making a mistake and not realizing it,”’
Bensuaski explains. ‘‘They may make the
mistake so often that it compounds the
problem.”’ An audit of the accounting
books will help remedy such situations.
And it doesn’t necessarily have to be a
complete audit, which is often too costly
for lawn care operators. ‘‘At least have
an outside CPA firm, which has a more
objective view, come in and look at how
you do your books,’’ he says. ‘‘Don’t
mislead yourself, thinking you’re actual-
ly making money when you’re not.”’

When selecting an outside accounting
firm, a lawn care operator must weigh the
pros and cons of working with small ver-
sus large organizations. There’s a tenden-
cy for small accounting firms to concen-
trate on taxes, according to Bensuaski. As
a financial consultant, your accountant
can help determine the financial outcome
of different operational decisions you
choose to make, he says. ‘‘If your ac-
countant is a tax accountant only, all the
advice he gives you is bent toward sav-
ing taxes. Saving taxes,’’ he adds, *‘is not
always the best thing you can do for your
business.”’

For example, his firm often encounters
businesses that pay very little in taxes,
because they legally ‘‘hide’’ all of their
profits. But when they want to buy new
trucks to expand their operation or open
a new branch, they’re unable to find a
loan from a bank, Bensuaski explains.
““They might as well have paid some
taxes, shown a better profit, and therefore

one who’s good at taxes and someone
who’s good at financial reporting.’’

In addition to valuable assistance from
a good accountant, a lawn care operator
will find that record-keeping is a lot easier
with a computer. ‘‘Now computers aren’t
replacements for accountants,’’ Bensuaski
explains, ‘‘but they are essential for
businesses because of the speed with
which they provide information. Doing
planning and budgeting is almost impossi-
ble without a computer,’’ he says. ‘‘And
computers are so cheap now.”’

As Jack Mattingly of Metroscape
already mentioned, a computerized ac-
counting system has been instrumental in
improving financial management of his
company. ‘‘We find the computer has
sure helped us manage better, only
because we get information quicker and
we get more of it,”’ he explains. %

Despite the fact that computers are
rapidly becoming more valuable to the ac-
counting function, there are still some
homespun basics that lawn care operators
should keep in mind when working with
their accountants. ‘‘Be honest,’’ says
financial consultant Lewis Frauenthal.
‘‘Speak openly and ask for help.”’

Gary Jantonio of Katz, Schachter,
Krause and Harns, reminds lawn care
businessmen to be prepared. ‘‘Have the
necessary financial material ready for
review when it’s supposed to be ready,’’
he says. ‘‘Don’t cause delays and try to
reduce errors. Errors leave room for more
errors.”’

And although you won’t be rapped on
the hand with a ruler when you make a
mistake, your accounting errors could
jeopardize the financial success of your
lawn care or grounds maintenance com-
pany. — Vivian Rose ]

The author is Assistant Editor of ALA
magazine.
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TECHNICAL FEATURE

LANDSCAPING WITH
ORNAMENTAL GRASSES

When we think of grasses, we usually think turfgrasses,

but those of us involved in landscape installation might

want to consider ornamental grasses to liven up land-
scape plantings.

rnamental grasses
are a group of plants
which have only
recently become
popular, and we are finally
seeing more and more of
their use in both private and
public landscaping. Grasses
create a texture effect that is
quite unique, complementing
and being complemented by
other textures we are more
familiar with, like ever-
greens or typical foundation
shrubbery, Grasses have a
character all their own, yet
because of the wide variety,
each having its own distinct
characteristics, there is no
one specific grass texture.
Grasses are most admired
during their flower display,
which is generally in the late
summer or early fall. But
many grasses are just as
valuable in the landscape for
their foliage before they
flower. Grasses in the winter
are exciting, too, because
their dried stems, leaves, and

flower skeletons often persist until late winter. The only alopecuroides), feather reed grass (Calamagrostis
time grasses have little or no interest is in the spring, bet- acutiflora stricta). When used in this manner, these
ween the time the old plant parts are cut back and the grasses can be considered ground covers.
new growth starts in late April or early May. The flowers of most grasses, particularly the taller ones,
The uses of ornamental grasses in landscape are wide. are especially spectacular. The flower changes dramatical-
Some grasses lend themselves as excellent specimen ly as it unfolds. The flowers of some grasses go through
plants, either individually or in groups of three to five different color changes, such as from reddish to tan or
with adequate spacing between them so that each plant brown, as the flower dries. Another feature that needs
can reach its full maturity. Two varieties good for this to be mentioned is the rustling sound that the breeze
kind of display are plume grass (Erianthus ravennae) and creates as it passes through the foliage of the taller
maiden grass (Miscanthus sinensis gracillimus). Some varieties, adding another dimension to the total aesthetic
grasses can be used for screening, such as giant miscan- effect. If one stops to listen, the rustling sound can be
thus (Miscanthus floridulus, syn. M. sinensis very pleasing. In strong winds, the grasses will bend and
*‘Giganteus’’). Some can be used in mass to create ef- sway dramatically.
fects: Japanese silver grass (Miscanthus sinensis), switch The flowers of many varieties make excellent dried
grass (Panicum virgatum), fountain grass (Pennisetum flowers for indoor winter bouquets. Since flowers vary
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Growing up to 16 feet, Miscanthus floridulus is a good screen plant or background for other smaller grasses and plants.

greatly from variety to variety, a large vase of several
kinds of dried flowers and leaves can be very beautiful;
even a single variety can make an effective display. Dried
grasses also mix nicely with other types of dried material,
as commercial flower arrangers have discovered.

The grasses I will describe, variety by variety, are
primarily clump growers. I believe that the best grasses
for garden use are those that form tight clumps rather than
those that spread vigorously by rhizomes. There are
several valuable garden grasses that do spread by
rhizomes, and I will indicate those. Most of the varieties
of grasses require full sun. If planted in the shade, the
plant just doesn’t perform in a satisfactory way. The few
stems that do develop are weak and flop over. The sedges,
to be discussed later, are satisfactory in partial shade.

Arundo donax is a very distinct grass that grows 14 to

16 feet high. It has corn-like foliage which is very attrac-
tive from early June until the first killing frost. The flower
plumes develop in September and have a reddish tint when
first opened. Eventually they turn a tan shade as the fall
progresses. Arundo donax, or giant reed, is best used as
an accent or specimen plant, and is very effective in front
of a stone wall or high fence. The stems will break down
during the winter, and therefore, should be cut back some
time after Christmas.

Erianthus ravennae, or plume grass, is a very hand-
some grass not only when it is in full bloom, but also
before the flowers develop, and even in the fall and winter
months when in the dried state. It is a tall plant, reaching
a height of 14 feet when in flower, and it will develop
a spread of 4 to 5 feet when mature. In June and the first
half of July, the foliage remains at 4 to 6 feet. In late Ju-
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ly, the flowering shoots extend until they
reach full height, opening in late August
and early September. When the plume
first appears it is silver, changing to gray
as it enters into the dried state.

Erianthus needs a lot of space, and in
order to show it to its best advantage, the
plants should be planted 6 to 8 feet apart.
The dried flower stalks will probably need
to be cut off some time during the winter,
since the snow, ice, and wind will even-
tually cause them to break. The rest of the
foliage can be left on until March.

Miscanthus sinensis, or Japanese silver
grass, is a very important grass, not
because it is so spectacular, but because
it has produced a number of very fine
varieties which are quite valuable.
Miscanthus sinensis grows 7 to 8 feet, has
dense foliage that makes an excellent
screen from early June, and even the dried
structure has value until the following
spring. Plumes appear in September.

A special variety called “‘Silver
Feather’’ is extremely worthwhile,
because it blooms about a month earlier
than the species. Its flowers are almost
white in the dried state when M. sinensis
and its other varieties come into bloom,
thus adding interest with the contrasting
flower types. One of the most amazing of
all grasses is the giant miscanthus which
was once considered to be a variety of M.
sinensis, but is now given its own species
name, M. floridulus. This grass grows up
to 16 feet and makes a rather remarkable
plant as a screen, or as a background for
other smaller grasses or other types of
plants. The plume develops in mid to late
September. The winter effect is excellent
because the stems are very strong,
withstanding ice, wet snow, and wind.
The stems will persist until early spring,
and even longer unless cut back.

One of the best varieties of Miscanthus
sinensis is the slender miscanthus, or
maiden grass, M. s. gracillimus. It has a
very neat, vase-shaped habit, narrow
leaves about 1/2-inch wide, and grows
about 7 feet tall. The plumes are red when
they first come out. There are several
variegated forms of M. sinensis, including
M. s. variegatus, or variegated miscan-
thus. It has longitudinal stripes along its
leaves and presents a bright effect in a
garden. It grows only 6 feet high. There
are two zebra-striped miscanthus
varieties, M. s. zebrinus and M. s. stric-
tus. The first one is a loose-growing plant
that reaches 6 to 7 feet. The variegation
is a yellow stripe across the leaf resulting
in a speckled effect. M. s. strictus has the
same kind of variegation, but it has a stiff
habit and grows taller, reaching 8 feet or
more. It is a very effective accent plant.

M. 5. condensatus is another form
which has great merit because it blooms
earlier than the other varieties, and it has
a yellowish-tan plume when it first ap-
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Feather reed grass, known as Calamagrostis acutiflora stricta, can be used to add color to ground
covers. lts flowers first bloom in pink, then turn a straw color.

pears. This color lasts for a number of

weeks into the fall. Its height is 7 to 8 feet
and its texture is a little coarser because

are red. It is one of the early blooming
forms, starting in August. Like all
miscanthus, the skeleton of the flowers

Common names of plants create confusion among
plant users, and ornamental grasses have common
names that create confusion, too.

of its broader leaves.

Another valuable variety is M. s. pur-
purescens. It grows 5 to 6 feet in height
and has reddish leaves developing in mid-
summer. By September most of its leaves

make a nice plume effect throughout the
winter, so the stems should be left on until
early spring.

Common names of plants create con-
fusion among plant users, and ornamen-



tal grasses have common names that
create confusion, too. Pampas grass is a
name given to several grasses, but the true
pampas grass is Cortaderia selloana.
Miscanthus sinensis is often called pam-
pas grass erroneously. Cortaderia is a
native of South America, especially
Argentina, and its lovely plume makes it
the showiest of all the grasses, in my opi-
nion. Unfortunately, it is hardy only south
of (and including) Richmond and Nor-
folk, Virginia. The plume is white when
it first appears in September and is very
fluffy. The foliage is slender and arching,
very effective throughout the summer
season. If you are working with this plant,
it is important to protect your arms and
hands against the sharply serrated leaves
which can cause deep cuts.

One of the most valuable of all grasses,
in my opinion, is the feather reed grass
or Calamagrostis acutiflora stricta. Its
maximum height is 4 feet, which means
that it can be used in smaller gardens. The
fact that this grass blooms in late June,
while most others bloom in August and
September, gives it an advantage of a
longer period of interest. When the
flowers first appear they are pinkish; by
July they turn a straw color. The narrow
dried flower, massed effectively, give
special interest all summer, especially if
there is a green background. After frost,
the entire plant turns tan and remains in-
teresting until late winter.

Another species of Calamagrostis is C.
arundinacea brachytricha. It grows 3 feet
tall and blooms in September. The
flowers are like bottle brushes and are
definitely pink for the first two or three
weeks. The summer foliage is not too
unusual, and the winter effect is not as in-
teresting as the C. acutiflora stricta.

A native grass that has garden merit is
Panicum virgatum, or switch grass. There
are a number of varieties, some taller than
others, and some with reddish foliage in
late summer before the flower appears.
Panicum virgatum grows 4 to 5 feet tall
and develops a mound of foliage which
makes it a valuable specimen plant. The
flowers are loose, open panicles appear-
ing in September. The variety ‘‘Haense
Hermes’’ develops red foliage in mid-
summer and is very handsome until frost.
It only grows 3 to 4 feet tall.

One of the few rhizomatous grasses that
have garden merit is Spartina pectinata
aureo-marginata, or cord grass. It grows
4 to 5 feet tall, has a longitudinal stripe
on each leaf, and flowers which are
brown and 6 to 8 inches long. It is actually
a swamp grass, but will grow well in nor-
mal soil.

Uniola latifolia (now properly called
Chasmanthium latifolium, or northern sea
oats) grows 3 to 4 feet tall, has rich, green
arching foliage and will grow in light
shade. The flowers are not as showy as

the sea oats of the Atlantic coast, but they
are nonetheless a very handsome brown
— as effective on the plant as in a dried
flower arrangement. Actually, they are
lovely green when they first appear in
September. By October the dangling seed
heads are dried, maintaining a nice effect
through the winter if they are not sub-
jected to heavy snows and ice.
Pennisetum alopecuroides, or fountain
grass, is a very utilitarian grass that has

I mentioned earlier that the sedges,
though technically not grasses yet similar-
ly used, will grow in shaded conditions.
There are a number of sedges, or Carex,
which have garden merit. Carex pendula,
or weeping sedge, grows to 18 inches and
has a spread of 2 to 3 feet. The leaves are
dark green; the flowers are not especial-
ly showy. It is most effective when
planted in mass.

Carex muskingumensis, or palm sedge,

There are other varieties and species of ornamental
grasses besides the ones I have covered. New varieties
are being brought into this country from abroad. In
particular, the German nurseries have for many years
been growing ornamental grasses, and many of the
ones we grow originally came from them. There are
native grasses in our fields and woods, too, which

have ornamental value.

value as a specimen plant or when planted
in mass. The summer foliage is a light
green, and when the flowers first appear
in August they are pinkish. The maximum
height when in full bloom is 3 to 4 feet,
and a mature plant will have a spread of
3 to 4 feet. The flowers do not last long,
perhaps until November. The winter
foliage is a mound of straw-colored
leaves. There are several named varieties
and other species of Pennisetum, in-
cluding P. orientale which is 2 to 3 feet
tall and blooms earlier, in July.

Helictotricon sempervirens (synonym —
Avena sempervirens) or ornamental oats,
is a beautiful low-growing grass that has
distinctive blue foliage. The height of a
mature plant is 18 to 24 inches and the
spread can be the same. The flowers ap-
pear in early summer, but are not of great
value and soon disappear. It grows well
in dry, sunny locations.

A lower growing and green foliaged
grass is Deschampsia caespitosa, or hair
grass. It blooms in mid-summer with
open and airy panicles which create a light
texture, nicely enhanced by a dark
evergreen background. The plant does re-
tain some green leaves into the winter, but
generally the foliage has become
brownish swirls by December.

A tidy little rock garden plant is blue
fescue or Fescuta ovina glauca. It can
also be used effectively in mass plantings.
The height varies according to the varie-
ty, but ranges from 6 to 10 inches. When
in flower in June, the flowering stems in-
crease the overall height by 4 to 6 inches.
The foliage is a good blue, a nice contrast
for green foliage plants of coarser tex-
tures. Generally, it is fairly evergreen,
though a severe winter can cause it to turn
brown.

has a distinct foliage and interesting
small, brown dried flowers. It grows 3
feet tall. Carex grayi, or star sedge, grows
18 to 24 inches high, and its interesting
star-shaped flowers last from summer to
early winter. Carex morrowii variegata,
or variegated Japanese sedge, reaches 12
to 15 inches in height and 24 inches in
width. It has a white longitudinal stripe
on its leaves which are pretty much
evergreen. Another species which has ap-
peal, growing only 6 inches tall, is Carex
conica variegata, or dwarf variegated
sedge. Its leaves have a finer textured ef-
fect than the others, and their white stripes
give a gray cast at first glance.

In conclusion, I need to say that there
are other varieties and species of or-
namental grasses besides the ones I have
covered. New varieties are being brought
into this country from abroad. In par-
ticular, the German nurseries have been
growing ornamental grasses for many
years, and many of the ones we grow
originally came from them. There are
native grasses in our fields and woods,
too, which have ornamental value. It on-
ly takes someone with an eye for the
unusual and a love of grasses to see their
potential and someday enhance our
gardens and parks with these species. —
Richard A. Simon =l

The author is associated with Bluemount
Nurseries, Inc., Monkton, Maryland. This
article was reprinted by permission of the
author from the proceedings of the 24th
Annual Virginia Turfgrass Conference
and Trade Show held at the Williamsburg
Hilton and National Conference Center,
Williamsburg, Virginia in cooperation
with the Virginia Cooperative Extension
Service.
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TECHNICAL FEATURE

FIGHTING FIRE
WITH FIRE

In the continuing battle against lawn
pests, lawn care professionals may
want to fight fire with fire by using

biological controls such as
endophytes.

varieties in which desirable characteristics and
plant performance are optimized. Plant perfor-
mance is a reflection of the sum total of many fac-
tors, including yield or productivity, appearance, vigor,
resistance to weed invasion, recovery from injury, per-

Plant breeders are continually developing new plant

sistence, and density, and can be enhanced by improv-
ing pest resistance and tolerance of herbicides, defolia-
tion, heat, and drought.

Resistance to insect predation is an important factor in
a plant’s performance. Consequently, plant breeders have
sought to upgrade the insect resistance of important plant
varieties. However, after a new variety providing insect
resistance is developed, usually after years of painstak-
ing breeding, insects may sooner or later evolve that are
able to feed, without adverse effect, on the once insect-
resistant plant. Thus, the ultimate grower of the new plant
variety is faced with a number of alternatives. He can

The aleurone layer of the seed which surrounds the endosperm, con-
tains the endophyte. When the seed germinates, the endophyte grows
into the seedling and continues to live in the tissues of the mature
plant.
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either await further development of a new variety of pest-
resistant plant, or turn to chemical pesticides or biological
pest control.

An alternative to the use of chemical pesticides is



The endophyte (dark, stained lines) grows
in the intercellular spaces of the plant
tissue and is found in highest concentra-
tions in the lower stem and crown of the
mature plant.

biological pest control. Perhaps the
best known use of biological pest
control is the well-publicized case
of the screwworm fly. In that case,
the discovery that screwworm flies
mated only once led to the method
whereby large numbers of
laboratory-bred male flies were
sterilized by X-ray irradiation. By
subsequently releasing these sterile
males, the females with which they
mated could lay only infertile eggs.

Thus, by exploiting the known
mating habits of a particular insect
pest, its numbers were effectively
curtailed. Another example of
biological pest control includes the
use of insect pathogens, such as
certain lethal or debilitating insect
viruses. Because these viruses are
generally host-specific, the targeted
insect pest can be readily controll-
ed without harming beneficial
species.

There are several advantages of
biological insect pest control. First,
biological controls are generally
self-limiting; once numbers of the
target species are reduced, so too
are the biological controls. Second,
biological pest controls are usual-
ly host-specific and do not attack
desirable species. Finally, and
perhaps most importantly,
biological pest controls are most
often environmentally compatible,
unlike chemical pesticides which
may persist in the environment and
kill indiscriminately.

A “‘new’’ biological pest control
has recently been recognized. Cer-
tain plants host symbiotic endo-
phytic fungi which confer, among other things, an enhanc-
ed resistance to insect predation on the host plant. For
example, in perennial ryegrasses, a positive association
has been demonstrated between the presence of an en-
dophytic fungus (literally, a fungus living within its plant
host) and resistance of the plant to attack by some of the
most prevalent insect infestations encountered in the field,
i.e., the sod webworm, the bluegrass billbug, the Argen-
tine stem weevil, the southern armyworm, and the chinch
bug.

In particular, perennial ryegrass hosting an endophytic
fungus are highly resistant to feeding of the larval stages
of sod webworms. Plants lacking the endophytic fungus
can sustain substantial injury from feeding of sod web-
worm larvae. Resistance to ryegrasses hosting this fungus
to feeding of the larval stages of the bluegrass billbug has

also been observed. We have also observed resistance to
feeding by the chinch bug, and others have observed
resistance in ryegrasses hosting endophytic fungus to
Argentine stem weevil. This endophyte-enhanced insect
resistance in ryegrasses to three different orders of very
prevalent chewing insects provided us with a broad-based
mechanism for developing new plants having enhanced
performance, including resistance to these insects.
The exact mechanism of this enhanced resistance to in-
sect predation has not as yet been identified, although it
is suspected that such resistance could involve the genera-
tion of chemicals toxic to insects feeding on plants con-
taining the endophytic fungi. These chemicals might be
produced by the endophytic fungus or by the host plants
themselves in response to the invading fungus. The lat-
ter mechanism may mediate a generalized resistance to

A “‘new’’ biological pest control
has recently been recognized. Cer-
tain plants host symbiotic en-
dophytic fungi which confer
enhanced insect resistance.

insects feeding on plant parts having the highest concen-
trations of endophytic fungi or their associated toxins.

In addition to the observed resistance to predation by
insects, plants hosting the endophytic fungus have
displayed a certain enhanced performance which includes
improved ecological fitness, a more attractive appearance,
increased vigor, reduced weed invasion, more rapid
recovery from injury, improved persistance, increased
density, and apparently greater stress tolerance. For ex-
ample, in turf trials of tall fescue and perennial ryegrass
varieties and single-plant progenies established during the
late summer of 1976 at North Brunswick, New Jersey,
those varieties containing a high level of endophytic

Rulger: Umver.ruy Peremual Ryegrass Trial - Cultivars with improved insect
resistance contained the Lolium endophyte; cultivars that suffered from insect damage
did not.
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fungus showed dramatically improved
performance after seven years. Species
tested included tall fescue (Festuca arun-
dinacea) and perennial ryegrass (Lolium
perenne).

These plants were more persistent,
showed reduced crabgrass invasion, pro-
duced a higher yield, had greater vigor,
and displayed an improved appearance.
Much of this improved performance of
these fungal-endophyte-hosting plants ap-
pears to be associated with improved
stress tolerance, such as tolerance of her-
bicides, heat, drought, and defoliation.
Similar enhanced performance, including
resistance to the billbug and the chinch
bug, has been observed for hard fescue
and for chewings fescue.

The particular endophytic fungus in-
volved in the above described insect
resistance and enhanced performance in
ryegrass. It has been provisionally
designated the Lolium endophyte. A
similar or identical endophyte fungus pre-
sent within tall fescue has been identified
as Epichloe ryphina and was recently
renamed Acremonium coenophialum.

The life cycles of endophytic fungi have
been studied in detail. The fungus begins
within the seed of the host plant, adjacent
to the aleurone layer. When the seed ger-
minates, the fungus spreads into the en-
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Endophyte levels in selected seed lots of ryegrass varieties.

dosperm, from which the developing em-
bryo derives nutrient, and subsequently
into the embryo or developing seedling.
Apparently, as the seedling develops
strengthening tissue and air spaces, the
fungus is able to grow between the plant’s
cells. In the mature plant, the fungus
grows into the rhizomes, leaf seed tissue,
flower stem, and seeds, but avoids
penetration into the roots.

As a prelude to the invasion of the
fungus into its host’s developing seed, the
fungus concentrates its mycelia in the
flower stem. As the seed develops, the
fungus grows into the seed adjacent to the
aleurone layer, initially avoiding the em-
bryo. Upon germination, invasion of the
embryo begins, and the fungus life cycle

continues as just described. When seeds
are stored for later use, care must be taken
to store them under cold, dry conditions.
Long-term storage (18 months or more)
of fungal endophyte-infected seed stored
under normal storage practices is known
to give rise to plants free of endophyte;
this is due to lost viability of the fungal
endophyte. — Dr. Richard H. Hurley and
Dr C. Reed Funk B

The authors are Director of Research at
Lofts, Inc. and Professor of Turfgrass
Breeding at Rutgers University,
respectively.

This article was reprinted by permission
of the authors from the proceedings of the
24th Virginia Turfgrass Conference.
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ORNAMENTAL CARE

Whether you currently offer lawn care and would
like to add on ornamental care, or currently offer
ornamental care and would like to add on lawn
care, this type of diversification can be

profitable for your business.

rnamental and tree care seem
like natural avenues of expan-
sion for the lawn care
businessman interested in diver-
sifying his operation. After all, if you are
servicing a homeowner’s lawn, why not
sell tree and shrub care to that individual
as well? We spoke with some profes-
sionals who followed this line of think-
ing when they expanded their line of ser-
vices to include lawn, tree and shrub care.

BLANCHARD TREE AND LAWN. Dave
Elias, Manager of Blanchard Tree and
Lawn, Toledo, Ohio, says his company
has been doing ornamental and tree care
longer than lawn care. ‘‘Most companies

are in the lawn business first and then go
into the ornamental care,’’ notes Elias.
‘“The parent company was in the tree

Elias estimates that 40
percent of his company’s
gross sales comes from
tree care.

surgery/tree removal business for about
25 years now. In the early part of 1970,
we started into ornamental care: tree
spraying, tree fertilizing, and things of
that nature. In 1975, we advanced into the

lawn care business.”’

‘“We saw ChemLawn doing lawns and
we were already spraying trees,’’ reasons
Elias. ‘“‘In the early 1970s, ChemLawn
was the only one and we felt it was
another way to expand the business. We
were on the lawn taking care of trees, so
we thought we should take care of the
lawn for them. In the last three years we
have evolved into a total landscape
business. Now we can go on the yard and
take care of any problem they have.”’

Elias estimates that 40 percent of his
company’s gross sales comes from tree
care, while 60 percent of gross sales
comes from lawn care. He says the abili-
ty to do all the property services a

Theodore Brickman Company operates several large cranes in their tree care division.
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homeowner could ask for has done
wonders for his company's bottom line.
**A lot of people like making one payment
a month or calling that one person with
complaints,”’ says Elias. “*That is prob-
ably why ChemLawn has gone into tree
and shrub care. They have such a large
base of lawn customers, it was a natural
diversification for them."’

He admits that it took them a while to
gear up for lawn care. **We had to get
educated and it was a little slower when
we first got started than what we wanted,
but we stuck with it. We had an
agronomist who specialized in lawn care

to educate everybody."’

Insurance is a great hardship for the en-
tire green industry, but Elias says that of-
fering lawn, tree, and shrub care has not
made their insurance burden any lighter
or heavier. ‘*We are trying to protect
ourselves as much as possible by making
sure everything is done properly. In-
surance and public awareness of the
dangers of pesticides are the biggest pro-
blems this industry faces right now.”

MONROE TREE AND LANDSCAPE. Like
Blanchard Tree and Lawn, Monroe Tree
and Landscape in Rochester, New York,

the soil's biological activity.
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also did ornamental care before expanding
into lawn care. David W. Sek says his
company started out as a landscape com-
pany, but now is a very large tree care
company. “‘In the past we did a lot of
landscape installation, and in the process
picked up a few accounts where people
wanted us to maintain the lawns after we
had installed them. We did a few insec-
ticide applications from a hydraulic
sprayer on lawns, but it was not done on
a large scale basis,”" says Sek.

When the lawn care business started
growing nationwide, Monroe decided
they would enter into it as well. *‘I came
to Monroe in late 1979, recalls Sek,
“‘and that was the first year we were go-
ing after the liquid lawn care business. It
took a full season to get geared up for this
type of business and even longer to refine
the operation so we were doing it better
than the average company around town.”’

Sek says the tree care business was a
real sales booster for their burgeoning
lawn care business. The tree care
customers constituted a base which
Monroe could work from to establish
lawn care accounts. In the beginning, the
company went after those tree care clients
to make lawn care sales. *“We were able
to grow quite rapidly in our initial stages
because we did have that base already,"”
says Sek. ‘“The bulk of our advertising
is directed toward lawn care, Once we get
the inquiry, we are able to make recom-
mendations for lawn care; tree and shrub
spraying: or any pruning, trimming, or
removals that would be necessary. It has
worked out nicely, in that we can do other
phases of our business from that initial
call.”

Sek admits that insurance is a problem
for his company, especially since they are
working with two distinct types of liabili-
ty. ““When you spray trees you are
shooting pesticides into the air that are ob-
viously much more susceptible to drift.
It is almost impossible to keep it from
drifting onto a neighbor’s property,”
notes Sek. **We are also in tree pruning
and removal; we do trimming for utility
companies around power lines. First of
all, we have the pesticide exposure in-
surance problems and we also have the
additional hazard of personal injury on the
job with chain saws and chippers.” He
says their rates went up substantially last
year.

ANTIETAM TREE AND TURF. Antietam
Tree and Turf Service in Hagerstown,
Maryland, does rather intensive tree work
involving heavy cranes, bucket trucks,
chippers, and chain saws, so they natural-
ly have liability problems. President J.
Roger Finn says his company does a lot
of large tree removal and high-risk tree
climbing. “‘The state workman's comp
rate is $15 or $20 an hour now,’’ says




Finn. ‘‘It is a lot more expensive than the
lawn care rate or the landscape rate. On
the other hand, the product liability or
pollution coverage is definitely a problem
in the tree business and the lawn
business.”’

Finn says insurance is now a problem
because it has become so expensive. ‘I
have been with the same broker for about

Liability in lawn care and
tree care are two separate
entities. In general, when
you have finished a tree
care job, your liability is
over, according to Gary
Schambach, Evergreen
Tree and Turf Care, Inc.

15 years and he has done an outstanding
job for us in providing quality coverage.
We considered going with some of the
group associations, but we tried
workman’s comp just one time and we
were cancelled shortly thereafter. For-
tunately the broker would take us back.
You don’t really know how good your in-
surance policy is until you have a
catastrophe.’’

Antietam started life as a tree care com-
pany 20 years ago. About 10 years ago
the company branched into the lawn care
business. Although a customer base had
already been established, Finn says they
soon found out lawn care applications and
techniques were much different from the
ones they already knew in the tree
business.

‘‘From the very outset we had separate
departments and separate employees for
each department,’’ says Finn. ‘‘I think
that is the mistake a lot of people make
in this business. A lot of my friends in
the tree business have tried to get into the
lawn care business.’’ He says his friends
thought they could do lawn care in their
spare time.

‘““We cover western Maryland and
south-central Pennsylvania, and we saw
a need for quality lawn care,’’ says Finn.
‘“We had been doing a lot of tree spray-
ing, so we started with a liquid lawn spray
operation. I hired a gentleman to manage
the department. We bought a separate
truck and another sprayer. We put out a
lawn care advertising piece and started to
market our services in the Hagerstown
area.”’

Although he is sure one division helps
sales in the other, Finn cannot point to one
service as providing a boost to sales in the
other. ‘“Ten years ago the reason we grew
was because of the tree business,’’ says
Finn. ‘‘Now we are well-known in the tri-
state area for the tree and lawn business.

Some people use both and some people
use one or the other.”

EVERGREEN TREE AND TURF. Gary
Schambach, President of Evergreen Tree
and Turf Care, Inc., Savannah, Georgia,
has been doing tree care since 1976.
Schambach says the lawn care service
evolved from customer demand. *‘I
started in tree care as a forester,’’ recalls
Schambach. *‘I went into ornamental and
lawn as an offshoot of a client’s request.”’

He developed his lawn care skills under
rather unusual circumstances. ‘‘“We were
on a big plantation account for six months
and I developed all my special lawn care
knowledge there,’’ says Schambach. He
says he also received help from such in-
dustry notables as Max Graham of
Graham Lawn Care in Douglasville,
Georgia.

Schambach says liability in lawn care
and tree care are two separate entities. In
general, when you have finished a tree
care job, your liability is also over, ac-
cording to Schambach. ‘*With the lawn
stuff, you never know if you will have a
problem later on,’”’ says Schambach.
““You can probably wipe out a lot more
stuff in lawn care than in tree care. If you
spray a whole day, you are doing 20 or
30 lawns, and it will cost you some bucks
if you burn them all up.’” He says he has
separate insurance policies for his tree and
lawn care work.

BEAVER TREE AND LAWN. Robert S.
Beaver, President of Beaver Tree and
Lawn Service, Chesterfield, Virginia, has
one policy that covers both his tree and
lawn care divisions. He says he gets a bet-
ter break on his premium since his com-
pany does all kinds of lawn maintenance
work and therefore is classified as a

landscaper.

‘I have been in the business probably
12 years, but Beaver Tree and Lawn Ser-
vice has been around 4-1/2 years,”’ says
Beaver. ‘“When I started the business, I
started doing landscaping and tree surgery
and a limited amount of grounds
maintenance.’’

Like the Marines, Beaver says he is
always looking for a few good men. *‘It
is hard to find good people who will come
in every day, who have driver’s licenses,
and some experience under their belt. We
generally hire outside people for tree
surgery, but we do have a couple of peo-
ple we are training. They have to do tree
work for about 12 months to really get ex-
perienced.”’

Beaver says his business has definitely
profited from his ability to do all types
of property maintenance work. ‘‘Folks
really appreciate it when they call us and
we can do everything. One of the com-
ments we hear a lot is, ‘I'm so glad you
don’t just spray lawns.” We can do tree
trimming and design landscapes. It has
helped reinforce each area.”

CONCLUSIONS. Diversification can cer-
tainly be a dangerous thing if you have
stretched your financial resources too thin
to capitalize a new venture. But, if pro-
perly planned and executed, the addition
of services like tree and ornamental care
can contribute substantially to your bot-
tom line. You may also find, like the
operators we spoke with, that being able
to solve all landscape problems will
endear you to your customers. — Tim
Weidner 5

The author is Managing Editor of ALA
magazine.

Tools like chain saws increase personal liability risk in tree care.
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DROP SPREADER
COMPLICATIONS

New evidence shows that drop spreader
application rates are affected by the speed

negotiated by the technician.

ost turf care professionals are

aware that walking speed has

a major effect on both the rate

and distribution pattern applied
by a rotary spreader. The effects of speed
on drop-type spreaders are less well
known. In fact, misinformation on the
topic is common. Many applicators
assume that drop spreaders meter
volumetrically; i.e. the application rate
per unit of area is assumed to remain con-
stant as speed changes. This assumption
is apparently based on the belief that the
agitator in a drop spreader carries around
and meters out a constant amount of pro-
duct per wheel revolution. If this were the
case, the metering ports and rate setting
mechanism on a spreader would be
useless.

Not only are applicators themselves
confused by this problem, but at least one
important reference publication offers in-
correct information. The USDA/EPA
manual, Applying Pesticides Correctly —
A Guide for Private and Commercial Ap-
plicators, states on page 60: ‘‘Other
equipment of this type (such as granular
spreaders for use on turf) needs to be
calibrated only to adjust the delivery rate.

piie s b

Figure 2. Scotts spreader being run on laboratory
test stand.
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Figure 1. Gandy spreader being run on laboratory test stand.

This equipment delivers pesticide only
when the wheels are in motion, and the
speed does not affect the amount of
pesticide being deposited per unit area.”’
This USDA/EPA manual is used by
many states as the official training manual
for certification of both private and com-
mercial applicators. A laboratory study
was conducted by the Louisiana
Agricultural Experiment Station to verify
experimentally the effect of speed on the
application rate of drop spreaders.

PROCEDURE. Two spreaders were used
for the test. One was the Gandy Turf
Tender, model 24, a popular professional
model. The other was a small homeowner
spreader, a Scotts model PF-1. These
spreaders are both conventional drop-type
spreaders with full-length agitators over

metering ports in the hopper bottom. Two
granular materials were used for the tests.
The first was ground corn cobs, a com-
mon carrier for granular turf pesticides.
The second was a common light-weight
turf fertilizer.

A laboratory test stand was constructed
for use in this project. The test stand con-
sists of a table to hold the spreader in
place and two rubber tires to drive one
wheel of the spreader. For the test, the
tires were driven by a variable speed elec-
tric motor drive. The test stand with the
Gandy spreader in place is shown in
Figure 1, and Figure 2 shows the Scotts
spreader on the test stand. :

Each of the spreaders was tested with
each of the two materials over a range of
operating speeds. One spreader setting
was used for.all test runs with each



spreader. The settings were selected to
give a delivery rate of approximately 1.7
pounds per meter of product at 2.75 miles
per hour. Setting 27 was used for the Gan-
dy and 4.5 for the Scotts. Each test run
consisted of running the spreader long
enough to equal an area of 500 square
feet. Two test runs were made at each set-
ting and the results averaged. Speeds
usued ranged from 1.00 to 5.00 miles per
hour in increments of .25 mph.

RESULTS. The results of the test are shown
in Figures 3 and 4. In these graphs, the
rate is expressed as a percentage of the
rate at the *‘standard’’ speed of 2.75 mph.
On each graph, two theoretical lines have
also been plotted. The flat, horizontal line
indicates what would happen with true
volumetric metering (delivery rate per
agitator revolution is constant). The other
line shows what would happen with true
gravimetric metering. In that case, the
flow rate out of the hopper per unit time
would remain constant. This relationship
can be expressed by the following equa-
tion: Rate 52.75/speed X 100; where the
rate is expressed as a percentage of the
rate at 2.75 mph.

These graphs clearly show that the
delivery rate does not remain constant for
either spreader as the speed is varied. It
is also clear that the metering systems on
the spreaders are not truly gravimetric.

The metering system of
typical drop spreaders
relies on both the orifice
openings and the agitator
to determine the delivery
rate, thus rate is a func-
tion of speed and setting.
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Figure 3. Graph of spreader delivery rate as a function of speed for both spreaders using corn cobs.
Delivery rate is expressed as a percentage of the rate at a standard speed of 2.75 mph. Theoretical

volumetric and gravimetric lines are shown also.

In other words, the flow from the
spreaders is not determined solely by the
agitator (volumetric) or by the metering
orifices (gravimetric). Both the agitator
and the orifices contribute to the meter-
ing system.

These data indicate that it is definitely
necessary to correct your spreader setting
to compensate for application speed. If
you are using spreader setting recommen-
dations from the spreader manufacturer
or the product label, you must know at
what speed the settings were developed
and then operate at that speed, or the
recommended setting will be incorrect for
you.

CONCLUSIONS. Drop spreader delivery
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Figure 4. Graph of spreader delivery rate as a function of speed for both spreaders using fertilizer.
Delivery rate is expressed as a percentage of rate at a standard speed of 2. 75 mph. Theoretical volumetric

and gravimetric lines are shown also.

rate does not remain constant as spreader
speed changes. The metering system of
typical drop spreaders relies on both the
orifice openings and the agitator to deter-
mine the delivery rate, thus the rate is a
function of both spreader rate setting and
speed. A spreader setting that is correct
at one speed is probably going to be in-
correct at a different speed. — Richard
L. Parish 5=

The author is employed in the Agricultural
Engineering Department of Louisiana
Agricultural Experiment Station, Loui-
siana State University Agricultural
Center, Baton Rouge, Louisiana.
Reference to a proprietary product or
company is for specific information only
and does not imply approval or recom-
mendation of the product by Louisiana
State University to the exclusion of others.
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CINCINNATI
MARKET REPORT

We visited the Queen City and looked up
some of her most illustrious lawn care
businessmen to find out what makes the
Cincinnati market tick.

incinnati is one of the most ‘‘mature’’ lawn care

markets in the country. The city’s proximity to

Dayton and Columbus, the recognized birthplace

of professional lawn care, has made it a natural
site for corporate lawn care expansion. ChemLawn Cor-
poration, the industry leader, has been established in Cin-
cinnati since 1970. Since several lawn care businesses are
firmly entrenched in Cincinnati, it seemed only fitting that
we take a look at this market and examine its attraction
for lawn care businessmen.

First, we should consider the physical characteristics
of Cincinnati. The metropolitan area is home to 385,500
people, but the surrounding suburbs push the area’s
population well over the million mark. Cincinnati’s loca-
tion has contributed to a generally stable business com-
munity. On the north shore of the Ohio River, the
downtown section is in a basin surrounded by seven hills.
Many Cincinnati lawn care businessmen also command
markets across the river in the nearby Cov-
ington/Newport, Kentucky area.

LAWN CARE. One businessman playing both
sides of the Ohio River is Glenn Scherzinger, President
of Scherzinger Lawn Care of Cincinnati. Scherzinger is
just entering his third lawn care season, but his company’s
roots run much deeper than his two-year history would
suggest. Scherzinger Lawn Care is a division of Scherz-
inger Pest Control, which is owned by Glenn’s father,
Ed Scherzinger. The pest control company has been in
the Scherzinger family for 52 years.

The metropolitan area is home to
385,000 people, but the suburbs
push the area’s population well
over the million mark. Cincinnati’s
location has contributed to a stable
business community.

As the dominant pest control company in the Cincin-
nati market, the Scherzinger triumvirate of Ed, Glenn,
and Glenn’s brother, Steve, realized they could no longer
expand their company at the rate they had enjoyed in the
past. Since the Scherzinger Pest Control name is well-
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known, they first attempted
growth through expansion into
other markets, such as In-
dianapolis and Columbus.
However, Glenn Scherzinger
says, the deals to buy pest con-
trol companies in those markets
fell through for one reason or
another.

Suddenly, the Cincinnati lawn
care market looked inviting.

G. Scherzinger

‘““We would have new expan-
sion offering different product
lines,”” says Scherzinger. He
reasons that having a lawn care
division will make future at-
tempts at moving to new
markets in other cities more suc-
cessful. “‘It is a proven fact that
you are going to get quicker
numbers from the lawn care
market than you can from the
pest control market,”’ claims
Scherzinger. ‘“You are not go-
ing to go from zero to 500 or
600 pest control accounts within
a year’s time. You can in the
lawn care market.’’ A beautiful
lawn is much easier to market
than a pest-free home. Consumers seek out pest control
companies only when a pest problem crops up, whereas
they are always receptive to the lawn care operator’s
marketing message.

Having a large, established pest control operation for
a parent company has helped in bankrolling the lawn care
business, but name recognition has been a problem for
Scherzinger. ‘‘People know us as Scherzinger Pest Con-
trol,”’ complains Scherzinger. When he sent out his first
lawn care direct mail brochures two years ago to current
pest control clients, the recipients threw away the flyer,
thinking it was an advertisement for the pest control ser-
vice they already had. ‘‘They didn’t even see the lawn °
care message,’’ says Scherzinger. ‘‘The name hurt us for
a long time.”’

But the company really wasn’t hurting for long. By the
end of their first season, the 1984 season, Scherzinger had
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(Above) Scherzinger Lawn Care’s corporate headquarters. (Below) Scherzinger technicians participate in a training session.

picked up 400 accounts. At the end of the 1985 season,
he had about 1,900 accounts. ‘‘Now we are hoping to

9

pick up another 1,500 in this upcoming year,”’ says
Scherzinger.

Scherzinger attributes his company’s growth to the solid
base of pest control clients he has been able to draw upon.
‘A lot of our business has come from old-time customers,
customers we did termite jobs for 10 to 20 years ago,”’
says Scherzinger.

Scherzinger has set his minimum lawn service price at
$21.40 for 4,000 square feet. Other prices from his fee
schedule are 10,000 square feet at $37.45 and 15,000
square feet at $49.60. He also gives a 7 percent discount
for pre-payment.

In setting up his pricing schedule, Scherzinger says he
wanted to make sure he wasn’t at the low end of the
market, undercutting his competitors. By the same token,

he also did not want to be the highest guy on the block.
‘A lot of the people above me in price have a program
that offers more, such as guaranteed grub control or
disease control, as part of the regular program so they
should be priced a little higher,’’ says Scherzinger. ‘I
found out I was really outlandish in my upper lot sizes,
like the one-acre and above lots. I was still going by a
cost-per-1,000 formulation. I wasn’t taking into con-
sideration material costs and time advantages.’’

Scherzinger alternates his application format between
dry and liquid treatments. ‘‘Our first round is a dry ap-
plication; as we need it we will run liquid for broadleaf
weed control and insecticide treatments. Our second treat-
ment will be liquid, the third will be dry again, the fourth
liquid, and the fifth dry.’” However, Scherzinger says cer-
tain customers are all liquid or all dry, depending upon
whether they request one over the other, or if the pro-
perty adapts itself better to only liquid or only dry
applications.

In setting up his pricing schedule,
Scherzinger says he wanted to
make sure he wasn’t at the low end
of the market, undercutting his
competitors. He also didn’t want to
be the highest guy on the block.

Scherzinger is currently operating three 1-ton tank
trucks and one 1,200-gallon tanker. This will be the first
year for dry applications, so Scherzinger has incorporated
Ford Econoline vans with skid-mounted spray rigs, which
were previously utilized by the pest control division. ‘“The
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vans will be able to absorb that influx of
first-round customers,’’ says Scherzinger.

Scherzinger’s standard treatment
package includes fertilizer, preemergents,
and broadleaf weed control as needed.
Chelated iron and other nutrients are also
included. Insecticides are spot-applied in
certain areas of the city with known in-
sect infestations. Fungicides are not in-
cluded in the standard treatment package.

Scherzinger’s market covers the entire
Greater Cincinnati area and he estimates
that he competes with 70 other lawn care
companies within the market. ‘“There are
about 25 (companies) that I consider the
lawn care nucleus and the rest are either
landscaping and some lawn care or lawn
care and some maintenance. They keep
us out of certain industrial markets, but
I don’t really consider them competition.
I really haven’t been so concerned about
how many people are out there, as I have
been with getting ourselves established
and going.’’ Scherzinger says he wants
his lawn care company to be as big in Cin-
cinnati as the parent company already is
in pest control.

‘“There is enough (business) out there
for a lot of us, not all of us, but a lot of
us. The market can only be segmented so
much. Barefoot Grass is now in town and
they are going to be good competition.
They seem to be strong in a lot of
markets. ChemLawn and Greenlon En-
vironmental Services are also strong
here.”’

Cincinnati lawn care competition is
generally good competition, but the first
year Scherzinger lost 10 percent of his ac-
counts to the operators he considers the
cut-throats in the marketplace. ‘“You can
only sell so hard to those people. If
somebody wants the lowest price lawn
care treatment they can get, they are go-
ing to try them and come back. The cut-
throats do hurt a little bit; they take
business from all of us. They have lasted
longer than I thought they would.”’

In his first year, Scherzinger spent most
of his advertising dollars on newspaper
ads. ‘“That worked well; we got pretty
good response for it,’’ says Scherzinger.
‘“The second year I wanted us to be ag-
gressive and I felt telemarketing would
make us aggressive in the marketplace.’’
Since Cincinnati is one of the oldest lawn
care markets in the country, Scherzinger
says it is also one of the oldest staging
grounds for lawn care marketing
techniques.

Last year he did some outdoor adver-
tising and he is doing it again this year
with billboards throughout Cincinnati.
The billboards appear on a rotating pro-
gram. For two months they carry a lawn
care message and the rest of the year they
carry a pest control message. Each
billboard runs about $70 a month, accor-
ding to Scherzinger. Added onto the price
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is a production charge which varies from
$15 to $40 a board, depending on the
number of colors incorporated.

Scherzinger has heard that radio and
television spots are not as expensive in
Cincinnati as in other markets. But radio
can run as little as $65 and as high as $105
dollars a spot. Television ads range from
a $50 spot during an afternoon movie on
an off-channel to $340 for a 10-second
spot during the 11 p.m. news. ‘“The 11
o’clock news here is the most expensive,
and yet it has less viewing than the 6
o’clock news, but more professionals
watch the 11 o’clock news!’’ says
Scherzinger.

There are certain areas where Scherz-
inger’s market penetration has been bet-
ter than others, in particular, one area of
town where he thought his company
would be the weakest. ‘‘The reason we
were the strongest,’’ claims Scherzinger,
‘“is that all the other competitors never
bothered it. For some reason, we found
a particular area that nobody was either
direct mailing or telemarketing into. They
were the forgotten chosen ones and we hit
on it and got a hard cluster of accounts
in there.”’

He says his customers tend to have
somewhat smaller lawns than most area
lawn care companies treat. His customers
average 6,000 to 7,000 square feet of
lawn, whereas other companies’ accounts
tend to average 8,000 square feet. ‘“We
haven’t hit that higher square foot market
— the half-acres and the 15,000 square-
foot lots — because everybody else has
hit them so hard that we find it harder to
make in-roads there,’”’ explains
Scherzinger.

‘“‘My pricing is also a little low in the
marketplace, lower than I would like to
be,’’ admits Scherzinger. ‘‘I have to do
that because I have got to get in there and
get customers. I am not going to chisel
or cheat, but I am going to keep my pric-

ing a little under the market.”’

If any market is experiencing satura-
tion, one would think Cincinnati would
be it, but Scherzinger says only certain
high-income suburbs are becoming
saturated. ‘‘There are certain suburbs, the
choice of the crop, that everybody is after.
But I am not really terrified that there is
more competition this year. I think our
growth, and their (competition’s) growth
is still built into the market. The market
is not saturated yet. I don’t think it is 70
or even 50 percent saturated.’’

In keeping with the rest of the nation,
Scherzinger has noticed an escalation in
concern over the pesticide issue. ‘‘Last
year the front page of the Sunday Cincin-
nati Enquirer had an article about lawn
care companies killing the environment,”’
recalls Scherzinger. ‘“The thing I found
most amazing is that they quoted a techni-
cian working for a lawn care company in
town, who talked about how he was
misapplying insecticides. And yet the
same individual is running a landscape
company in town now.’’

He says his company’s brochures,
designed to inform people of the materials
applied to their lawns, are an attempt to
quell customer fears. ‘“This spring we are
going to use the Dow Chemical Company
and PLCAA doorhanger,’’ notes Scher-
zinger. ‘“We are trying to assure our
customers that what we are doing is
safe.”’

MOTZ LAWN CARE. Joe Motz, President
of Motz Lawn Care, Inc., Cincinnati,
says there has been increased awareness
over the safety of lawn care applications,
but he says the public is not ‘‘alarmed.’’
However, there is increased need for
education. ‘‘The customer wants to
know,’’ says Motz. ‘‘It is a part of the
workers’ right-to- know issue that became.
fairly large here in Cincinnati and was

(continued on page 52)
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somewhat politically driven. We have had
very few calls, even after a piece comes
out in the paper that we feel will really
cause some problems.”’

Motz says most residents can sort out
fact from fiction in scare stories.
‘““Enough of them are level-headed
enough that we really haven’t seen the
alarm. We have seen awareness and more
questions, but they are not pointed ques-
tions.”’ Motz has lost only one customer
who claimed she was cancelling her ser-
vice until she could be sure that no health
or environmental hazard was present. ‘I
sent her a considerable amount of infor-
mation,’’ says Motz. ‘‘Oftentimes that is
where we make a mistake by going over-
board in trying to reassure the customer
and send them all kinds of facts and
statistics. Sometimes that alarms them
more than they were to start with.”’

Motz has been in business since 1979.
His operation is evenly divided between
commercial grounds care and residential
lawn care. ‘‘The grounds care division is
full-service and primarily all commercial;
it entails mowing, bed work, tree work,
floral displays, and lawn care is a part of
that,”’ says Motz. ‘‘The other division is
strictly residential lawn care with four or
five treatments per season. Five applica-
tions is the standard, with any lesser
amount being an option.’’ His minimum
lawn application fee is based on $22.50
for a lawn up to 4,500 square feet.

Motz’s application format is divided
between two dry applications and three
liquid applications. ‘‘The summer and late
fall applications are dry and the other
three, which have a herbicide and/or in-
secticide included, are liquid,’’ notes
Motz.

Motz has five employees operating four
trucks devoted exclusively to residential
lawn care and up to 17 employees
operating seven trucks in his commercial
grounds care division. ‘‘Our main peo-
ple, consisting of the foremen and crew
leaders, total 11 right now,’’ says Motz.
‘“We are going up to 16 or 17 in April.”’

He attributes his 22.5 percent growth
rate from 1984 to 1985 to additional ser-
vices he began offering his customers last
year. Starting in the fall of 1983 and into
1984, Motz began offering such cultural
practices as renovation, aeration, and ver-
ticutting. The drought of 1983 encouraged
customer acceptance of cultural practices.

Although Motz has tried newspaper,
telemarketing, and door-to-door sales,
direct mail has been his most successful
form of advertising, followed by
newspaper. ‘‘We are in local papers and
have found that to be successful,’’ admits
Motz. ‘“We tied that together with coupon
offering in combination with direct mail.”’
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Motz’s biggest gripe with the Cincin-
nati market is with the cut-throat
operators in the area. He says the problem
has spread since a particular company in-
itiated the tactic in the area three years
ago. ‘‘It is a tactic that hurts the whole
green industry,”’ says Motz. ‘“We can all
compete along side each other if we are
all competing in a fair, ethical manner.
The strategy of trying to get out of a
customer the amount they are currently
paying and then continually baiting them
with the carrot of lowering that price un-
til they accept it is not good business."’

A form of passive or unintentional cut-
throating is going on in Cincinnati’s com-
mercial lawn care market, according to
Motz. He says a number of commercial
lawn care firms don’t have a handle on
their cost of offering the service. ‘It is
not that they are out there cut-throating,
it is that they don’t have a good handle
on what their costs are.”’

The commercial or residential markets
are still far from the saturation point, ac-
cording to Motz. However, the commer-
cial market could be considered closer to
saturation than the residential market.
‘‘Commercial grounds care tends to
follow suit with the economy and building
(industry), and right now we are in an up-
swing again,’’ says Motz. ‘‘But we are
coming off a fairly large downturn from
1982-84. We are in a growth mode there,
but not to the extent that we are in lawn
care.”’

Motz says saturation will never be a
problem for the company with a ‘‘new
angle’’ to offer. ‘“We have done that in
the sense that we consider ourselves the
east side firm,”’ says Motz. ‘‘Because of
that, we are local and in their communi-
ty. We find that can be a competitive
edge.”’

Although saturation isn’t hurting the
business, Motz says some companies are
shutting down their lawn care operations
due to a lack of confidence in lawn care
as a viable business. The companies back-
ing out of lawn care tend to be those who
have just gotten started in the field or
those making the transition from one-
truck operator to multiple-truck operator.
“‘Just yesterday I talked to a gentleman
who did a fair amount of lawn care and
is pretty much shutting down that division
entirely,”” says Motz. He says the
phenomenon is caused by a combination
of insurance coverage problems and the
perception that the public mistrusts lawn
services.

This lack of confidence in lawn care has
also affected the climate for acquisitions
in Cincinnati, according to Motz. He says
there were not as many lawn care com-
pany acquisitions in 1984 and 1985 as
there were in 1983. Motz is now doing
lawn care work that was subcontracted to
him from two other firms. ‘“They are

afraid of this segment of the business,”’
states Motz.

G ADVANCED LAWN CARE.
r ;’ ;- Not all newcomers to the
R field are afraid to risk

A&~ their livelihoods on a
; lawn care business in
Cincinnati. Anthony
Sabin, owner of Advanc-
ed Lawn Care in Cincin-
nati worked for a national
lawn care company for
eight years before he started his own
business last year. When he was
employed as an applicator he felt as
though there was never enough time to
deliver his customers the kind of service
they deserved.

*“They preached service and tried to in-
still it in you, but there just wasn’t enough
time to actually perform it,”’ complains
Sabin. ‘‘We were carrying such a load of
customers that we just didn’t have time
to do the service. When a company is
smaller, you have time to talk to the peo-
ple while you are spraying.”’

Sabin started his business last year with
one truck and a skid-mounted spray rig.
To pick up slack between application
rounds, he also did some seeding,
aerating, and dethatching on the side. He
finished his first year with about 375
customers. ‘It is a personalized service,”’
claims Sabin. ‘‘That is what I stressed
when I started contacting the people I used
to service. I found out they weren’t get-
ting the service. I picked up about 50 per-
cent of the people I contacted. I had 200
customers before I ever sprayed my first
lawn.”’

Sabin says market saturation is never
a problem for the one-truck operator,
because there are more than enough
homeowners who want the personalized
service a small operator can provide.
‘‘For a one- or two-truck operator, there
is a lot of business out there. I don’t do
any phone soliciting and I haven’t even
gone out the door yet, other than to
measure lawns. I have picked up 40 new
accounts already, just from referrals.”

Since Cincinnati is right on the northern
most border of the transition zone, most
operators, including Sabin, can manage
to offer their customers a five-application
schedule. ‘“This is a transition zone,”
says Sabin. ‘‘The five applications have
to fall right into place. When the dateline
comes for the next application, you have
got to be done with the previous one. If
you get behind, you start spreading fer-
tilizer up to Christmas, which I think is
wrong. I finished the first week of
December.”’

Sabin’s service starts at a minimum .
price of $18.95 for 3,000 square feet. But
Sabin doesn’t have to worry about doing
too many minimum jobs, since he intends
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to concentrate his efforts on the western
side of town in neighborhoods where
houses start at $80,000 and go up to
$200,000. In these neighborhoods, he
says he can get from $40 to $70 per
application.

Sabin estimates that he is competing
against about 15 other lawn care com-
panies in the 15-square-mile area on the
west side that he has identified as his
market. Of the 15 competitors, he says
only about three are one-truck operators
like himself; the rest are large companies.
He intends to pick up as many customers
as he can service by himself and then
maintain that number of customers
without further growth.

Like Motz, Sabin has also been affected
by an unnamed lawn care company that
came into the area from Kentucky about
three years ago. This particular com-
pany’s business tactics were so shady that
a local television news program recently
did an expose on them to warn con-
sumers. Sabin says the company starts
phone solicitations at Christmas time,
picks up large numbers of customers, but
doesn’t seem to keep them.

He recently measured an 11,000-
square-foot lawn that this company had
priced at $17 per treatment. By his pric-
ing schedule, that lawn should command
$39 per treatment. The company made a
practice of quoting prices over the phone
and the servicing technician often found
that the lawn was bigger than the
‘‘estimated’’ size. ‘‘If they gave a 5,000-
square-foot price and the yard was 10,000
square feet, either they adjusted the bill
to the 10,000-square-foot price or they
only did 5,000 square feet of the yard!"’
exclaims Sabin.

THUMB. Aside
from the notable excep-
tion of the Kentucky
lawn care company,
most Cincinnati lawn
care operators agree
that few companies
engage in practices such
as making service
quotes over the
telephone without see-
ing the lawn. Thomas
Gilley, Co-owner of
Green Thumb Custom
Lawn Service, Inc. in
Cincinnati lost about 60
customers in one year
to the infamous fly-by-
night company, but
says he got most of those customers back
after the first application. ‘‘They would
say things like, ‘In Cincinnati, fungus is
not a problem.” We know that is a
ridiculous statement,”’’ says Gilley. ‘“That
is not being truly honest with the public
and these people really hurt the business.

R. Koch

T. Gilley

If you give professional advice, people
recognize that and they come back.”’

Ron Koch, also co-owner of Green
Thumb Custom Lawn Service is concern-
ed about a more widespread problem that
he has observed. Koch says some com-
panies estimate the square footage for an
average-sized lawn in a given communi-
ty and use that ‘‘average lawn’’ to quote
prices over the phone to all the residents
of that particular community. ‘‘Even
some of the major lawn care companies
are doing this scatter marketing on the
telephone,’’ says Koch. ‘‘I think that hurts
the business as much as these companies
that give all kinds of offers on the
telephone. You can have two very distinct
problems in lawns that adjoin each other.
I hope this is not a trend, because we will
get a lot of disgruntled people with that
kind of tactic.”’

Gilley and Koch are competing against
about 100 companies in the Cincinnati
market, by Gilley’s estimation. That 100
estimate includes mowing companies and
other related types of firms that also apply
lawn chemicals, according to Gilley. He
has made a living from repairing lawns
damaged by some of these companies
which have no pesticide license or in-
surance. Gilley says a lot of lawns are
damaged by improperly timed applica-
tions of grub control materials or
misdiagnosing and mistreating a pest pro-
blem. ‘“We have run into cases where
people don’t even know the insects are
there and they are in the business,’’ says
Gilley.

But major lawn care companies make
as many agronomic blunders as the mom-
and-pop outfits, according to Koch. ‘“We
repair a lot of lawns for major com-
panies,”’ says Koch. ‘“They just have a
hard time distinguishing patch disease
from insect problems. That is hard for an
expert to do.”’

Gilley believes part of the problem is
caused by company owners who push
their applicators with a quota system.
““There is a lot of pressure on these ap-
plicators to do so much square footage per
day or total monies per day. Sometimes
they spray in conditions where you should
not be spraying. We have a little better
control over our material and what our
men are doing. We have to get so much
done, but we don’t have to be so cramped
that we don’t do it right.”’

Gilley started the business in 1975 and
was joined by Koch a year later. He says
their company now averages 15 percent
annual growth. ‘‘We started with zero
customers and still retain the first
customer we ever got,”’ boasts Gilley.
Green Thumb now services over 3,000
customers in an area that Koch describes
as southwestern Ohio and northernmost
Kentucky. Gilley says his customer tur-
nover is very low because his company

can offer homeowners a complete range
of lawn maintenance services, including
fertilization, re-sodding, seeding, and
aeration.

In their second year in business, Gilley
and Koch devoted much of their time to
lawn renovations. ‘‘That got us in the
seeding business and we really never stop-
ped,”’” says Gilley. The company now
operates two tractors and power seeders
to do extensive lawn renovations, in-
cluding re-grading and adding topsoil.
They apply only granular fertilizers from
13 vans routed from their single location.
One man is assigned per van and each is
expected to average about 200,000 square
feet a day. ‘‘That gives us a good criterion
on what a man can produce,’” says Koch.
‘““We have handled that many customers
ourselves, we know they can do it.”’

Since the applicator must go over the
lawn twice, once to spread fertilizer and
a second time to spray weed killer, Gilley
says his fees are little higher than the
norm. The smallest lawn area Green
Thumb will treat is 4,000 square feet at
$21.45; 10,000 square feet runs $36.95.

Green Thumb can call itself the lawn
service to the stars, servicing the lawns
of such notables as Johnny Bench and
football great Paul Brown. They also have
a number of accounts in Indian Hill, one
of the wealthiest areas in Cincinnati.
‘“Those individuals don’t have time to
mess with their lawns,’’ says Gilley.

Hiring a lawn service is becoming more
of a status symbol in Cincinnati than ever,
according to Gilley. ‘‘If you are not hav-
ing your lawn treated, something is wrong
with you. We are servicing more and
more younger people all the time.”’

Gilley says saturation is not eminent
in Cincinnati. In fact, he estimates that 85
percent of the population is not currently
having their lawns serviced. The fact that
major lawn care companies are still mov-
ing into the market is an indicator to Koch
that a great deal of growth is still possible.

Gilley and Koch have expanded their
business mainly through referrals. They
have placed yellow pages ads and have
tried coupon offers, but have found them
ineffective. When he was getting the
business established, Gilley found door-
to-door sales an effective marketing tool.
‘“We learned through the first few years
that the best time to sell in door-to-door
canvasing was from 4 p.m. to about 10
p.m. (when the husbands were home).
We found that the women really did not
make the buying decisions in the home."’

As a variation on the referral theme,
Gilley says he has offered discount
coupons to customers who have generated
new customers. ‘‘It gives them a reduc-
tion in their price,”’ says Gilley. ‘“We
have had excellent results with that.”’

Gilley says he has had considerable suc-
cess in the commercial field, servicing
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apartment complexes, schools, industrial
complexes, and parks, even though he has
not actively pursued this segment of the
market. Commercial accounts generally
call for a low-maintenance type of pro-
gram. ‘‘We cut down on the fertilization
because they don’t want to cut a lot of
grass,”’ says Gilley. ‘“We get the weeds
out, put the insecticides on, and it is more
of a selective program. We have some
commercial accounts where they want
their front entrances really super-looking
and the rest of it just clean.”

The key insect pests in Cincinnati, as
far as Gilley is concerned, are Japanese
beetle grubs and billbugs. ‘“The main pro-
blem we have is that no material on the
market has long enough residual to give
the lawn company the opportunity to treat
all of their customers and give all of them
control,”’ says Gilley. The two major
fungi problems in Cincinnati on bluegrass
lawns are Helminthosporium leaf spot and
summer patch.

‘“We use a lot of fungicides here, main-
ly Chipco® 26019 and Bayleton® ,”’ says
Gilley. ‘“That improves our yards tremen-
dously if we control the leafspot in the
spring. We have an elite program where
we put the fungicide down on a monthly
basis. We are getting more and more on
that program all the time. We get a lot of
special calls just to apply fungicides.”’

GREENLON. Since Cin-
cinnati lies on the nor-
thern edge of the tran-
sition zone, its wide-
ranging weather condi-
tions, from floods to
drought, encourage
fungal growth, accor-
ding to Richard
Steinau, President of
Greenlon Environmental Services in Cin-
cinnati. But Steinau thinks it will be some
time before companies begin to offer
disease control as a part of their standard
lawn care package. He says sod web-
worms are not a problem in Cincinnati
because so many lawn care companies
have used insecticides that will control
them for so long that there are no longer
significant populations in the area.

Steinau started his company in 1974
after leaving a pest control company he
had worked for. He saw ChemLawn
begin its occupation of the market and
became inspired. At a time when the
market was still unaccustomed to the idea
of commercial lawn care, Steinau created
a customer base by conducting a contest
with free lawn care for a year as the grand
prize. ‘‘I had 700 people send in my lit-
tle coupon that I ran in the paper for three
days,’’ says Steinau.

The contest produced a bonus: the
owner of a lawn care company who had
seen Steinau’s coupon came to him with
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Corporate headquarters for Greenlon Environmental Services.

an offer to sell his company. The man
owned a home heating oil delivery com-
pany which did lawn care during the sum-
mer months to keep its employees work-
ing. ‘‘He soon realized after getting close
to 2,000 customers,’’ says Steinau, ‘‘that
the lawn care business could not be
operated from late April to early October.
It obviously started earlier than that and
the cross-over was putting him in a crunch
to cross-utilize his oil delivery men. One
year he made a wrong decision on an in-
secticide and lost 1,200 customers in a
six-week period.’’ The company Steinau

bought came with about 1,000 customers.

He initially offered a four-application
program, but soon realized the Cincinnati
climate could support a five-application
program. In fact, Steinau says he
discovered this business boon before
ChemLawn. ‘‘I have been able to keep up
with or ahead of ChemLawn in this
market simply by keeping a pulse on my
customers and doing good market
studies,’’ says Steinau. ‘‘I knew, a year
before ChemLawn knew it, that a fifth ap-
plication would work, so I beat them to
the punch. I also beat them to the punch
on offering aeration.”’

His fifth application is dry fertilizer. In
the first four applications, his technicians
put down liquid applications of microen-
capsulated FLUF. While aeration is not
a part of his standard service, he claims
65 percent of his customers take it. His
add-on services include soil sampling,
gypsum and lime applications, and mole
control using phostoxin. He used to of-
fer dethatching, but says aeration has
taken his company out of that labor-
intensive market. For the same reason he
has also gotten out of landscaping. ‘‘We
haven’t gotten into tree spraying, but it
is certainly a consideration,’”’ says
Steinau.

‘“We really concentrate on the commer-
cial work and we have done very well in
this market.’’ He says commercial work
accounts for about 10 percent of total
sales. His annual gross revenues currently
amount to between $1.5 and $2 million.
‘“We have created an internal marketing
team specifically for commercial ac-

counts,’” says Steinau. ‘‘Our managers all
have sales quotas. We determine in a
management meeting at the beginning of
that sales period what everyone should
bring in. We have been able to compete
very well for commercial accounts.’’

Steinau intends to turn that 10 percent
figure of gross sales into a much larger
number by actually developing a
marketing plan specifically for industrial
lawn care. ‘‘Our printed material will
become more sophisticated,”’ claims
Steinau. ‘‘People will know that we have
an interest in their commercial business.
We have been able to tailor the services
we offer to the commercial management
group.’’ He says commercial customers
can be easier to work with in that they ex-
pect results in a more general way.

‘‘If they are sitting on 10 acres of land,
they are not looking for one or two pieces
of crabgrass, whereas you get that from
a homeowner. Yet, when someone has
given you a 10-acre contract, and they
call, you have to respond yesterday. With
the homeowner, we try to respond within
a 48-hour period, which is still fast. When
a $20,000 commercial account says, ‘I
wonder if you could stop out?’ That
means now.’’

Steinau’s service fees are calculated by
square footage plus a stop charge. He says
his company is in the upper third of Cin-
cinnati’s lawn care fee scale. ‘“We are at
a little over $23 for a 4,000-square-foot
lawn,”’ says Steinau.

Steinau tries not to get too caught up
in what ChemLawn is doing, but he ad-
mits that he has followed their example
when it comes to pricing. ‘‘They market
themselves as the top, the most expensive,
and they are the biggest,’’ notes Steinau.
‘‘It must mean that price isn’t always the
thing and customers realize it is not
always best to go with the cut-rate com-
panies. There must be something you are
giving up.”’

His market certainly covers a lot of ter-
ritory. ‘“We range all the way from
Springfield, Ohio to the Indiana border
and all the way down into deep northern
Kentucky,’’ claims Steinau. He current-
ly has two branches and says he will



spring a third branch on the market next
year.

At one time, Steinau says phenomenal
growth was possible in Cincinnati, but the
situation has changed in the past few
years. ‘‘Cincinnati is a market that has
really been beaten up,’’ says Steinau.
*“‘Our growth rate in the past two years
has been very small. Anyone who has
been established here over a period of
time is going to tell you this is a mature
market.’’ The influx of major lawn care
corporations has put the squeeze on small
operators, according to Steinau.
ChemLawn, Perf-A-Lawn, and Leisure
Lawn have long been established in the
marketplace. Barefoot Grass entered the
market this year and Steinau says Tru
Green Corporation just threw its hat in the
ring.

‘“The small guy is either disappearing
or he is really diversifying his services,”’’
says Steinau. ‘‘He is getting to be more
like a maintenance company. He might
throw mowing in. Even for a company
our size, we feel a lot of heat from some
of these other companies coming in. If we
are feeling it at our level, imagine what
the small guy is feeling.”’

Even so, Steinau does not believe the
market is approaching saturation. The fact
that he is still reaching the middle-class

homeowner makes him believe many
more customers are still available. ‘“We
do a lot of business in the fixed income
range where people have been living in
a house worth $60,000 or $70,000,’’ says
Steinau. ‘‘Those are the minis, and the
minis make up the crux of this business.”’
A large part of Steinau’s success in a
mature market can be attributed to the
sophisticated market studies he has done.
The marketing studies he commissioned
for this season cost his company $27,000.
““We really took a hard look at how to
keep our customers,’’ says Steinau.
Steinau’s marketing company also
helped him determine which advertising
media he should be using. He was advis-
ed to get out of television advertising
because it frequently lapped over in
markets that he didn’t want to be in. The
company told him Cincinnati was a
market where existing customers had to
be retained and that he shouldn’t pour a
lot of dollars into advertising. He was told
to put his advertising dollars into new
markets. ‘‘Dayton is now a three-year-old
market for us, but it is still basically a new
market for us,”’ says Steinau. ‘“We are
on radio, doing newspaper ads, and direct
mail to a certain group of homeowners.”’
In Cincinnati Steinau concentrates on
newspaper ads and direct mail brochures.

In northern Kentucky, he also advertises
on the backs of buses. Since radio is the
most expensive advertising medium in the
area, he only puts ads on the air for four
to six weeks.

When he was getting established,
Steinau conducted a heavy telemarketing
campaign and got relatively sophisticated
at it. ‘“We had 24 people making the in-
itial contact,’’ recalls Steinau. ‘“We had
maybe 16 salespeople doing follow-up
after the survey had been done. If we had
a survey done, we went to real estate
plots. We could call up someone’s real
estate plot and give them their price right
then and there. Initially, the sales figures
looked so great, but the sale itself is very
weak.”’

For the telemarketing service, Steinau
relied on what he calls ‘‘roving bands of
gypsy phone sales people.’’ They were a
service that did telemarketing for a wide
variety of fields, from cable television to
aluminum siding. Unfortuately, it was
difficult to control that type of salesper-
son. But boy, could they produce sales.

“You want sales? We can do 100 to
150 sales a night. We could rack up 700
to 900 sales in a week. Those sales were
very weak and you had a really huge loss
period. When we actually figured out the
cost per sale it was astronomical.’’

LOOKING FOR ADDED PROFITS?

tve Feldmann

AERATOR/SCARIFIER IS A PRODUCT

FOR PROFITS.

e|t is ideal for aerating to grow
beautiful turf.

|t is an ideal soil scarifier for
over-seeding.

|t is low in maintenance,
very durable.

eCompetitively priced, a
minimum investment which
will bring added profits.
operate; com-
manuverable.

Eng;:oorlng & Manufacturing Co., Inc.
P.O. Box 153, Sheboygan Falls, WI 53085
Telephone 414/467-6167

Call or write for details:
Please send more information
on the POWER LAWN
AERATOR/SCARIFIER.

Name
Address
City

Dept. ALA

State Zip
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MOLE
CONTROL

Degesch Phostoxin® will safely
and effectively eliminate lawn
damage caused by the Eastern
and Star nosed mole, along with
other burrowing rodents.

TUMIGATION
Service & Supply Inc.

10505 North College Ave.
Indianapolis, Indiana 46280-1438
CALL FOR DETAILS

(317) 846-5444
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After relying upon telemarketing sales
for three years, Steinau realized the
technique was creating ill will toward his
company. ‘‘It starts you off with a lot of
customers, but the community in which
you are working has a certain attitude
about you,’’ says Steinau. ‘It cost us a
lot of dollars to overcome that attitude.’’
The problem was that the telemarketers
were making promises over the phone that
Steinau’s technicians could not possibly
fulfill.

He attempted to monitor them with a
phone ‘‘bug’’ which would allow him to
sample their conversations with prospects
at random, but there were just too many
conversations to control the situation.
‘“We would hear the most amazing pro-
mises,’” says Steinau. ‘“What do you do,
jerk the phone out of their hand? You let
them go through it and then pull them off
to the side. Then you have a customer out
there who is expecting a putting green.
That customer is going to be dissatisfied
from day one.”’

Steinau found out his company’s name
was getting tarnished after he did some
focus groups in which he contacted
customers and probed their feelings
toward his company. So he decided to
wean himself of the whole telemarketing
approach and found out he had become

a telemarketing junkie. ‘‘Once you get in-
to telemarketing, you are hooked,’’ says
Steinau. ‘‘It is such a rush to pick up
5,000 customers in March. Then they
leave you before your third application.
The next year, you think, ‘It’s March, I
remember what we did last year, I'm sure
of what I could do if I could only put 40
people on the telephone.’”’

With stable marketing techniques now
behind him, Steinau is growing his com-
pany within the Cincinnati market by of-
fering additional services, like aeration.
He is also growing outside the Cincinnati
market by expanding into other markets.
‘““When you are our size and you have
developed people up through the ranks,
you need to do something with those peo-
ple,”” reasons Steinau. ‘‘That is one of the
main reasons why we are branching as we
develop proven people who can go out
there to a Dayton market, for instance,
and immediately create $200,000 to
$300,000 gross sales. We definitely
understand that when you get to a certain
size, today, the way to continue customer
growth is to open new markets.’’

CONCLUSIONS. In many respects, the Cin-
cinnati marketplace is certainly much like
other markets in the Midwest. It does,
however, have the distinction of being one

of the key markets which comprise the
cradle of professional lawn care, an honor
shared by Dayton and Columbus. Cincin-
nati is a classic example of a ‘‘mature’’
lawn care market, a state many more
markets will undoubtedly arrive at in the
near future.

Cincinnati has experienced all the side-
effects of being a mature market. A case
in point is the sophisticated cut-throat
operation from northern Kentucky that
moved into the area and attempted to steal
accounts from all the established com-
panies. Everyone we talked to said this
company was successful for a couple
years, but then Cincinnati residents wis-
ed up to the raw deal they were getting
and went back to their original lawn
services.

The companies operating in Cincinnati
describe their market as mature, but it is
important to note that they also describe
it as being far from saturated. Everyone
we spoke with said there are more
unclaimed customers out there with a
potential need for a lawn service. If that
is true in Cincinnati, then it is good news
indeed for other ‘‘mature’’ markets. —
Tim Weidner =

The author is Managing Editor of ALA
magazine.

ONE INSECTICIDE PRODUCT THAT CAN
HANDLE MOST OF YOUR TREE PESTS. ..

ACEAP 97

EASY
TO
APPLY

APHIDS, BAGWORMS, BRONZE
BIRCH BORER, BUDWORMS,
CALIFORNIA OAKWORM,

. | EASTERN TENT CATERPILLER

ELM LEAF BEETLE, GYPSY MOTH LARVAE, LEAF MINERS
MAPLEWORM, MIMOSA WEBWORM, NANTUCKET PINE TIP
MOTH LARVAE, PINE NEEDLEMINER, SCALE (CRAWLERS),
SPRUCE BUDWORM, THRIPS, ZIMMERMAN PINE MOTH,
PLUS MORE

PREPARED
DOSAGE —
CARTRIDGE
IMPLANTS

NO CHEMICALS
TO MIX OR
SPRAY

FOR FURTHER INFORMATION
& THE NAME OF YOUR

CONTACT...

ENCAPSULATED IMPLANTS THAT WORK
SYSTEMICALLY INSIDE THE TREE!

* Creative Sales, Inc.

NEAREST DISTRIBUTOR. .. c;'/ TECHONt, N AT B0

(402) 727-4800
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Want to know
a real endangered

species?
Your business.

If pesticides or herbicides are part
of your business, you're in danger of
being put out of business.

A strong, well-financed coalition of
special interest groups is using fear
and pseudo-science to mobilize public
opinion against the manufacture and
use of pesticides. Encouraged by
success, they are moving the battle
from the media into the courts and
Congress.

How do you fight back? Organize.
Fight fear with the truth. That's the
purpose of the Pesticide Policy Foun-
dation (3PF). 3PF recognizes the
value of pesticides to our health and
well-being, and the need for a sane
and reasoned pesticide public policy.

We need your help! We won't
succeed without you. Call toll-free
1-800-438-7773, and we'll send
you more information on the threatto -
your rights and what you can do to
help.
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wo new electric hedge trimmers

have been introduced by Bosch

Power Tool Corporation. The

18-inch Model 3221 and 26-inch
Model 3221L feature dual cutting action
blades. They cut material up to a half inch
in diameter, in both directions with
minimal vibration.

Both models’ blades grip material while
cutting. The blade support rail extends
beyond the blades to keep blade tips from
inadvertently striking objects. A two-
position auxiliary handle gives comfor-
table, two-handed control even in hard-
to-reach places.

Model 3221 weighs 6.5 pounds and
Model 3221L weighs 7.2 pounds. Both
feature excellent balance to reduce
operator fatigue and double insulation for
safety.

Write 101 on reader card

One of the safest and most cost-effective
ways to apply metasystox-R2 is with

Wilbur-Ellis Company’s Kioritz hand
soil injector. Soil injections are made
within the drip line, where the
metasystox-R2 is absorbed by the root
system, then translocated throughout the
tree. The Kioritz injector is easily
calibrated for precise chemical applica-

tion. It is lightweight and sturdy, and
features special anti-corrosive

components.
Write 111 on reader card

Salsco, Inc. is introducing a new
slicer/seeder with the ability to operate in
a tight radius around trees and shrubs.
The new slicer/seeder, SS34-24, which is
34 inches wide and has a 24-inch seeding
swath, also has a new blade design which
lessens the amount of debris brought to
the surface. The SS34-24 will be in-
troduced at the Outdoor Power Equip-
ment Expo in Louisville and can be seen
at Salsco distributors in May. According
to the company, the maneuverability and
new blade design makes this machine
much faster and more efficient than those
already on the market, and it will be com-
petitively priced.

Write 112 on reader card.

A high performance, mid-mounted
hydraulic reelmower for use on compact
tractors has been launched onto the pro-
fessional and turf maintenance market by
British manufacturer and distributor,
Huxley’s Grass Machinery. The
TR84M mower offers a mid/rear-
mounted grass-cutting combination that
can be quickly and easily attached to or
removed from a compact tractor. Once
the brackets have been bolted to the trac-
tor, quick-release catches enable the
mower to be coupled up or detached by
one man in less than 10 minutes. That
leaves the tractor free for fitting other at-
tachments, such as a backhoe, trailer, or
rear-mounted rotary mower.

The Huxley TR84M reelmower pro-
vides consistent cutting performance
because of its self-contained hydraulic
drive system, powered by a gear pump
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‘The Chemical Spreader for )
Professional Lawn Care.

This energy saving (uses no gasoline or electricity) patented herbicide
applicator enables you to do hundreds of weed control jobs easier ... faster!

The Meter-Miser® Sprayer Model 78 pushes or pulls easier than a lawn mower.
There are no hoses to drag; no calibrations to determine.

This new unit is designed to eliminate most of the
problems associated with conventional equipment.
With the economy of liquid herbicide formulations,
with pin point accuracy and the drift free application
characteristic of the Meter-Miser Sprayer, you have
everything you need for a spray job ... except water.

The Meter-Miser Sprayer holds 5 gallons of water
and covers 5,000 sq. ft. of area at normal walking
speed.

Check these outstanding features:

® Plastic see-through tank provides a clear view of
the liquid level.
® Handle has closed-open indicator which alerts
operator to position of valve and checks acci-
dental leaks when filling tank.
® Sprays standard 36-in. swath.
B ® New unitized under frame for
easier servicing.
® New tank support system with
reinforced mounting brackets for
strain relief.
® Wheel mounts heavily reinforced
for extra long life and reliable
service.
® Compact, lightweight only 35 Ibs.

FOR SALES AND DISTRIBUTION CONTACT:

l Q - I NU-TREND, INCORPORATED 215 e 368 @ 2520
A& POST OFFICE BOX 624 e LANSDALE, PA 19446 )
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mounted on the tractor’s PTO shaft. The
new mower is comprised of three pivot-
mounted cutting units, with two reels
mounted on either side of the tractor bet-
ween its front and rear wheels, and the
third attached to a frame mounted on the
tractor’s rear three-point linkage. The rear
frame also carries the 5-gallon oil reser-
voir supplying the machine’s independent
hydraulic drive and control system.
Each of the three mowing reels on the

TR84M measure 30 inches in width, giv-
ing a maximum cut width of 84 inches.
Sufficient overlap is provided between the
reels to insure that no grass is left uncut,
even on the tightest turns.

All cutting units can be raised out of
work independently from the driving seat,
allowing one-, two-, or three-unit mow-
ing to be selected as required. The two
forward units lift to a vertical position to
give an overall transport width of 57 in-
ches when folded. For maximum safety,
reel drive is cut off automatically when
any one of the three units is raised for
transport or narrow work in confined
areas.

The remote control assembly provided
also controls reel rotation, enabling for-
ward, neutral, or reverse directions to be
selected at the touch of a lever. Full pro-
tection for the hydraulic circuits and
working components on the TR84M
mower is provided by filters on the inlet,
suction, and return lines, and a safety
relief valve.

All adjustments to the mower — cut-
ting height and reel to bottom blade set-
ting — can be made quickly and easily on
eye-bolts. Cutting height range is from
3/8-inch to 2 inches. At a forward speed
of 6 miles per hour, the unit is capable
of mowing up to 3.8 acres per hour.

Write 105 on reader card

Jacobsen has expanded its line of large
commercial walk-behind rotary mowers
designed with the production mower in
mind. All models are self-propelled and
feature simple, rugged design for low
maintenance and fingertip control for easy.
operation. The Commercial Series in-
cludes 32-inch, 36-inch, and 50-inch




width units propelled by a 5-speed gear
transmission with reverse. This drive pro-
vides easy-to-maneuver, full differential
action with drum brakes at each wheel to
assist steering.

The Commercial Series units are built
with just two power drive belts and two
blade spindle assemblies for reliability
and ease of service. The heavy-duty,
1-3/16-inch (diameter) spindle shafts have
top access and controlled lubrication for
longer life. The cutting height is ad-
justable from 1 inch to 4 inches in
1/2-inch increments.

The Crew Chief line of mowers,
available in 36-inch and 48-inch cutting
widths, features a live axle drive with in-
dividual wheel control for slope operation
and trimming applications. The cutting
height is adjustable from 1-5/8 inches to
5 inches in 1/4-inch increments.

All of these Jacobsen walk-behind
mowers feature large pneumatic drive
wheels, heavy-duty cutter blades, zero-
turning radius, and large fuel tanks for ex-
tended operation. Optional accessories in-
clude trailing sulkies, grass catchers, and
pneumatic front caster wheels. A variety
of engine options is available, including

Honda, Kawasaki, and Briggs & Stratton
I/C in sizes from 8 to 16 horsepower.
Jacobsen also offers a choice of side or
rear discharge heavy-duty rotaries for
trimming around obstacles and for mow-
ing in tight areas. The new 20-inch side
discharge and 21-inch rear discharge
commercial trimming mowers have high
strength alloy cast decks and large semi-
pneumatic wheels designed to take the
punishment of daily mowing. The ad-
justable wheels are bolted directly to the

AERATION ...
The Alternatives...

DRUM PROPELLED
AERATION

» Hole egg shaped

e Compacts front &
back of hole

» Loses 50% of
aeration acceptance

Consider that it takes 200 Ibs.
to push one tine into average
soil.

TINE PROPELLED
AERATION

 Raises (rips) turf
» Compacts back wall
of holes

e Loses 35% of
aeration acceptance

Trees, can you aerate around
them?

TIRE PROPELLED
AERATION

» Tines go straight in
and out

» No compacting

» 100% aeration
acceptance

Tire propelled aerators maximize aeration by taking advantage of the
most effective method of aeration available. Tire propelled aerators are
highly productive, require minimal maintenance and, unlike drum and tine
pulling types, are very easily driven onto and off of trucks. For further infor-
mation to help you decide which model is best for you, contact:

SALSCO, INC.
105 School House Road « Cheshire, CT 06410
(203) 271-1682 Telex 643708
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cast decks, eliminating troublesome wheel
adjusters. Power is provided by either a
two-cycle or four-cycle, four-horsepower
industrial/commercial engine. Grass cat-

chers are available for each model.
Write 106 on reader card

The Toro Company has announced a
new lawn mower warranty, called
‘‘Guaranteed to Start (GTS),”’ for 10 of
the company’s new walk power mowers.
The mowers, using GTS engines, are
guaranteed to start on the first or second
pull for two years, or Toro will fix them
free of charge.

According to the company, the
guarantee was made possible by its recent
advancements in small engine technology.
Four newly-introduced Overhead Valve
(OHV) engine mowers and six two-cycle
engine mowers, all featuring Toro-
developed GTS engines, are covered by
the warranty.

The Toro GTS warranty specifies that
purchasers must keep their purchase
receipt and record the required regular

maintenance in the owner’s manual (oil costs for any GTS warranty work. The
changes, air filter cleanings, spark plug GTS warranty operates as additional
changes, etc.). While the purchaser is coverage to the standard 24-month war-

responsible for the required maintenance ranty on all Toro products.
work, Toro will cover all labor and parts Write 102 on reader card

The new ‘‘Lo-Rego’’ Regulating
Unloader, manufactured by Cat Pumps
Corporation, can handle flows as low as
.5 gallons per minute (GPM) and up to

(continued on page 63)

SMM gé«y Tont Better
Discoven, the JHid-Size Walker Hower

M * & :
..‘,n - 0
SR

Accepted practice in the lawn maintenance business has been to use
the BIG commercial rider mower for open areas and walk-behinds for
trimming. Now maintenance operators all across the country are discov-
ering a new, fast efficient way to mow landscaped areas... for many jobs
the maneuverable MID-SIZE WALKER MOWER does the whole job
saving time, labor, and equipment investment. And Walker offers high
productivity without sacrificing a quality cutting job, sure to please the
most discriminating customer.

WALKER MANUFACTURING CO., 1839 E. HARMONY ROAD,
DEPT. AL, FORT COLLINS, CO 80525 (303) 226-1514

Lawn Care
Management
System

A Complete
Software
Solution

for Chemical
Lawn and
Tree Care

Companies

For More s R
Information
Contact

PRACTICAL
SOLUTIONS,INC.

500 West Wilson Bridge Road
Worthington, Ohio 43085
614/436-9066

Write 37 on reader service card

Write 39 on reader service card




PRODUCTS

(continued from page 60)

6.5 GPM while maintaining set system
pressure up to 1850 PSI. The company
offers two models of this regulating
unloader: Model 7580 (.5-6.5 GPM and
400-1000 PSI) and Model 7581 (.5-6.5
GPM and 700-1850 PSI).

The Lo-Rego is a pressure-sensitive
regulating unloader which provides im-
mediate pressure when your gun is open-
ed, yet full by-pass when the gun is clos-
ed. It weighs only 14 ounces and is just
4 inches in length. Pressure adjustment
is made by simply turning the top hex ad-
Jjusting nut or the optional grip-notch han-
dle to set the internally-housed spring.
The gold spring handles up to 1000 PSI;
the silver spring handles up to 2000 PSI.

A wide selection of Direct Drive
Motorized Pump Units is also available
from Cat Pumps. Several variations of the
standard Models 270 and 310 plunger
pumps have been combined with a new
electric motor to provide just the right
flow and pressure for your application.

Each CD motorized unit comes complete
with one of the company’s standard quali-
ty plunger pumps and a lightweight, com-
pact, self-flanged, TEFC electric motor.
These new electric motors are hollow
shafted and already have the mounting
flange built into the motor housing, pro-

viding easy,
assembly.

Write 104 on reader card

quick, and compact

Lawn Restore® , recently introduced by
The Ringer Corporation of Eden
Prairie, Minnesota, is a bio-organic fer-
tilizer based on advanced microbiological
and protein technology. Containing
special soil microorganisms, enzymes,
and protein concentrates, Lawn Restore
utilizes nature’s biological recycling pro-

cesses to release its nutrients and help
build fertility into soil rather than cause
depletion.

Lawn Restore produces lush, vigorous
turf with deep roots. As a result, the com-
pany says, lawns stay greener longer and
require less watering. All of Lawn
Restore’s ingredients are natural, non-
toxic, and safe for use around children
and pets. The fertilizer is non-polluting
to ground water, lakes, or streams.

According to the company, years of
research and testing have confirmed that
Lawn Restore eliminates conditions that
promote fusarium and patch diseases. The

product also reduces thatch build-up.
Write 109 on reader card

Literature published by Hannay Reels
describes the company's Series 1500
spray hose reels used to handle hose for
spraying water, herbicides, pesticides, or
fertilizers. Series 1500 reels make
grounds maintenance faster, easier, and
more efficient, according to the company.

The literature includes convenient
ordering information, along with details
on capacity, dimensions, and weight.
Customers can choose either direct crank
rewind, with the crank permanently at-

prentox’

Turf and Ornamental Products

Use Prentox” brand insecticides to prevent
insect damage to turf and ornamentals.
Products include Fenthion (Baytex"),
Diazinon, Lindane, Malathion and Methoxy-
chlor Emulsifiable Concentrates, wettable
powders and granules. Call your local
distributor for further information.

prentiss

Drug & Chemical Co., Inc.

Prentiss Drug & Chemical Co., Inc.
CB 2000, Dept. A, Floral Park, NY 11001 (516) 326-1919

15 S. Prospect Ave., PO Box 701, Park Ridge, IL 60068 (312) 825-0020

‘ PO Box 40301, Ft. Worth, TX 76140 (817) 293-9649

3609 Shallowford Rd., N.E., Atlanta, GA 30340 (404) 458-1055
Also Los Angeles, CA

prentox™— Reg. TM of Prentiss Drug & Chemical Co., Inc

Write 42 on reader service card




tached to the reel axle, or a chain and
sprocket drive powered by electric or
compressed air motor. An adjustable
spring drag device is used to brake the
reel. Series 1500 hose reels can be
mounted permanently overhead, on walls,
in cabinets, or on trucks or other mobile
equipment.

Write 107 on reader card

Hawkeye Chemical Company is now
producing Formolene® LU. The new
30-0-1 is a low viscosity clear liquid and
low in free-urea. The new formulation is
manufactured by a process that results in
a longer-lasting, low-burn nitrogen
source. Formolene LU is used for spray
application to turfgrass, for foliar and root
feeding of nursery stock, and foliar
feeding of vegetables. Seventy five per-
cent of the nitrogen is slow-release deriv-
ed from water-soluble UF polymers. Less
than 5 percent of the nitrogen is from
methylol urea. The product is available
from authorized Formolene dealers.
Write 112 on reader card

White Outdoor Products’ Yard Boss
Model LT-120 features Briggs & Strat-
ton’s powerful 12.5 horsepower, twin-

cylinder I/C® engine, which combines
high performance with smooth operation.
Heavy-weight, all-steel construction and
oversize tires add to the big tractor per-

formance of Yard Boss LT-120. White’s
exclusive ‘‘Cruise-Matic’’ drive provides
seven shift-on-the-go cruise speed ranges

(continued on page 68)
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" Victory Over VORLAN'
Troublesome  vithacpiuat v

keeps you winning

] Tlll’f DiSCaSCS with your customers.
A
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‘ The best way to build a success-

ful lawn care business is repeat
customers. And the key to re-
peat customers is satisfied cus-
tomers. So why trust the future
of your business with anything
less than the most effective turf
fungicide ... VORLAN!

Experience gained with
VORLAN on professionally
maintained turf and in univer-
sity trials confirm VORLAN es-
tablishes new performance
standards against Leaf Spot,
Red Thread, Dollar Spot (even
resistant strains!), and Pink
Snow Mold. NO DISEASE
PROBLEMS = SATISFIED
CUSTOMERS.

It's Economical Too!
VORLAN's effectiveness — it
takes just a little and lasts so
long — also makes it economi-
cal, too. Win a victory over turf
diseases with VORLAN and
build your satisfied customer
list! Call Mallinckrodt toll-free,
or contact your Mallinckrodt
Turf Products distributor.
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~ PO. Box 5439
~~~~~ I St. Louis, MO 63147
; (800) 3257155

Available in 6 x 2-1b cases.
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FIRE ANTS:

PLAGUE OF THE SOUTH

here are many species of ants en-
countered by southern lawn care
professionals. Many of these ants
bite and/or sting, including
Argentine ants, thief ants, and harvester
ants. However, the stings of fire ants are
perhaps the most notorious, since they not
only cause a severe burning sensation at
the time of attack, but the sting site often
becomes sore or blisters, sometimes
resulting in permanent scarring. People
are rarely killed by fire ants, but animals
are frequently killed, particularly
newborn animals, including livestock and
birds.
Unlike bees, fire ants can sting
repeatedly, injecting their painful venom.
Symptoms include burning and itching,
often followed by white pustules, or
sores. People who are allergic to fire ant
venom may experience chest pains,
nausea, paralysis, anaphylatic shock, and
in rare cases, death. More than 2-1/2
million Americans are bitten every month
by the red imported fire ant.

BIOLOGY AND HABITS. Fire ants
seldom enter homes, although occasional-
ly they nest in masonry voids, especially
near chimneys. Typically, they nest in the
ground outside.

The southern fire ant, Solenopis xyloni,
which occurs from Florida across to
California, builds nests without any
distinct mound, but with several small
craters in an area of 2 to 4 square feet.

The red imported fire ant, Solenopis in-
victa, which is now widespread in the
South and throughout Texas, builds nest
mounds which may be 2 feet in diameter
and 1-1/2 feet high. These mounds sur-
mount a complex systems of galleries
which can extend many feet deep. One
mound can house more than 250,000 ants.

The fire ant is aggressive. Once a native
of Brazil, the fire ant was first introduc-
ed and identified in the United States at
Mobile, Alabama in the 1930s. Today,
the fire ant infests the entire southeastern
region, reaching as far west as Texas.
And, it is expected that fire ants will con-
tinue to migrate further west, along the
coastal areas.

Generally, fire ants build their mounds
in undisturbed areas, such as by gas or
water meters, fences, and tree trunks, or
under playground equipment and in
flower beds. In between mowings, fire
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ants may establish small mounds in lawns.

Fire ants vary the depth at which they
live, depending on temperature and water
levels. From their nests, fire ants forage
for food, which mostly consists of insects
or carrion, but also includes honey dew,
seeds, and grease.

Fire ants migrate, seeking food, and
may come from adjacent untreated areas
and establish new mounds. Mating
females may fly-in from untreated areas
too and begin a new colony. So look for
fire ant mounds in neighboring lawns or
nearby vacant lots. Fire ants also link
their mound with underground tunnels
that lead to one or more sources of food.
Routes have been traced from distances
of over 100 feet from a mound.

CONTROL. Since fire ants have such broad
diets, it is hard to remove all sources of
food. Nonetheless, plants which harbor
aphids, which serve as a source of
honeydew for ants, should be removed or
the aphids killed by insecticides.
Likewise, plants which produce a lot of
nectar and which are being foraged upon
by fire ants should be removed. As with
many other ants, good food and waste
handling will reduce the chances of fire
ants foraging in buildings.

In general, non-chemical methods are
ineffective against fire ants, and in the
absence of chemical treatments people
quickly learn to avoid nest areas. Applica-
tions of residual insecticides as perimeter
treatments to soil and foundations help
stop foraging ants from entering
buildings.
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Best results are achieved by treating the away from the chemical. — Tim Weidner

nests. Spot applications should be made
indoors where there have been any ant
sightings. Nest treatment can be done by
spraying, dusting, or drenching. Because
of the deep gallery systems, drenching
usually achieves the fastest and most
reliable results.

Personnel involved in the drenching
should wear rubber boots and clothing
which fits tightly around the wrists and
ankles. Drenching is best done when it is
not too hot, or else the ants may be very
deep in their galleries and less vulnerable.

TIMING APPLICATIONS. Several insec-
ticides are available for fire ant control.
These chemicals are most effective when
the ants are active and concentrated in the
upper portion of the mounds. These times
are in the early morning and evening
when it’s cooler, and when wet conditions
exist following rain.

An easy effective method is to drench
the mound with a liquid insecticide diluted
in water. Use a sprinkling can to
thoroughly wet the mound and small sur-
rounding area. To prevent ants from
establishing new mounds outside the
treated areas, follow the drench treatment
with an area application.

If your area has been dry and hot for
a long period, most of the ants will be
below ground level. To draw them out,
soak the soil around the mound with water
before treatment. Whatever control
method you use, it is important not to
disturb the mound before or during treat-
ment since this will cause the ants to move

Between mowings, fire ants may establish small mounds in lawns.




“PCO EXPO 86 is

“Knowledge is not

“This is an

a bargain. The “‘Seminars given. You search inspirational
information and contained excellent for it, and if you're conference at a time
contacts are superior information. lucky, you’ll discover of year I can afford to
to any program I've G. MacDonald PCOEXPO.” take the time off.”
attended.” P Sanitarian A. W. Pierce, Jr E.D. Howard
lanters Peanuts Dist M
L Novy Suffolk, VA 1strict anager Owner
Manager Griggs & Browne Raifsnider Exterminating
Texas/Oklahoma Pest Control Manheim, PA
Pest Control Groton, CT
Dallas, TX

PCO EXPO’86 received rave reviews — as pest
control operators came from 41 states and six countries
to attend valuable, business-building seminars and tour
the 15,000 sq. ft. exhibition of the latest products,

equipment and services.
Plan now for next year!

=XPC

The National Conference
for Pest Control Industry Professionals

Exhibits: February 26-27, 1987 Seminars: February 26-28, 1987
Adam’s Mark Hotel, Houston

For more information I'm interested in attending. I'm interested in exhibiting.
call Marvin at ‘ m Smd R
(203) 852-0500, ox 5 R =
t
return your coupon. s
Yes, please send me more
information on the fourth annual SRy
National Conference of Pest Srast Address
Sponsored by Control Inqustry Professmnals
Pest Control Technology. as soon as it’s available. City State Zip
Managed by CMC (Conference Mail to: CMC, 17 Washington St.,
Management Corporation). Box 4990, Norwalk, CT 06856-4990 Phone
PCT3




(continued from page 64)

and foot-pedal speed control for easy
maneuverability. The unit is equipped
with a 38-inch, side-discharge mower
deck and can be equipped with numerous
optional attachments.

Write 103 on reader card

Minolta Corporation has introduced the
Chlorophyll Meter SPAD-501, a hand-
held meter for measuring the chlorophyll
content in plant leaves. Featuring one-
button operation, the compact and
lightweight SPAD-501 can be used in the
laboratory or outdoors. In one second, the

meter can measure the effects of different
nutrients and fertilizers on plant growth.
No other method of chlorophyll measure-
ment is as fast.

Totally electronic, the meter provides
accurate and repeatable measurements of
even small changes in chlorophyll con-
tent. The large LCD digital display is easy
to read, greatly reducing the chance of
measurement error.

The SPAD-501 measures without
damaging the plant leaves. The user simp-
ly places the leaf in the measurement area
of the meter and presses the operating but-
ton. Light from the meter’s Xenon flash
tube passes through the leaf and the in-
tensity of the light striking the sensors is

CLASSIFIED

Vermont Business—

CENTRAL VERMONT LANDSCAP-
ING BUSINESS. Very profitable, 1985
sales $205,000. Includes 10 room New
England home and 48 acres of land. Con-
tact: DON MERKLE, COUNTRY
BUSINESS, INC., 105 CENTER
STREET, RUTLAND, VERMONT
05701; 802/775-1985.

COMPUTER SERVICES
Computer Systems—

Complete systems with software for lawn
care operators. Affordable prices. Pest
Control Data Systems, 3535 Keith,
Cleveland, TN 37311; 615/479-9711.

LAWN CARE INDUSTRY SOFTWARE

Fortunate Enterprises, Inc.
3365 Oleander Drive

Spring Hill, FL 33526
904/596-6347 or 596-0863
201/953-0315 New Focus Infosystems
516/928-7161 Lukin Computers
301/864-1717 Howel Disinfectant
404/733-7702 Annis, Inc.

Nationwide network of service.

Spray Truck—

Spray truck 1979 LN-600, 1,000 gal.,
low miles, excellent condition, PTO
driven, jet agitation, many extras.
$10,900.00. 313/725-2280.

Personalized “DOOR HANGERS”
» TARGETS Key Marketing Areas!

* PROVIDES Continous Exposurt./'
* PROMOTES New Business! /
Full Details & FREE KIT!: ¢
DOOR HANGERS, P.0.Box 1504 DG Placenti. . Ca 92670

fast, easy hook-up, rugged,
dependable A-E-R-A-T-I-O-N!

The *'big job'’ aerator that smart super-
visors depend on. Patented, hinged tines for
clean plug removal. 2-3-4 or 5 drum units with
36-60 or 120 tines per drum. Heavy-duty
solid steel construction utilizes low-cost
cement blocks for weight.

Ask about our full line of Aerators.

313-624-7710 * 800-521-7086
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3-Point Power

L DED0eSs jxsies

Grounds Maintenance Division
1060 W. West Maple Rd. ®* P.O. Box 575 ® Walled Lake, Ml 48088

Write 40 on reader service card

Dedoes
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measured. By calculating the difference
in light intensity between the two sensors,
the amount of light absorbed by the
chlorophyll is determined. This informa-
tion is displayed as the weight of
chlorophyll per unit area.

The SPAD-501 features two light sen-
sors: one measures red light, the other

measures near-infrared light. The use of
two sensors greatly decreases the
possibility of measurement errors caus-
ed by light diffusing through the veins in
the leaf. The meter is powered by a
rechargeable Ni-Cd battery pack and is
supplied with a spare battery pack. Other
accessories included are a battery charger
and carrying case.

Write 113 on reader card

Snapper Power Equipment has
delivered another innovative first with its
Pac-N-Sac catcher. This unit fits all Snap-
per 21-inch walk behind mowers and
holds up to one-third more clippings than
the standard catcher. Its rigid
polyethylene container is sized for a stan-
dard 30-gallon plastic trash bag designed
to bag clippings while mowing. Its light
weight allows for easy handling, and the
container slides back and out like a
drawer for quick access.

A signal device has been designed in
the equipment to warn when the container
is full or that the flow has stopped. Other
Snapper options, such as the Thatcherizer
and Snapperizer, work even better when
combined with Pac-N-Sac’s larger capaci-
ty and convenient emptying system. Pac-
N-Sac is available only from independent
Snapper dealers, including the 150
authorized Snapper dealers in eastern
Ohio which offer sales and service for the
full line of Snapper Power Equipment.
Write 114 on reader card @




COMING NEXT MONTH

In May, we will talk with lawn care businessmen to find out how they have
been affected by RCRA and outline the latest requirements handed down
by EPA. We will also review the regulatory situation. We will take a look
at pesticide regulation ordinances across the country, at both the state and
local levels. Finally, we will investigate biological lawn pest control as a

viable alternative to pesticides. See you then!
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attachment from HUSTLER. It's out to

make a clean sweep in the grounds
keeping industry.

Teamed with HUSTLER's 60-inch or
72-inch 3-Way Deck, the Hi-Lift BAC-VAC
will quickly cut and vacuum your turf to
perfection, and, just as perfectly, the Hi
Lift BAC-VAC hydraulically raises 4.5 feet
to easily deposit its 15-bushel capacity
load into a container or the bed of a
pickup truck. Plus, you do it all without
ever leaving the operator’s seat! In
moments you're off mowing again.

The Hi-Lift BAC-VAC hopper stows
behind the operator's position. This
permits an unobstructed view out front
and to both sides. It also permits the
same close trimming capabilities
HUSTLER is known for.

The HUSTLER Hi-Lift BAC-VAC
attachment and drive-wheel steering
saves time and labor costs, plus you cut
more grass faster with a finer cut than
any other mower in its class.

The low ile design allows
the Hi-Lift BAC-VAC to
maneuver easily around trees
and obstacles.

ADVISORY BOARD

LaFontaine Mever

CALL TOLL FREE
1-800-835-3260
In Kansas - 1-800-362-1049
or write for free literature:

Turgeon Vargas Vittum

Gordon LaFontaine is President of Lawn Equipment Corporation, Novi, Michigan
Dr. William Meyer is President of Pure-Seed Testing, Inc., Hubbard, Oregon. Des
Rice is president of The Weed Man, Lid., Mississauga, Ontario, Canada. Dr. Al
Turgeon is Professor and Head of the Department of Agronomy, Pennsylvania State
University. Dr. Joseph Vargas is Professor of Botany and Plant Pathology, Michigan
State University, East Lansing, Michigan. Dr. Patricia Vittum is Professor of En-
tomology, University of Massachusetts, Waltham, Massachusetts

EXCEL INDUSTRIES, INC.
Box 7000, Hesston, KS 67062
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Reduce customer turnover
and increase profit potential with
long-lasting disease prevention.

It costs a lot to replace a lost customer.
So you put together a complete lawncare
rrogmm. Not just to keep customers’
awns looking good all season. But to
keep your customers loyal.

A complete program includes pre-
ventative disease control. And only one
lawn care fungicide — the market
leader — keeps your customers satisfied,
fits into your schedule, and improves
your profitability

That product is CHIPCO® 26019
fungicide. Because it does s job without
complicating your job.

CHIPCO 26019 is a low-toxicity prod-
uct that controls all the major lawn dis-
eases: Helminthosporium Leaf Spot and
Melting Out, Fusarium Blight, Brown
Patch, Dollar Spot, and Red Thread.

Its the only fungicide that provides
this control long enough to get you from
one scheduled round to the next, reduc-
ing costly callbacks.

Protect your turf and build your
profits. Make CHIPCO 26019 a part of
your lawncare program.

Rhone-Poulenc Inc., Agrochemical
Division, Monmouth Junction, NJ 08852.

\ ’W POUENC

CO
20019

Taking care of business.

CHIPCO® s a registered trademark of Rhdbe -Foulenc Inc

Write 57 on reader service card




" Not everyone wants |
the same sprayer...
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LESCO gives you a choice. |

At LESCO, we listen and respond to customer Choose your sprayer.
needs. That's been the gompany philosophy for Gasoline-Powered Sprayers
more than 20 years and it’s the reason why we’ve Rem LESCO N Price
expanded our sprayer product line. - T
For greater stability, we've converted our stand- 109:Gallon’Varn Mount 0ee $1675.00 ea.
ard '86 models to rectangular tanks. The new lower 100-Gallon Pickup Mount 020035 - 1905.00 ea.
profile tanks provide increased head room and 200-Gallon Van Mount 020049 1955.00 ea.
easier access to the fill well on van-mount units. 200-Gallon Pickup Mount 020050 1985.00 ea.
For increased versatility, we've equipped our 100-Gallon w/out Reel and Hose 009186 1380.00 ea.
gasoline uni_tds v(\;ith c:)i.elx.p:hragdrr: punlw.pf)s. T:e new | Electric-Powered Sprayers
pumps provide durability and long life when apply- :
ing fertilizers and wettable powders and eliminate Lol LERU NG Eviee
replacement of piston cups. 100-Gallon Van Mount 020180 $1645.00 ea.
Available in gasoline or electric-powered model 100-Gallon Pickup Mount 020181 1675.00 ea.
with 100 or 200-gallon tank, LESCO sprayers are 200-Gallon Van Mount 020039 1725.00 ea.
versatile, efficient, accurate and dependable. 200-Gallon Pickup Mount 020040 1755.00 ea.

Optional accessories offered for most units. Trailers also available from LESCO
The 100-gallon models can be accommodated in truckster-type maintenance
vehicles. If you require a larger unit, ask about our 300-gallon model

Put a LESCO Sprayer to work for you.

Call toll-free to order. (800) 321-5325  (800) 362-7413
NATIONWIDE IN OHIO

Write 10 on reader service card

LESCO, Inc., 20005 Lake Road, Rocky River, Ohio 44116 (216) 333-9250




