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MORE GREEN. 
LESS BURN. EASIER 
APPLICATION, TOO: 
ONLY N-SURE GIVES 
YOU ALL THIS. 

With N-SURE, more 
nitrogen stays on the lawn for 
better greenup. That's 
because N-SURE's patented 
triazone technology delivers 
triazone nitrogen and less 
urea. Triazone does not 

volatilize like urea, so it stays 
right where you put it 
instead of dispersing into 
thin air. N-SURE provides 
easier application with less 
water, less waste and less 
downtime, because it is clear 



and clean: easy to store and 
handle. 

N-SURE delivers more 
satisfied customers with 
fewer callbacks. 
N-SURE really is a sure 
thing. It's your surest way to 

a greener bottom line. For 
more information about 
N-SURE, write or call 
Triazone Corporation, One 
Gatehall Drive, Parsippany, 
New Jersey, 07054. 
1-800-524-0135. 
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Russell Frith 
President 

'Want to have 
all these benefits and 
continue to be an 
independent LCO?" 
• The Turf Tamer® patented power applicator; simultaneous 

ground metered application of granulars and liquids. 
• The Green Thumb trademark, known for lawn care 

excellence nationwide. 
• Ecologically sound, compact wash-and-recycle system. 
• A compact servicing system; complete in a one-ton van, 

no trailers, no bulky tanks to transport. 
• A wide range of support services, including full time 

staff agronomists. 
• Group buying power savings on leading lawn products. 

V f t n C A N Y o u c a n h a v e y o u r i n d e P e n d e n c e 
• V ^ W a n c | h a v e th e competitive edge 

| T | usually reserved for the "big" lawn 
U y J ! • • care companies. 

The Lawn Doctor franchise program, the industry's largest, 
gives you state-of-the-art equipment, year-round support 
programs and more . . . but never "takes over" your business! 

Let Us Show You How Q A A fiOl C f i f i A 
We C a n Work For You: O U U - Q O l " O O O U 

LAWN # DOCTOR 
142 Highway 34 
Matawan, NJ 07747 
800 631-5660 
Call Ed Reid 
Franchise Sales Dir. 

Come Visit November 7 thru 10 

PLCAA BB 
Booth 843 

©1988, Irawn Doctor, Inc. 
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EDITOR'S FOCUS 

AS INDICATED BY OUR SURVEY 
story last month, the lawn maintenance 
industry is going through a significant 
transition. 

That's not surprising, in and of itself, 
considering the relative youthfulness of 
the market. But this transition is one 
which will impact the direction of the in-
dustry for years to come. 

The mass-marketing frenzy experienced 
in the early 1970s has long since burned 
out, and a more sophisticated, mature 
marketing attitude has slowly taken hold. 

That sophistication meets the ideals of 
the industry and the market which it cur-
rently serves. Customers are becoming 
more educated and as a result, expect 
more from their lawn and landscape 
maintenance companies. 

Jerry Faulring, president of Hydro 
Lawn, Gaithersburg, Md., says many 
lawn maintenance professionals are fin-
ding that their companies have come full-
circle since the industry hit its heyday. 
Hydro Lawn, for example, went from a 
full-service company to a pure chemical 
lawn care company in the mid-1970s when 
ChemLawn burst onto the scene. Some 16 
years later, Faulring finds himself looking back 
to those full-service days. 

"We used to sell 99 percent of our 
leads with no follow-up. Now we're lucky 
if we do 50 percent," he says. He ex-
plains that he and others have nearly ex-
hausted the "first-time buyers," and will 
have to be more cautious in the next 
growth stage. 

"The industry is in a maturation stage. 
It's attracted the public's attention, gov-
ernment attention; it's typical of other 
growing industries," Faulring says. "I 
think the future of the industry will be 
continued expansion of multiservice. It'll 
be a challenge." 

Talk of this full-service trend began fil-
tering through the lawn maintenance in-
dustry several years ago and while not for 
everybody, it's starting to carry some 
clout. Faulring recognizes this and has 
conducted massive marketing surveys, 
plotting the future course for his com-
pany. 

In addition, a majority of the respon-
dents to our survey indicated that growth 
through diversification is their top prior-

ity for the remainder of the '80s, continu-
ing into the 1990s. Mowing, irrigation 
landscape installation, seeding and tree 
care topped the list of expansion plans. 

The multiservice fever may be infec-
tious, but the industry remains a multi-
faceted one. One in which there's room 
for both the full-service and purely chemi-
cal or maintenance companies. Some com-
panies have no legitimate reason to change 
the course of their company, yet will 
always be a part of the maturing industry. 

Faulring was a logical choice to appear 
on the cover of the first issue of ALA 
Lawn & Landscape Maintenance, as he 
exemplifies the new direction of our 
magazine. Through a more broad-based 
approach, ALA/Maintenance will guide 
and direct the lawn and landscape main-
tenance professional through the changing 
years ahead. 

As the lawn maintenance industry has 
followed a wave of change, so has ALA. 
Beginning as a technical guide for the 
chemical applicator, ALA took a broad 
step into the lawn maintenance industry 
in the mid-1980s, breaking into the hori-
zontal market. Now the magazine's direc-
tion will take it one step further into the 
multifaceted landscape maintenance in-
dustry. 

We hope you enjoy this first issue of 
ALA/Maintenance, and be sure and let us 
know what you think of our new maga-
zine, or if there's any topic you'd like to 
see covered in a future issue. — Cindy 
Code • 
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"I need a product that gives me consistent, broad spectrum broadleaf weed 
control... because I can't afford dissatisfied customers and callbacks." 

"I need a new herbicide that is dicamba-free and more tolerant for use around my 
customers' trees and shrubs... because I don't need injury complaints and 
lawsuits! 

"I need a single three-way selective herbicide that can be used throughout the 
growing season, and be used on cool or warm season grasses.. .what I don't 
need is to stock several different products and change my mix on every other 
call!" 

WHAT YOU NEED IS WHAT YOUR RIVERDALE DISTRIBUTOR HAS! 

WEEDESTROY® TRIAMINE 

THE NEW GENERATION IN 
BROADLEAF WEED CONTROL 

RIVERDALE CHEMICAL COMPANY 
" We've got what you need! " 

PROFESSIONAL PRODUCTS FOR THE PROFESSIONAL APPLICATOR 

SEE THE NEW GENERATION IN BROADLEAF WEED CONTROL 
AT BOOTH #907 AT THE PLCAA SHOW. 

• H I 

Or Contact Us At: 
425 West 194th Street, Glenwood, II. 60425-1584 312/754-3330 
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CALENDAR 

NOV. 13-15 
California Landscape Contractors Asso-
ciation annual meeting, Phoenician Hotel, 
Scottsdale, Ariz. Contact: Bavetta, CLCA 
Headquarters, 2226 K St., Sacramento, 
Calif. 95816; 916/448-CLCA. 

NOV 18-20 
Green Team Conference & Trade Show, 
Buena Vista Palace, Orlando, Fla. Con-
tact: Martha Lindauer, Associated Land-

scape Contractors of America, 405 N. 
Washington St., Falls Church, Va. 22046; 
703/241-4004. 

DEC 1-3 
1988 NFSA Annual Convention and 
Trade Show, Cincinnati, Ohio. Contact: 
Lisa Scott, National Fertilizer Solutions 
Association, 10777 Sunset Office Dr., 
Ste. 10, St. Louis, Mo. 63127; 
314/821-0340. 

DEC 5-8 
New Jersey Turfgrass Expo '88, Resorts 
International Hotel, Atlantic City, N.J. 
Contact: Dr. Henry W. Indyk, Rutgers 
Cooperative Extension, Soils and Crops 
Department, P.O. Box 231, New 
Brunswick, N.J. 08903; 201/932-9453. 

DEC 6-9 
1988 Ohio Turfgrass Conference and 
Show, Cincinnati Convention-Exposition 
Center, Cincinnati, Ohio. Contact: John 
Street, Ohio State University, 2021 Coffey 
Rd., Columbus, Ohio 43210-1086; 
614/292-2601. 

DEC 14-16 
1988 Desert Turfgrass/Landscape Con-
ference and Show, Tropicana Resort and 
Casino, Las Vegas, Nev. Contact: Dale F. 
Keller, Jr., show manager, 3376 South 
Eastern Ave., Ste. 148, Las Vegas, Nev. 
89109; 702/735-0000. 

JAN. 4-6 
Mid-Atlantic Nurserymen's Trade Show, 
Baltimore Convention Center, Baltimore, 
Md. Contact: Mid-Atlantic Nurserymen's 
Trade Show, P.O. Box 314, Perry Hall, 
Md. 21128; 301/256-6474. 

JAN. 9-11 
27th Annual Nebraska Turfgrass Con-
ference, Holiday Inn Central, 72nd & 
Grover, Omaha, Neb. Contact: Don 
Ellerbee, executive director, Nebraska 
Turfgrass Foundation, 209 W. 9th, 
Hastings, Neb. 68901; 402/463-5418. 

JAN. 23-25 
Midwest Regional Turf Conference and 
Show, Adams-Mark Hotel, Indianapolis, 
Ind. Contact: Jo Horn, Dept. of Agro-
nomy, Purdue University, West Lafayette, 
Ind. 47907; 317/494-8039. 

JAN. 29 to EEB. 1 
Landscape Professional Development 
Seminar, Lake Buena Vista, Fla. Walt 
Disney World in conjunction with the 
Florida Nurserymen and Growers Assoc. 
Contact: Walt Disney World Co., Semi-
nar Productions, P.O. Box 10,000, Lake 
Buena Vista, Fla. 32830-1000; 
407/828-1330. 

FEB. 3 
The Second Annual Landscape IPM Con-
ference, Trinity University, San Antonio, 
Texas. Contact: John Goolsby, 512/ 
834-9359 or Betty Hughes, 512/821-5143.« 

Commercial excellence, 
When you want the best value 
in commercial mowers, look to 
the commercial specialists: 
Exmark. No residential spin-offs 
here. Only durably-designed, 
top-quality mowers at competi-
tive prices. 

Plus, you won t stand behind 

your Exmark alone. Every mow-
er is backed by quality dealers, 
available parts and a manufac-
turer who understands com-
mercial needs. That's Exmark. 
For more information or the 
dealer nearest you, call today: 
402-223-4010. 

Choose the best value 
in commercial mowers. 
Choose Exmark. MFG. CO. INC. 

EXMARK MFG. CO. INC. BOX 748 BEATRICE. NE 68310 
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Pre-register for a Mauget 
seminar and save $10. 

Sign up now for a 1988-89 Mauget seminar and trim $10 from the registration 
fee of $45 per person. 

Mauget Micro-injection seminars are designed to help you save trees. Each 
seminar discusses tree health and care. Topics include tree nutrition, insect and 
disease control, and application procedures. 
Seminars and workshops are open to all arborists, city foresters, lawn care firms, 
landscape architects and contractors, golf superintendents and grounds 
managers. 

Complete the coupon below. Send it to your nearest Mauget distributor. 

Mauget Distributors 
Prof. Tree Care & Injection 
5471 Lake Howell Rd. #179 

Winter Park, FL 32792 
Mid Western Tree Experts 
7635 Michigan Road N.W. 

Indianapolis, IN 46268 
Forrest Lytle & Sons 

740 W. Galbraith Road 
Cincinnati, OH 45231 

Bradshaw Tree Service 
(Distributor Representative) 

P.O. Box 15430 
Tulsa, OK 74158 

Tree Inject Systems 
9505 High Street 

Clarence Center, NY 14032 
Grand Rapids Tree Co. 

310 Marion S.W. 
Grand Rapids, Ml 49504 

Canadian Shadetree 
Service Ltd. 

1540 Claire Crescent 
Lachine, Quebec 

Can H8S 4E6 
Scientific Tree Care 
1026 W. 8th Street 

Panama City, FL 32401 
Arbortech Inc. 
P.O. Box 11451 

Clayton, MO 63105 
Lanphear Supply Division 

1884 Green Road 
Cleveland, OH 44121 

Micro Injections Inc. 
15108 Lake Magdalene Blvd. 

Tampa, FL 33618 
Farm and Forest 

Research Ltd. 
1476 Wallace Rd. Box 295 

Oakville, Ontario 
Can L6J 5A2 

Poulson Tree Service 
2919 Jansma 

Billings, MT 59101 
Wame Chemical Co. 

2680 Commerce Road 
Rapid City, SD 57702 

Artistic Arborist Inc. 
706 W. Montecito 
Phoenix, AZ 85013 

Target Chemical Co. 
17710 Studebaker Rd. 

Cerritos, CA 90701 
Gem Spraying Service 

519 S. 100 East 
Jerome, ID 83338 

Cortese Tree Specialists 
617 Deery Street 

Knoxville, TN 37917 
R.C. Humphreys 

"539 Ferdinand, PO Box 87" 
St. Francisville, LA 70775 

Cole Tree Service 
1201 Entrada Bonita S.W. 
Albuquerque, NM 87105 

The Tree Doctor Inc. 
P.O. Box 1340 

Hendersonville, NC 28793 
Pruett Tree Service 
550 SW Rosewood 

Lake Oswego, OR 97034 
Harrod's Tree Service 

P.O. Box 5511 
Fort Worth, TX 76108 

Tree Lawn Inc. 
3424 Doniphan Drive 

El Paso, TX 79922 
Liqui-Green Lawn & 

Tree Care 
9601 North Allen 
Peoria, IL 61615 

Utah Spray Sen/ice 
8574 S. 7th East 
Sandy, UT 84070 

Guardian Tree Experts 
12401 Parklawn Drive 
Rockville, MD 20852 
Trees of Hawaii Inc. 

(Distributor Representative) 
91-326 Kau hi Street 

Ewa Beach, HI 96706 
Tree Clinic 

P.O. Box 50179 
Austin, TX 78763 

Enfield Tree Service 
408 Park Road 

Elkhorn, NE 68022 
D.H.D. Systems Inc. 
2467 S. 170th Street 
New Berlin, Wl 53151 

Arbo Service Inc. 
25 Celtic Drive 

Dartmouth, Nova Scotia 
Can G9A 5L9 

sm^eirms 

J.J. Mauget 
Company 

Send this coupon or facsimile to your Mauget Distributor today! 
Save $10 on the registration fee for a 1988-89 Mauget seminar. 
Regular price $45. With pre-registration coupon, $35. 
0 Yes, I'm interested in saving $10 per person at a Mauget seminar. 

Send me the date, time and location of the meeting closest to me. 
Names. 

Firm. 

Address _ 

City State Zip. 

Phone ( ) 
Send this coupon or facsimile today. Mail to the Mauget distributor closest to you for $10 off the registration of a 
1988-89 Mauget seminar. Coupon only valid for names listed Attach additional names to pre-registration coupon 

LCoupon must be received by Mauget distributor 10 days prior to seminar Coupons received less than 10 days will not | 
be eligible for discount. Postmark determines eligibility tor pre-registration discount ^ L A I 
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NEWS IN BRIEF 

NYSTA POISED TO FIGHT 
NOTIFICATION REGULATIONS 

TWO CONTROVERSIAL ISSUES IN 
the state of New York may soon be 
reaching the federal courts. 

The New York State Turfgrass Associa-
tion, in conjunction with a number of 
other participating associations, is bracing 
itself for a legal skirmish against the 
state's Department of Environmental Con-
servation. The two key battle issues are: 
recently passed notification regulations 
and the overcollection of certification 
fees. 

Neither suit had been filed at the time 
this article went to press. 

When the DEC passed the notification 
regulations two months ago, it came at 
the expense of the state's LCOs who 
desperately tried to cooperate with state 
officials working on the notification rules. 

The final regulations do not, however, 
take many of the LCOs' requests into 
consideration, creating bitter acceptance 
among industry professionals. The regula-
tions do not go into effect until Jan. 1, 
but the NYSTA hopes to file some sort of 
legal action before the year's end, accor-
ding to Beth Seme, executive director of 
the NYSTA. 

Although the association's total defense 
has not yet been planned, a large part of 
its defense will center around the conten-
tion that the recently passed regulations 
are preempted by the Federal Insecticide, 

Fungicide and Rodenticide Act. 
FIFRA legislation states that it's illegal 

for anybody, including the state, to re-
quest anything viewed as pesticide label-
ing over and above what is required by 
the federal government. 

According to Jim Wilkinson, executive 
director of the Pesticide Public Policy 
Foundation, the court action will pro-
bably challenge the DEC's recently pass-
ed regulations as being an extension of 
labeling as covered by FIFRA. 

The Professional Lawn Care Associa-
tion of America and 3PF have decided to 
become plaintiffs in the matter as well. 

Seme added. 
Attorney Thomas West of 

Nixon, Hargrave, Devans 
& Doyle, Albany, N.Y., will 
represent the association in 
the matter, however, he was 
unavailable for comment. 

If West and the associations 
should be successful, the im-
pact could have wide-ranging 
impact in states with similar 
regulations. 

The NYSTA is also con-
sidering another lawsuit in 
state courts, contending the 
DEC didn't follow correct ad-
ministrative procedures when 
promulgating and passing the 
regulations. 

At the time of their passage, 
Seme said she was disappoint-

ed the DEC did not take scientific evi-
dence and research into consideration 
when passing its regulations. "We're 
trying to determine how best to get this 
information out. Now and in the future, 
we're going to be hampered by decisions 
not being based on scientific research." 

Although Seme could not reveal more 
of the association's legal plans, she said 
the notification battle would take priority 
over the overcollection of fees. 

The possibility of an overcollection of 
fees was first noticed last spring when a 
discrepancy between a New York State 
law and DEC regulation surfaced. Ac-

cording to Seme, certification 
fees are due upon recertifica-
tion, every six years in the 
state of New York. DEC reg-
ulations, however, require the 
fee to be collected annually. 

The overcollection of fees 
comes at the expense of all 
state commercial pesticide ap-
plicators, including turf and 
ornamental, structural pest 
control and aerial applicators. 
Seme said that 16,000 to 
17,000 certified applicators are 
included. 

The overcollection is said to 
exceed $1.5 million. 

The average fee per ap-
plicator is $15, however, ap-
plicators must pay $5 for each 
additional category in which 
they do business. 

The General Assembly of 
New York recently defeated 

FIFRA LEGISLATION PASSES THE SENATE 
THE SENATE HAS Ap-
proved an amendment that will 
require in the next nine years 
an updating of the data bases of 
more than 600 ingredients used 
in pesticides. 

The FIFRA amendment, 
which passed the House earlier 
this year, will require pesticide 
manufacturers to take on a por-
tion of the financial burden as-
sociated with disposing of pes-
ticides banned by the EPA. 

The amendment is a "core" 
version of earlier legislation 
which would have mandated 
verifiable training for all com-
mercial applicators of pesti-
cides, limited ground water con-

tamination and monitored pes-
ticide levels in food more close-
ly. These controversial issues 
have blocked FIFRA passage 
for some time. 

Instead of registration fees, 
maintenance fees for the re-
registration program will be ap-
plied to each of the estimated 
40,000 products under the pro-
gram. A fee of $425 would be 
charged for each pesticide pro-
duct , up to 50 products per com-
pany and $100 per product over 
50 and up to 200 products per 
company with a maximum of 
$35,000 for any one company 
in this category. 

A portion of the money rais-

ed from these fees each year will 
be used to expedite the process-
ing of end-use products that are 
identical or similar to currently 
registered products. No addi-
tional registration fees can be 
charged for nine years. 

When a pesticide is cancel-
ed, the EPA will no longer be 
responsible for paying pesticide 
registrants for the amount of 
pesticide they have on hand. 
Nonregistrants, including com-
mercial applicators, would con-
tinue to be indemnified. 

The bill will require pesticide 
registrants to share the cost of 
storage of canceled pesticides, 
and pay for disposal altogether. 
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Do you wish to receive (continue receiving) ALA/Maintenance monthly? D Y E S DNO 

AW\I\1\TK\\\< I. Signature Date 

• Payment Enclosed 
• 1 Year $25.00 

• Bill Me 
• 2 Years $35.00 • Canada 1 Year $29.00 • Foreign $82.00 

What is your primary Business/ 
Industry? (Please check only one) 
I CONTRACTOR or SERVICES: 

•Chemical Lawn Care Services 
• Landscape Contractors 

[Installation & Maintenance) 
•Mowing Maintenance 

Contractors 
•Ornamental Shrub & Tree 

Services 
•Other Contractor/Services 

(please describe) 

II IN-HOUSE LAWN CARE/ 
MAINTENANCE: 
• In-House Lawn Care/ 

Maintenance including: (Schools, 

Colleaes, Universities, Hospitals, 
Health Care Facilities, Government 
Grounds, Parks, Military, Condo. 
Complexes, Housing Developments, 
Private Estates, Commercial or In-
dustrial Parks) 

III DISTRIBUTOR/MANUFACTURER: 
• Dealers/Distributors 
• Manufacturer/Formulator 

IV OTHERS ALLIED TO THE FIELD: 
• Extension Agents, (Federal, 

State, County Regulatory Agencies) 
•Agronomist, Schools, Colleges, 

Universities, Library, Trade 
Associations 

•Others (please describe). 

What Best Describes your Title? 
(please check only one) 
•Owner, Pres., Vice Pres.. Corp-

orate Officer 
• Manager, Director, Supt. 

Foreman 
•Serviceman, Technician 
•Agronomist, Consultant, 

Specialist 
•Buyer, Purchasing Apent 
• Entomologist, Scientist, 

Researcher 
•Company/Library Copy only 
•Other (please specify) 

Name (Please Print) 
Title 
Company 
Address 
City State 
"Allow 4 to 6 weeks for delivery of first issue." 

Zip 
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a bill which would have given approx-
imately $1 million back to LCOs, Seme 
said. The vote was far from unanimous, 
leading Seme to believe that state legis-
lators recognize there is a problem. 

PENN STATE TURFGRASS 
SPECIALIST RETIRES 

John C. Harper, professor of agronomy 
and extension turfgrass specialist, retired 
June 30 after 30 years of service to the 
College of Agriculture at Penn State. 

He has been responsible for educational 
programs in turfgrass management and 
has worked with athletic fields, golf 
courses, lawns, roadsides, highway 
slopes, parks and cemeteries. Using com-
puters and careful chemical controls, 
Harper has helped his clientele develop 
effective turfgrass management systems. 

"Türfgrass management involves an 
understanding of agronomy, horticulture, 
plant pathology and entomology, and I've 
enjoyed working with specialists in these 
areas," Harper said. 

Harper has served on a number of 
faculty committees for the College in-
cluding chairman of the Turf State Plan 
of Work Committee for Penn State 
Cooperative Extension and a member of 

the Landscape Management-Water Quality 
and Ag Progress Days committees. 

In recognition for his educational pro-
grams related to turfgrass management 
and nutrition, Harper received a 
distinguished Service Award from the 
Golf Course Superintendents Association 
of America in 1978. He has spoken at 
more than 2,000 turf conferences in the 
United States, Canada and Mexico. In 
1972, he also received a distinguished ser-
vice award from the Pennsylvania Turf-
grass Council. 

Because of his efforts, nearly all super-
vised recreational areas are now routinely 
limed, a sharp contrast to the few 10 per-
cent which were limed in the mid-1950s. 

Among his other accomplishments are 
the initiation of a number of turf pro-
grams including one that has become the 
Eastern Pennsylvania Türf Conference 
and Trade Show. He has published more 
than 80 articles as well as the book, 
' !Athletic Fields, Specifications, Outline, 
Construction and Maintenance," which 
has had worldwide distribution. 

Before joining the College of 
Agriculture faculty in 1958, he served as 
a turfgrass research agronomist for the 
U.S. Department of Agriculture and a 
research agronomist for the Lawn Grass 
Development Corp. 

SNAPPER ENTERS 
SMITHSONIAN MUSEUM 

Snapper Power Equipment, has been 
honored by the Smithsonian Institution's 
National Museum of American History. 
The museum will display an early model 
"Snappin' Turtle" lawn mower built 
around 1950. 

Snapper's Chairman, A.A. Malizia, 
was also interviewed and his statements 
will be featured with the display so that 
100 years from now, visitors to the 
Smithsonian will hear how the Snappin' 
Turtle self-propelled, walk-behind mower 
helped change the lawns of America. 

The National Museum of American 
history is devoted to the exhibition, care 
and study of artifacts that reflect the ex-
perience of the American people. The 
museum is visited by more than 30,000 
people every day. 

PURCHASE DECISIONS OF 
LCOs STUDIED IN DOW SURVEY 

The percentage of broadleaf weeds con-
trolled is the single most important her-
bicide brand selection consideration, ac-
cording to LCOs surveyed recently by 
The Dow Chemical Co. 
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Practical Solutions has some good ideas that can help next 
spring be a little "greener." Our computerized lawn and tree 

care systems equip your company with a software 
management tool that will control costs and improve 

productivity. See a complete demonstration at the PLCAA 
Trade Show in New Orleans or the Ohio Turfgrass Conference 

in Cincinnati. 

You've heard 
we're the best! 

PRACTICAL 
SOLUTIONS, INC. 

500 WEST WILSON BRIDGE ROAD 
WORTHINGTON. OHIO 43085 

614/436-9066 
Complete systems, including both hardware and software, starting at $5995. 
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This factor accounted for 27 percent of 
the purchase decision for herbicides used 
in broadcast applications and 34 percent 
for chemicals used for spot treatments. 

About 100 LCOs responsible for selec-
ting chemicals and materials for their 
lawn care operations were surveyed. 
Eighty-six percent were from the Midwest 
and the remaining were from the North-
east. 

The spectrum of weeds controlled was 
their second most significant considera-
tion, accounting for about 18 percent of 
the decision for broadcast chemicals and 
nearly 20 percent for spot chemicals. In 

both instances, LCOs preferred herbicides 
which provide total control of both hard-
and easy-to-control weeds, to those only 
giving partial control. 

The participants indicated that a chemi-
cal's ability to reduce callbacks was their 
third most important factor in their pur-
chasing decision. This factor accounted 
for about 12 percent of their decision to 
buy broadcast and spot herbicides. In 
both cases, the LCOs preferred chemicals 
which reduce callbacks by at least 30 per-
cent. Their preference declined as the 
percentage of reduction in callbacks 
declined. 

ASPHALT 
HAIHTENAIKE... 
with profits 
you can brag aboutt 

Patent #3,858,761 

The PREDATOR 55« 
You're making money on lawn care. Why not make money on 
asphalt care? 
Extend your season and take home 80% profit. Easy to operate 
sealcoating machine uses water-based coal tar emulsion (not hot or 
sticky.) Immediate start-up using your present customer base and our 
factory training program. Perfect for home driveways, walkways and 
parking lots. Various machine sizes to suit your needs. Make money 
on asphalt c a r e . . . call or write today: 

(800) 543-5375 
Toll Free outside FL 

(813) 531-8944 
In FL, call collect 

MANUFACTURING CO. 
8050 Ulmerton Road < 

1988 J. O'Dell Mfg. Co. 
Largo, Florida 34641 

The survey by Dow also revealed that a 
chemical's ability to reduce cancellations 
was significantly important to LCOs. This 
factor accounted for 11 percent of their 
decisions for broadcast and 10 percent for 
spot chemicals. As with callbacks, the 
LCOs strongly preferred those herbicides 
which reduce cancellations by 30 percent 

Weed control important in reducing callbacks. 
Photo: Rick Lipman 

and their preference declined as the per-
cent of cancellations declined. 

The survey revealed that a chemical 
manufacturer offering business training to 
users had a significant advantage over 
those not offering support. 

Another important consideration was 
safety to off-target plants. This factor ac-
counted for 9 percent of selection deci-
sions for broadcast chemicals and 5 per-
cent for spot materials. 

According to the survey, chemical cost 
per acre was significantly less important 
than efficacy, sales support and safety. 
Cost accounted for 9 percent of the 
broadcast chemical decision and 4 per-
cent for spot herbicides. The results in-
dicated that LCOs will pay a higher price 
for herbicides which are more effective, 
better at reducing callbacks or cancella-
tions, safer and are manufactured by a 
company providing business training. 

MONTHLY PRODUCTION OF 
GRAZER MOWERS TO INCREASE 

Construction plans to expand the manu-
facturing facilities of the Grazer Division 
plant in Maple Hill, Kansas, have been 
started by the M & W Gear Co. M & W 
Gear recently acquired the Grazer com-
mercial line. 

The Grazer division came to M & W 
Gear as part of its acquisition of the 
Willsey-D Corp. The deal represented the 
first step by M & W Gear, a manufac-
turer of farm equipment since 1949, into 
the lawn maintenance industry. 

The Maple Hill-plant manufactures 
Grazer Zero Turning Radius grounds 
mowers. The new facility will increase 
the number of Grazer mowers produced 
each month by about 50 percent. 
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Construction is expected to be com-
pleted by December. Present manufactur-
ing will not be affected by the construc-
tion. 

SOUTHWEST LANDSCAPE FIRM 
COMPLETES MAJOR ACQUISITION 

PURSELL ATTAINS MC US 
CONTROLLED RELEASE VENTURE 

Maintain Inc., one of the largest commer-
cial landscape maintenance companies in 
the Southwest has acquired the Dallas-
based landscape company, Contract Land-
scaping Inc. 

The buy out included a volume of 
$250,000 in active business contracts. 

Maintain Inc./Landscape Design & 
Construction, founded in 1971, provides a 
full range of commercial landscape man-
agement services. Nationally recognized 
for its achievements in the industry, 
Maintain Inc. has 170 full-time and part-
time employees with offices in Dallas, 
Fort Worth and Houston. 

MILLIKEN OFFERS FREE 
PUBLICATION FOR LCOs 

A publication on "Maximizing the Effec-
tiveness of Fungicides," is being offered 
free to industry professionals by the 
Milliken Chemical Co. 

With the help of Houston Couch of 
Virginia Polytechnic, Milliken prepared 
the booklet which addresses the issues of 
nozzle selection, water usage, the effect 
of delayed application, the effect of rain-
fall/watering and accurate applications. 

For a copy of the booklet write: 
Milliken Chemical Co., P.O. Box 817, In-
man, S.C. 29349; 803/472-9041. 

KUBOTA PLANS FIRST 
US. MANUFACTURING PLANT 

Kubota Ltd., one of Japan's leading in-
dustrial manufacturers, will expand its 
United States operations with the con-
struction of a 70,000-square-foot manufac-
turing plant on 151 acres of land in 
Gainesville, Georgia. 

Kubota Manufacturing of America will 
initially employ 50 employees and 
manufacture loaders for Kubota tractors. 
Production at the Gainesville facility is 
expected to begin Jan. 1. 

Company officials have high expecta-
tions for its first American facility, plan-
ning to expand its production to include 
the manufacturing and assembly of other 
products developed specifically to meet 
the needs of the U.S. market. 

Initially, Kubota Manufacturing will 
distribute exclusively in the United States 
through Kubota Tractor Corp. As produc-
tion grows, the company plans to export 
its products worldwide. 

Pursell Industries' Parker Fertilizer Co. 
recently acquired the controlled release 
technologies which were under develop-
ment by the MCI AgSystems division of 
Melamine Chemicals Inc. 

"This acquisition will enhance the 
Pursell Industries mission of developing 
new technology in fertilizers and 
pesticides," said James Pursell, president. 
"Our future efforts in research and 
development will be to develop advanced 
fertilizer products and systems to meet 
our customers' needs." 

Joining the Pursell Industries team 
which is headed by David Pursell, vice 
president, will be John Detrick as 
manager of product-market development, 
who formerly was manager of MCI 
AgSystems. His responsibilities will in-
clude continuing with the experimental 
polymer coated urea, named RLCU for 
reactive layers coated urea. The term in-
dicates the unique patented reactive 
coating process. 

Detrick, who formed MCI AgSystems, 
said the new RLCU technology has the 
potential to be a significant advancement 
in coated controlled release technology 
for the needs of the turfgrass markets. 

i 4 Y Ü 
from 

Precision Tank & Equipment Co. 
for the 

Lawn Care Industry 

Precision, a leader in agricultural fertilizer application equipment 
for over 30 years — now brings the lawn care professional the 
NEW GN600. 

Just look at these impressive GN600 features: 
• 600 gal. stainless steel tank for 200,000 sq. ft. coverage. 
• One ton Ford truck with 6.9 liter IH diesel engine. 
• PTO driven 2-C-95 Myers Pump. 
• Stainless steel plumbing, sparge line and full sump. 
• American Nordic reel with 500 ft. of Vz" hose. 
• Industry-proven Chem-lawn Spray Gun with nozzles. 
Other models - the GN1000, GN1200 and GN1600 offer the 
same top-of-the-line components with larger chassis and 
payloads. All Precision systems are available for mounting on 
customer-owned chassis. 
NEW — a Portable Slide-in Skid Unit. 

HOME OFFICE 
P.O. BOX D 
VIRGINIA, IL 62691 
217/452-7228 

fgx) PRECISION 
\ S S E s T A N K A E Q U I P M E N T C O . 

ATHENS LOCATION 
R.R. 2 • BOX 42 

ATHENS, IL 62613 
217/636-7023 
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ASSOCIATION NEWS 

THE PROFESSIONAL GROUNDS 
Management Society recently released 
its revised Grounds Maintenance Esti-
mating Guidelines manual. 

This fifth edition has been expanded to 
28 pages. The manual's purpose is to pro-
vide a tool for the professional manager 
to use in starting or updating a cost esti-
mating program. Several worksheets are 
included which can be used when devel-
oping individualized estimates. Various 
calculations cover personnel, capital 
equipment, production standards, etc. The 
manual is free to all PGMS members and 
$12 for nonmembers. ($15 if billed.) 

In addition to the estimating guidelines 
manual, two other publications are avail-
able from PGMS. They are: Grounds 
Maintenance Management Guidelines, 
free to PGMS members and $12 for 
nonmembers, and Grounds Management 
Forms & Job Descriptions Guide, also 
free to PGMS members and $9 for non-
members ($12 if billed.) 

The initial response to the Professional 
Lawn Care Association of America's 
silent auction has been very good. 

The auction, to be conducted this 
month at PLCAA's Ninth Annual Con-
ference & Show in New Orleans, La., is 
being held to benefit the association's 
defense fund. The defense fund financial-
ly supports PLCAA's growing involve-
ment in regulatory issues and public rela-
tions efforts at all levels of government. 

According to Director of Education 
Barry Troutman, 28 companies have said 
they will participate in the silent auction 
with donated products and services 
representing a combined total of $25,000. 

Trade show attendees can bid for a par-

exhibiting company through a bid board 
found in each participating booth. The 
high bid buys the donated product at the 
end of the auction with the proceeds go-
ing to the defense fund. 

The California Landscape Contractors 
Association will be seeking more com-
mercial projects for its members with a 
newly developed print media advertise-
ment, "A Real Estate Investment is More 
than Steel & Glass." 

The ad tells commercial clients to 
"keep your corporate image in bloom by 
calling a CLCA member." It also advises 
clients to look for the CLCA emblem in 
the Yellow Pages under "Landscape Con-
tractors." 

The ad is the second in a series of two 
ads available to the association's chapters 
for placement in local publications. 

In other news, the CLCA recently re-
leased a new video on "Professional Sod 
Laying Techniques." The "how-to" video 
is intended as a training tool for new em-
ployees, and features step-by-step direc-
tions and on-site interviews with industry 
experts. Valuable tricks of the trade are 
provided which can be put to use in the 
field. 

The 20-minute video comes with an il-
lustrated reference guide plus group train-
ing materials. The cost is $85 postage-
paid. 

Richard Lehr, renowned attorney, will be 
the keynote speaker at the annual meeting 
of the National Arborist Association. 
He will address current public issues and 
their future impact on small business. 

The annual meeting is scheduled for 
Feb. 5-10 at the Buena Vista Palace Hotel 

Strategic planning, crisis management, 
profit enhancement, modern marketing 
techniques and new financial management 
methods are among the other topics to be 
covered. There will also be discussions 
on client communications, new equip-
ment, computers and regulatory com-
pliance. 

Although there is no trade show at the 
NAA meeting, a number of industry sup-
pliers will be on hand to meet with the 
owners and managers of commercial tree 
service firms from the United States and 
Canada. 

Recognizing the vital role landscape ir-
rigation contractors play in the irrigation 
industry, the Irrigation Association has 
developed several new programs speci-
fically for this segment of the industry. 

These programs include a special mem-
bership dues sale, additional educational 
short courses and the initiation of a land-
scape irrigation installers certification 
program. The goal of these programs is 
to introduce more contractors to the 
benefits the association has to offer, and 
to ensure that industry concerns are ad-
dressed when standards and codes affec-
ting irrigation contractors are considered. 

As a special incentive, IA is offering a 
substantial dues discount to new contrac-
tor members. For $100, contractors can 
join the association through 1989. This is 
an 80 percent discount off regular con-
tractor dues. 

Another project IA is developing for 
contractors is an irrigation installers cer-
tification program, which will help bring 
consistency to the area of installation 
regulations. 

Eventually it's expected that this pro-
be adopted in every state and 
help set practical guidelines 
that can be followed through-
out the country. 

The Iowa Nurserymen's 
Association is the newest 
association sponsor of the 
Mid-Am Horticultural Trade 
Show. INA joins the Illinois 
State Nurserymen's Associa-
tion, the Illinois Landscape 
Contractors Association, the 
Wisconsin Landscape Federa-
tion and the Indiana Associa-
tion of Nurserymen in spon-
soring Mid-Am '89, Jan. 
20-22 in Chicago. • 

ticular product or service offered by an in Lake Buena Vista, Fla. gram will 

FOR MORE INFORMATION CONTACT.. 
P G M S 
12 Galloway Ave., Suite IE 
Cockeysville, Md. 21030 
301/667-1833 

PLCAA 
1225 Johnson Ferry Road, 
N.E. Suite B-220 
Marietta, Ga. 30068 
404/977-5222 

CLCA 
2226 K St. 
Sacramento, Calif. 95816 
916/448-CLCA 

National Arborist 
Association 
P.O. Box 1094 
Amherst, N.H. 03031 
603/673-3311 

Irrigation Association 
1911 N. Fort Myer Dr., 
Suite 1009 
Arlington, Va. 22209 
703/524-1200 

Mid-Am Trade Show 
4300-L Lincoln Ave. 
Rolling Meadows, 111.60008 
312/359-8160 
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"Lebanon's products are ¿is diverse as the customers I serve. 
So no matter what type of product the job requires, 

Lebanon gives me all the options I need." 

O n the c a m p u s of the S A S Inst itute in Cary , N C . 

Whether you need the short-range 
feeding of an SCU blend or the long-term 

benefits of a homogeneous fertilizer, no 
other source has a wider selection of pre-

mium quali ty products than Lebanon. 
And, w i th Lebanon quality, you can enjoy 

one of the most efficient cost-per-thousand 
figures in the industry. 

For more information on our complete line 
of Professional Turf Products—granular or l iquid, 
straight or in control combinat ions —call our 
Greenline at 1-800-233-0628 or 717-273-1685. 

Lebanon 
TOTAL T U R F C A R E 

A division of Lebanon Chemical Corporation 
P.O. Box 180 • Lebanon, PA 17042 

Terry Baughman 
Turf Tech, Inc. 

Raleigh, NC 
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FOCUS ON: 
IRRIGATION 

NEW SPRINKLER REGULATIONS APPROVED 

Photo: LESCO Inc. 

A SPECIAL COMMITTEE OF IRRIGA-
tion industry experts successfully pushed 
through major revisions to the lawn 
sprinkler section of the National Standard 
Plumbing Code. 

The approval of the new sprinkler regu-
lations, published by the National Plumb-
ing, Heating and Cooling Contractors 
Association, brings a better understanding 
of what is and is not acceptable in the in-
stallation of sprinklers to potable systems. 

The committee had been formed to 
tame confusion over the interpretation 
of the sprinkler section, which pre-
viously was subject to wide interpreta-
tion, according to Mark Williams, direc-
tor of communications for the Irrigation 
Association. 

The association had been approached 
by several members who were concerned 
about the varied interpretation of the 
code. A committee was then organized to 
write a new version containing specifics. 

The committee prepared the revision in 
less than a month, and had it reviewed by 

the Foundation for Cross-
Connection Control and 
Hydraulic Research and the 
School of Engineering at the 
University of Southern 
California. It was then approv-
ed by the National Plumbing, 
Heating and Cooling Contrac-
tors Association without 
change. 

"It's (the approval) good for 
the group. It clearly states 
what's acceptable and what is 
not," Williams said. "It 
doesn't leave loose ends hang-
ing-

Plumbing contractors were 
the source of most of the problems ex-
perienced by industry contractors. 

"One would say one thing was accep-
table, then another would say something 
else was acceptable," Williams said. 
"They were subject to the whim of an in-
spector." 

As passed, the revised lawn sprinkler 
section of the national standard plumbing 
code includes information pertaining to 
backflow prevention devices, individual 
assembly and installation. 

According to the regulations, lawn 
sprinkler systems, when connected to a 
potable water system, should have instal-
led one of three things: a reduced pres-
sure principal backflow prevention assem-
bly, a pressure style vacuum breaker or 
an atmospheric vacuum breaker. 

A double check valve assembly should 
never be used on a lawn sprinkler system 
connected to a potable water supply, since 
it is designed only to protect against non-
health hazards. 

Specifications for individual assemblies 

WATER CONSERVATION CAPITOL ISSUE IN CALIFORNIA 
A NEW CONSERVATION 
program started in California is 
designed to save water used for 
irrigating urban landscapes and 
agriculture. The statewide pro-
gram is also expected to en-
courage residents to make more 
effective use of water. 

Although water conservation 
has been a serious concern of 
the state's for some time, the 

drought of 1988 was the im-
petus needed to make it a reality. 

To help launch the program, 
the Irrigation Association do-
nated water-efficient sprinklers 
for a portion of the state capitol's 
lawn. The system will conserve 
enough water in a year to fill a 
3,500-gallon tanker truck 20 
times, according to officials. 
The sprinklers will replace a 

40-year-old system currently 
located on one-third of an acre 
of the capitol lawn. 

The water saved by the new 
irrigation system will be enough 
to irrigate 2,000 tomato plants, 
or grow 14 citrus trees for one 
year, or wash 2,173 loads of 
laundry or produce 1,834 help-
ings of french fries, among other 
things. 

should include: the atmospheric vacuum 
breaker must be installed downstream of 
any shut-off valve and must be installed 
six inches above all downstream piping 
and sprinkler outlets to prevent the AVB 
from being subjected to back pressure. 
The AVB cannot be exposed to supply 
pressure more than 12 hours during any 
24-hour period. 

The pressure vacuum breaker should be 
used where continuous pressure is ex-
perienced. To ensure that back pressure 
cannot be experienced on the PVB, the 
unit must be installed 12 inches above the 
flood plain and should never be installed 
in a pit. 

An air gap or reduced pressure princi-
ple backflow prevention assembly is re-
quired in situations where the irrigation 
system on a premise includes cross-
connections between a consumer's water 
system and irrigation systems with 
pumps, injectors, pressurized tanks or 
vessels; or other facilities for injecting 
chemicals, such as fungicides, pesticides, 
soil conditioners or other toxic substances 
into the irrigation system, 

Any irrigation system that is con-
nected to an auxiliary water supply must 
be protected from the municipal supply 
by either an air gap or a reduced-pres-
sure principal backflow prevention as-
sembly. 

All wells should be protected in the 
same manner as the municipal system 
when pertaining to backflow prevention. 
The ground water must be protected from 
contamination because of the usage for 
potable systems. 

When and if any modifications are 
made to the system, a new inspection of 
the system is required to ensure the back-

flow prevention is adequate to 
protect the potable water 
supplies. 

According to the code, all 
backflow prevention 
assemblies are required to be 
maintained in a continuous 
state of good repair, and to be 
tested at least annually. 

The committee developing 
the plan included certified ir-
rigation designers and con-
sultants, system installation 
contractors, manufacturers and 
engineering faculty members 
from several universities 
around the country. • 
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INSURANCE PROGRAMS FOR 
CHEMICAL APPLICATORS 

AND LANDSCAPE 
CONTRACTORS 
Now Available in Most States 

General Liability Includes 

A. Pollution & Contamination 
B. Care Custody & Control 
C. Products & Complete Operations 
D. Fumigation 
E. Lawn & Ornamental 
F. Occurrence Form 
G.Landscape - Sprinkler Exposures 

Auto Fleet Liability 
Payment Plans 
Umbrella Up to $5 Million 

Call 1-800-826-9306 
Or Write 

NATIONAL INSURANCE CONSULTANTS, INC. 
P.O. Box 1353 

Orlando, Florida 32802-1353 
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New Triumph®from CIBA-GEIGY, provides, 
on average, over 90% grub control in just two to three 
days. And there are over 10 years of major university 
and CIBA-GEIGY trials to prove it. 

Triumph offers broad spectrum control of 
surface feeders like chinch bugs, sod webworms, 
army worms, chionodes, plus sub-surface mole 
crickets and annual bluegrass weevils. 

Application in late summer to fall can 
prevent turf insect damage by eliminating grubs 
when they're small, before they can damage roots. 
And if grub damage appears in spring and summer, 
application of Triumph quickly stops further 
damage. 

When your customers call you with a 
grub problem, they want results fast. And that's 

what they get with Triumph. And, because 
Triumph is restricted to lawn care applicators, 
your customers can only get it from you. 

CIBA-GEIGY 
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FOCUS ON: 
LANDSCAPE 

WATER CONSERVATION IN THE LANDSCAPE 
WATER SHORTAGES ARE BECOMING 
an annual event in many areas through-
out the country. As a result, landscapers 
have been forced to make a concerted ef-
fort to conserve water wherever and 
whenever possible. 

The following suggestions may be use-
ful to all landscapers. 

TURF. In addition to efficient turf irriga-
tion, a water conservation program in-
volves turfgrass selection, fertilization, 
mowing, cultivation and pest control. 
Water conservation involves proper turf-
grass management throughout the year, 
and begins with turfgrass selection. Sum-
mer water use rates of turfgrasses used in 
certain Southern landscapes range from 
one inch per week for bermudagrass to 
two inches per week for tall fescue. Re-
cent studies indicate tall fescue is follow-
ed by zoysiagrass and centipedegrass in 
water usage. Since one inch of water 
equals 600 gallons per 1,000 square feet, 
considerable water savings can be obtain-
ed through turfgrass selection. 

A variety of factors are important to 
remember in irrigation management for 
turf. Irrigate only when the turf shows 
signs of moisture stress such as a dull, 
bluish-green color. Irrigate at the most ef-
ficient time — between sunset and sun-
rise. This is the best time because there 

Photo. Mickey Jones 

is less evaporation, less wind and lower 
temperatures. 

Apply one inch of water which should 
soak most soils to a depth of six to eight 
inches. Calibrate the irrigation system by 
measuring the rate and uniformity of ap-
plication. Collect water in several open-
top containers of the same size placed in 
a grid pattern under the system. 

In addition to irrigation techniques, it's 
important to remember general turf man-
agement practices. 

Maintain proper soil fertility (P, K and 
pH) and avoid frequent nitrogen fertiliza-
tion, especially during the summer 
months on tall fescue. Raise the mowing 
height, and mow often enough so that no 
more than one-third of the leaf tissue is 
removed. This can increase turf survival 
and reduce water use. 

Maintain a sharp mower blade to re-
duce turfgrass water usage. Avoid the de-
velopment of excessive thatch which in-
creases shallow rooting. Use cultural 
practices such as soil coring, slicing and 
spiking to increase water penetration into 
the soil, increasing turfgrass rooting. 

Avoid pest problems, such as weeds, 
which compete for soil moisture or in-
sects and diseases, which injure turf-
grasses (especially roots), as well as 
pesticides which may damage the turf. 
Delay new turf installations until more 

suitable environmental condi-
tions occur if a water shortage 
is a problem. 

ORNAMENTALS. Mulches are 
one of the best ways to reduce 
water loss and conserve mois-
ture. Make certain beds have 
at least three to five inches of 
mulch in place. Fine-textured 
mulches, such as pine straw 
or pine bark mini-nuggets, are 
generally more effective than 
coarse mulches. On new in-
stallations, consider placing 
landscape fabric under the 
mulches to further reduce 
evaporative water loss. 

Plants vary in their water 
requirement. Some plants, 
such as crepe myrtle, cornuta 
holly, yaupon holly, ligustrum, 
glossy abelia, elaegnus and 
juniper have an inherent tol-
erance to drought conditions, 

and can survive several days or even 
weeks without supplemental water. Cer-
tain annual flowers, such as vinca, por-
tulaca and cosmos are drought tolerant 
substitutes for petunias, impatiens and 
caladiums which have a high water de-
mand. 

Daylilies, sedum and gaillardia are ex-
amples of drought tolerant perennials. But 
most annual and perennial flowers and 
many woody plants like azaleas, camel-
lias, rhododendron, dogwoods, redbud, 
magnolias and several varieties of bed-
ding plants are naturally shallow-rooted 
and prone to drought stress. Plants having 
high demand for water should be given 
priority when water becomes available. 

When you do water, remember a 
thorough soaking that saturates the soil to 
a depth of six to eight inches is much 
better for plants than shallow frequent 
watering. Three to five gallons of water 
applied per square yard under the canopy 
of trees or shrubs should thoroughly sat-
urate the root zone. When planting trees 
and shrubs, shape a water ring around the 
base of plants to help collect water and 
direct it to the roots. Research has deter-
mined that you don't need to water the 
entire root system. Twenty-five percent of 
the root system, when watered thorough-
ly, can absorb all the water a plant re-
quires at any given time. 

Avoid fertilizing drought-stressed 
plants. Fertilizers are chemical salts and 
will dehydrate roots when water is lack-
ing. Drought-stressed plants are also 
more susceptible to insect and disease 
pests. If you need to apply a pesticide, be 
certain the plant is not wilted, and spray 
during early morning or late evening 
hours when stress is less likely. Also 
avoid unnecessary pruning of plants dur-
ing drought. Pruning forces new growth 
which has a high demand for water. 

Many clients may be unaware of the 
water problem and its possible affect on 
the quality of services rendered. Once 
you prepare a water conservation plan, 
counsel your client to make him aware of 
your approach to the problem. Inform 
him of any services which might be 
modified from the original contract, and 
assure him that you're doing your best to 
cope with the situation without com-
promising the quality of service received. 
— University of Georgia Cooperative Ex-
tension Service. • 
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POP QUIZ 
1 . WHAT DO YOU CALL A TALL FESCUE 

THAT LOOKS LIKE BLUEGRASS? 
KENFESCUE 
BLUEGRASS 

TALLTUCKY 
GRASS 

BLUE FESCUE 

KENTUCKY HffSUifi K 3 1 
BLUEGRASS " - W ^ J J TALL FESCUE 

w 
tremely well under low maintenance conditions 
like minimum fertilization, watering and mowing. 

You may know about Mustang already, but it's 
well worth repeating: For bluegrass beauty and tall 
fescue practicality there's nothing like Mustang 
turf-type tall fescue. 

THAT'S RIGHT. Mustang turf-type 
tall fescue. Chances are, you already knew that, 
but did you know that professionals like you are 
choosing Mustang over K-31 and many other 
commercially available varieties? 

You'll admire Mustang's beautiful bluegrass-
like qualities; the finer leaf texture, rich dark green 
color and dense uniform turf. 

Even more you'll appreciate Mustang's 
toughness and practicality. Its heat and drought 
tolerance, winter hardiness, and ability to endure 

SEVEN WEEKS NO RAINFALL. Mustang performs ex-

Pickseed also produces 

I , 
and 

t j J H * « 
I b S R P 

' PERENNIAL RYEGRASS K e n t u c k y B l u e g r a s s 

and other fine turf grasses available 
nationwide from quality seed suppliers. 

Produced by: 

r 
PICKSEED WEST Inc. 
P.O. Box 888* Tangent, Oregon 97389 

(503) 926-8886 
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COVER STORY 

Full Service Lawn Care: 
The Shape of Things to Come 

Talking with Jerry Faulring would lead one to believe that the 
lawn maintenance industry was just now getting off the ground. 

He's excited, challenged, hard-working and dedicated to taking that 
next step in the growth of his beloved industry. 

Almost like an Olympic sprinter waiting for the race to begin, Faulr-
ing captures the thrill of a business challenge and runs with it. 

With the self-assured knowledge of a heretofore successful busi-
nessman, Faulring has long since sensed the subtle hints of change 
and diversification in the lawn maintenance industry. Yet, he keeps 
that wisdom safely tucked away, waiting for his moment to seize the 
initiative. He is ideally poised to shape his company for the maturation 
stage of the lawn maintenance field. 

A pioneer in this industry, Faulring knows what it's like to start 
a lawn care company with no real role model. In fact, that's when 
he's at his best, initiating and seeing projects through those critical 
first steps. He did it first with Hydro Lawn, his company based in 
Gaithersburg, Md., and then with the Professional Lawn Care Associa-
tion of America and the Pesticide Public Policy Foundation. 

He's an admitted self-starter. "It was a lot of pressure, but it was 
a lot of fun in that it was like creating a new business. It was the thrill 
of starting something." 

Who could be a more appropriate choice than Faulring to discuss 
the lawn maintenance industry's move toward diversification? Faul-
ring, who has been in charge of his own company since 1973, is current-
ly overseeing the firm's move from a traditional lawn care company 
toward a new focus on full-service lawn care. 

Although he talks about the early days with fondness, he speaks 
excitedly about the challenging future of the industry. 

When the market began leveling off in the early 1980s, Faulring 
decided to slow things down. "We took a step back 
and caught our breath to find out what was going on," 
he said. "Now this year, we've gone back to a fairly 
aggressive growth posture and have grown quite a bit. 
The reason we really experienced the growth, and what 
we've now gone back to, is operating full service 
programs. 

"The problem you get into with full service pro-
grams is you have to go out and do some pretty labor-
intensive activities — seeding and aeration for exam-
ple. You've only got a small window to do that and 
it's tough to gear up an employee force, equipment and 
all the resources required for that and still keep up with 
your other work." 

The frequency of performing these services then plays 
a heavy role in deciding whether to diversify a business. 

The industry is almost working in reverse of its hey-
day — now the customers are telling the professionals 
what they want rather than the industry telling the 
customers what they need. 

"Sales are coming out of the woodwork and we're 
convinced that it has to do with the fact that we've gone 
back to offering people what they really want," he said. 
"We've really gone this full circle, and it took us 16 

M j p ^ * * * 
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years to travel on it, but we've gotten back to it. We're convinced that 
the future in the industry is going to expand on these multiple service 
type approaches and not just have one basic program." 

In an industry where first-time customers are falling by the way-
side, offering additional services is quickly becoming the best way 
to increase revenues. 

Changes in the industry have already resulted in three key identi-
ties: lawn care companies, those who offer chemical lawn care ser-
vices; mowing/maintenance companies, those who have crossed over 
into the chemical and control end of the spectrum; and landscape 
maintenance professionals who more or less run the gamut. 

In the following one-on-one interview, Jerry Faulring shares his 
perception of the future direction of the lawn and landscape maintenance 
industry. 

Q: What is the most dramatic change you've seen in the lawn 
maintenance industry in the past few years? 

A : In terms of operating strategies, I guess the first thing that I 
observe is that the industry has gone back to its roots and spun full 
circle. In other words, when we first got into business and the industry, 
we professionally applied lawn care-type services — chemical lawn 
care, seeding, aeration and all the mechanical aspects of lawn care. 
And we got along quite well. That was the way they began back in 
the 1960s, and that was the foundation of our operating strategy. 

In 1973, our main competition was what we called the automated 
services. There were a few other local landscapers that were provid-
ing some lawn care, but that was about it. 

By 1975 we built a nice little business that was growing, and then 
we discovered there was something in this world called ChemLawn. 
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Prior to that, there was no trade 
magazine associated with lawn 
care, so we were sort of isolated 
from what was really happening 
out in the Midwest. I didn't even 
know about it, to be honest with 
you. I didn't know that Chem-
Lawn was becoming such a fast-
growing, expanding business. In 
any event, it was probably in 1974 
that we read about them or pick-
ed up on them at a trade show or 
something. 

At that point, we were operat-
ing our company under the name 
Professional 1\irf Corp., and it 
was a fairly high-priced, all 
inclusive-type program. We 
thought we better not change 
that because we didn't know for 
sure ChemLawn would be suc-
cessful . So at that point we decid-
ed to start another company call-
ed Hydro Lawn. It started un-
believably well, in part, because 
Chemlawn was here and they 
were advertising very heavily 
and attracting interest for our 
industry. 

We went out with Hydro Lawn 

to compete against ChemLawn, 
but we couldn't give up on this 
seeding thing. We thought that 
you had to have seeding as an op-
tion. We continued to offer seed-
ing, but within a couple of years 
we fell into the ChemLawn trap 
and said let's give up seeding. 

We never tried to be price 
competitive. We always wanted 
to be a little higher priced than 
they were. So in the late 1970s 
through the early 1980s, expan-
sion was incredible, we couldn't 
stop growth. We were expanding 
into new branches: New York, 
Pennsylvania, Virginia and Mary-
land. 

In 1986, things started to slow 
down — 1985 was the last real big 
growth year we experienced. 
There are other companies that 
continued the trend longer. 

Q l How would you describe 
the industry in the 1970s com-
pared to what you 're seeing to-
day? 

A I Well, what you had were 

companies like we were — 
specialists in chemical lawn care. 
And on the other side were the 
mowing maintenance guys. They 
were more likely to do some 
chemical care than we were to do 
mowing. They were the cross-
over people. I think what every-
body is starting to identify as the 
trend is that those two businesses 
are starting to look for some sort 
of a merge. I think we're at the 
beginning of it — it's definitely 
coming. 

I think you'll find more and 
more lawn care companies pro-
viding mowing services and some 
mowing companies providing 
chemical care. I think that's where 
it will go. I doubt, however, there 
will ever be an end to the chemical 
lawn care industry as we know 
it today. There's always going to 
be this major section of business 
that provides strictly chemical 
care to those consumers that want 
only chemical care. I think what 
you'll find is an increasing busi-
ness activity that meiges chemical 
lawn maintenance into a single 

service offering. It will probably 
include full service: mowing, 
chemical care, seeding, aeration, 
landscape maintenance, that sort 
of thing. It's going on right now, 
primarily by the small landscape 
companies. 

I think you'll also find that a 
combined services company is 
not going to be a big national firm; 
it's going to be a group of regional 
firms of fairly good size. There's 
a lot more labor intensity to those 
services. You can't have a mow-
ing customer and not mow every 
week. You can have a chemical 
care customer and get off sched-
ule by a week or two and nobody 
really notices. But the control fac-
tor that is mandated by those land-
scape maintenance services re-
quires somebody with an ex-
tremely high level of interest in 
the success of that business—run-
ning it every day at the local 
level. If somebody tried to do 
this on a big-time regional ba-
sis, they'll need an interesting 
mechanism for motivating the 

(continued on page 30) 

VIEWING THE INDUSTRY THROUGH THE EYES OF HYDRO LAWN 
1972 - BILL QUAY AND JERRY 
Faulring were aware that the professional 
lawn care industry had excellent future 
potential in the Washington, D.C., mar-
ket area, and decided to start a lawn care 
business. In October of 1972 ProTurf Inc. 
was granted a charter. 

1973 — ProTurf acquired about $20,000 
worth of chemical lawn care accounts. 
ProTurf applied dry fertilizers, performed 
mechanical seeding and aeration services 
and applied pesticides. 

The company name was later changed 
to Professional Turf Corp. The first year 
ended with about 150 customers. 

1974 — Professional Turf decided to de-
velop a nine-treatment program for cool 
season grasses and a five-treatment pro-
gram for warm season grasses. 

Professional Turf established itself as a 
liquid lawn care operation in 1974. The 
year ended with about 250 accounts. 

1975 — Faulring and Quay began devel-
oping ideas on how to compete with 
ChemLawn's high-volume, low-price 
strategy. They decided to keep Profes-
sional Turf intact and develop Hydro 
Lawn to compete with ChemLawn. 

Within six weeks, Hydro Lawn ac-
quired 344 new accounts. The year ended 

Hydro 
lawn 

with a combined work load of about 700 
accounts and the company's first profit. 

1976 — Following its first-year success, 
company management decided the Hydro 
Lawn division could triple its capacity in 
the spring of 1976. 

Against all odds, total sales for the year 
increased about 250 percent over the pre-
vious year. Combined Professional Turf 
and Hydro Lawn operations ended 1976 
with about 3,000 accounts. 

1977 — Combined operations for 1977 
yielded 6,000 accounts for both divisions. 

1978- A new branch operation was 
opened in Springfield, Va., to serve the 
center of the market area. 

At the end of 1978, Professional Turf 
and Hydro Lawn merged, and the com-
pany stopped offering services under the 
Professional Turf name. 

The year ended with about 9,000 ac-
counts from the combined operations. 

1979 — In addition to the regular lawn 
care program, the tree and shrub care di-
vision was established for the spring of 
1979 which included two production units. 

1980 — A third branch for the Wash-
ington market area was opened to serve 
the Prince Georges County market. A 
fourth branch was later opened in Colum-
bia, Md. 

The overseeding program was com-
pletely dropped. 

1981- A highly profitable year for the 
tree and shrub care division, its first prof-
itable year. 

1982 — Plans were set to open a seventh 
branch in Allentown, Pa. 

1983-1987— The industry had made 
its mark by now, and fewer and fewer 
"nonusers" of lawn services were avail-
able. 

1987 — Quay resigned from the com-
pany to try another start-up business. 
New York operations were consolidated 
into a separate entity — Hydro Lawn of 
New York Inc. 
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2. Roundup 

Quality Turf Products Green-Up Your Bottom Line 
Lawn renovation can be a profitable addition to an LCO's 
services, but like other programs, satisfied customers are 
the key to continued success. Along with professional tech-
nicians, proper equipment and timely service, the grass 
seed used make the long lasting impression that creates 
referrals. And Turf-Seed, Inc. has the premium quality seed 
for your program . . . in your region. Ask for these products 
by variety name . . . because it's really your name that's on 
the line. 

Northern Turf 
Renovation 
Perennial Ryegrasses 
Citation II • Birdie II • 
Omega II • Manhattan II • 
CBS II Blend • 246 • 2DD 
2HH 'Charger5 

Kentucky Bluegrass 
Midnight • Challenger • 
Columbia • Galaxy Blend 

Southern Turf 
Renovation 
Tall Fescues 
Olympic • Apache • Monarch« 
Silverado • Eldorado • 
Murietta • Triathalawn Blend 
Perennial Ryegrasses 
Citation II • Birdie II • 
Omega II • Manhattan II • 
CBS II Blend • 246 • 2DD • 
2HH 'Charger5 

TURF-SEED, INC. 

PO Box 250, Hubbard, OR 97032 
FAX 503-981-5626 TWX 510-590-0957 

1-800-247-6910 
Circle 58 on reader service card 27 

Home lawn two months after overseeding with Turf-Seed 
ryegrass and bluegrass products. 
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Full Service Lawn Care 
(continued from page 26) 

local manager. 

Q: How did the lawn main-
tenance industry get from its ear-
ly stages to its current operating 
status? 

A : I think it's different in every 
region of the country. I think as 
a company, we really started pay-
ing closer attention to changes 
in the mid-1980s. However, I have 
friends on the West Coast who 
are in this business, but it con-
stantly looks like they're five to 
10 years behind us. The market 
is evolving, but they don't have 
the competitors we have. I always 
feel like I'm revisiting 10 years 
ago when talking with them. 

So, it changes in each mar-
ket area. I'd say that the evolu-
tion has been recent. The market 
demand for a basic service is 
starting to slow down, so we sit 
back and figure out what we can 
do to keep our revenue growing 
and customers coming back. We 
weren't always very good 
listeners, but I don't think we 
were idiots either, because we've 
gone through a typical evolution 
of any other industry. 

I like to compare it to the evo-
lution of the television. First it 
was black-and-white, then co-
lor, but now we've got remote 
control , stereo and VCR's. 
Where's it going to end? Lawn 
care is following that same track. 
We just keep evolving and find-
ing out what the consumer wants. 
And as technology permits, we 
offer them better things. 

Q l How does the consumer's 
perception of pricing affect the 
type of service offered? 

A : Certainly there's some 
demographic segmentation bas-
ed upon income and where-
withal. However, I believe that 
people have dealt themselves 
into buying categories that re-
sult in lifelong buying habits. 

There are people who will buy, 
regardless of their financial 
wherewithal, the least expensive 
car that gets the job done. 
Somebody else will walk into 
that same showroom and re-
gardless of his ability to pay, buy 
the most expensive car available. 
Then there's the middle-of-the-
roaders who are pleased with 

not having the best, but don't want 
to have the perception around 
town that they're driving the 
cheapest car. 

People put themselves in 
those categories. We go out and 
make a presentation offering 
three different levels of service; 
it's sort of interesting because 
our first level is priced almost 
at the second level. But people 
still buy the first level because 
they say to themselves, 'All I want 
is the basic, and that's all I want. 
Maybe I'm not getting as much 
value in that program as I would 
in level two, but that's what I want.' 

Then you have the next group, 
which really is the majority, that 
says, 'I want a little upscale, but 
I don't want the cheapest. I don't 
want the best, I want good value 
for my dollar.' And then you've 
got this other group out there that 
says, 'Don't even tell me about 
price, just give me the best you've 
got. We'll get down to the details 
later. Give me the works.' That 
represents a good chunk of the 
people. About 26 percent of our 
new customers in 1988 bought that 
upscale service and paid a lot of 
money for it. We keep raising the 
price, and they still keep buy-
ing it. 

Q l Do you think that's an ac-
curate perception of consumers 
across the country? 

A : I think so. As a company we 
operate in four states. We notice 
very clearly that as we go North 
our full service program is less 
attractive. I think it's because 
the relative ease of having a qual-
ity lawn changes. It's easier to 
grow grass in New York state than 
it is in Washington. 

It also has a lot to do with the 
salesperson. We've got represen-
tatives who sell the top-line pro-
grams 90 percent of the time, and 
we've got others who sell it only 
10 percent of the time. It's a train-
ing issue. It has a lot to do with 
the ability to listen, and finding 
out what the customer really 
wants. We could be feeding a basic 
program down their throat, but 
we didn't show them there is good 
value in this other program for 
a little bit more money. 

Q l Is maintaining the custo-
mer base a more important issue 
for lawn maintenance profes-
sionals than gaining new cust-
omers at this point? 

A : As I see it, we've finally got-
ten out of the order taking phase 
in the industry. We're now in a 
situation where we really have to 
work hard. We have to go out and 
sell, and we have implemented 
selling programs and operating 
strategies. 

Before, we didn't have to sell. 
Literally, you could go out, run 
25 to 30 leads a day, come home 
and 20 would have already called 
and said go ahead with the ser-
vice. The other 10 you didn't even 
worry about because they would 
call within the next few days. 
We used to sell 90 percent to 95 
percent of all the leads we'd run 
without any follow-up work. 

Now, if we can sell 50 percent, 
we're really excited — and we're 
working hard to get those 50 per-
cent. There's just too many other 
competitors in the marketplace. 
And the leading buyers, those 
people that went out and bought 
the first PC's, movie cameras and 
all that, are all used up. We've sold 
all of them. So now we're going 
to that next level of people who 
are a little more reluctant, a little 
more cautious. They don't jump 
into a fad or anything. 

I think it's good and it's more 
fun this way. It's a little more 
challenging. We have to get more 
creative in terms of our advertis-
ing and our marketing strategies. 
It mandates improved training 
programs, better hiring, better 
staff. And at the same time, we're 
in this economic cycle that is really 
rough. 

Q l Do you think the industry is 
recognized as more professional 
now than it was in its early days ? 

A J Yes. It's been forced upon us 
to a certain extent. The increased 
regulatory pressure — maybe 
more importantly, the threat of in-
creased regulatory pressure—has 
caused a lot of companies to 
think differently about things, and 
how they approach training, hir-
ing and delivery of services to the 
user. 

It's a typical business cycle 
that all industries go through. You 
start out with a new service and 
everybody is knocking down the 
doors to buy it. You've finally 
penetrated the market to a level 
in which all first-time buyers 
are already users, and now, to get 
new customers you have to look 
at existing users and try to attract 
them to your company. 

The companies that want to 
continue to grow and be suc-
cessful have to look at different 
ways of running their businesses. 
That's where this industry is right 
now. It's in a maturing stage. I 
think it's absolutely typical of any 
other industry which has grown 
and attracted public and govern-
ment attention. It has become 
something of a significant part of 
our total economy. 

Q l You were instrumental in 
starting the Professional Lawn 
Care Association of America. 
What was the logic behind 
PLCAA's establishment? 

A : I think there were probably 
two major reasons why we felt we 
needed an association: the con-
cern for regulation we saw com-
ing and because the industry was 
growing by leaps and bounds. 

Some of the pesticide regula-
tion was starting to evolve even 
at that point, but we really didn't 
have the impact of regulatory 
trade or pesticide review for about 
two or three years after that. 

It was quite a substantial in-
dustry at that point, however, we 
were not recognized as an in-
dustry. We'd go to trade shows and 
the educational sessions would be 
primarily focused toward golf 
course superintendents or right-
of-way maintenance workers — 
but nothing on lawn care. 

We said if we want to become 
educated, become a real group of 
businessmen who share ideas and 
communicate with each other, we 
have to have some entity that 
stands for lawn care. With 
PLCAA, we have a vehicle 
now that becomes a voice in balan-
cing any negative debate and pro-
vides training aids and tools for 
our companies. I think those are 
the primary motivations. There 
was no ego trip for anybody, it 
was damn hard work. 

Q: Can you describe briefly 
about how the chemical lawn 
care industry was perceived by the 
public in the 1970s, as compared 
to current public preception? 

A : When we first got going it 
was a non-issue. The high-vol-
ume, low cost service is what 
made it available to the masses. 
The public awareness wasn't 
there, the visibility factor wasn't 
there. Today you can drive into 

(continued on page 32) 
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INTRODUCING OUR HEAVY-DUTY AND 
MID-DUTY COMMERCIAL MOWERS 

HEAVY-DUTY. 
Heavy Duty commercial mow-
ers feature 32," 36" and 48" 
cutting decks, with engines avail-
able on various models from 8,12, 
12.5 HP to 14 HP Four forward 
speeds and six cutting heights 
allow you to adjust to varying condi-
tions. The 4 gallon fuel tank is a real 
time saver Pneumatic tires are also 
standard. Options include a riding 
sulky and a 3 bushel catcher. 

MID-DUTY. Mid-Duty commercial 
mowers use the 30" or 41" mowing decks 

and feature light touch steering. An l/C 
8 or 12 HP engine is standard on the 
30," with a 12 HP engine only on the 

41." All models feature single lever 
cutting height adjustments, 5 for-

ward speeds for ease of mow-
ing and transporting, handles 

that adjust to 3 height posi-
tions, and no-tools blade 

belt adjustment. 

Snapper Power Equipment, 
McDonough, GA 30253 

Manufacturers of quality 
Lawn and Turf Equipment. 

A division of 
Fuqua Industries. 

Mid-Duty 

48" 
Heavy 
Duty 

Snapper also offers 21 " walk mowers, 
riders, tractors, trimmers, pluggers, power 

rakes and snowthrowers especially de-
signed for commercial use. 
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Full Service Lawn Care 
(continued from page 30) 

any neighborhood and see two or 
three lawn care trucks. Back in 
the 1970s you didn't see that. We 
had about 1,000 customers scat-
tered throughout the whole 
metropolitan area. It's just a 
visibility issue that has put a lot 
of pressure on us. 

Q l And the negative public 
perception arose out of visibility? 

A : Well the way I see it, there's 
a certain segment of the pop-
ulation out there, that if it weren't 
fighting pesticides, it would be 
something else: cleaner air, 
cleaner water, etc. 

I think the whole circumstance 
whereby pesticides are being 
scrutinized so heavily is probably 
appropriate. I believe that we 
work as an industry and as a 
pesticide-user industry, not just 
lawn care. Overall, as an industry, 
we were probably somewhat 
careless and somewhat reckless 
with our use habits. It wasn't that 
we were blatantly negligent, we 

just didn't know. I suspect we 
became educated for our benefit 
and for society's benefit as a re-
sult of this review. 

Clearly, our pesticide usage is 
way down. Putting insecticide 
down three to four times a year 
on every lawn was too much. To-
day, if we blanket a lot of pesti-
cides on these lawns once a year, 
it's a big deal. 

I think we all benefit from this 
review. The industry has an ob-
ligation to provide some balance 
to that debate to ensure we repre-
sent society as the silent majori-
ty. Somebody has to take the posi-
tion that we need pesticides, that 
we need to have these products 
available for our health and safe-
ty. So we provide that balance to 
the debate, and we win some and 
we lose some. 

Q: Overall, how has the increas-
ed publicity affected the industry? 
Is it stronger as a result? 

A : It's been positive. There will 
be occasional negative, irrational 
regulatory screen. In most cases 
when this happens, we've caught 

it and turned it around making it 
more rational. Maybe not perfect, 
but more rational. I think in the 
long run, the industry has been 
more responsive and has volun-
tarily done so many things that 
go unnoticed. We voluntarily 
reduced our use of pesticides. Just 
because we know the less we use 
the better our defense is. Par-
ticularly, if we can make some 
sort of comparative analysis 
with prior years; we've made pro-
gress is our argument. Clearly the 
concern with employee safety and 
long-term health has got to be at 
the forefront of the discussion, 
and that concern has become a 
real part of our lives. 

The industry has united more 
as a result of this problem. We've 
seen competitors that were at 
each other's throats become 
pals in this environment because 
they know they've both got 
everything to lose if they don't get 
together and work at it. There's 
no question the industry has ben-
efited from all this. 

Q* How would you describe 
full service, and when will Hydro 

Lawn become a full service com-
pany? 

A : We have looked very hard at 
the full service maintenance con-
cept, which includes mowing, 
mulching, edging and all that. We 
will go there at some point in the 
future. We're not quite ready to 
do it yet, for a variety of reasons. 
We're really afraid to try and ex-
pand our service lines right now 
with this concern over employ-
ment. 

The unemployment rate in 
the metropolitan D.C. area is 2.5 
percent, so we're fully employed. 
Anybody that you'd want to hire 
right now is not unemployed. 

I think Hydro Lawn will make 
the jump by the early 1990s. I 
think you'll find more companies 
offering full service then. We have 
put a lot of time and energy into 
studying that. We're just not ready 
to jump into it. 

We've dabbled a little bit under 
the name Supreme Landscapes 
Inc., providing some landscape 
maintenance services. We offered 
it to some of our existing custo-

(continued on page 34) 

satility 
Hahn Verti-Cut® Supreme*' 

will do it all.. •Remove thatch buildup, cut 
horizontal runners or prepare a surface seed bed. Heavy-

duty spring steel blades combined with infinite height 
adjustment give the VCS-1 the versatility demanded 

by turf-care professionals. 
Add the optional VS-1 Seeder Attachment, 

prepare the soil surface and apply seed all 
in one operation. For more information 

and a brochure about this new quality 
Hahn product write or call 

1625 N. Garvin St. 
Evansville, IN 47711 
1-800-457-HAHN 
In Indiana call collect, 
812-428-2020 
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hy our post should be 
part of your pre plan 
for crabgrass. 

ACCLAIM makes your pre work better. 
Because weather can affect the performance of 

preemergence herbicides, many lawn care 
professionals have resorted to making two pre 

applications. But now, Acclaim® 1EC Herbicide provides a new approach. 
By tank mixing Acclaim with your late pre applications, you can skip the early 

pre treatment. An Acclaim/pre tank mix provides low-rate postemergence 
^control of emerged crabgrass and insures that the pre will be at full strength 

later into the season, minimizing the need for later rescue treatments. 
ACCLAIM works better on reseeded lawns. After a season of 

^ drought, you don't want a herbicide to interfere with 
established M-seeded turf. That's the beauty of Acclaim. 

You can delay or eliminate your pre on newly 
established turf and confidently plan on crabgrass 
control with Acclaim. Acclaim even allows you to 

overseed almost immediately before ^ 
or after application. So even as 
crabgrass is dying, you're replacing it with lush, beautiful turf. [ ACCLAIM for total flexibility. Acclaim gives you new confidence 

against crabgrass, both early and late. As a rescue, Acclaim provides 
control you can count on without turf damage. By treating borders and 

sidewalk areas early, you' 11 control crabgrass before your customers ever see it. 
And Acclaim can be used near ornamentals without damage. 
The money-savins ACCLAIM program. 

Thke advantage of the special offer for lawn 
care professionals: Buy 3 gallons of 
Acclaim before March 31,1989 

and get 1 gallon free. 

Read and follow label directions. Acclaim is a registered 
trademark ofHoechst Celanese Corporation The name and 

logo HOECHST are registered trademarks of Hoechst AG. 
The name and togoROUSSEL are registered trademarks of 

RousselUdafS A 

Hoechst E 
Roussel A 
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Full Service Lawn Care 
(continued from page 32) 

mers and it was pretty well 
received. 

We concluded that we weren't 
ready organizationally to go into 
it full-scale. We also concluded 
that that's not what we wanted to 
do with that business. We didn't 
just want to be a lawn maintenance 
company. We wanted to do 
something better. That's when we 
tried to figure out how we could 
bring some of the efficiencies and 
operating strategies we've learn-
ed from chemical lawn care to that 
sort of a business. 

In 1987 we put about $12,000 
into market research trying to 
determine basic market demand 
for various levels of service 
beyond just chemical care. We 
studied the issues, tried to deter-
mine market demand and their 
willingness to pay. And we got 
the answers. 

I know of one large company 
that did a similar research pro-
ject. But I didn't become aware 
of it until we did ours. Without 
revealing their exact results, they 

gave us some similar conclusions. 
We did a multi-market study. At 
that point, we figured approxi-
mately what consumers were wil-
ling to spend. We figured out 
market demand by various levels 
of service offered. We have a high 
degree of accurate projections. 

I see us as a full-service com-
pany in a sense. I think that most 
people, when they think full-
service, bring in mowing, groom-
ing, etc. I suppose somebody has 
to develop a term here— full ser-
vice lawn care vs. full service 
landscape maintenance. 

Q* Were the results suprising? 

A : Yes. The key, though, is to 
figure out — and this is what I'm 
not going to share — how to price 
it and what exactly the customer 
wants and which markets to ap-
proach. It's not as obvious as it 
may seem. 

Q* How does PLCAA need 
to change to effectively repre-
sent the industry's needs? 

A : PLCAA is going through 

an evolution. There's been a lot 
of discussion with regard to 
whether the association should 
become more attractive to the 
lawn maintenance-type com-
panies. 

There has been somewhat of a 
split in the association with regard 
tothatquestion. The membership 
is showing an increase in 
maintenance firms, companies 
who also have an interest in 
chemical lawn care. So I think 
what will finally evolve is that 
PLCAA will start to develop more 
program services. The trade show 
will have a little more slant tow-
ard the modern maintenance ac-
tivity. 

I don't think it will come as an 
overnight transition, it will just 
sort of evolve. 

Q \ What goals do you have for 
your company in the next three 
to five years? 

A : Well, I think I'd like to see 
us improve on our ability to put 
out these full service programs. 
I think we're doing a good job at 
it, but we always have opportuni-

ties to improve. 
I think we need to make sure 

we're hearing our customers and 
understanding what their ex-
pectations are. Our expectations 
will become more of increasing 
the revenue from each customer 
by adding value added services. 
As we add more value to the pro-
grams and increase our prices as 
a result of that, our revenues will 
continue to grow. 

Q i Where do you see the in-
dustry 10 years from now? 

A I I think the way it's going to 
wind up is we're going to have a 
couple of large, major, national 
companies: ChemLawn, True-
green, I don't know. There'll be 
a group of regional companies 
like Hydro Lawn. There'll be a 
number of small companies. I 
think there'll always be a large 
group of small companies out 
there. There's a really neat op-
portunity for them. — Cindy 
Code • 

The author is Editor of ALA/ 
Maintenance magazine. 

No More, 
• throwing away partial tanks of expensive chemicals 
• lost time in cleaning tanks and remixing 
• spillage 

With the "BCS" from Trebor you can, 
• send out chemicals exactly pre-mixed at the plant 
• change from one chemical to another quickly and easily — just 

change bottles 
• get renowned Birchmeier quality! 

TREBOR CORPORATION 
4045-A Jonesboro Road • Forest Park, GA 30050 

404/366-0957 • Telex 759-353 • (Outside Georgia) 1-800-331-1449 

ROUTE 
ACCOUNTING 

SYSTEMS 
No Smoke... 

Just Solutions! 
CALL: 

901-382-8713 
The Systems Co., Inc. 
2874 Shelby St., Suite 100 

Memphis, TN 38134 
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Exciting News for Turf Care Professionals! 
•P ""**• * ' . , TM O 

fl 

EV-N-SPRED FEATURES* 
BUILT TOUGH! 
Strong 1" tubular stainlessstee^^ 
frame. Stainless steel axle 
mounted in four large serviceable 
ball bearings. 
BIG CAPACITY! 
3000 cubic inch hopper holds 100 
lbs. of fertilizer with room to spare. 
EASY TO OPERATE! 
Extra large 11" diameter 
pneumatic tires (4.10/3.50-5) and 
convenient calibrated control 
handle. 
MORE STANDARD FEATURES! 
Broadcast deflector for controlled 
spreading along walks and shrubs 
plus a transparent vinyl rain cover 
are standard equipment. 

EV-N-SPREDs massive 
gears are enclosed to 
eliminate the dirt and grit 
that leads to premature 
gear wear out and failure 
Plus, the gears are 
permanently lubricated 
and maintenance free. 
That's good news! 

EarthWay 
PRODUCTS, INC. 
Dept. No. 8ALP11, Box 547 
Bristol, IN 46507, Ph. 219-848-7491 

Please rush me more information on the new EV-N-SPRED Commercial Quality Spreader. 

Name 
Company 
Address 
City State Zip 
I am a • Wholesale Distributor • Dealer • Turf Care Professional 
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CUSTOMER NEWSLETTERS 

Customer Communication — 
The Key to Greater Profitability 

bagworm 

Small, mostly stout-
bodied moths. The > y 
bagworm larva grows/, 
from 1 to IV2 inches 
and is dark brown 
with a lighter coton* 
head. Once hatched, 

less female who lays hereg, 

early summer. 

THERE ARE MANY WAYS TO INCREASE REVENUES 
and profitability in the green industry. A good communication 

program with your present customers is one of the most important, 
because it directly affects your cancellation rate, the amount of rev-
enue you generate per customer and the number of free service calls 
you run. 

Improving your bottom line profitability requires up-front investments 
of time and resources. As a service business, it is vitally important 
that you deliver more than just products. Service establishments of 
all sorts take on a special responsibility to maintain a high level of 
personal involvement with their customers. Expert help and advice 
is an important part of what your customers expect when they agree 
to take your service. One key to meeting this expectation is the mainte-
nance of an effective customer communication program. 

Successfully "staying in touch" should be a basic part of your business 
strategy. Whether you're planting trees, fertilizing turf or mowing grass, 
it's important that your customers know what you're doing; what they 
should be doing; and what to expect next. 

Written communication is an important and effective part of your 
business because it is often your only contact with your custo-
mers, is read by the customers at their convenience, contains in-
formation you control and reinforces instructions and advice you've 

given verbally. 
Of the communication tools avail-

able, one of the most cost-effective is the 
customer newsletter. Your newsletter 
can make your clients feel that they 

know you better and that you care 
enough about them to keep them 

informed. The value of newsletters is 
becoming more recognized. A 
recent release of the Oxbridge 

Directory of Newsletters shows that 
entries have more than tripled in the 

last few years. 
Newsletters provide informa-

tion in "nutshell" form, and so pro-
vide a good fit with today's life-
styles by providing useful content 
in bite-sized portions. Short, con-
cise articles that are of real inter-
est to readers are working suc-
cesssfully for newsletter editors 
in virtually every industry. 

Newsletters are perceived by 
customers more as a source of 
information than as straight 
advertising. They are generally 
read more carefully and kept 
longer than a brochure might 
be. 

Mike Kibler, director of 
member services of the Newsletter Association, thinks 
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the ever-increasing ac-
ceptance of newsletters is influenced by the fact that 

"by their very style, they are like a letter from a friend — chatty and 
filled with unstructured and informal tidbits of information." 

Is it worth the cost, in time and money, to provide your customers 
with this form of regular communication? For several reasons, 
distributing your own newsletter can be one of the most cost-effective 
means of staying in touch while projecting an image of stability, caring 
and professionalism. 

Customers, both residential and commercial, are spending more 
on the beautification and maintenance of their properties than ever 
before. They are purchasing more services and buying those services 
from fewer suppliers. A loyal customer represents more in potential 
revenue and profitability than in past years, which makes it more im-
portant to retain each customer's goodwill and business. It costs a 
lot more to look for a new customer than retain an old one. 

Gone are the good old days of quick and easy growth in the green 
industry. Despite the fact that customers are spending more, staying 
profitable is more of a challenge today than in the past. Obtaining 
new customers is more expensive. Your competition is more fierce. 
Consumers are inundated by (and often skeptical of) traditional adver-
tising. Many expensive, beautiful, brochures are sent directly from 
the door knob to the paper drive. 

Customer retention vs. turnover does influence your bottom line. 
It costs up to five times more to obtain new customers than to keep 
those already on the books. Progressive managers are concentrating 
on keeping what they have by communicating more frequently with 
their customers. 

Verbal communication by phone and face-to-face is a necessary part 
of any business. However, in the green industry, verbal communica-
tion seems to be more subject to misinterpretation on the receiving 
end, and unfortunately is sometimes mangled on the sending end (unless, 
of course, you do all the talking yourself). A regular newsletter can 
be instrumental in bridging the gap between what you want your staff 
to be saying, and what your customers are actually hearing. 

(continued on page 40) 
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These we waste. 

Introducing C H I P C O S E V I N * CHIPCO® S E V I N * brand SL mind that comes with knowing 
brand SLcarbaryl insecticide, provides consistent and effective C H I P C C P S E V I N - brand SL is al-
the only grub control material grub control. so widely used for the control of 
available to professional lawn At a cost no greater -and usu- mites, ticks, and fleas on poultry, 
care operators that is effective, ally less - than anything else on pets, and game birds, 
economical, and environment- the market. So it's ideal for use on lawns, 
ally sound. Plus you get the peace of parks, golf courses, or any 

©1988 Rhone-Foulenc Ag Company. 2 T.W. Alexander Drive. Research Triangle Park, NC 27709. CHIPCO*, SEV1N* and RONSTAR• are registered trademarks of Rhone-ftxilenc. 
As with any crop protection chemical, always read and follow instructions on the label. 
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These we dorit 

area frequently used by people 
and animals. 

And with CHIPCO® SEVIN® 
brand SL,you not only get ef-
fective control of the white grub 
complex,but 27other turf pests, 
as well. Including tough ones 

like chinch bugs, billbugs, army-
worms, and sod webworms. 

Ask your chemicals supplier 
for CHIPCO® S E V I N * brand SL 
carbaryl insecticide. 

CHIPCO® SEVIN® brand SL 
is a product of the C H I P C O * 

line that includes 
CHIPCO*brand 
26019 fungicide 
and CHIPCO® 
RONSTAR* brand 
2Gpre-emergent 
herbicide. 

! f f RHONE-POULENC AG COMPANY 
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Newsletters 
(continued from page 37) 

HOW TO MAKE IT WORK. 
Newsletters, if done properly, can 
improve your image, retain cus-
tomers and increase sales. Any 
kind of communication can be dif-
ficult at times, and writing an ef-
fective customer newsletter is no 
exception. To make your newslet-
ter really work, start and end with 
the customer's point of view. Re-
member that it's not so much what 
you (or your staff) is saying that 
matters, but what the customer 
is actually hearing. Below are se-
veral key ingredients that can 
make your newsletter more suc-
cessful. 

1. Make it reflect your organiza-
tion with a quality feel and look. 
This lends credibility and legi-
timacy to your newsletter and 
gives "expert" status to the in-
formation you are imparting. 

2. Increase clients' awareness 
of the complexity of your job — 
it's more involved than they rea-
lize. They'll respect your know-
ledge and you'll instill in the 
reader the value of the work you 
do. 

3. Acquaint your customers 
with what they need to do to 
cooperate with your efforts — ex-
plain those cultural practices 
one more time. Reinforce the 
basics. 

4. Build loyalty by making your 
customer feel like an "insider." 
A friendly tone and repetition es-
tablishes rapport. Your newslet-
ter on the coffee table will preempt 
competition in the mailbox or on 
the door knob. 

5. Your newsletter is something 
extra—it makes the customer feel 
special. You care about them. You 
are giving them a "freebie." This 
helps reinforce their buying 
decision. 

6. Newsletters are kept more 
than they are trashed. Often they 
are passed along to friends and 
relatives. This keeps your name 
up-front in a positive way. 

7. Use your newsletter as a res-
ponse vehicle. Sales coupons, re-
ferral offers and questionnaires 
are editorial tools you can use for 
promotions to encourage tele-
phone inquiries, develop leads, 
stimulate traffic and increase 
sales. 

8. Decrease service calls by 
educating customers on specific 
problems. By increasing your 
clients' understanding, what were 

vague service calls can be turned 
into add-on sales. 

Newsletters are cost-effective 
in that there is no waste circula-
tion. They are used to target ex-
isting customers. You control the 
distribution, the ability to edu-
cate and the ability to generate res-
ponse. They are not labeled as 
self-promoting pieces, nor are 
they perceived as advertising. 
They do, however, allow for 
product and/or service promo-
tions. 

LAUNCHING A NEWSLETTER. 
You can make a newsletter do an 
important selling job for you. But 
if you decide on such a project, 
plan to stay with it at least a year. 
It's like building a house. You need 
a foundation on which to build 
the structure. You can't expect a 
house to sit on nothing, and the 
same is true of a newsletter. Stick 
with it and soon your customers 
will begin to look forward to 
receiving it, and, ifyoudo it right, 
you'll be getting the glowing feed-
back you want. Track your can-
cellations and compare them 
yearly with what they averaged 
before you started. 

As with all your printed mat-
erial, your newsletter is a reflec-
tion of you and your organization. 
A little extra invested to make that 
reflection one of quality and pro-
fessionalism will more than pay 

for itself. 
The benefits of regular custo-

mer newsletters are many and pro-
ven. However, before committing 
yourself, your staff, and your re-
sources to creating a customer 
publication, you should consider 
all the elements involved and for-
mulate a concrete plan for execu-
tion. The following is a list of the 
primary steps required to launch 
a successful newsletter program: 

1. Establish no more than three 
specific goals. What do you hope 
to achieve through your newslet-
ter? Examples might include: Re-
duce customer cancellations, in-
crease add-on sales, increase 
awareness of pesticide safety is-
sues and improve customer cul-
tural practices. 

2. Set measurable objectives. 
These objectives will help you 
measure the effectiveness of your 
newsletter. They will help you 
make decisions about content and 
evaluate ideas for articles before 
they are used. Before including 
an article in your newsletter, be 
sure that it ties in with your goals 
and attempt to determine how you 
will measure its effectiveness 
in light of your objectives. Ex-
amples of objectives might in-
clude: reduce cancellations by 15 
percent this season, or, increase 
the sale of aeration services by 
20 percent. 

3. Decide on a name. Your pub-
lication name can be serious or 

humorous, but it should be sim-
ple, easy to both say and remem-
ber, and it should convey an idea 
of the content the reader may ex-
pect. Once you have a name, de-
sign a masthead (or nameplate) 
to contain your company name, 
the name of the newsletter, and 
the date or issue identification. 
You can do this yourself or employ 
the services of a graphic artist. 

4. Establish a format. You 
should next decide how many 
pages of information you want to 
publish with each issue. Settle on 
design elements like typefaces 
and sizes, number of columns per 
page and the use of graphics (pho-
tographs and line art). It is best 
if the elements of your format re-
main fairly consistent from issue 
to issue, so take your time. Con-
sider employing the services of 
someone experienced in layout 
design to establish an attractive 
format for your newsletter. 

5. Decide how often you will 
publish. The goals and objectives 
you set earlier should help deter-
mine what frequency you will re-
quire. Carefully consider the 
amount of time you and your staff 
can devote to your publication. 
A schedule that is too heavy may 
result in missed deadlines, poor 
quality and short tempers. News-
letters generally are published 
between four and 12 times per 
year. 

6. Set a budget. Contact by 
newsletter is less expensive than 
face-to-face contact, but it's not 
free. In establishing your budget, 
remember that your newsletter is 
replacing a personal contact. 
Consider what it would cost you 
to send a man and a truck around 
to chat with each customer five 
or six times per season. Give your 
newsletter the look and feel of 
quality — the kind of quality your 
company represents. 

7. Put someone in chaise. Make 
one individual responsible and 
give them enough time to do the 
job right. Choose someone who 
has a knack for both written and 
verbal communication to write 
and edit the letter, and be sure they 
want the job. Also be sure every-
one who is to contribute to the ef-
fort knows and observes the dead-
lines involved. 

More simpler, and perhaps 
even more cost-effective, is to hire 
a company that will turn your 
ideas into copy and then design 
and print a professional newslet-
ter for you. A professionally pro-
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duced newsletter can create the 
exact image you want for your 
company at a reasonable cost 
and without tying up your staffs 
time. 

Whether you decide to have 
your newsletter produced by an 
outside company or do it yourself, 
there are some basic rules you 
should apply. 

DO'S AND DON'TS. Following 
these suggestions does not 
guarantee a prize-winning publi-
cation, but they will help you to 
avoid a few of the more common 
pitfalls. 

Don't write over your readers' 
heads. Use language they can un-
derstand and be careful to define 
special terms you may use in your 
articles. 

Don't clutter your layout. Your 
format should take the reader's 
eye from the upper left to the lower 
right of the page smoothly. 

Don't give every article and 
every element the same "weight" 
in your newsletter. Some things 
are more important than others 
and they should stand out accord-
ingly. 

Don't make your articles too 
long. If it can't be read in three 
to four minutes, get out your red 
pencil. 

Don't try to fill every inch of 
paper with copy. Leave white 
space. White space lends em-
phasis, gives your publication a 
cleaner look and makes your copy 
more readable. 

Don't use too many typefaces. 
Using too many fonts leads to a 
cluttered and confused appear-
ance. Select a type style that pro-
vides plain, italic, bold and bold 
italic, and use these variations to 
create emphasis. 

Don't wait for the last minute. 
Rushing to throw together an issue 
usually results in a publication 
that looks and reads like what 
it is — something thrown to-
gether. 

Don't try to make your newslet-
ter one big advertisement. Your 
readers will get wise to you and 
you'll lose the credibility a more 
balanced approach will give you. 

Do use photographs and graph-
ics heavily. If a photograph or il-
lustration is good, blow it up. A 
good illustration or photo should 

be given twice as much space as 
you initially intend for it to oc-
cupy. Line art used with an arti-
cle is a great way to explain your 
point graphically. Your readers 
will remember what you 
write much better when you pro-
vide them with a visual graphic 
along with your text. Write less 
and use more pictures. 

Do be sure everything you in-
clude in your newsletter is of in-
terest to your readers. Check 
that each article is likely to help 
you reach the goals you've set for 
the newsletter. Be objective in 
your approach to any subject you 
cover. 

Do maintain consistency. Once 
established, don't rush to change 
things just for the sake of variety. 
Keep your masthead and type 
styles consistent from issue to 
issue. Regular columns should 
appear regularly and you should 
definitely stick with your publica-
tion schedule. Your customers 
will come to feel comfortable with 
your publication once they get to 
know it. You risk losing much of 
this recognition value when you 
insist on making each issue "dif-

ferent". 
Do give it a chance. Like most 

other business investments, your 
newsletter will yield handsome 
dividends in time. Your customers 
will be more aware of you and 
your company and they'll feel 
more like a member of your 
"family." This type of loyalty and 
improved education will result 
in better customer relations for 
you. 

Customers are your most val-
uable asset. Newsletters can give 
them the nurturing they may need 
to continue doing business with 
your firm. They can help you to 
decrease service calls and can-
cellations and significantly in-
crease sales of additional services 
to your existing accounts. 

A regular customer newsletter 
is an investment, but one that can 
have a favorable influence on your 
bottom line. — MatthewShooner 

The author is publisher of Focal 
Point Publications, Cincinnati, 
Ohio. He draws upon his 15 years 
as an LCO to edit and publish a 
family of customer newsletters 
specifically for the green industry. 

• THREE MODELS: 
Model 400 

24,000 sq. ft./hr. 
Model 500 

26,000 sq. ft./hr. 
Model 600 

36,000 sq. ft./hr. 

Classen Mfg. Inc. 
1403 Pine Industrial Road • Norfolk, NE 68701 

Ph. 402/371-2294 

FINALLY 
THE PROVEN, 
PROFITABLE 

AND PAINLESS 
WAY TO 

COMPUTERIZE. 

SEE MORE GREEN WITH 
OUR A M + LAWN CARE 
MANAGEMENT SYSTEM. 

QUINTESSENCE 
COMPUTING 

3001 Lake Austin Blvd. 
Austin, Texas 78703 

(512) 477-9038 
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GRAVITY 
• SELF-PROPELLED -

QUIET RUNNING 
• STRAIGHT UP-AND-

DOWN MOTION FOR 
BETTER PENETRATION 

• EASY MANEUVERING 
• LOW MAINTENANCE 
• ROLLER BEARINGS -

CASE HARDENED SHAFT 



YOUR BUSINESS IMAGE 

A Simple, Powerful Message 
Can Boost Company Success 

NO ONE HAS TO TELL YOU THAT LAWN MAIN-
tenance servicing is a tough, highly competitive world. Most 

companies use the same or similar chemicals, and there are no secrets 
as far as treatment of business procedures. Yet some companies are 
highly successful at moving ahead of the pack. 

One of the major keys to success is consistency of image in every 
facet of your company that comes in contact with your customers and 
prospects. This includes images and messages transmitted by your 
advertisements, brochures and flyers, as well as the attitude and ap-
pearance of your employees. 

You and your top management staff set the tone which is followed 
by each succeeding layer of your company. The attitudes you demonstrate 
regarding customers, service and attention to detail pass down through 
each layer of your lawn maintenance company. 

Do your bills read like unfriendly accusations, or do they reinforce 
positive and professional images? Do you include helpful seasonal 
or other lawn maintenance information which would be helpful to 
your customers? 

Are your direct mail pieces recipient-centered and packed with 
customer benefits? Are the office personnel who answer your phones 
always courteous and accommodating, regardless of "the kind of day" 
they may be having? 

Is the quality of training which your employees receive first-rate? j 
Are they trained in listening as well as technical issues? Do your 
employees view customer complaints as some kind of plague 
which they hope will disappear, or have your employees been trained 
to view complaints as opportunities? 

If your telemarketing is done by an outside service bureau, it is 
critical that you closely monitor the quality of work that is being per-
formed. Virtually all of the recipients of these phone calls in your 
community believe that they are talking directly with your lawn 
maintenance company. The bureau's courtesy and professionalism (or 
lack of it) reflect strongly and directly on you. 

When you make a sale to a new prospect, what you've sold is not * 
your product or service. Your new customer has bought the image 
he's conceived of you and your company — the idea you've planted 
in his mind about what doing business with you will do for him. 

To keep generating new customers, as every thriving business must, < 
you need to project a clear, simple, powerful image to those with the 
desire and ability to buy what you are selling. 

Oftentimes, the image companies try to project contains contradic-
tory messages. As a result, marketing efforts suffer from that invariably 
fatal ailment: image incompatibility. 

Imagine getting a letter offering the assurance that all of us crave 
deep in our hearts: "You are more important to me than anyone on 
earth." Now imagine that on closer examination, you find the envelope 
is addressed to "Occupant." Other incompatible claims include: per-
sonal vs. large, caring vs. computer-powered, high quality vs. fast 
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service, prestige vs. everyone's doing it, exclusive vs. inexpensive and 
reliable vs. fast-changing. 

One of the most certain ways to grow is to look better than your 
competition. Trained employees sharply dressed in professional 
uniforms, who drive up in clean and freshly waxed trucks, create a 
strong perception in the minds of your customers regarding the quality 
of lawn maintenance service that you are going to deliver. 

The most important single factor in creating and maintaining a 
favorable image of your company is the impression that your employee 
and his uniform conveys. Studies show that your customers view 
uniformed people as being: recognizable, professional, alert, proud, 
trained, predictable, courteous, efficient, dependable and trustworthy. 

Yet, one out of six lawn maintenance companies still does not uniform 
its employees. These are usually smaller companies that feel they can-
not afford to uniform. 

Imaging is the number one reason why lawn maintenance companies 
uniform their employees. A sharp uniform transfers to your customer 
an impression of your company's professionalism, commitment to quali-
ty and the level of your employees' competency. This boosts the credibili-
ty of your employees with your customers. These powerful positive 
images provide you with a competitive edge necessary to increase 
your volume of business and company profits. Lawn maintenance com-
panies with better images land new prospects more easily and have a 
higher retention rate of current customers. 

"It is important for your employees to look their best and to pro-
ject the professional image that customers expect and will feel 
comfortable with," said Mark Kelley, vice president/production, 
Leisure Lawn, Dayton, Ohio. "Your employees want to look 
sharp and feel sharp. Professional uniforming does a lot to help 
you instill a professional attitude and pride among your employ-
ees. You want them to feel that they are the best, and the uni-
form helps them to project that feeling," Kelley said. Employ-
ees also appreciate the benefit of not having to supply their 
own work clothes. 

You and your employees both benefit from the added safe-
ty of having your employees properly uniformed. You cer-
tainly don't want your employees wearing loose fitting 
clothing when they are operating machinery. Proper 
uniforming assures that they have the right type of 
clothing for the job. 

In addition to serving as a walking advertise-
ment for your company, your uniformed em-
ployee is also readily identifiable which 
is a security benefit highly val-
ued by your customers. 

Experience has 
shown that most 
customers 



A sharp uniform, rather than no uniform, transfers to your customer an impression of professionalism. 

are looking for a total lawn main-
tenance package. They are not only 
concerned about the effectiveness 
and safety of the service being per-
formed, but also the quality of your 
total service package and the quali-
ty of employees who will be on 
their property. 

It is very important to your 
customers that your service per-
son is fully professional both in 
actions and appearance. If the 
worker looks classy and sharp, 
you put the customer's mind at 
ease regarding the quality of 
workmanship which he expects 
to get. In addition to your trucks, 
your employees' uniforms are the 
major advertising which your 
customers see. 

A large majority of lawn main-
tenance companies purchase 
rather than rent their employee's 
uniforms. The reasons are major 
cost savings and much larger 
variety of selection as far as fab-
rics, styles, colors and accessor-
ies. When buying, you have the 
option of selecting special colors 
that will coordinate with your cor-
porate logo. Also special sizes 
present far less of a problem than 
in a rental program. On a purchase 
program the supplier normally 
carries the inventory for you, and 
ships needed items to specified 
locations as required. 

Nearly all rental programs have 
hidden costs which are not visi-
ble up front. For example, you pay 
new installation costs if your re-
placement employee is not the 
same size as the previous em-

ployee. 
On the other hand, a uniform 

rental service may be the right 
choice for you if you have an un-
usually high turnover rate. 
Another benefit of rental services 
is that some of them will mend 
small rips or replace buttons when 
needed. 

A company that specializes in 
brokering uniforms is normally 
your best bet as a source of pur-

would pay each manufacturer, but 
you are able to answer all of your 
uniforming needs from a single 
source. Your uniform broker 
helps you select exactly the right 
products for your specific needs, 
makes arrangements to have the 
goods made for you according to 
your specifications, inventories 
all of your goods, packages the 
way that is most convenient to 
your needs, sets up an ordering 

It is very important to your custo-

mers that your service person is 

fully professional both in actions 

and appearance. If the worker 

looks classy and sharp, you put 

the customer's mind at ease. 

chasing uniforms. This is true 
even for larger companies who 
might consider purchasing direct-
ly from manufacturers. The rea-
son is simple. If you have five or 
six types of garments which make 
up your uniforming program, 
chances are strong that you will 
have to deal with five or six man-
ufacturers which becomes quite 
a headache for you. 

Uniform broker companies 
deal in such extremely large vol-
ume that their volume buying dis-
count becomes their margin of 
profit, so you pay the same or 
nearly the same price that you 

system adapted to your operation 
and provides a one-stop source 
for all of your uniforming needs. 

Just as the independent insur-
ance agent may serve you best 
because he is able to shop around 
and get exactly the best policies 
with those features to serve your 
needs most appropriately, the 
uniform broker can custom select 
from many manufacturers those 
times that provide the best value 
and most appropriate features for 
the needs of your organization. 
This makes uniform brokers sur-
prisingly cost-effective while of-
fering a wide variety of products 

which no single manufacturer can 
begin to match. 

Uniform brokers customarily 
assign a well-trained and heavily 
experienced customer service 
representative to counsel you on 
the style, fabric, colors, trim and 
accessories which meet your 
needs. Because you usually have 
contact with the same person, this 
representative learns quite thor-
oughly the specifics of your com-
pany and its uniforming require-
ments. The broker also provides 
you with brochures explaining 
your uniforms to all those in your 
organization who need to under-
stand it, and furnishes you with 
customized order forms as a clear 
and convenient means of order-
ing items as you need them. 

Even the smallest companies 
can look sharp by purchasing their 
uniforms through specialty 
uniforming catalogs. Catalog uni-
forms are sharp in appearance and 
surprisingly reasonable in price. 

Special trim, embroidery, em-
blems and your company name 
or logo can be added to give these 
uniforms a distinctive look. Fur-
thermore, by ordering most of 
your items all together once or 
twice a year, significant volume 
discounts can be achieved, fur-
ther extending the value of your 
uniform purchasing dollar. Even 
the smallest companies taking this 
route are finding that they have 
a considerably larger selection 
than if they chose to rent uniforms. 

The quality of professional uni-
(continued on page 46) 
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CONTROLLED RELEASE NITROGEN 

Now A Force Across America! 
HOLWIN 

I WOLFKILL 
FEED & FERTILIZER 
Monroe, Washington 

VOGELS SPRING 
VALLEY FERTILIZER A 

Jackson, Wisconsin j w A 

SCHALL CHEMICAL CO. ! T L E ^ N T E R | 
^ ^ Elwood, Illinois ^ 

y FERTILIZERS, LTD. S 
^ Mississauga. Ontario AGRI-TUF^ INC. 

Ft. Lupton, Colorado 

PURE-GRO FERTILIZER 

\ 

SES, ¿JC: 

i 
NA-CHURS 

v BALANCE 

tjatfield, Massachuse t t s 

^ STANTON AG 
^ SERVICES 

^ ^ Marion, New York 
^ M O f r E R & SON 

^SoLper ton, Pennsylvania 

Phoenix, Arizona 

BLAKELY BALANCE w 
FERTILIZER, INC. PLANT FOOQ/Marion, Ohio 

Springfield, Illinois k ^ S 

GREEN GROW FERTILIZER C l I m / f s O N S 
Catossa, Oklahoma _ . J f L _ 

Tarboro, North Carolina 

J ^ f i ^ g ^ U P P L 
Cairo, G e o r g i 

• Designates CoRoN Distributor 
• Designates Manufacturing Point 

CoRoN now has four teen major d is t r ibutors and seven manufac tur ing locat ions to 
serve the lawn care industry. No mat ter where you are . . . CoRoN is there to meet 

your l iquid ni t rogen needs. CoRoN, Contro l led Release Nitrogen; p romotes even tur f 
g rowth over a longer per iod of t ime, features low burn potent ial , assures n i t rogen 

eff iciency, is s torage stable, and has low a tmospher ic volatil ity. 
Call one of our d is t r ibutors today and jo in the Force That 's Changing the Face of 

Amer ica 's Lawn and Turf Industry. 

LEACHING DATA * 

CSRQN 
CONTROLLED RELEASE NITROGEN 

Post Office Box 198 • Souderton, Pennsylvania • 18964 • Phone 1 (800) 338-0836 
CoRoN" is a Registered Trademark of The CoRoN Corporation 

© 1988 CoRoN Corporation 
Circle 71 on reader service card 



Business Image 
(continued from page 44) 

forms is normally considerably 
higher than standard work cloth-
ing that is purchased from local 
department stores, especially in 
terms of durability. Another con-
sideration is continuity of avail-
ability. If your work uniform is 
purchased from a retail outlet, 
matching items may not be avail-
able six months or 18 months 
down the line. You won't be 
plagued by style changes and col-
or changes when dealing with a 
uniform company. Even in very 
small quantities your prices will 
be lower than retail, yet you get 
the more durable and sharper 
looking uniform. 

Carefully examine the total 
package. Consider the uniform-
ing company's overall commit-
ment to quality for both uniforms 
and services. Check references 
with both current and previous 
customers. Look at delivery time 
frames, new order turnaround 
time for your new employees and 
turnaround for fill-in or replace-
ment orders. Check out the com-

pany's expertise and reputation in 
its industry. Find out about the 
company's current and past ex-
perience with other firms in your 
industry. Consider both flexibility 
and variety of product. 

What quality and level of ser-
vice and follow-up will the uni-
form company offer in servicing 
your account? Do they offer, for 
example, monthly computerized 
management reports showing a 

promises. 

breakdown per employee and per 
division on the level of activity 
and type and quantity of services 
furnished? 

"When shopping for uniforms 
we aren't looking for garments 
which are the least expensive. We 

want garments that will hold up 
well in the long run, which are 
comfortable for our employees to 
wear, which have sharp styling 
and for the availability of colors 
which will match our company's 
colors and logo," Kelley said. 

More than ever before, image 
is important to lawn mainte-
nance companies. High visibili-
ty through positive images pro-
jected by sharp uniforming can 

help you to achieve the competi-
tive edge to boost your business 
and increase your profits. 

People are not always rational ; 
they are emotional. Even if, in 
reality, two incongruous claims 
are true of your product or ser-

vice, people simply can't think 
about both at once. They may want 
your product to have a variety of 
virtures — but one is most im-
portant to them and defines their 
idea of what they need. 

You must choose a market iden-
tity and avoid packaging incom-
patible claims. This is harder than 
you might think for companies in 
need of a turnaround. 

The final link between the im-
age projected by your employees 
and success, is to make sure you 
deliver the high quality of service 
that your top-notch appearance 
promises. When you do, you will 
achieve not only a strong first im-
pression, but also a deepening and 
frequently reinforced assurance 
that your lawn maintenance ser-
vice is reliable and fully profes-
sional. 

When you deliver all that you 
promise, your reputation among 
today's customers will contribute 
to the power of your appeal to 
tomorrow's. — Ann R. Brad em 

The author is a nationally known 
speaker and expert in image ap-
parel and uniforming programs. 

The final link between the image 

projected by your employees and 

success, is to make sure you 

deliver the high quality of service 

your top-notch appearance 

Go with a PRO! 
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Quality y o u 7/ ask for again and again. 

The Lawn 
Solution 

State-of-the-Art 
Lawn & Tree Care 

Management Software 
Don 7 buy any other system 
until you have seen " T h e 
Lawn Solution". The 
advantages will be obvious. 

FOR MORE INFORMATION CALL 

313-353-0351 
^ ^ ^ Telegraph Rd. 

SouthfieW, 
C O M E K V Michigan 48034 
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The new PRO-LINE 36" and 48" commercial mowers 
from Encore Manufacturing have the features lawn 

and turf maintenance professionals ask for — 
and quality they'll ask for again and again! 

• 5 speed transmission • Diagonal left deck 
corner • Adjustable blade drive linkages • Easy 

grip, hand size handle • Lightweight, pneu-
matic tires • Shock absorbing bumper • High 

lift blade • Optional sulky and grass catcher 
For the features and quality profes-

sionals demand, go with a PRO from 
Encore Manufacturing! For distributor 
and dealer information contact: 

4 
ENCORE 
MANUFACTURING CO.. INC. 

P.O. Box 888 
Beatrice, NE 68310 

(402) 228-4255 



Steiner Turf's NEW See it at the New Orleans PLCAA Show 

M O W P A C K E R 
J y 

Mows 
Gathers 
Compacts 

Mk m 
y 

• H 

BOTSMP M F h H I I 

90's technology for turf care 
C o n s t a n t 4 - w h e e l dr ive p o w e r . The articulated frame flexes to hug 
the contour of the ground surface, keeping all wheels pulling. 
U p f r o n t d r i v i n g for visibility and handling ease. Power steering, of 
course, and a fully hydrostatic transmission controls speed and 
forward/reverse smoothly. Trim with either edge of the deck. 
T h e c o l l e c t i o n system offers complete pick-up of grass, leaves and 
other debris by a method far more effective than the conventional 
blower. Clippings are deposited in a windrow, picked up by a direct 
drive broom, swept into a chamber where rotating metal fingers 
compress them, then are pushed up into the 11-bushel hopper. Holds 
two to three times as much as the same size unit if blown full rather 
than packed. A competitive machine had to be dumped 4 times before 
the MOWPACKER was filled! 

S y v f t 
~ - \ "V l 

Y o u can h i g h - d u m p into a truck or dumpster without leaving 
the driver's seat. Lifts a full load of wet grass. 

Efficient compacter in bottom of hopper triples hold-
ing capacity, lets you mow longer without unloading. 

STEINER TURF 
EQUIPMENT, INC. 

930 Penn Avenue, P.O. Box 85, Orrville, O H 44667 
(216) 683-0055 FAX (216) 683-3255 

A Ransomes Company 
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You are in the fight 
of your life, and you need 
all the help you can get. 

A powerful coalition of self-
appointed "public interest" 
groups are using fear and misin-
formation to bring about the 
virtual elimination of pesticides. 

If they succeed, the result will 
be a disaster for our health and 
our economy. And if pesticides or 
herbicides are part of your 
business, you just might be out 
of business. 

If you share our concern about 
this trend, then join us in 
fighting for our rights. We are the 
Pesticide Public Policy Founda-
tion (3PF). 3PF works closely 
with urban pesticide applicators 

and their trade associations in 
the lawn, tree, PCO, golf course, 
right-of-way, and landscape in-
dustries. 3PF is an organization 
of people like yourself — people 
committed to a reasoned 
pesticide public policy. 

Your support is needed now! 
Mail the coupon or call toll-free 
1-800-GET-PPPF. We'll let you 
know what we 
are doing to 
protect your 
rights and how 
you can help. 
Act now! Time 
is running out! 

Yes! I want to 
contribute to 3PF 
and join the effort 
for a sane public 
pesticide policy! 

r~| BENEFACTOR -
1—1 $5,000 OR MORE 

I I PATRON --
1—'$2,500 OR MORE 

1-1 SPONSOR --1—1 $500 OR MORE 

|~ | CONTRIBUTOR --
1—'$250 OR MORE 

n DONOR --
1 $50 OR MORE 

I am contributing to 3PF 
as (check appropriate boxes): 
APPLICATOR 
• LAWN CARE 
• TREE CARE 
• PCO 
• GOLF COURSE 
• LANDSCAPER 
• UT1LITY/R1GHT-OF WAY 

• SUPPLIER 
• MANUFACTURER 
• FORMULATOR 
• DEALER 
• EQUIPMENT MANUFACTURER 
• TRADE ASSOCIATION 

OTHER 

NAME. 

COMPANY. 

ADDRESS. 

CITY 

STATE.. 

PHONE 

ZIP 

Enclosed is my 1st contribution 
to 3PF in the amount of $ 

Please bill me the above amount: 
• A N N U A L L Y •SEMI-ANNUALLY 

• Q U A R T E R L Y 

PLEASE CUT OUT AND MAIL TO: 

James F. Wilkinson, Ph.D.. Exec. Dir. 
Pesticide Public Policy Foundation 
101 Buena Vista Drive 
No. Kingstown, R.I. 02852 

Please feel free to write or 
call (1-800-GET-PPPF) for further 
information. 



RYAN 
The Dawn 

of a 
New Age 

In 
Lawn 
Care 





Ryan's Commitment to the 
Lawn Care Industry 

The manufacturers of RYAN products 
are pleased to present the following 

information on aeration and overseeding. 
RYAN products have played an ever in-

creasing role in professional turf manage-
ment since 1946. That role is expanding 
today at an even faster pace. Just in the 
past 18 months, we have introduced major 
new products — the Lawnaire 28 aerator, 
the Mataway Overseeder, the 48-inch 
tractor-mounted Lawnaire aerator and the 
newest, the RYAN Spotseeder. 

These new products have been designed 
and developed based on what you — the 
lawn care professional — has asked for. 
At trade shows, in the field and from 
our own RYAN customer council, we 
have put together development programs 
based on what you have indicated the 
industry needs. 

And, we back up our products with an extensive parts and service 
distribution network that includes more than 76 distributors and 450 
dealers across the U.S. and Canada. 

Like RYAN equipment, we hope the information on the following 
pages serves to help make your business even better in the years 
ahead. 

Sincerely, 

Robert C. Brophy 
Manager, Lawn Care Product Sales 
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Ryan: 
Supporting Its Own 
Distribution and a strong internal 

support system are the keys to 
continuing growth and develop-

ment at Ryan. 
With 76 distributors and 450 dealers in 

North America , Ryan distribution ranks 
among the best. But its success was not 
achieved overnight. Ryan selectively crafted 
its system so that f rom dealer to distributor to 
the main off ice in Lincoln, Nebraska, every-
one has a shoulder to lean on. 

It 's taken years of deliberate planning and 
work, but Ryan is practically at the beckon 
call of its customers — delivering needed 
parts overnight in most cases. 

"Tha t ' s what this industry is based on , 
service and support ," said Bob Brophy, 

manager of Ryan Lawn Care product 
sales. " O n e of the key factors that makes 
us a company with the strength and the 
background that we have, is that we 
build all of our products ourselves. We 
design it, build it and supply the parts as 
well as the service and service training." 

At Ryan, supplying a cus tomer with a part 
is just as important as the original sale of the 
equipment . If a part o rder comes into the 
Lincoln plant by 8 a. m. Central Standard 
T ime , it is usually shipped out the same day 
by UPS. The company ships between 150 to 
200 orders a day world w ide. 

A 1 p . m . (CST) emergency order dead-
line is also in place for guaranteed same day 
shipment . 

4 
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Ron Stolley, service parts 
manager , said Ryan ' s ability to keep 
about 12,000 part numbers on hand, virt-
ually every day of the year, comes f rom the 
enhancement of its distribution center and 
state of the art material planning system. 

Ryan ' s distribution center was moved in-
to a new 70 ,000 square-foot facility in Dec-
ember 1987 as a result of what the company 
saw as a need for maximizing cus tomer ser-
vice. 

4 4 W e organize the work before it begins 
which really minimizes the steps that we 
have to take. T h a t ' s where we get our eff i -
c i e n c y , " Stolley said. " W e ' v e b e t t e r t h a n 
doubled our eff ic iency f rom previous 
m e t h o d s . " 

Deliberate goals and planned growth 
rates have been establ ished. Tha t ' s why 
Ryan makes the effor t to provide constant 
training for the 650 people at its Lincoln 
headquar ters and all of its outlying staff . 

Yearly distr ibutor meetings keep person-
nel on top of new product and p rogram 
introductions, and al lows them time to take 
new products out for testing. 

4 4 Ryan feels it has the best distribution to 
serve the lawn care market in North Amer-
i c a , " Brophy said. And for a company 
which has doubled its turf equipment sales 
in the last lOyears , i f s a matter tha t ' s not 
taken lightly. 

4 'Technical support is very important . 
Not only in sales t raining, but service train-
ing all the way up the ladder. Tha t ' s why we 
havea full- t ime training manager h e r e , " 
Brophy said. 

Á Ryan Distribution Network 

In the serv ice depar tment , Ryan has four 
full- t ime instructors as well as three travel-
ing regional service managers , according to 
Ivan Vagts , Ryan service manager . 

The in-house and traveling service reps 
handle the service training of dis tr ibutors , 
dealers and their personnel . Dur ing the 
winter months , Ryan also holds revolving 
classes in Lincoln for distr ibutors and 
dealers to send their technicians for addi-
tional t raining. 

Although the bulk of the company ' s busi-
ness is in North Amer ica , overseasdis t r ibu-
tors are also included in the Ryan support 
system. 

Ryan Equipment C o . , former ly of St. 
Paul, M inn. , became part of the Outboard 
Marine Corpora t ion in 1969, and originally 
began as the K & N W o r k s in 1946. 

The first Ryan Sod Cutter was produced 
in 1948 and the Ryan Jr . Sod Cut ter was in-
troduced in 1956. The first step into the field 
of turf aeration came in 195 8 when the com-
pany came out with the Ryan Greensai re 
Special. 

Cushman Motors became a subsidiary of 
Outboard Mar ine Corpora t ion in 1957, and 
a d i v i s i o n o f O M C i n 1972. 

In 1977, Ryan moved to Lincoln and be-
came part of Cushman . 

Today , the Cushman and Ryan plant 
facilities cover approximately 900 ,000 
square feet , manufactur ing industrial and 
turf equipment for distribution throughout 
the wor ld . • 



RYAM LAWN CA,RE 

Research & Development 
Ryan Style 

Ryan turns to its customers, 
dealers and distr ibutors before 
a new piece of equipment is 

designed and produced. From the begin-
ning design to prototype testing, input 
f rom a variety of sources, particularly 
Ryan's customers, holds a lot of clout 
before the product reaches its final form. 

Take the LA 28 for example. The aerator 
was on the drawing board in 1985, but the first 
production run wasn't completed until Feb-
ruary 1988 after receiving substantial input 
f rom customers. 

An aeration survey published in ALA 

magazine also confirmed what Ryan sus-
pected; that there was a need for new aera-
tion equipment and that industry profession-
als were willing to pay the price for quality 
equipment. Forty-two percent of those ques-
tioned in the 1985 survey said they were will-
ing to pay more for a dependable aerator. 

Before adopting its final look, the LA28 
underwent several adjustments and extensive 
testing by staff and professional lawn care 
operators. Allowing professionals to test 
the equipment in their working environ-
ment gives Ryan an idea of the type of dif-
ficulties turf maintenance professionals 

encounter day to 
day. 

Ryan often conducts 
its own long-term test 
program in which the 
company hires people 
to take its equipment for 
extensive use in large ci-
ty parks, university 
grounds and hospital 
grounds to build up test 
hours. 

In addition, the com-
pany has an extensive 
university support pro-
gram which loans equip-
ment at no charge to col-
leges throughout the 
country which are in-
volved in turfgrass 
research. 

The same customer 
awareness held true in 
the development of 
Ryan's Mataway Ov-
erseeder. Ryan manage-
ment recognized the 
need foroverseeding 
equipment in a market 
which was beginning to 
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The Mataway Conversion 
When Ryan recognized that a 

growing share of the lawn 
care industry was becoming more in-
volved in the revitalization of establish-
ed lawns, it decided it was time to 
manufacture a product to serve such 
a need. 

Ryan needed to look no further than 
its own product line to find the answer. 

Since its Mataway already came 
close to meeting the requirements of 
an overseeder, it was the logical choice. 

"We looked at it and knew it was 
a versatile, rugged, maneuverable unit 
and it was easy to adapt to the over-
seeding concept," said Ward Svoboda, 
project engineer for the Mataway Ov-
erseeder. "Half of the requirements 
for overseeding are that you provide 
slits in the ground; we had that already. 
The next thing was to provide a means 
to put the seed in the slits." 

Since the Mataway had proven itself 
a dependable product for more than 
20 years, Ryan decided that the over-
seeding component should follow suit. 
In order to maintain the Mataway's high 
degree of quality, Ryan decided to in-
corporate a hopper provided by a well-
established company in the hopper and 
spreader business. 

As a result, the Gandy® seed met-

ering device was add-
ed to the Mataway, and 
Svoboda went to work 
on developing the seed 
delivery system. 

"We looked at differ-
ent ways of delivering 
seed directly into the 
slits. After going thro-
ugh a number of dif-
ferent methods, I found 
the only really effective 
method was to use con-
cave disks and seed 
tubes," Svoboda said. 

This seeding method 
was incorporated into 
the lower delivery as-
sembly design of the Mataway Over-
seeder. The disk opens the slit, and 
the seed tube directs the seed along 
the inside radius of the disk, and de-
posits the seed into the open slit. 
Because the Mataway Overseeder pro-
vides 10 slits in the ground with two-
inch spacings, a more uniform distribu-
tion and a higher seed germination rate 
can be achieved, according to Svoboda. 

While designing the overseeder, the 
Mataway itself was upgraded to pro-
vide even more dependability when 
used as an overseeder. Such things 

M 
Ward Svoboda 

as belts, blades, control 
handles and the drive 
train were improved 
and the sound level of 
the product was reduc-
ed to provide more 
operator comfort . 

The Mataway Over-
seeder gives the user 
the ability to power 
rake/dethatch or over-
seed, or to do both at 
one time. 

One of the unique 
characteristics of the 
Mataway Overseeder is 
its seed chart . It was 
developed by Ryan to 

give the user an easy-to-read chart 
which shows the approximate setting 
per pound of seed needed, per thou-
sand square feet of lawn covered. The 
seed chart covers basic seed varieties. 

Other unique features are the con-
trol of the rotor bar and seeder gate. 
The rotor bar in the hopper engages 
and starts to turn as the Mataway reel 
is lowered and the unit is propelled 
forward. The seeder gate automatically 
shuts off when the unit is raised out 
of the ground, ensuring that none of 
the seed is wasted. • 

place more emphasis on the revitalization of 
established lawns. 

Through Ryan's marketing department and 
it's far-reaching dealer network, manage-
ment instincts were then confirmed by cus-
tomer input — an overseeder could be suc-
cessfully marketed. Later, test program feed-
back would result in several parts being re-
designed and improved so the best pos-
sible quality and dependable unit could be 
built. 

At the time the Mataway Overseeder was 
being developed, there were already similar 
products on the market. However, the man-
euverability of the Mataway and the relative 
ease with which it could be converted into an 
overseeder was the incentive Ryan needed to 
go ahead with its plans. 

Ryan's two latest pieces of equipment il-
lustrates just one area in which it strives to 
maintain its commitment to the lawn care 
market. While the industry has seen what 
kinds of products Ryan can produce, the in-
novad veness by which Ryan accomplishes its 
task is less pronounced. 

Ryan has been making use of in-house pro-
ject teams for each new product. One such 
team was created as the LA28 was in the pro-
totype stages. It was comprised of people 
f rom the engineering, accounting, experi-

mental, production, tool engineering, pur-
chasing, industrial engineering, quality con-
trol and marketing departments. 

The team brought all those involved in the 
making of the LA28 together to create a team 
effort, and to decrease the 1 ikel ihood of de-
tails falling through the cracks. 

"It was helpful as we got close to the 
build date. Communicat ion between de-
partments was enhanced. Because of the 
team, there was a better appreciation for what 
each department was doing," said Mark Co-
zine, project engineer for the LA28. 

One aid in particular, the computer-aided 
design system, created greater design free-
dom in the development of the LA28. Used 
by the engineering department in the design 
of most Ryan equipment , the computer 
system allows the product to be displayed on 
the computer screen. 

At any time, the system can display a single 
portion of the product, or show any portion of 
it in relation to its neighboring pieces or the 
whole product. 

"It enhances the development of a product 
because you can draw something and really 
see how closely it fits with the other sur-
rounding components ," Cozine said. "I t ' s 
better than a flat piece of paper — you can 
put in more detail. My LA28 layout had 



The Aeration Line Continues 
The LA28 is the 

latest in a long 
line of aeration equip-
ment f rom Ryan. 

Ryan's Lawnaire IV 
was already a proven 
product in the market, 
but the company realiz-
ed it needed a walk-be-
hind reciprocating aer-
ator — something that 
had more precis ion 
than a Lawnaire IV, but 
was still a walk-behind 
durable unit, according 
to Mark Cozine, pro-
ject engineer for the LA Mark Cozine 
28. 

Design of the LA28 began at the end 
of 1985, and became a workable model 
in February 1986. Three months later 
the first prototype was made. It basical-
ly did what Ryan wanted, but lacked 
durability, Cozine said. 

44We knew we had something that 
we could develop," he said. "We liked 
the idea and the way it was laid out, 
we just had to refine it." 

The LA28 is considered a precision 
machine — providing more holes per 
square foot, as well as a deeper hole. It's 
a faster and more productive mach-

first one out. 
The LA28 features hollow, steel 

tines, which make a 34-inch diameter 
hole in the ground — 2 Vi inches deep. 
It does this on a pattern of 3 V2 inches 
wide by 5 inches long between holes. 

The Lawnaire IV, on the other hand, 
is a walk-behind roll-type aerator. The 
tines stick radially out of the drum, 
and as it rolls, the tines roll into the 
ground and then right back out. 

The reciprocating aerator provides 
a straighter hole and closer pattern. 
On the other hand, the roller-type is 

ine than the Lawnaire 
IV. The LA28 is gener-
ally used on a yard 
that's 6,000 square feet 
or larger. Some com-
panies take advantage 
of both machines, Co-
zine said. 

T h e L A 2 8 works 
like this: as its tines 
enter the ground, they 
cut a plug out of the 
thatch and soil. That 
plug of thatch and soil 
remains in the tines un-
til the next cycle. The 
next plug of thatch and 
soil then pushes the 

a very rugged simple machine, with 
only a few moving parts. 

The main difference between the 
LA28 and others on the market is that 
the LA28 has wheel drive and a uni-
que return linkage. The linkage allows 
the tine that's in the ground to pull the 
one that's out of the ground forward. 
In other words, the tine action walks 
the tines along. 

More than 500 test hours were 
split between two prototypes, Cozine 
said. 

A unique feature of the LA28 is its 
number of lube fittings. Generally, a 
lawn maintenance professional will 
find any number of lube fittings in the 
aerating mechanism, the tine arms and 
the linkage that runs the tine arms. Con-
sequently, it takes a lot of the ope-
rator's time to lube the fittings like he 
should. 

In the LA 28, all the linkage was 
developed with sealed bearings so an 
operator doesn't have to worry about 
doing lube work in the aerating 
mechanisms. 

The LA 28 has five lube fittings: 
one on the front wheel, two on the drive 
and two on the differential gear. But 
in the aerating mechanism itself, there 
are no lube fittings. • 

Ryan has been using C A D for about 
four years, but CAD systems are just 
now becoming more prevalent in the 
industry. 

The LA28 joins a long line of aeration 
equipment provided by Ryan. In addition to 

the LA28, Ryan manu-
factures the Lawnaire 
IV, Greensaire 24, GA 
30 and the Tow Lawn-
aire. The GA24 is con-
sidered a standard in the 
industry for golf 
courses. The GA30 is a 
direct relative of the 
LA28 and uses some of 
the same parts. The 
GA30 is used on golf 
courses as well as large 
commercial properties. 

Ryan isn't content 
to rest on its laurels, 
choosing instead to 
develop products that 
meet the future needs 
of its customers . 

"I t ' s a company ef-
fort " C o z i n e said. 4 A s 
a group, we're getting a 
lot smarter that way." • 

8,000 lines, circles and arcs in a 3-dimen-
sional computer model . If I tried to put 
that many things on a flat piece of paper, 
you couldn't tell one f rom the o t h e r " 

An engineer can display as many as 254 
different layers on the terminal. 
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Quality Turf Through 
Core Aeration 

Q 
^ ^ ^ ince the first 

practical aera-
tor for home lawns 
was developed in 
1946, the lawn main-
tenance professonal 
has been striving to 
improve and promote 
the performance and 
benefits of core cul-
tivation. 

Now, some 40 
years later, core cul-
tivation is a widely 
accepted practice on 
home lawns, athletic 
fields, city parks and 
other fine turf areas. 
Where once thought 
only to be a fall 
maintenance practice, 
aerification is now 
accepted nearly year-round — often bian-
nually on any given property. 

4 T h e benefits which existed then still 
hold true today , " said Thomas Mascaro, 
an originator of the first aeration equip-
ment. " T h e more you disturb the earth, 
the better the grass grows. If you can 
cultivate the grass, you get a lot of root 
growth." 

Good root growth can't be achieved in 
compacted soil, however, and the need 
for aeration quickly developed f rom the 
standpoint of trying to relieve soil com-
paction. 

"We don't have the privilege of turning 
the soil over like the farmer does. Yet we 
put all that traffic on the turf, frequently 
when it's wet," said Paul Rieke, Crop 
and Soil Sciences, Michigan State Univer-
sity. "We know that that's the condition 
under which soil compaction is going to 
be the greatest — when you have traf-

Thatch layer is exposed to elements 
which increases microbe action. 

fic and when it's wet. So we're bound to 
run into that anywhere we have a reason-
able amount of traffic." 

Aerification benefits are generally 
thought to be noticeable only over the 
long run. However, the practice has both 
long- and short-term benefits. Immediate 
benefits can be seen as core cultivation 
changes the physical and chemical pro-
perties in the thatch, enhancing moisture 
retention. Over the long haul, core culti-
vation can substitute as a direct topdres-
sing for the turf, and continually assist in 
breaking down the thatch medium. 

Thatch is a tightly intermingled layer 
of living and dead stems, roots, rhi-
zomes, stolons and crowns which devel-
ops between the green vegetation and the 
soil surface. 

As compaction and thatch become 
more of a problem, desirable conditions 
for proper turf growth decrease, and the 
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turf b e c o m e s m o r e suscept ib le to s t resses 
such as d rough t , hea t , insects and dis-
ease. Increased s t resses will requi re addi-
t ional ma in tenance to p roduce qual i ty 
tu r f , and d imin ish the negative inf luence 
of thatch. 

Don ' t be fooled by the shor t - te rm ben-
efits. A l though they ' re impor tan t , s o m e 
regular i ty in aera t ion is needed to keep 
soil and thatch cond i t ions at thei r opt i -
m u m . In many instances, it will take a 
n u m b e r of years for improvement to be-
c o m e evident . 

Severe compac t ion , in par t icular , calls 
for on-going aerat ion. T h e compact ion is 
not going to be solved in one pass of the 
aera tor . Seriously compac ted a reas may 
need to be aerated two or three t imes a 
year , both as a preventat ive and curat ive 
measure . 

N o one can es t imate how long the ben-
efits of aera t ion will last , but indust ry 
profess iona ls are sure that benef i t s in-
c rease with each aera t ion . 

This additional increase in exposed Absorption 
Surfaces greatly increases the flow of nutrients, 

water and air to the plant roots! 

Aer i f ica t ion is a m e a n s to an e n d . 
T h r o u g h the core cul t ivat ion process , soil 
is mechanica l ly removed f r o m the 
g r o u n d , usual ly to a dep th of two to 
three inches . Aerat ion increases the air 
in the soil by replacing sol ids f r o m the 
soil wi th ai r f r o m the a t m o s p h e r e — 
ul t imately a l lowing the su r round ing soil 
to move into the newly created space , 
rel ieving c o m p a c t i o n . 

Al though core cul t ivat ion is used pr i-
mar i ly to remove thatch , an even larger 
benef i t of aera t ion is the soil mod i f i ca -
tion process . 

" I think that ' s the key," said M a r k Kel-
ley, Le i sure Lawn , Dayton , Ohio . " I 
think peop le are s tar t ing to see the value 
of cul t ivat ing more and more . We have 
s o m e lousy soils out there no thanks to 
the peop le w h o or ig inal ly l andscaped the 
proper ty ." 

T h e soil modi f i ca t ion p rocess al lows 
for the in termingl ing of the soil with the 
thatch, favoring decompos i t i on and alter-

ing the physical struc-
ture of the thatch 
layer. T h e large pore 
spaces f r o m the 
thatch layer are in-
te rmingled with the 
soil b rought to the 
sur face . 

An ideal soil is 
m a d e up of 5 0 per-
cent pore space and 
5 0 percent sol ids. 
Of the 5 0 percent 
pore space, half 
should be small and 
fi l led with water for 
p rope r soil mois tu re 
content whi le the 
o the r half should be 
large and conta in 
gases . Many soils 
that are compac ted 
and high in clay 
content have less 
than 5 0 percent pore 
space. Th i s restr icts 
the a m o u n t of water 
and oxygen available 
to the grass p lan t , 
inhibit ing the p rope r 
g rowth and de-
ve lopment of the 
tu r f . 

With the removal 
of cores , water can 
penet ra te the sur face 
easily, fer t i l izer can 
m o r e readily move 
to the root system 
and effect ive gas 
and heat exchange 
can take place . 

In heavy clay sit-
uat ions , soil modi -
f ica t ion pul ls the 



hard clay soil out of 
the ground and lays 
it on top. It's then 
able to break down 
with the help of 
moisture and mow-
ing traffic, gradually 
filling up the holes. 

Core cultivation 
provides for a looser 
or more porous soil 
content that enhances 
root production and 
helps the root sys-
tem tremendously in 
its development. In 
new housing com-
plexes, aeration 
helps anchor the 
roots which in many 
cases have been 
planted in poor 
subsoils. 

"Core aeration is a blessing to soils. If 
you were to core aerate twice a year, in 
my opinion, you can maintain a consis-
tent thatch layer of xh-inch," Kelley said. 
"Some thatch is good. You want some 
insulation in there — some buoyancy for 
turf." 

A 14-inch of thatch also provides a 
holding area for fertilizers and pesticides, 
and provides insulation against heat and 
cold. If a lawn is core aerated twice a 
year, and receives a normal five applica-
tion lawn care program, the soil will 
consistently improve. But if it 's let go, 
the t u r f s thatch will creep to 2Vi inches 
of thatch in no time. 

Thick thatch isn't necessarily a result 
of neglect. A well-kept lawn is often the 
one which suffers most because a fast-
growing turf tends to produce more 
thatch. 

"It 's important to get started on that 
core cultivation right away. As soon as 
that lawn goes past 1/2-inch, I'd start on 
it," he said. 

Increasing moisture infiltration, achiev-
ing better rooting, improving nutrient up-
take and improving gas exchange in and 
out of the root zone are considered the 
main benefits of aeration. 

One of the keys is to get good infiltra-
tion, so the water doesn't run off the turf. 
The percolation of water into a yard 
which has been aerated will be much bet-
ter than one which hasn't been aerated. It 
doesn't solve the deep drainage problem, 
but at least it gets drainage into the soil. 
Not only does it reduce runoff, but it also 
allows you to use water more efficiently. 

Since well-aerated soils are essential 
for soil microbial activity, coring may 
further enhance decomposition of the re-
maining thatch because more air and mois-
ture are able to enter the thatch and soil. 

Core aeration encourages healthy turf 
and a subsequent resistance to disease. 

1000 square feet of surface is increased to 
1554 square feet of available surface 

for 3 to 4 weeks or until the hole closes. 

"That ' s one of those things that probably 
isn't real clear. It generally encourages 
the grass, and allows the grass to grow 
better so that it can compete with certain 
pests," Rieke said. "In a lot of cases, a 
good healthy turf is a key factor in being 
able to tolerate pest problems or any 
stress problem." 

For example, sod is often put down on 
compacted subsoils so that turfgrass not 
only has bad soil conditions going 
against it, but if disease comes along, it 
has no reserve to fight it. 

Diseases won't be eliminated through 
core cultivation, but it will help the lawn 
breathe better and ultimately fight dis-
ease more efficiently. 

Aeration isn't the cure for every lawn, 
but it helps where topsoils are known to 
be shallow, and subsoils are poor. 

The objectives of core aeration will 
vary on different soil types. For instance, 
compaction can be a problem in sandy 
soils, but not as much as a fine-textured 
soil. In fine-textured soils, rooting and 
infiltration can pose significant prob-
lems. 

Although often thought to be unsightly, 
the plugs f rom core aeration should re-
main on top of the turf. The plugs will 
eventually breakdown and fill the space 
back up, acting like a topdressing of 
sorts. Depending on the type of soil, the 
plugs will last anywhere f rom one to two 
weeks. 

If it's a sandy soil, plugs will break up 
very easily. If it's a loamy soil, it still 
shouldn't be too much of a problem. 
Core aeration on a moist clay soil will 
generally result in plugs which persist 
for some time. 

There are many variables when it 
comes to aerating a home lawn, athletic 
field or city park, but the benefits are 
clearly evident in turf which is con-
sistently and properly cultivated. • 
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RYAM LAWN CARE 

Setting a Course for 
Y)ur Lawn 

The di f ference between fall and 
spring seeding is like night and 
day according to industry profes-

sionals. 
And although seeding can be success-

ful in the spring, the seed is more likely 
to find weed competi t ion in that sensitive 
growing t ime of year. 

"Many people think spring seeding is 
the best because the snow has just melt-
ed (in the North) . But the t ime to do it is 
the fall, when there's no annual weed 
competi t ion and no worries about crab-
grass, foxtail or barnyardgrass," said Joe 
Churchi l l , product manager, medalist 
turf products division, Nor th rup King. 

In the fall, seeds benefit f rom consis-
tent soil temperatures, unlike the spring 
months when the soil temperature fluc-
tuates between warm and cold, causing 
the seed to be confused about what it 
should do. 

Fall seeding also gives the seed a 
chance to "grow u p " before it has to face 
environmental stresses. 

" In the fall, a plant experiences two to 
three months growth with no stress. That 
growth continues in the spring, when we 
still have relatively pleasant tempera-
tures," Churchil l said. " S o we have a 
plant that 's nine months old before it's 
really tested by stress." 

Spring-planted seed, on the other hand, 
is only about 30 days old when it is first 
challenged by environmental condit ions. 

The end of August and the first part of 
September is generally a good time for 
seeding in the Nor th . Further south, 
seeding may take place as late as Oc-
tober. In any event, the seeded area 
should have a chance to become well-
established before the first hard frost 
comes . 

Exceptions to the fall seeding theory 

are athletic fields and home lawns equip-
ped with irrigation systems. Athletic 
fields are regularly seeded in the spring 
because of the fall football season. In ad-
dition to plenty of irrigation, a spring 
seeder should also be aware of the con-
trols necessary to prevent annual weeds. 

Spring is also the best alternative 
should fall seeding be impossible, or in 
the event that a second seeding is nec-
essary. 

It takes quite a bit of up-to-date infor-
mation to successfully complete an over-
seeding job , whether a complete renova-
tion is being attempted or a spot seeding. 

Be sure that the condit ions which have 
caused the stand of turf to loose its vigor 
in the first place have been remedied so 
that successful turf establishment can be 
expected. If the turf declined because the 
original grasses were not suited to that 
site, it will be necessary to select other 
species which are better adapted to the 
situation. 

Depending on the immediate goal , the 
proper seed variety can change depen-
ding on the area of the country and the 
circumstances surrounding the overseed-
ing. Shady areas, high traff ic areas and 
low fertility areas all require different 
seed varieties at different seeding rates. 

A general rule of thumb for overseed-
ing is if the turf is 50 percent or more 
undesirable, whether that means it's 50 
percent thin or 50 percent full of weed 
and disease problems, then a complete 
renovation is most likely warranted. 

On the other hand, if there is still a 
good percentage of healthy turf , then it's 
better to work with what is present by 
incorporating a better variety into the ex-
isting turf . 

In general , the ryegrasses, bluegrasses 
and fine fescues, or varying blends of 
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them, provide solutions for most seed-
ing situations. 

The two pr imary fortes of the ryegrass-
es are fast establishment and t raff ic tol-
erance. Bluegrasses are good for heat and 
drought tolerance, color and are known 
for having good recuperative ability. 

Bluegrasses have rhizomes which seed 
together and establish a nice dense, thick 
turf . Bluegrass, at least in the northern 
climate, is the foundation of all grass 
seed. It has good texture, good color and 
works well with other grasses. 

The fine fescues 
are great for shade 
and low fertility sit-
uations. Tall fescues 
do extremely well in 
heat and drought sit-
uations. In the mid-
South, they're also 
extremely traff ic tol-
erant. 

C o m m o n in over-
seeding lawns or 
sports turf are the 
blends of new turf-
type perennial rye-
grasses. They germi-
nate quickly and es-
tablish with a vig-
orous seedling. The 
new ryegrasses are 
said to make an ideal overseeding, and 
have sparked a lot of interest because of 
their broad geographical adaptation and 
low maintenance requirements, according 
to John Hopko, a seed specialist for 
Nor thrup King. 

General ly considered the number one 
overseeding material , the perennial rye-
grasses are consistent in all areas of the 
country, including the South, for over-
seeding dormant Bermudagrass , accor-
ding to Eliot Roberts, executive director 
of The Lawn Institute. 

Other viable winter overseeding mix-
tures for the South include Poa trivialis 
(rough fountain bluegrass) — often mixed 
with ryegrasses and fine fescues. How-
ever, the perennial ryegrasses remain the 
all-around favorite because of the rapidity 
of seed germinat ion and the strong heal-
thy seedling. As the seedling begins to 
grow, a green cover quickly establishes 
over the ground as the Bermudagrass 
goes dormant . 

The perennial ryegrasses can be used 
for overseeding in the Nor th , but there's 
also the option of using mixtures contain-
ing Kentucky bluegrass. The mixture 
should include a bluegrass blend that is 
the same type already in the turf . 

The fine fescues make an excellent in-
gredient in an overseeding mixture be-
cause they germinate quickly. They ' re 
not as quick as the ryegrasses, but they 
establish well. 

In an overseeding mix, perennial rye-

grasses would probably comprise only 10 
percent to 20 percent of the mixture, so 
the bluegrass and the fine fescue have an 
opportunity to exert an influence on the 
overseeded stand without it becoming 
100 percent ryegrass. 

As a general rule, the overseeding mix-
tures for bluegrass, ryegrass and fine fes-
cue would be somewhere in the neigh-
borhood of 50 percent fine fescue, 30 
percent bluegrass and 20 percent rye-
grass. There 's a lot of room for variation 
with the fine fescues and bluegrasses, 

Seed plants In different stages of development. 

but more than 20 percent perennial rye-
grass should generally not be included. 

Compatibi l i ty is the name of the game 
in overseeding. With the new improved 
ryegrasses, f ine fescues and bluegrasses, 
they all tend to match well in overseed-
ing. However, if an old Kentucky blue-
grass lawn is overseeded with a new 
ryegrass, it will create a mismatch. 

Another variety considered poor for 
overseeding is bentgrass. A bentgrass 
overseeded into a bluegrass lawn, or any 
other lawn, is a good example of incom-
patibility. Such a match could result in 
clumping. 

The seeding rate is generally determin-
ed by the number of viable seeds — po-
tential grass plants — that it takes to end 
up with turf that has about six plants per 
square inch. To accomplish this, it may 
be necessary to aim for 12 plants per 
square inch just to get six healthy plants, 
according to Roberts. In overseeding es-
tablished turf , however, it takes almost 
50 percent less seed than it would when 
starting f rom scratch. And that too dep-
ends on how thin the turf is, and the 
overseeding practice used. 

Seedling rate determines how rapidly 
ground cover will be achieved for a giv-
en cultivar. The more rapidly the soil is 
protected with vegetation, the less mois-
ture evaporation, and the more favorable 
the surface soil condit ions are for turf-
grass growth and development . Seedling 
turf of greater density usually allows 
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fewer weeds to become established. 
Seedlings that are excessively crowded 

are more subject to disease. This may be 
avoided by keeping seeding rates reason-
able and applications un i form. 

Unfortunately, determining a seed rate 
is not an exact science, according to Hop-
ko. The amount of seed really depends on 
what species or mixture is used. An ave-
rage rate would run about 150 to 175 
pounds of seed per acre, or just under 
four pounds per 1,000 square feet. 

"I t really depends on if we're working 
with a mixture or a straight species," he 
said. " M o s t of the time, a professional 
can pick up information on the suggested 
seeding rates with the product . Most pro-
fessionals agree that it's generally better 
to have too much than not enough." 

That ' s not to say that massive quanti-
ties of seed should be thrown on the turf . 

Overseeding in extreme amounts can 
have some negative effects on turf . There 
is a point of diminishing returns in seed-
ing, whether it's a new seeding or over-
seeding, Churchil l said. If you get too 
many plants per area, they're not able to 
establish and fill in as well as they might 
if they had room to grow. 

As a result of overcrowding, plants can 
be brittle, have shallow root systems and 
are not nearly as tolerant to the environ-
mental stresses as they would be if seed-
ing was done at a proper rate. 

In overseeding, it's most important to 
get the seed in contact with the soil. In a 
new lawn, depth becomes especially im-
portant because small seeds shouldn' t be 
planted too deep or they won't germinate 
and grow. With large seeds, you don't 
want them too close to the top because 
they'll dry out and won't germinate. 

The depth range depends on the size of 
seed. In general , when a new turf is be-
ing seeded, and the soil surface can be 
watched, rake the seed in so that 10 per-

cent or 15 percent of the seed can still be 
seen. When this much is visible on the 
surface, then the rest of the seed is at the 
proper depth . 

Overseeding established turf is a whole 
different practice, however, because the 
soil is being sliced with a renovating 
machine or a slit seeder. The important 
considerat ion here is getting enough of 
the soil cut so that there's good seed to 
soil contact in those slits. 

The depth of placing the seed is really 
up to the slits, which will vary in depth 
f rom 1/4 inch to 1/8 inch. Most mach-
ines in the industry meter the seed, so 
just the right amount of seed is delivered 
at the right rate. 

Before overseeding, it's wise to make 
sure the turf has been fertilized and is the 
proper pH level. I t 's also important to 
make sure that the turf has been limed 
within the last two to three years so that 
condit ions for turf establishment are 
good. 

Overseeding can be per formed on sod, 
but it's important to get the seed through 
the sod where it can come into contact 
with the soil. 

The width of the seeding pattern varies 
with the equipment. The further apart the 
slits are, the longer it will take for the 
grass to fill in. In many cases, seeding 
must be done in two cr isscross passes. 

Slit seeders and broadcast seeders are 
both viable methods of seeding, al though 
slit seeders are often preferred by indus-
try professionals for overseeding on es-
tablished turf . Drop- type seeders gener-
ally are said to spread seed too heavy — 
releasing too many seeds per square 
inch. 

Spot seeding is good under c i rcum-
stances which prohibit complete renova-
tion. For instance, when turf is begin-
ning to thin because of heavy traffic, a 
perennial ryegrass is a good, quick op-

tion to reestablish a 
ground cover. Not 
only will it be green, 
the turf can still be 
used until there's t ime 
for proper renovation. 

A basic objective 
for turfgrass seeding 
operat ions is to 
establish a healthy 
stand of turf which 
satisifies the design 
requirements of a 
landscape situation. 

Communicat ing 
with the customer to 
find out what his 
needs are and how 
much he is willing to 
spend to maintain the 
property are impor-
tant considerat ions 
as well. • 
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RYA.N LAWN CA.RE 

Planting the Seeds 
for Tomorrow's Turf 
For the most part , seed varieties 

released today are head and shoul-
ders above what was available 15 to 

20 years ago, according to knowledgeable in-
dustry researchers. 

There's 10 to 20 new varieties of species 
coming out every year, most of which prob-
ably won't last more than 10 years. The short-
lived nature of these seed varieties stems 
f rom the volume of new ones coming out , 
which are better or as good as the older spe-
cies. The end-user is always looking for 
something new and a little bit better. 

The life span of a variety released this year 
will be nowhere near as long as a variety 
released 20 to 25 years ago. As a result , 
it's becoming diff icult to stay abreast of 
developments in seed varieties. But rest 
assured, there are some industry seed 
renovation standards one can fall back on. 

Bluegrasses, ryegrasses and fine fescues 
are probably the three varieties that are used 
in the Nor thern half of the United States for 
renovation and new seedings. 

Kentucky bluegrasses, perennial ryegras-
ses and f ine fescues will cover 90 percent or 
more of the situations in the Nor thern half of 
the country and the tall fescues will cover 
about 80 percent to 90 percent of the situa-
tions in the mid-South, according to Joe 
Churchi l l , product manager o f t he medalist 
turf products division at Nor thrup King Co . , 
Minnesota . 

For renovation of Nor thern or Eastern 
lawns, Kentucky bluegrass is generally the 
foundation in the mixture. However, some of 
the perennial ryegrasses are becoming more 
of a viable option because of some attributes 
they have that the bluegrasses don ' t . 

The ryegrasses not only bring fast estab-
lishment into a grass seed mix, but also high 
traff ic tolerance. The bluegrasses pretty 
much tie it all together, Churchil l said. 

For the renovation of home lawns in the 

North , use 70 per-
cent Kentucky Blue-
grass and 30 percent 
of one or more of the 
ryegrasses, accord-
ing to William Mey-
er, president of Pure 
Seed Testing in Ore-
gon. Some common 
bluegrasses include 
Midnight , Eclipse, 
Aldephi , Glade and 
Columbia . 

Bluegrass/rye-
grass mixtures are 
probably the most 
popularin the North-
ern and Eastern 
states as well as in Nor thern and Central 
Cal i fornia . 

A wider use of fine fescues can be found in 
the East. The fine fescues seem to be widely 
used there because the growing condit ions 
are suitable for them, plus they also have 
some benefits as far as shade tolerance and 
low fertility requirements. 

For renovation purposes in a shady area 
which has thinned out , an L C O has more op-
tions — depending on the reasons for the ren-
ovation . Most of these areas can be renovat-
ed with a grass seed mix high in fine fescue. 

Renovation of a high traff ic area will prob-
ably be best served by a grass seed mix that 
has a fairly high percentage of perennial rye-
grass. 

In the deep South, there's a whole new set 
of rules in the use of warm season grasses 
like hybrid Bermudas, St. Augustinegrass, 
Bahiagrass and Centipedegrass. They be-
have differently, and often the renovation 
is per formed differently because quite a few 
of the grasses do not produce seed. Instead 
vegetative establishment with sprigs or 
stolons or vegetatively established sod is 

• • • • • • • • • • • • • • • • I 
The Mataway Overseeder performs well 
on home lawns. 
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necessary. 
Varieties such as Ci ta t ion II, Palmer , 

Pre lude , M a n h a t t a n l l , O m e g a l l , Dasher II, 
S R 4 0 0 0 , S R 4 1 0 0 , G a t o r , Pennan t , All-
Star , B i r d i e l l a n d S u n r y e a r e s o m e c o m m o n 
variet ies which are used fo rove r seed ing 
d o r m a n t B e r m u d a g r a s s in the South . 

In a reas like Sou the rn Iowa, I l l inois, In-
d iana and the Virginias , tall fescues start to 
be a much bigger player not only in new seed-
ings, but in renovat ion. 

With the onslaught of new turf- type tall fes-
cues , the op t ions available for renovating 
turf in the mid-Sou th area have b e c o m e 
much grea te r because there are so many new 
tall fescues available, Churchi l l said. 

T h e r e are s o m e w a r m season grasses that 
will work well like Zoysiagrass and Be rmu-
dagrass , but tall fescues are by far the most 
widely used grass seed in the mid -Sou th . 

In the t ransi t ion zone, pure mix tures of 
Falcon, O l y m -
pic, Rebel II, 
Mus tang , Apa -
che , Bonanza , 
Jaguar , Adven-
ture and C imar -
ron, to n a m e a 
few, are gener-

ally used . 
Depend ing on why the renovation is nec-

essary will h e l p d e t e r m i n e what tu r fg rass 
seed should be used . 

In spot seeding, ryegrass is genera l ly the 
best to use, accord ing to Meyer , because of 
i t ' s ha rd iness unde r tough condi t ions . In low 
ma in tenance and shade cond i t ions , hard 
fescues such as A u r o r a , Spar tan and Reliant 
are good . Chewings fescues such as Shadow, 
Victory and Enjoy are also good . 

There ' s a wide range of different types of 
grasses depending pr imar i ly on geographic 
location. And quite often within those geo-
graphic locations — depending on the intend-
ed use — other sets of opt ions are available. 

Increased disease resistance is jus t one of 
many characteris t ics that plant breeders are 
trying to capital ize on and breed into new 
seed varieties. With the high level of main-
tenance that many turf areas receive, many 
different situations p romote disease activity. 
By incorporat ing disease resistant varieties 
into those areas, there 's a better oppor tuni ty 
o f m a i n t a i n i n g a l a w n . • 

For more information on the seed varieties 
mentioned in this article, contact your local 
seed supplier. 

Areas of Turfgrass Adaptation 

Cool Season Turf-
grasses, Northern Turf 
Program (Kentucky Blue grass. 
Perennial Ryegrass, Fine Fescue) 

Transition Zone, Mid South Products 
(Tall Fescue, Zoysiagrass, Common 
Bermudagrass) 

Warm Season Turfgrasses, Southern Over-
seeding Products (1all Fescues, Hybrid Ber-
mudagrasses. Common Bermudagrass, Bah-
iagrass, St. Augustinegrass, Centipedegrass) 
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JGRAIV LAWN CARE I 

Striving 
for Profitability 

Pricing for profit 
is a tricky busi-
ness. Not only 

does it depend on the 
mechanics of a well-run 
company, but coopera-
tion f rom Mother Nat-
ure. A f i rm may have 
aeration and seeding 
jobs scheduled through-
out the spring and fall, 
but it won't do them any 
good if the ground be-
comes too hard and dry 
in the spring, and all the 
jobs have to be post-
poned until the fall. 

Consequently, the 
weather and a large num-
ber of variables must be 
taken into considerat ion 
before pricing a seeding 
or aeration job. 

All money matters aside, the lawn 
maintenance professional must first 
clearly indicate to the customer the 
benefi ts received f rom both an aeration 
and overseeding job. 

Core aeration encourages healthy turf 
and a subsequent resistance to disease. 
Increased moisture infil tration, better 
rooting, improved nutrient uptake and 
improved gas exchange in and out of the 
root zone are other benefits of aeration. 

With overseeding, better color, disease 
resistance, density and traff ic tolerance 
are just a few areas in which customers 
will see improvements in their lawns. 

It's also important for the professional 
to talk with his cus tomers about the 
money they intend to spend in maintain-
ing their lawns. 

Whi le most companies fol low highly 
personalized budget plans, the fol-

lowing four companies gave us an idea 
how they go about successfully pric-
ing aeration and seeding to make a 
profit . 

Mark Kelley of Leisure Lawn, Dayton, 
Ohio, based his project ions on the num-
ber of dollars the company would pull 
in, keeping all of its t rucks busy doing 
about seven jobs per day, five days a 
week for a f ive-month per iod. Such 
variables as labor, equipment deprecia-
tion and other budget considerat ions 
were taken into account . 

His formula looks like this: labor 
costs, 17 percent of the billings; vehicle 
and equipment depreciation (in the first 
five years) about 8 percent; advertising 
(i.e. pamphlets , brochures) and commis-
sion to sell the services about 6 percent; 
fuel and maintenance of vehicles and 
equipment about 4 percent; and over-
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head about 3 percent. 
Under these extremely ideal condi-

tions, a company could clear more than 
60 percent profit. 

"This formula is based strictly on the 
notion that everything has gone well. 
Profit is going to be a varied affair," 
Kelley cautioned. "This is an optimum-
type situation. When you first get into it, 
it won't happen. If you can clear 20 per-
cent, you're doing pretty well." 

Kelley based his formula on a one-man 
unit — one man with a pickup carrying a 
tractor, Ryan Tow Lawnaire and a Ryan 
Lawnaire IV. Depending on the size of 
the company, however, more trucks and 
two-man crews can be factored in. 

If the ideal amount of work doesn't pan 
out, all other costs — not labor, but ad-
vertising, depreciation, etc. — will in-
crease with a lack of billings to comple-
ment it. 

"The busier you are, the more billings 
you put out, you can shrink these ex-
penses even more," he said. 

Kelley explained that many companies 
are looking at aeration and overseeding 
as a supplement to their main area of 
operation. As they are able to fill the 
five-month period, higher prices can be 
charged, resulting in increased profit-
ability. 

Pricing in many areas, follows the go-
ing industry rate. Some charge a little bit 
more or a little less, depending on what 
it takes to ensure a profit, Kelley said. 

In projecting costs, you must also re-
member that aeration equipment may be 
idle for seven months of the year. With-
out charging massive amounts, a com-
pany must price for the unpredictable. 
For example, if bad weather hits an area, 
or a company doesn't sell as many aera-
tion and overseeding jobs , then it's left 
with a lot of idle equipment, reducing 
profits, he said. 

To ensure customer satisfaction, it's 
important that the customer know what 
he's going to get before the j ob is done. 
Literature defining and explaining the 
process, along with a verbalized state-
ment f rom the technical representative is 
sufficient, Kelley said. "If the customer 
knows what he's going to get ahead of 
time, there aren't as many callbacks." 

Steve Derrick of Orkin Lawn Care, 
Atlanta, Ga . , said the price should be set 
high enough to allow for those customers 
who are not going to take care of their 
lawn. For example, those who aren't go-
ing to water their lawn. 

"We leave a lot in the hands of the cus-
tomer, and you have to allow for that," he 
said. 

Pricing must also include allowances for 
a certain number of people to be dissat-
isfied, and either not pay their bill or de-
mand that their lawn be reseeded, he 
said. 

Equipment Payout 
Schedule 

LAWNAIRE 28 
T h e s e f i g u r e s a r e b a s e d o n t h e L a w n a i r e 2 8 
d o i n g a n a c t u a l 1 9 , 2 0 0 s q . f t . p e r h o u r o r 
115,2(30 s q . f t . p e r day . A l l d o l l a r f i g u r e s a r e 
b a s e d o n a n a v e r a g e o f $ 9 p e r 1 ,000 s q . f t . 
in a 6 h o u r ( m a c h i n e ) w o r k i n g day . 

L a w n a i r e 2 8 p e r d a y 
to ta l b i l l i n g $ 1 , 0 3 6 . 0 0 

O p e r a t o r $7 p e r h o u r 
(10 h o u r d a y ) $70 .00 

L a w n a i r e 2 8 f u e l a n d 
r e p a i r s , 6 h o u r s a t $ 2 / h r . $ 1 2 . 0 0 

T r u c k a n d t r a i l e r 
a t $ 3 0 p e r d a y $ 3 0 . 0 0 

Tota l d a i l y o p e r a t i o n a l 
e x p e n s e $112.00 

D a i l y I n c o m e $ 9 2 4 . 0 0 

Lawnaire 28 features: a 7-horsepower OHV 
Wisconsin Robin engine; 28-inch aerating 
width on a 3 1/2 by 5-inch coring pattern to 
a depth of 2 1/2 inches; and a 3/4-inch core 
diameter. 

State up front that the company guar-
antee only goes as far as to ensure that 
the lawn will be thoroughly aerated, and 
that the company will supply them with 
certified seed, Derrick said. 

Leave the homeowner with thorough 
instructions of what he needs to do to get 
maximum germination. Make it clear the 
company is not responsible for the ger-
mination of the lawn — that a majority 
of the work is left in the homeowners ' 
hands. 

Derrick said replacement parts are not 
really a consideration in his pricing for-
mula. "We use all Ryan aerators, and 
don't have many maintenance problems. 
The labor is more expensive than the 
equipment." 

Derrick added that aeration equipment 
in general is continually improving — 
particularly for home lawn use. 

Orkin tries to overseed and aerate 8 to 
10 lawns per day. The company usually 
sells aeration and overseeding as one 
package, especially in tall fescue 
areas. 

"The best figures I can find show that 
if you go out and scatter the seeds on top 
of the ground, all you get is 15 percent 
to 20 percent germination. If you aerate 
(poke holes, slits in the ground), you 
may get 75 percent germination," he 
said. 

As in the rest of lawn care, routing 
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Equipment Payout 
Schedule 

MATAWAY OVERSEEDER 
T h e s e f i g u r e s a r e b a s e d o n t h e O v e r s e e d e r 
d o i n g a n a c t u a l 1 2 , 0 0 0 s q . f t . p e r h o u r o r 
7 2 , 0 0 0 s q . f t . p e r day . A l l d o l l a r f i g u r e s a r e 
b a s e d o n a n a v e r a g e o f *$15 p e r 1 ,000 s q . f t . 
in a 6 h o u r ( m a c h i n e ) w o r k i n g day. 
*77i/s figure is at $23 per J.OOO sq. f t . less $7.50 for seed. 

O v e r s e e d e r p e r d a y 
to ta l b i l l i n g $ 1 , 0 8 0 . 0 0 

O p e r a t o r $7 p e r h o u r 
(IO h o u r d a y ) $70 .00 

O v e r s e e d e r f u e l a n d r e p a i r s , 
6 h o u r s a t $ 1 2 . 3 7 / h r $ 7 4 . 2 2 

T r u c k a n d t r a i l e r a t $ 3 0 
p e r d a y $ 3 0 

Tota l d a i l y o p e r a t i o n a l 
e x p e n s e $ 1 7 4 . 2 2 

D a i l y I n c o m e $ 9 0 5 . 7 8 
Mataway Overseeder features: cuts up to 11/2 
inches into the ground; has a 19-inch oper-
ating width; a 4-cyclet lO-horsepower cast 
iron block, recoil starter; and a hopper and 
metering system available for any seed type. 

plays a big part in efficiency. A company 
must take into consideration the time it 
takes to travel between jobs. 

For a good selling measure, many 
companies are beginning to compare the 
price of seeding to that of sodding, ac-
cording to John Hopko, a seed specialist 
f rom Northrup King. 

The cost of sodding a lawn can run as 
much as five times higher than a seeding 
job. Of course, the amount of seedbed 
preparation for overseeding must be tak-
en into pricing considerations. 

Most overseeding is done in smaller 
settings, so companies generally charge 
per thousand square feet. In larger set-
tings, acres are a more practical 
measure. 

Following still yet another option, a 
number of large companies use a set 
pricing schedule. A 45-day window, for 
example, may be used to get seeding 
done. The longer the time frame, the 
more opportunity for profits. 

"In my area, seeding is usually done 
from early August to mid-September. But 
you have to allow for Mother Nature, 
whether it's drought or too much rain," 
Hopko said. 

To increase the profitability of aera-
tion, many companies are successfully 
offering the service in the spring as well 
as the fall. "You can do it anytime as 
long as it's not too hot," he said. 

Equipment Payout 
Schedule 
LAWNAIRE IV 

S i n c e a L a w n a i r e I V o n l y d o e s 9 h o l e s p e r 
s q . f t . , t h e s e f i g u r e s a r e b a s e d o n t h e L a w n a i r e 
I V g o i n g o v e r a y a r d t w i c e . T h e L a w n a i r e I V 
d o e s 16,800 s q . f t . p e r h o u r , t h e r e f o r e , o u r 
f i g u r e s w i l l b e b a s e d o n 8 , 4 0 0 s q . f t . p e r h o u r 
o r 5 0 , 4 0 0 s q . f t . in a 6 h o u r ( m a c h i n e ) w o r k -
ing day . B i l l i n g w i l l b e a t $ 9 p e r 1 ,000 s q . f t . 

L a w n a i r e I V 
p e r d a y to ta l b i l l i n g $ 4 5 3 . 6 0 

O p e r a t o r $7 p e r h o u r 
(IO h o u r d a y ) $70 .00 

L a w n a i r e I V f u e l a n d r e p a i r s , 
6 h o u r s a t $ 1 . 1 0 / h o u r $ 6 . 6 0 

T r u c k a n d t r a i l e r 

at $ 3 0 p e r d a y $ 3 0 . 0 0 

Tota l d a i l y o p e r a t i o n a l e x p e n s e . . . $106 .60 

D a i l y I n c o m e $347.00 

Lawnaire IVfeatures; 303/4-inch coring tines 
providing an aeration pattern up to 9 holes 
per sq. foot; penetration up to 2 3/4 inches; 
and a 3-horsepower industrial engine. 

Other pricing considerations include: 
labor costs, seed, type of equipment, 
wide open lawns compared to lawns with 
many trees and whether irrigation is 
available. 

The main thing to consider is that the 
company offers a complete service, said 
Greg Schreiner of Aeration Consultants, 
Englewood, Colo. The customer will al-
ways pay for a quality job. 

That includes worrying about such 
things as sprinkler heads, sections of 
overseeding and aeration that may have 
been missed and making follow-up calls 
as needed. 

Schreiner said a standard aeration 
charge for his company would run about 
$30 a lawn (for 30 minutes work), but he 
prefers to work through package deals. 

"Everybody in the Colorado area has 
irrigation systems so aeration is pro-
moted as a water savings to the home-
owner," he said. "Selling overseeding 
and aeration together is another great 
promotion. We aerate three times before 
overseeding, and it makes a good spring/ 
fall package deal. 

"It can be very profitable if you do it 
right," he said. 

Aeration and overseeding have become 
such viable services, many lawn care 
companies have started to offer them, 
making pricing more competitive, he 
said. " 
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RYAN LAWN CARE ¡ 

Overseeding: 
The Turf Enhancer 
Overseeding and renovating turf 

today are growing in populari-
ty because the varieties used 

15 to 20 years ago are now becoming 
obsolete. By renovating turf , new 
varieties can be incorporated into an 
older turf to improve its general condi-
tion and appearance . 

In general , the new seed varieties are 
going to be more disease resistant and 
have the ability to improve turf color, 
hardiness and density. New varieties are 
also more capable of accepting fertilizer 
and chemical applications because of the 
new characterist ics bred into them, ac-
cording to Joe Churchi l l , product man-
ager, medalist turf products division, 
Nor thrup King. 

"That ' s become more and more of a 
concern with L C O s in cases where 
they're pumping lots of nitrogen on these 
older lawns that, quite frankly, can't take 
it. The (older) grasses in many cases 
have become very disease susceptible," 
he said. "By incorporating new varieties 
that will accept those levels of manage-
ment , you get better response to applica-
tions. At the same time, you ' re minimiz-
ing your risk to disease instead of pro-
moting it. So there's a lot of good reas-
ons today to overseed." 

Any number of benefits can be achiev-
ed by overseeding including better color, 
disease resistance, density and traff ic 
tolerance. 

There is no exact science f o r j u d g i n g 
the need for overseeding. It's something 
that should be done when the turf begins 
to show signs of damage and wear. Popu-
lar reasons for renovating include worn-
out turf resulting f rom high traff ic areas, 
turf which has been desiccated by disease 
and areas in which the wrong grasses 
have been used: i.e. low fertility grasses 

in high fertility situations. 
Careful ly planned establishment prac-

tices can improve the soil environment 
and avoid many turf maintenance pro-
blems. Proper seedbed preparation will 
also result in the development of turf 
which can use water more efficiently. 

Soil remedies, dates of seeding and 
species in mixtures should be manipulat-
ed to ensure rapid seedling establishment 
and weed suppression. Field studies have 
shown that certain annual weeds failed to 
germinate under dense vegetation. On 
weedy sites, companion grasses for quick 
establishment may also help to suppress 
weeds. 

Seasonal and year-to-year per formance 
of turfgrasses is strongly dependent upon 
the influence of various management prac-
tices that affect the growth and physiology 
of both warm and cool season grasses. 

Through renovation, a professional will 
try to bring the turf back to life or to in-
corporate grasses that are more readily 
adapted or suited to a given situation or 
level of management . Before renovating, 
the cause of the failure should be deter-
mined so that any management practices 
that contributed to the loss of the turf 
can be corrected. 

Since Kentucky bluegrass lawns are so 
c o m m o n in the Midwest , they're often 
placed in a situation where the homeow-
ner isn't going to fertilize or take care of 
his lawn. As a result , the turf is not go-
ing to tolerate it and will start to thin out. 

Here's where renovation works best. It 
provides the opportuni ty to select the 
type of grass to be overseeded into an 
established lawn, ensuring the best fit. 

Overseeding doesn' t necessarily imply 
that the whole turf is being replaced. In 
fact, renovation seldom requires going in 
with a totally new plant populat ion. In-
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Kentucky 
bluegrass: 

Perennial 
ryegrass: 

Tall 
fescue: 

stead, it involves incor-
porating grasses into ex-
isting turf, to improve its 
agronomic abilities or 
performance. 

The best benefits can 
be achieved by carefully 
studying the turf and 
choosing the right seed 
to fit the situation. In 
high traffic areas on 
athletic fields, there has 
been a high percentage 
of bluegrass use in the 
past. By incorporating a 
grass seed mix that has 
a high percentage of 
perennial ryegrass into 
the worn-out areas, traf-
fic tolerance can be im-
proved without starting 
f rom scratch. 

The choice of grass 
for use under stress of 
traffic will be influenced 
by the season in which 
the traffic occurs. The 
grass must have the abi-
lity to recover f rom in-
jury, and to grow during 
the stress period. 

Ryegrass mixes often 
serve best as a strong 
customer satisfaction 
tool. Ryegrass germi-
nates so quickly, that the 
customer is less likely to 
become discouraged. 

Even properly main-
tained turf can eventua-
lly wear-out. Grasses 
can become less aggres-
sive and less tolerant of 
the environment, and as 
a result start to thin-out. 

"The beauty of reno-
vating into old turf is 
that you're incorporating 
newer, better varieties," 
Churchill said. "If the 
turf is even more than 
10 years old, the turf 
has some out of date 
varieties in it." 

In selecting a new seed variety, certain 
high thatch forming grasses can be avoided. 
Grasses that tend to spread horizontally are 
thatch-formers. Bluegrass lawns will devel-
op thatch more readily than the tall fescue or 
ryegrass lawns, which don't spread 
horizontally. 

Most thatch is produced by bentgrasses 
and old lawns of fine fescue, which are slow 
growing and have low maintenance re-
quirements, said Eliot Roberts, executive 
director of The Lawn Institute. 

Thatch should be reduced to a layer no 
thicker than 1/2 inch in most lawns be-
fore overseeding is attempted. The over-

• Ath le t i c a n d g e n e r a l t u r f s 
• L i m i t e d t o l e r a n c e to d r o u g h t 
• M o d e r a t e t o l e r a n c e to t r a f f i c a n d w e a r 
• M o d e r a t e g r o w t h ra te 
• E x c e l l e n t m o w i n g qua l i t y 
• S u p e r i o r d a r k g r e e n c o l o r 
• E x c e l l e n t sod s t r e n g t h d u e to a r h i z o m a t o u s 

hab i t of g r o w t h 
• C o m p a t i b l e in a m i x e d s t and bu t r e q u i r e s c a r e f u l 

e s t a b l i s h m e n t m e t h o d s 
• S e e d i n g ra te = 2 to 3 p o u n d s of P u r e L i v e S e e d 
p e r 1,000 s q u a r e feet 

• A th le t i c a n d g e n e r a l t u r f s 
• G o o d t o l e r a n c e to t r a f f i c a n d w e a r 
• R a p i d ra te of g r o w t h 
• P o o r e r m o w i n g qua l i t y 
• " T u r f t y p e s " have i m p r o v e d co lo r , f i n e r t ex tu re 
• N i t r o g e n r e q u i r e m e n t is s i m i l a r to tha t of 

K e n t u c k y b l u e g r a s s 
• B u n c h t y p e g r o w t h r e q u i r e s h i g h e r s e e d i n g ra te 
• C o m p a t i b l e in a m i x e d s t and bu t r e q u i r e s c a r e f u l 

e s t a b l i s h m e n t m e t h o d s 
• S e e d i n g ra te = 4 to 6 p o u n d s of P u r e L i v e S e e d s 
p e r 1,000 s q u a r e feet 

• Ath le t i c a n d g e n e r a l t u r f s 
• E x c e l l e n t t o l e r a n c e to t r a f f i c a n d w e a r 
• R a p i d ra te of g r o w t h 
• P o o r e r m o w i n g qua l i t y 
• "T t i r f t y p e s " have i m p r o v e d co lo r , f i n e r t ex tu re 
• E x c e l l e n t t o l e r a n c e to d r o u g h t 
• R e q u i r e s 4 to 6 p o u n d s of n i t r o g e n p e r 1,000 s q . 

f t . f o r h i g h e r qua l i t y a p p e a r a n c e 
• S t u d i e s sugges t tha t m o w i n g at 1 3 / 4 i n c h e s p r o -

v i d e s b e t t e r t u r f qua l i t y t h a n m o w i n g at 3 i n c h e s 
• B u n c h t y p e g r o w t h r e q u i r e s h i g h e r s e e d i n g ra te 
• C o m p a t i b l e in a m i x e d s t and 
* S e e d i n g ra te - 4 to 7 p o u n d s of P u r e L i v e S e e d 
p e r 1,000 s q u a r e fee t 

Annual 
ryegrass: 

* To b e u s e d a s a n u r s e g r a s s w h i l e e s t a b l i s h i n g 
s l o w e r g r o w i n g g r a s s s p e c i e s 

• W i n t e r kill is n e a r l y 100% 
* S e e d i n g ra te 3 to 6 p o u n d s of P u r e L i v e S e e d 
p e r 1,000 s q u a r e fee t 

seeding process fails if the seed is drop-
ped into thatch and does not come into 
contact with the soil. 

As LCOs are challenged to extend 
overseeding into a longer time frame, 
northern professionals have begun to 
drop seed onto snow in some instances. 

With a relatively level home lawn or 
sports turf area covered by a soft, f luffy 
snow — not ice — an L C O can go out 
and spread the seed on top of the snow 
and wait for the warmth of the seed to 
melt a small channel to the soil. The 
seed then lodges underneath the snow 
until it melts and germination begins. • 
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RYAN LAWN CARE 

Planning 
An Aeration Job 

The timing of an aeration j o b 
shouldn' t be as limited in scope 
as has been previously thought . 

Although it certainly depends on the 
area of the country, temperatures and soil 
condit ions, many researchers are now 
giving lawn and landscape maintenance 
professionals an open agenda for the per-
formance of core cultivation. 

"Anytime you can get on there and do 
it effectively, without unduly subjecting 
the turf to stress, it's f ine as far as I 'm 
concerned," said Paul Rieke, Crop and 
Soil Sciences, Michigan State University. 
" L o o k for good recovery condit ions and 
make sure it's not too dry." 

Obviously the drought which hit most 
of the United States in 1988 would pro-
hibit such an open t ime f rame for core 
cultivation. However, many companies 
have been encouraged by news that aera-
tion can be successfully per formed in 
both spring and fall. 

What was once thought to be a trouble-
some period — spring — now proves to be 
an appropriate t ime for core cultivation. 

"Breaking down the barr ier of a pre-
emergent herbicide by aerating in the 
spring is not as big a concern as we or-
iginally thought ," said John Street, an 
agronomist at The Ohio State University. 
" C o r e cultivation af ter the application of 
a preemergent herbicide has little if any 
effect (on the herbicide) ." 

Street said such findings have been 
researched extensively by both Michigan 
State and Ohio State. 

Summer aeration isn't bad as long as 
the grass isn't under stress or high tem-
perature condit ions. 

Core cultivation should be done when 
the soil is neither too wet nor too dry. 
The equipment will penetrate better 
when the soil is saturated, but it can 

cause a lot of damage if it's too wet. 
When it's too dry, an aerator can't get in-
to the ground. In soil which is moderate-
ly dry, a better shattering effect f rom the 
cultivation treatment will be achieved 
than if it's real wet. 

Regardless of industry findings, the fall 
tends to be preferred by many for core cul-
tivation because the grass is growing 
more aggressively at that t ime of year. 

Fall aeration also prepares and condi-
tions the soil, readying the seedbed for 
opt imum germinat ion and seed growth. 

For aeration to do its j o b in the turf , 
the deeper the tines dig into the soil the 
better. An industrywide depth standard 
tends to average 2XA to 3 inches. The 
deeper the soil can be loosened, the bet-
ter the growing condit ions for the grass. 

The spacing of the tines makes a big 
difference, both in terms of how deep 
they penetrate and the amount of soil 
they remove. If a lot of tines are put in 
the ground, it will be tough to get good 
penetrat ion. However, if there's too few, 
then the spacing is so far apart that aera-
tion won't do any good. In many sit-
uations, if the aerator gives good pene-
tration, but the spacing isn't acceptable, 
then several passes of the aerator over 
the turf will do the job. 

At any tine diameter, a spacing of 2 " 
by 2 " will remove two times more soil 
than a 2 " by 4 " spacing, four t imes 
more than a 4 " by 4 " spacing and six 
t imes more than a 4 " by 6 " spacing. 

To get the best percentage of the sur-
face exposed during aerat ion, it's impor-
tant to use a machine which has tines as 
close together as possible, and is capable 
of achieveing decent penetrat ion. 

Generally, 2 " by 4 " and 4 " by 4 " 
spacings are considered good. Going so 
deep over the lawn, at a certain spacing, 
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The LA 28 performs well on a variety of turf areas 
(top left). A visible hole pattern (below) and cores 
from the Lawnalre IV (top right) show the customer 
that a quality aeration fob has been performed. 

won ' t do the turf any 
good if the machine 
isn' t pulling a certain 
percentage of the soil. 
In one pass, most 
aerators can pull any-
where f rom 1 percent 
to 5 percent of the 
surface exposed. 
Ideal exposure is bet-
ween 3 percent and 4 
percent of the soil. 

" T h e tighter the 
pattern the better, but 
you don' t want to re-
move any more than 10 percent of that ex-
posed soil in any given day as far as core 
aeration is concerned," according to Mark 
Kelley, Leisure Lawn, Dayton, Ohio. 
"You'll take too much out of it and then 
you get into an excessive dry pattern." 

Tine diameter is important on home 
lawns, because once the best spacing is 
achieved, the only other way to increase 
the amount of soil exposed is to increase 
the tine diameter. 

If a Vfc-inch tine and a 3/4-inch tine on 
the same spacing and tine penetration 
depth were compared , the 34-inch tine 
diameter will remove more than twice 
the soil as a V£-tine and more than nine 
t imes the soil as a V4-inch tine. 

Generally, the larger the tine diameter 
the more durable the tine. The thickness 
of the tine wall also has an influence on 
how well the tines withstand heavy use. 

A closed tine is often preferred over 
the open spoon tine because it tends to 
pull a more solid core. A 34-inch closed 
tine, penetrating the soil by 2 3/4 inches 
will pull that part icular size core out. 

"There ' s only enough support (in an 
open spoon) to pull what I consider to be 
about half a core, no matter what the pen-
etration is," Kelley said. 44With an open 
spoon, I 'm only seeing about half the soil 

^•'•I'-iK" 
. . . . 7 1 * ; ? * 

j i u ' ^ p W « m m t * fM 
m m i w ^ m ' t >../• -

S n R S B n f l H H H n H N B H B n i 
as . S U ' ^ i , * 

pulled than I am with a closed spoon on 
the same spacing. We want to remove bet-
ween 3 percent and 4 percent of that 
soil." 

Vertical operating units with hollow 
tines are preferred by a number of in-
dustry professionals because they o f fe r 
the greatest potential for depth, to bring 
soil to the surface while working under a 
wid_e range of condit ions. 

Before one aerates, he should make 
sure the area is mowed shorter than nor-
mal. This enables better penetration of 
the tines and more core visibility. 

Choosing aeration equipment is a high-
ly selective job. What may do the job 
for one maintenance professional may 
not work for another. The type of job 
which needs to be done, and the cost of 
performing that j o b must also be con-
sidered. 

Durability, maneuverability and the 
number of passes required to do the kind 
of job desired, are all factors to be 
researched. 

Aeration is a long-term practice de-
signed to provide both preventat ive and 
curative relief to turf. Seriously com-
pacted turf may be aerated two or three 
times a year, while others may only need 
to be aerated annually. • 
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EQUIPMENT PREVIEW '89 

Durable, Efficient 
Products Are Still The 
THE D E M A N D S MAINTENANCE PROFESSIONALS 
put on equipment manufacturers to make more efficient 
and durable machines can be mind-boggling, but there 
never seems to be an endless supply of quality products 
for the lawn and landscape maintenance industry. 

This year is no different. From suction sweepers and 
aerators to mowers and seeders, there's a lot in store for 
maintenance professionals in 1989. 

Seeders and aerators are sure to be highly sought 
items as the true effects of last summer's drought 
becomes evident next spring. In addition, as industry 
professionals continue to diversify their businesses, 
mower sales are expected to increase significantly. A 
number of walk-behind and riding mowers will be on 
tap next season. 

Several companies are coming out with asphalt seal-
ing and paving equipment, and computer software, 
specif ic to the industry, continues to be in demand. 

For more detailed information on new products for 
1989, keep on reading. 

BILLY GOAT INDUSTRIES 
introduces the 11-hp PB-110 IC 
suction sweeper for industrial and 
commercial uses. A rugged 
vacuum, the PB-110 IC has the ad-
ditional power and large volume 
capacity needed for the largest 
cleanup jobs. 

The PB-110 IC features the 11-hp 
Briggs & Stratton IC 4-cycle 
gasoline engine. The increased 
horsepower allows the engine to 
achieve a greater RPM and more 
suction power. With its wide in-
take flap, the sweeper can open 

for a big-volume intake or close 
for a high-velocity pickup of fine 
debris. In addition, the conven-
ient controls on the handle make 
the PB-110 IC easy to operate. 

The PB-110 IC sweeper is 
available in push- or self-propel-
led models. The self-propelled 
vacuum comes with a 6-speed 
transmission (5-speed forward 
and 1-speed reverse) and an op-
tional riding sulky. 

Classen Manufacturing Co. in-
troduces the turf plugger model 
48R three-point hitch aerator. It 
covers a 42-inch swath and 
penetrates up to 3 inches on a 5 
1/4-inch by 7-inch pattern. 

C & S Turf Care Equipment 
Inc. will market the new Pro-
tank® TT1050G-19 twin-tank 
skid sprayer. The sprayer comes 
with a 100-gallon PCO tank, 
50-gallon PCO tank, 3-horse-
power Briggs & Stratton I/C 
engine, hypro D-19 diaphragm 
pump, 2 Hannay ELE. Hose 
reels, and 2-piece welded steel 

The new Bunton Co. triplex greensmower is 
light, yet heavy-duty in construction. The trip-
lex is designed to reduce the pressure transfer-
red to the surface, resulting in more durable com-
ponents that improve cutting performance for 
better greens surfaces and longer life. 

Larger reel motors and counterweights sit solid-
ly on the playing surface to eliminate bounce and 
produce a truer, more consistent cut. The unique 

traction wheel design allows more tire surface 
area to meet the green, to keep ground surface 
pressure low. 

Interchangeable parts keep inventories low and 
maintenance simple. Good performance also 
results from a hydrostatic transmission and 
dynamic braking, welded-steel frame construc-
tion, extra oil filters, independent reel operation 
and standard backlapping. 

frame for installation in side door 
of 3-ton van. 

Two new flow meters from 
Green Garde® are being intro-
duced to the industry by Encap 
Products Co. 

Both flow meters handle up to 
20 gpm with the #901 carrying 
up to 200 psi while the #902 
handles pressures up to 800 psi. 

Both feature job amount totals 
as well as accumulative totals. 

Encore Manufacturing Co. in-
troduces its new line of PRO 
36-inch and 48-inch mowers. 

Special features of these in-
termediate size mowers include: 
5-speed transmission for fast 
transport; diagonal left deck cor-
ner for easy trimming; blade drive 
linkages with adjustable yokes for 
fine tuning of the belt tension; 
lightweight, pneumatic tires 
that are easy on the turf; easy grip 
handle made to fit the hand; high 
lift blades for better clipping and 
grass catching, even under wet 
conditions, and easy attachment 
and removal of optional riding 
sulky and grass catcher. 

Excel Industries Snow Track 
440, the only snow grooming 
machine that can be converted 
into a lawn and turf tractor dur-
ing the summer months, will have 
many notable improvements for 
the 1988-89 season. 

Some of these improvements 
include: an 11 percent increase in 
horsepower to 50-hp; an 82 per-
cent increase in track strength; in-
creased operator comfort through 
an improved deluxe, adjustable 
seat and increased sound dead-
ening; the front blade has in-
creased height to handle more 
snow; and eight of the 12-way 
blade controls are now incor-
porated into a single T-handle. 
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Feldmann Engineering and Manufacturing 
Co. is offering a new model 2340 pull-behind 
core plug aerator in a 48-inch wide swath. 

For coverage at a faster pace, aeration produc-
tivity is 47 percent faster that a 25-inch aeration 
swath and 33 percent faster than a 32-inch swath. 
The unit is designed similarly to the 32-inch width 
2340, and is simple and easy to operate. Core 
plug lawn aeration is quick, and the contractor 
is in a favorable competitive position for earning 
greater profits. 

The lift-up handles will promptly pop the 
10-inch pneumatic tires into position for transport 
and just as quickly let the unit down to start 
core plugging. Penetration up to IVi inches al-
lows air, water and fertilizer to penetrate the root 
system, as well as promote thatch deterior-
ation. 

In addition to the wider 48-inch width, a gang 
bracket is available and will gang three units 
together for an 82-inch swath with model 2340, 
and a 132-inch swath with model 2340-48 pull 
behind core plug aerators. 

The Snow Track 440 can be 
converted to a Hustler lawn and 
turf tractor in four or five hours 
by two men. Hustler turf tractors 
can operate a variety of mowing 
decks from 60 inches to more 
than 12 feet with other attach-
ments, including hydraulic ed-
gers, grass collectors and rotary 
brooms. 

Excel offers a free VHS video 
tape to those who are interested 
in seeing the Snow Track 440 in 
action. 

Exmark Manufactur ing has 
added a new patented self-steer-
ing sulky to its product line. The 
new sulky is designed to keep 
operator controls within easy 
reach, even when turning. 

Running-board-type footrests 
and a cushioned seat increase 
operator comfort. The wide-
wheel-base tires track directly 
behind the mower drive wheels, 
leaving no extra tire tracks. The 
low center of gravity provides 
stability on slopes and the steer-
ing mechanism design prevents 
jack-knifing. 

Like Exmark's standard sul-
ky, the flexible mower attach-
ment eliminates "whipping" ac-
tion when cornering. The self-
steering sulky attaches in seconds 
and turns any Exmark in-
termediate mower into a riding 
mower, inexpensively. 

Mix-N-Fill is a new chemical 
mixing unit from Graham Lawn 
Equipment Inc. The mixing unit 

is used to pre-mix dry materials 
such as Pre-M, urea, phosphorus 
and potash; then transfer pre-mix 
directly into your spray unit. 

New from Goossen Industries, 
the Van 'n' Load can be used with 
most midmount or 3-point rear-
mount rotary mowers, for large-
area mowing and cleanup in a 
single pass. The 128-cubic foot 
capacity Vac 4n' Load leaves a 
clean mowing path, and tilts for 
easy dumping when full. 

The Grasshopper Company 
has added three new direct drive 
hydrostatic models to its line of 
zero-turn-radius outfront mow-
ers. The new Grasshopper 

Models 718,718K and 718D, like 
the Model 721 introduced earlier 
this year, incorporate the new 
Gemini/Eaton high-performance 
direct drive hydrostatic system. 

The direct drive hydrostatic 
system on each of the new models 
is teamed with a rugged and 
reliable powerplant. The Model 
718 features an 18-hp Briggs & 
Stratton Twin II Pressure Lube 
I/C engine. An 18-hp Kohler 
Magnum M18 delivers power to 
the Model 718K. The Model 718D 
is equipped with a liquid-cooled, 
three-cylinder Kubota diesel 
powerplant. All drive system and 
engine combinations are design-
ed to enhance productivity, and 
ensure ample power in demand-

ing commercial applications. 
The 718 Series tractors can be 

equipped with PTO-driven out-
front decks ranging from 44 in-
ches to 61 inches. The diesel-
powered Model 718D, like the 
Model 721 introduced earlier this 
year, can also be equipped with 
a heavy-duty 72-inch deck. 

The 48-inch commercial sickle 
bar mower is now available from 
Hako International. 

Pòwered by an industrial 203-
cm3, 3.5kw, air-cooled engine 
with electronic ignition, the com-
mercial sickle bar mower has two 
speeds forward and one reverse, 
all controlled from the handle. 

(continued on page 76) 

Gravely International's new Professional 24G 
riding tractor is equipped with a 24-hp Onan 
engine and a standard 72-inch mowing deck, 
capable of industrial-sized cutting jobs. 

Designed for the wide open spaces of parks, 

playing fields and industrial complexes, the 24G 
delivers more horsepower per inch of cut than 
other mowing options. The 8-speed Gravely-
built transmission provides fast mowing speeds 
and, with the deck up, can cruise at 9 mph plus. 

An especially long frame adds to the natural 
stability of a rear-engine four-wheel tractor, mak-
ing this an option for uneven terrain. The center-
mounted mowing deck follows changing con-
tours without skipping or scalping. Though de-
signed for wide area mowing, individual wheel 
brakes, power steering and a sharp turning radius 
give the 24G unexpected maneuverability in 
tight situations. 

Though its large size means the 24G won't 
accept the wide variety of attachments of its 
smaller cousins, its ability to haul utility carts 
and other tools give it more versatility than many 
mowers. 
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SIX WAYS TO INCREASE PROFITS IN '89 

30-SERIES CORE AERATORS 
Both the 30-6 and the 30-6S are capable of aerating 
25,800 square feet per hour . . . and that can mean 12 to 16 
average lawns each day! 

LOADERVAC TRUCK LOADERS 
Both models have powerful Kohler engines—the 716 a 
16 h.p., and the 720 a 20 h.p.—and both machines can be 
easily made into independent trailer units. 

450-SERIES DROP SPREADERS 
At last, a line of Self-Propelled Drop Spreaders that will 
bring speed, efficiency and profit to your operation. 
Three models . . . coverage from 30,800 to 57,200 square 
feet per hour! 

Please visit with us at Booth 229, PLCAA Show, 
New Orleans, and see firsthand the Quality, Innova-
tion and Profit-making Potential of these six 
machines. 

SS-35-20S SLICER SEEDER 
Just one lever lowers cutters, activates cutters, sets cut-
ter depth and turns seed on. How easy and efficient can 
you get! 

380 SEEDER DETHATCHER 
In its seeder mode, the 380 is capable of seeding 22,500 
square feet per hour. Operation is simple and con-
venient . . . just one lever does it all! 

TAILGATE TRUCK LOADERS 
Both models, the 708 and 709, have rugged, steel dis-
charge chutes which swivel, allowing you to unload as 
well as load your truck. 

For complete information on all or any of these products please 
call or write: 

> /NC. 
LEADER BY DESIGN 

105 School House Road • Cheshire • Connecticut 06410 
1 -800-8-SALSCQ • FAX (203) 271-2596 • (203) 271-1682 

Circle 56 on reader service card m 



Equipment Guide 
(continued from page 74) 

A universal knife cutter bar is 
suspended in an oscillating ar-
rangement to adapt to all types 
of terrain. 

Dual drive wheels are avail-
able as an option for more sta-
bility on steep embankments. For 
transporting and storage, and 
easy patented (no tools needed) 
coupling device allows break-
down of mower from engine drive 
unit. 

Also new from Hako is the 36" 
commercial broom sweeper that 
clears dirt, dried mud, debris 
and trash, including driveways, 
sidewalks, parking lots and 
loading docks. 

Powered by an industrial 203-
cm3,3.5w, air-cooled engine with 
electronic ignition, the commer-
cial broom sweeper has two for-
ward speeds and one reverse, all 
controlled from the handle. Water 
spraying attachment and front 
rubber apron prevent excessive 
dust kick up. Broom angle is ful-
ly adjustable. For transporting 
and storage, an easy (no tools 
needed) coupling device allows 

breakdown of sweeper from en-
gine drive unit. 

Jonesboro AR-FMC's Agricul-
tural Machinery Division has 
introduced the Model DP15 air 
sprayer which is designed for the 
small- to medium-size mainte-
nance company. 

The 100-gallon fiberglass tank 
features fluid agitation, and ad-
justable relief and spray control 
valves are mounted close to the 
tractor for operator ease of ac-
cess. The 14.5 gpm diaphragm 
pump is PTO driven and is self-
priming for reliability and long 
life. 

The 32-inch axial fan features 
8 blades and operates at 2140 rpm 
at the 540 PTO rpm rate. Exter-
nal "V" deflectors and 14 turnover 
nozzles with ceramic discs are 

FMC standard features. Optional 
one- and two-way volutes are of-
fered for specialty spraying. 

Kubota Tractor Corp. recently 
introduced its new L2850 trac-
tor with a Glideshift Transmis-
sion (GST), allowing for easy 
shifting through eight forward 
and reverse speeds without using 
the clutch. 

The GST works to reduce 
engine and clutch stress, and 
lessen operator fatigue. Kubo-
ta's 4-wheel drive L2850 GST is 
powered by a four-cylinder, 
liquid-cooled diesel engine with 
27 PTO horsepower and a gross 
horsepower of 34. 

Developed for increased man-
euverability and minimal power 
loss, the Glideshift Transmission 
means longer transmission and 

clutch life. Power steering and 
draft control are standard on the 
L2850 GST. This model is also 
equipped with two-speed rear and 
midmount PTO and an Easy 
Checker® panel. 

The L2850 GST performs well 
for lawn and landscape operators, 
even under a heavy workload, and 
is ideal for many applications in-
cluding landscaping and con-
struction work. Also, a variety of 
compatible implements are 
available for the L2850 GST for 
use in mowing, front loading, till-
ing and more. 

New from LESCO Inc. is the 
Professional Drop Spreader. The 
versatile spreader provides ac-
curate, professional application 
of dry, free-flowing products 

(continued on page 78) 

Estate II is a new commercial self-propelled 
walk-behind reel mower from Jacobsen, Divi-
sion of Textron Inc. 

The 25-inch mower is powered by the same 
Jacobsen 2-cycle, 4-horsepower engine used on 
many other Jacobsen commercial and turf pro-
ducts. Independent traction and reel clutches 

allow the operator to inch the mower forward in 
tight areas with the reel running, or stop the reel 
to drive the mower onto a trailer. 

Five- and 7-blade reels are available, and op-
tional front-mounting grass catchers allow easy 
clipping collection and removal. Height of cut 
is easily adjusted with a handle-mounted control. 

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 

For Your 
FREE SAMPLE 

and PRICE 
QUOTATION 
PHONE FREE: 

1-800-328-4009 
In MN; 1-612-926-1315 

R.N.D. 
4908 West 35th Street 

Minneapolis, Mn 55416 
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Recent University Test Data Confirm It 
The finest micronutrients possible 

are chelated with natural sugars. This confirms the 
long standing position on Multigreen n . . . the only micronutrient 

product available with chelated iron and natural sugars, and only from 
Regal Chemical Company. Multigreen II provides 4 essential micro-

nutrients; iron, zinc, manganese, and copper, 
chelated with natural sugars. Why not use the best? 

Multigreen H. 

REGAL CHEMICAL COMPANY P.O. Box 900 • Alpharetta, GA 30201 
Phone:404-475-4837 »Toll Free: 1-800-621-5208 
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such as seed, granular herbicides 
and insecticides. 

Using an interchangeable 
fixed-rate bottom as an added 
feature, the LESCO Professional 
Drop Spreader can be used to app-
ly high-volume, bulky materials 
such as dry topdressing and 
pulverized lime. 

The spreader features a snap-
off, corrosion-resistant stain-
less steel hopper bottom with 
precision-mated shutter slides 
with adjusting micro-meter. The 
hopper bottom, wheels, bearings 
and rotors all disassemble and 
reassemble without tools, allow-
ing for quick and easy cleaning. 
The spreader has a hopper capaci-
ty of approximately 110 pounds 
and a spreading width of 36 
inches. 

LESCO is also introducing its 
new improved LESCO Backpack 
Sprayer. The new, bright yellow 
sprayer has a tank capacity of four 
gallons. It features two adjus-
table pressure settings of 15 and 
43 psi. Spraying at the low pres-
sure setting ensures on-target ap-
plications with maximum safety, 

less drift and larger droplets. The 
higher pressure setting is ideal 
for spraying ornamentals, shrubs 
or trees (up to 15 feet tall). 

Optional accessories include 
spray tips, booms and spray 
shields. Repair parts kits are 
available. 

Now available from Monsanto 
Ag Co. is the Nomix™ applica-
tion system, a complete pesticide 
delivery system. The system con-
sists of a lightweight lance with 
easy-to-use fingertip controls, and 
ready-to-spray, specially for-
mulated pesticides. 

Olathe Manufacturing Inc. in-
troduces the Model 88 walk-be-
hind plugger with new plug ejec-
tor tines to eliminate clogg-
ing. Also new are the Model 31 
truck loader, a 20-horsepower 
trailer mounted loader for leaves, 
grass clippings and debris, and 
the Model 42 compact tow behind 
Sweeper, now available with 
brushes and curb broom for hard 
surfaces and turf maintenance. 

The PAL by Paveman Inc. is a 
mini asphalt sealing machine that 
applies abrasive materials either 
by spray or squeegee. PAL also 

has many attachments that will 
permit the contractor to stripe 
parking lots, operate air tools and 
apply texture coatings and paints. 

A new GN-600-LD spray truck 
from Precision Tank and Equip-
ment Co., is now available. The 
unit features a 600-gallon single 
or dual compartment spray unit, 
with a 30-inch deep lockable 
storage compartment built into 
the rear of the spray tank. This 
allows for storage of most any ac-
cessories or chemicals. 

Rain Bird has expanded its 
EZ-1 controller family to include 
the six-station EZ1-6MV with 
master valve/pump start capa-
bility. 

This new sol id-state controller 
can be used to control a master 
valve on a system. And for systems 
that operate with a pump, the 
EZ1-6MV provides on/off activa-
tion of the pump for each irriga-
tion cycle. 

The EZ1-6M V features an easy-
to-use, open-access keyboard 
with only eight keys for complete 
controller operations. In addi-
tion, this economical controller 

(continued on page 80) 

m 
LAWN 

ASSISTANT 

# 1 
• 

# 1 

Call us to find out why 110 companies in the 
last 12 months have chosen the Lawn Assis-
tant. Making us the #1 company for lawn and 
tree care software. To get a Free 80 page in-
formation booklet on the industry leader. 

Call Toll Free: 

1-800-422-7478 
1 - 3 1 3 - 6 6 9 - 1 1 1 8 (In Michigan) 

Real Green Computers 
2775 Hagger ty Road, Wal led Lake, Ml 48088 

ORIGINAL 
WHEEL 

IMLER MEASURING WHEELS 

The 
Professionals' 
Choice 

To order or 
for information 

call toll free 
1-800-433-1764 

In Ohio call 
(614) 486-9068 

or write 
Imler Industries Inc., 
1117 Broadview Ave., 

Columbus, Ohio 43212 
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The choice is yours. Whether 
your customers need season-long 
preemergence weed control by itself 
or on fertilizer from leading formula-
tors, Team fits. 

Either way, you can control 
crabgrass and goosegrass season-
long with just one application. Or 
even a split application, if need be, 
to better fit your program. 

Team granular also fits your 
high standards of annual grass weed 
control. University tests show its out-
standing. Team gets to the ground and 
stays put to form a zone of protection 
that keeps weeds out all season long. 

And Team does all this without 
hurting your turf, including sensitive 
bentgrass. 

So spread it straight in granular 
form. Or spread it on fertilizer avail-
able from leading formulators. Team 
fits your program. See your Elanco 
representative. Or call toll-free: 
1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept. E-455, Indianapolis, IN 46285. U.S.A. 
Team1" — (benefin+trifluralin, Elanco) / f j j r j i j l ) 
Refer to Team label for complete use directions. I — - y y - / 

Circle 

Spread it your way. 

I . 

i 

m « . . . • - v : 

j Team granular. 

Team on fertilizer. 

I 
! 
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has a 24-hour clock that keeps 
time even during a power out-
age, dead battery detection cir-
cuit, manual start and station ad-
vance, auto/off key for rain shut-
down and a sturdy, weatherproof, 
outdoor plastic cabinet. 

Station timing is 0-99 minutes 
(in one-minute increments), and 
the controller has a variable day 
cycle from one to seven days with 
up to three starts per day. 

The EZ1-6M V's built-in water-
ing schedule operates each sta-
tion for 10 minutes a day in the 
event a program is lost due to ex-
tended power failure. The con-
troller features a convenient 
master valve wire terminal for 
easy connection to a 24-volt 
holding coil for a pump. 

A new attachment for the Ryan 
Ren-O-Thin power rake and de-
thatcher makes it easy to reseed 
bare spots, damaged turf and 
smaller yards. 

The Ryan Ren-O-Thin Spot-
seeder mounts on the front of 

the Ren-O-Thin and, with the flick 
of a lever by the operator, the 
Spotseeder drive wheel engages 
the Ren-O-Thin front wheel and 
activates the seeder. 

The spotseeder hopper holds 
.9 cubic feet or from 15 to 25 
pounds of bluegrass seed, depen-
ding on the seed density. The ad-
justable metering gate accom-
modates any type of grass seed, 
and has seed openings spaced 
every 1/2-inch, on centers, to 

assure good seed coverage. 
Seeding ahead of the dethat-

ching blades of the Ren-O-Thin 
means the seed gets power-raked 
into the surface for better ger-
mination and stand. 

The Ryan Ren-O-Thin spot-
seeder is available already 
mounted as a factory model, or 
as an attachment for existing 
Ren-O-Thin III and Ren-O-Thin 
IV models. The Ren-O-Thin unit 
is available with three fixed-

position blade reels or a flail-type 
reel, making it adaptable to any 
type of turf condition. 

Salsco Inc. introduces two new 
series Loadervac truck loaders 
and Loadervac tailgate truck 
loaders. 

The 716 and 720 truck loaders 
have powerful Kohler engines — 
the 716 a 16-hp and the 720 a 
20-hp — with 3/8-inch thick 
steel impeller blades and a rug-
ged, heavy-gauge steel construc-
tion. 

There are two options to make 
the 716 and 720 independent 
trailer units — the Loadervac 
Trailer 750, for highway trailing 
and the Wheel Kit 751 which 
allows you to convert either truck 
loader to trailer units. 

The 708 and 709 loadervac 
tailgate truck loader models 
mount easily on the tailgate of any 
truck, without tools or vehicle 
modifications. The 708 is pow-
ered by an 8-hpBriggs & Stratton 
engine and the 709 by a 7.5-hp 
Kawasaki engine. 

A heavy-duty 8-inch pick-up 
(continued on page 82) 

STRONG ENTERPRISES, INC. 
SALES • PARTS • SERVICE • ACCESSORIES 

IN FLORIDA CALL COLLECT (305) 235-0967 , OUTSIDE OF FLORIDA -PH: 1-800-228-0905 
Q WE ARE THE ONLY WHOLESALE SUPPLIER OF SPRAYER REPLACEMENT PARTS DBdil DIRECT TO THE LAWN CARE COMPANIES IN THE U.S. CALL US FOR QUOTATIONS 

Piston Pumps 
s v c , 

Hypro 
aphr 

pumps. 
SSSSSX diaphragm 

REPLACEMENT PARTS 

„ 
Medium pressure diaphragm pumps. 
o 580 psi. with outputs to 13 gpm 

DISCOUNTS ON 
JOHN BEAN PUMPS 

IANO REPLACEMENT PARTS 

GLYCERIN 
GAUGES 

SWITCHES FOR 
REWIND REELS 

, REWIND MOTORS 
REEL SWITCHES 

y ^ $7.00 EACH 
* " REEL MOTORS 

$120.00 

High pressura diaphragm pumps, to 
850 psi. with outputs to 50 gpm 

FLUSH BA 
MOUNT 

REPLACEMENT REEL 
SWIVEL JOINTS 
1/2" $21.00 
1" $32.00 

BASE MOUNT 

PRICES SUBJECT TO CHANCE WITHOUT NOTICE 
PRICES GOOO ON COO SHIPMENTS ONLY 
SOME PARTS OR PUMPS MAY BE SUBJECT TO INBOUND FREIGHT CHARGES 
PRICES LISTED 00 NOT INCLUDE OUTBOUND FREIGHT CHARGES 

WE SHIP THROUGHOUT THE UNITED STATES AND LATIN AMERICA 
for complete details and information write or call: 

STRONG ENTERPRISES. INC 

14090 SW 144 Avenue Rd., Miami Florida 33186 
In Florida (305) 235-0967, Outside Florida (800) 228-0905 
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EARLY 
CASH REBATES 
AVAILABLE 
NOW 

Call toll free or send for your 
FREE SAMPLE today! 

1 - 8 0 0 - 5 2 5 - 6 9 9 9 

Focal Point Publications 
11171 Embassy Dr. Cincinnati. Ohio 452-40 



For the long run. 

Now there's more to Cushman® 
Front Line® Mowers than top 
cutting performance. More power. 
More operator comfort. More 
endurance. 

Now there's the new diesel-
powered model Cushman 807. 

Its totally integrated power 
train and new hydraulically-
powered steering gives you un-
matched performance over the long 
run. The 807 dispatches thick, 
wet grass on tricky maneuvers 
around obstacles without losing 

ground speed. No other rotary 
mower gives you a cleaner cut. 

At the heart of the new, 
four-wheel 807 is a powerful 
21.5 horsepower, 3-cylinder 
Kubota 950 diesel engine. We've 
also included a heavy-duty 
Donaldson air cleaner and a new, 
heavy-duty Cushman PTO clutch to 
keep your new Cushman Front Line 
running longer. A complete family 
of Cushman Front Lines and a wide 
range of accessories are avail-
able to meet all your needs all 

year 'round. 
Choose a 3 or 4 wheel design 
with 60- or 72-inch side or rear 
discharge mower deck. Or add the 
exclusive Cushman Grass Caddy® 
system, which lets you cut, catch, 
and hydraulically dump 16 
bushels of clippings without 
leaving the seat. 

For a convincing demon-
stration contact your Cushman 
dealer today. Or call toll-free: 
1-800-228-4444. 

C U S H M A N 
B U I L T T O L A S T 

3407 Cushman, OMC-Lincoln, P.O. Box 82409, Lincoln, NE 68501 

© Outboard Marine Corporation, 1987. All rights reserved. 
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hose channels leaves into a 
four-bladed impeller with 1/4-
inch thick steel blades. Rugged 
steel discharge chute swivels 
allow for an even flow distribu-
tion, and enables the operator to 
unload as well as load a truck. 

The heavy-gauge steel frame 
has a padded lining to protect 
the vehicle. 

Scag Power Equipment now of-
fers an 18-horsepower hydrostatic 
riding mower. 

This new rider, available with 
a 61-inch or 72-inch cutting deck, 
features an 18 Kohler cast-iron 
and twin-cylinder engine. The 
Eaton 850 hydrostatic drive tran-
saxle offers smooth transition 
with just a touch of the foot. 

Scag's exclusive hydraulic 
cooling reservoir offers twice the 
cooling surface, and every Scag 
hydro rider comes with a stan-
dard 5-gallon polyethylene fuel 
tank and oversized tires for better 
traction. 

SCANA Software Services' Lawn Care Operator 
is designed to manage lawn care businesses from 
controlling operations and monitoring technician 
productivity, to tracking inventory and generating 
invoices. 

The system was designed by lawn care profes-
sionals to specifically fill a need for software that 
functions according to the way a lawn care 
operator does business. Within seconds, the sys-
tem enables one office worker to take a cutormer 
service order, post a payment and check customer 
files, without losing place in any activity. 

Another useful feature permits a customer ser-

vice order to be generated without automat-
ically creating an invoice. The operator has the 
flexibility to suppress the creation of an invoice 
for nonbilled activity such as resprays or can-
cellations. The system is easy-use and may be 
learned within several hours by those without 
computer knowledge. 

Designed for multiple users, the on-line sys-
tem runs on either a mini-computer or a PC. Lawn 
Care Operator is as effective in increasing effi-
ciency for the smaller company with a few hun-
dred customers as it is for the larger lawn care 
company with several thousand customers. 

Simplicity Manufacturing Inc. 
has introduced several new con-
venient and versatile walk-behind 

mowers for its 1988-89 product 
line. 

All models have aerodyna-

mic decks and high-lift blades that 
lift grass straight up and evenly 
cuts it off. The three 21-inch 
self-propelled, rear-bagger mod-
els feature 4-hp Briggs & Strat-
um MAX four-cycle engines with 
electronic ignition. Each has 
an adjustable 1/3-inch cutting 
height. 

Standard features on these 
models include hand-mounted 
operator controls, a 1.5-quartfuel 
capacity, die-cast aluminum 
deck, convenient, adjustable han-
dle height, easy on/off bag and 

(continued on page 84) 

VANISHING 
THEY DISAPPEAR FROM ^ m ^ T T 

TREATED AREAS. I 
STOPS ANIMAL DAMAGE FOR AN ENTIRE SEASON 

NON-HAZARDOUS, SAFE FOR ALL ANIMALS. 
HAS NO OFFENSIVE ODOR 

£ 
ANIMAL, RODENT & BIRD REPELLENT 

For additional information contact 

BURLINGTON BIO-MEDICAL & SCIENTIFIC CORP. 
91 CAROLYN BLVD. FARMINGDALE N Y 11735-1527 • PHONE 516-694-9000 • TELEX 6852289 

M-100 Standard Ramp — built for 
standard size American made 
pickup trucks. Loading capacity 
1300#. $425.00. 
M-200 Mini Ramp — built for mid 
size and mini imported pickup 
trucks, trailers and vans. Loading 
capacity 1000#. $350.00. 
M-300 Porta Ramp — built for any 
size vehicle, trailer or van. Stores 
in vehicle while in transport. Load-
ing capacity 800#. $170.00. 
M-400 Cab Guard — protects 
driver and pickup truck cab win-
dow. Mounts in minutes. Allows 
maximum bed space and rear win-
dow visibility. $82.00. 
ALL PRICES INCLUDE FREIGHT 

Call and order direct today: 

® 414-898-4221 
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CONVENIENT CONTROLS 

OPERATOR COMFORT 

ROBIN WISCONSIN 
8 1/2 h p. ENGINE DIFFERENTIAL LOCK 

3 FORWARD SPEEDS 
1 REVERSE 

FOOT BRAKE PLUS 
PARKING BRAKE 

DYNAMICALLY 
BALANCED REELS 

EASILY RAISED 
CUTTING UNITS 

FREE FLOATING 
CUTTING UNITS 

FINE TUNED R E E L - g 
AND 
BEDKNIFE SETTINGS 

ANTI-SCALP ROLLERS Triplex-376 5 OR 7 BLADED REELS 

the 
BROUWER 

difference 

Quality... Reliability 
BROUWER TRIPLEX-376 . . . designed from "the grass up" 
for the professional. Compare the high quality engineering, rugged 
reliable performance, and you will be convinced that in the long-
run your equipment investment should include a Brouwer 
Triplex-376. User experience has shown that dollar for dollar there 
is no better triplex mower on today's market. It is the perfect 
mower for a wide range of applications where grass requires the 
best in routine maintenance. Brouwer is committed to Quality 
and Value and backs this commitment with after-sales service 
that is second-to-none. Contact us for your local dealer 
information. 

OTHER IMPORTANT FEATURES 

• 5.8 m.p.h. (9.4 Km/h) transport speed 
• 74 in. (188 cm.) width of cut 
• Rear reel can be operated independently 
• Height of cut: 1/2 in. to 3 in. (1.3 cm. to 7.6 cm.) 
• Transport width only 69 in. (175 cm.) 
• Low center of gravity 

BROUWER 
TURF EQUIPMENT LIMITED 
An Outboard Marine Corporation Company 

7320 H a g g e r t y Rd . /Can ton , Ml. 48187 T e l e p h o n e (313) 459-3700 
W o o d b i n e A v e n u e / K e s w i c k , On ta r i o , Canada L4P 3E9 Te lex 065-24161 T e l e p h o n e : (416) 476-4311 
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two-speed drive. An optional 
side discharge chute is also avail-
able. 

The Model 1550ZS features a 
zone start in which the blade and 
engine stop within three seconds 
when the control bar is released. 
All the operator needs to do is hold 
the control bar down and pull the 
conveniently located starter rope 
to restart the engine. 

The Model 1550BBC has a 
blade-brake-clutch that allows the 
blade to stop within three seconds, 
but the engine keeps running 
when the control bar is released. 
There is no need to restart the 
engine to resume mowing. 

The Model 1550ES has an easy 
push-button electric start that 
allows the blade and engine to stop 
in three seconds when the con-
trol bar is released. To restart the 
engine and blade, push the con-
veniently located start button. 

Lawn Care Management Sys-
tem, a scheduling and account-
ing software package, is now 
available from Softsource Infor-

mation Services Inc. 
LCMS is a comprehensive, ful-

ly integrated scheduling and ac-
counting software package de-
signed specifically for the lawn 
care professional. 

LCMS is completely menu-
driven to make it easy to learn and 
easy to use. It provides a complete 
data base for all customer infor-
mation, zone-based scheduling, 
billing and accounts receivables, 
with optional general ledger and 
payroll. 

Spraying Devices Inc. intro-
duces two new compact sprayers. 
The newly styled, low profile 50-
and 100-gallon fiberglass tanks fit 
the popular compact pickup 
trucks. Available with Briggs 
& Stratton or Honda engines. 

Steiner Turf Equipment Inc. in-
troduces the Mowpacker, a 4-
wheel drive turf unit with grass-
packer. 

Power steering coupled with 
an articulated frame provides to-
tal maneuverability. The Mow-
packer offers upfront driving for 
maximum visibility and ease of 
handling. Speeds are controlled 
smoothly with a fully hydrostatic 
transmission. 

All routine maintenance areas 
can be instantly accessed through 
snap-out grills or by tilting the seat 
forward. The mower deck is full 
floating, single lever adjustable, 
with a rear discharge offering 
2-sided trim capability. 

Teledyne Princeton has in-
troduced a new 3-point hitch cut-

ter head with a unique blade 
design. The unit has a specially 
angled cutter head that can cut 
widths from 12 to 24 inches. 

Ideal for renovating lawns, cut-
ting flower beds or other land-
scaping projects, Teledyne 
Princeton's 3-point Hitch weighs 
just 1,200 pounds. The unit can 
operate behind any small trac-
tor that has a 3-point Hitch and 
tractor hydraulics. 

The 3-Point Hitch can cut 
through soft, hard or rocky 
ground without difficulty. 

Also available from Teledyne 
Princeton is the Piggyback 
Material Handler. The piggy-
back material handler comes 
equipped with an air-cooled safe-
ty shielded engine in gasoline or 
diesel models with a horsepower 
range from 23 to 50. 

Terracare Products introduces 
the new 98 Terra Aerator. This 
is available in a pull-type and 
3-point hitch. The wheels are ac-
tivated from transport to aerating 
position with an electric screw 
jack. The aerator can be used for 
large or small areas. 

(continued on page 115) 

THE PROFIT 
MACHINES! 

Pavement Maintenance — a new dimension for the lawn care industry. 
Asphalt Seal coating is a billion dollar industry and growing! 
If you're lawn spraying, landscaping, lawn mowing or managing 
residential or commercial properties, you should be sealcoating. 

The average home driveway takes less than one 
half-hour to sealcoat with PAVEMAN's profit 
machine! 

PAV^MAN 
12253 62nd Street N. • Largo, FL 34643 

80% Gross Profit! Cost of materials averages less than 20%. 

Easy to Learn — Easy to Do — Easy to Sell! Use your 
existing customer base and our complete factory training 
program. No special skills or experience are needed. 

No Mess! Our sealcoating machines are self-contained: material 
is water-based, non-sticky, non-heated. At the end of the day, 
turn the machine off and go home. Material can stay in the 
machine indefinitely. 
Low Overhead — Immediate Cash Flow! Business can be 
operated from your home or as an addition to an existing 
business. Collect your payment upon completion of job. 

Extend Your Season — Add pavement maintenance to 
your lawn care bus iness, and watch your prof i ts soar! 
Call or wr i te today ! Dealer Inquir ies Welcome 

1-800-345-61 21 (outside Florida) 
©1988 Patent Pending (813) 539-1296 (813) 539-8302 
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"TURFLON is more 
effective on the 
broadleaves that 
the competition is 
missingr-
Russ Frith, president 
Lawn Doctor, 
Matawan, NJ 

If "easy" weeds were the only 
ones cropping up in customers' 
lawns, 2 ,4 -D would handle the 
job. But that's not the case. You 
need a tough product to keep 
tough weeds down. Maybe 
that's why you should move 
up to TURFLON* herbicide. 
The real problem wi th lawn 
care. 
"Weed control is the most im-
portant problem," explains Russ 
Frith. And as president of one 
of the nation's most successful 
lawn care franchisers, he ought 
to know. In explaining how 
TURFLON has worked For Lawn 
Doctor, Russ says, "It does a 
better job on the tough to con-
trol weeds." 
Prove it for yourself . 
How do franchisers who use 
it justify broadcast spraying 
TURFLON at about $ 9 . 5 0 per 
acre? "Reduced callbacks," 
Russ says. He adds that inde-
pendent Lawn Doctor operators 
select their own products. Most 
are skeptical of TURFLON until 
they prove for themselves that 
it does a better job of control-
ling tough weeds. "Many who 
use it full service started with 
spot (spraying)." 
Finally, Russ says one word 
describes the experience Lawn 
Doctor franchises have had us-
ing TURFLON: "Excellent." 
Isn't it time you moved up to a 
better herbicide for better weed 
control? Call us to find out more. 
1-800-373-4DOW (4369) . 

Move up to TURFLON 

•D-ademark of The Dow Chemical Company 
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CHEMICAL PREVIEW '89 

Find Out What New Products 
Are On Tap This Season 
Y E A R A F T E R Y E A R , ALA/MAINTENANCE MAGA-
zine brings its readers the latest in chemical products 
for the coming year. A n d 1989 has a large variety of 
products on tap for a lmost every facet of the lawn and 
landscape maintenance industry. 

From herbicides and insect ic ides to wetting agents 
and turf colorants, the lawn maintenance professional 
has a huge select ion from which to choose . 

S o m e exciting new products scheduled for marketing 
this year include Gallery and Snapshot from Elanco — 
two preemergent herbicides for turf and ornamentals 
respectively. A l s o taking more of the spotlight this year 
are turf colorants and wetting agents. 

Colorants are being used in applicator training, as 
well as to avoid excess application of a product during 
regular use. And in at least one instance, the use of 
colorants has b e c o m e an effect ive marketing tool for 
company name recognition. 

Because of last summer's drought and a general 
awareness of the need to conserve water, wetting agents 
are sure to grab more attention in 1989. 

For a more detailed look at the products available in 
the coming season, read below. 

AABACO INDUSTRIES INC. 
introduces Aab-Sorboil oil emul-
sifier. The product cleans oil, 
grease and carbon from turf, 
engines, heavy equipment, con-
crete and asphalt. 

Brandt Chemical/Clawel Divi-
sion is introducing See Spray 

Colorant and Ov-R-Nite Green. 
The colorant is a non-toxic li-

quid which enables applicators to 
see where they spray. See Spray 
aids in spotting drift, clogged 
nozzles and skips and adds safety 
to spraying. Color is temporary 
and dissipates with rain, dew 
and/or sunlight. 

Ov-R-Nite Green is an amine 
compatible nitrogen/iron solution 
which provides a rapid response 
for treatment of chloric turf and 
ornamentals. 

Environmental Protection Agen-
cy registration of Cutless, Snap-
shot and Gallery, all products by 
Elanco Specialty Products, is 
expected in early 1989. 

The company had originally 
hoped to market the products in 
1988, but were still waiting on 
EPA registration. Cutless is a turf 
growth regulator, Gallery is a 
broadleaf preemergent herbicide 
for turf and Snapshot is an or-
namental herbicide. 

Gallery and Snapshot are said 
to provide broad spectrum con-
trol of broadleaf weeds. Com-
pany officials said there is no risk 
of ground water contamination 
because the two products don't 
leach. After 1/2-inch of rain, 
Gallery and Snapshot become fix-
ed in the soil, remaining there un-
til decomposition. 

American Cyanamid Co. will be 
offering Image® herbicide on a 
regional basis. Thepostemergent 
herbicide had previously been 
available in limited quantities on-
ly. The herbicide is selective on 
most major Southern turf species 
for control of purple nutsedge and 
dollar weed, among other things. 
Its chemistry makes it a slow-
acting herbicide that doesn't show 
its results through turf brown-out. 

A joint offering from Elanco, 
Reemay Inc. and Battelle's Pacific 
Northwest Laboratories is Ty-
par® Biobarrier™ root control 
fabric. 

The product was born out of a 
U.S. Department of Energy's 
search for a long-lasting way to 
keep plant roots from penetrat-
ing burial sites for radioactive 
residue, from processing uranium 
ore and releasing radioactive 
materials. 

The product combines the 
geotextile T^par with pellets con-
taining the herbicide Treflan. The 
pellets provide a reservoir for the 
herbicide, which is slowly releas-
ed to stop root growth without 
killing plants. 

The pellets are attached to 
TVpar landscape fabric, a non-
woven spunbonded polypropy-
lene geotextile that is permeable 
to water and air. 

Vita Krobe biological thatch 
reducer and Scanmask parasitic 
nematodes are new products from 
Green Pro Services. 

Vita Krobe is a formulated con-
centrate of microbes and bio-
catalysts in an easy to apply li-
quid . When applied to turf areas, 
the microbes become activated 
from their dormant state and act 
quickly to reduce the build up of 
harmful thatch. 

ScanMask, which consists of 
microscopic parasitic nematodes, 
will attack only insects living in 
the soil. The nematodes actively 
hunt down and kill their insect 
prey, and will remain in the soil 
for up to two years. 

Hydro-Wet turf wetting agent is 
being introduced by Kalo Inc. 
The wetting agent increases the 
efficiency of water and improves 
water infiltration. 

By modifying water's surface 
(continued on page 88) 
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"Our resprays have 
decreased by almost 
50%."-

Jim Gourley, owner 
Lawn Masters, 
Kenosha, WI 

If you're like most LCOs using 
standard three-way herbicides, 
there are days when you wish 
the phone wouldn't ring again. 
Callbacks and cancellations 
can really get you down. Well, 
maybe it's time you moved up 
to TURFLON* herbicide. 
One good reason to switch. 
"We switched to TURFLON be-
cause we were having too many 
resprays," explains Jim Gourley. 
And after 2 2 years in the busi-
ness, he's happy with the results: 
"Our records show that we do 
have much better weed control 
and many fewer resprays this 
year than we've ever had." 
You'll save money in the 
long run. 
"Yes, we pay more for TURFLON," 
Jim says. "But when I figure how 
much it cos t s u s per respray, 
it's saving us lots of money. And 
that justifies the extra cost." 
Jim adds that there's another 
reason he can't afford to make 
too many callbacks. "When you 
have to go out and do a respray, 
you're taking a chance on losing 
that customer." 
Isn't it time you moved up to a 
better herbicide for better weed 
control? Call us to find out more. 
1 - 8 0 0 - 3 7 3 - 4 D O W (4369) . 

Moveup to TURFLON 

'Trademark of The Dow Chemical Company 
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LESCO Inc. introduces LESCO TFC™ her-
bicide, a dispersible granule turfgrass herbi-
cide for selective spot control of tall fescue. 

LESCO TFC is registered for use on established 
Kentucky bluegrass, fine fescue, bentgrass, ba-
hiagrass and bermudagrass turf. In the past, 
eliminating tall fescue often required either 
physical removal by digging or chemical re-
moval by spot treating with a nonselective her-
bicide, according to company officials. 

The product is a new sulfonylurea herbicide 
that is active at a rate of a few ounces per acre. 
LESCO TFC exhibits both contact and residual 

soil activity. Once 
taken up by a suscep-
tible species either 
through the foliage or 
by the roots, the pro-
duct is rapidly trans-
located throughout 
the plant, quickly in-
hibiting root growth. 

The tall fescue is slowly eliminated while the 
desirable grass fills in. The product remains in 
the top layer of soil and is decomposed naturally 
by soil microorganisms. 

Equipment Guide 
(continued from page 74) 

tension, Hydro-Wet enhances and 
increases water 's ability to 
penetrate hard soil or dense 
thatch. As a result, less water gets 
more results. 

Hydro-Wet is available in liquid 
or granular application. 

Also from Kalo is a new mont-
morillonite mineral granule 
known as Terra-Green,® which 
provides soil conditioning capa-
bilities. 

Lebanon Total Turf Care has in-
troduced Lebanon Insect Control 
with SE VIN 7G for use on lawns, 
parks, golf courses and other pro-
fessionally maintained turf areas. 

Lebanon Insect Control, with 
Sevin brand carbaryl insecticide, 
provides economical, safe and 
dependable control of common 
white grubs and a broad range of 
surface-feeding insects. 

1\irf care professionals can use 
this granular control product to 
prevent damage to turfgrasses as 
well as trees, shrubs and orna-
mentals. When used as directed, 
the product will provide effective 

control of turfgrass pests in-
cluding white grubs, army worms, 
chinch bugs, cutworms, earwigs, 
grasshoppers and ticks. 

As a perimeter treatment 
around buildings, the product will 
provide residual control of 
nuisance pests including ants, 
brown dog ticks, carpenter ants, 
cockroaches, fleas and spiders. 

Lebanon Insect Control with 
Sevin is on a cob base to allow 
for easy application with a lawn 
spreader. 

Lebanon Insect Control with 
Sevin 7G is available in 20-pound 
bags that provide up to 10,000 

square feet of coverage and 10-
pound bags that provide up to 
5,000 square feet of coverage. 

Mobay Corporation introduces 
Tempo 2 insecticide for use on 
ornamentals. 

The advanced-generation py-
rethroid provides control for a 
broad spectrum of plant and in-
sect species. Extensive field 
testing has shown that Tempo of-
fers effective control at signifi-
cantly lower rates of active ingre-
dient than most organophos-
phates, carbamates or other py-
rethroid insecticides currently in 

use, according to Mobay officials. 
The product was tested on an 

excess of 250 plant species and 
only three showed any indications 
of phytotoxicity. For greenhouse 
and outdoor use, Tempo is com-
patible with all commonly used 
fungicides, miticides, liquid fer-
tilizers and other insecticides. 

Plant Marvel Laboratories Inc. 
introduces it's "spoon-feed-
ing"™ water soluble fertilizer. 

The term spoon-feeding refers 
to the concept of applying small 
amounts of water-soluble fer-

(continued on page 90) 

Grounds Management 
Professionals — 
Check these reasons why you should 
make Ben Meadows C o m p a n y your 
Grounds Managemen t Supplier: 

ts 
f * 
is 
iS 
tS 
tS 

3 3 Years of E x p e r i e n c e 
Large S e l e c t i o n 
N a m e Brand P r o d u c t s 
C o m p e t i t i v e P r i c e s 
C o u r t e o u s S e r v i c e 
Fast De l ivery 
H a s s l e - F r e e R e t u r n s 

Call or write today for your copy of our 
complete Grounds Managemen t Catalog. 

1-800-241-6401 
Outside Georgia 

1-800-241-3136 
In Georgia 

(404) 4 5 5 - 0 9 0 7 
In Metro Atlanta 

(404) 4 5 7 - 1 8 4 1 
Fax No. 

Professionals Serving Professionals Since 1956! 

BenvMeadows 
Company 
3589 Brood Street Atlanta (ChamtXee). Georgia 30366 TM Telephone 404 455 0907 Cable Address Benco 5290B 
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Keep Fertilizer Dry and 
Prevent Costly Spills with the 

"SHOWER CAP" by Lawn Tech 

$14.95 
plus $2.00 Shipping 
charge and state sales 
tax where applicable 

• Durable, see-thru vinyl cover 
fits most professional quality 
spreaders 

• Completely waterproof and 
spillproof 

• Easy to attach - just slip it 
onto spreader 

• Secure f i t prevents spills — 
avoids burnout and product 
loss 

• Simple, 1-piece construction 
• Folds up for convenient 

storage 
• Limited 1-year warranty 

Call or write: (216) 937-5517 

J e H i M i . f P.O. Box 45463 
M # » A Westlake, OH 

f g ™ 44145 



"The first year we used 
TURFLON, we realized 
a $1,200 savings on 
service call costs: -
Tim Doppel, president 
Atwood Lawncare, Inc. 
Sterling Heights , MI 

Keeping a lid on expenses be-
comes more and more important 
as your business continues to 
grow. Do things right, and pro-
fits will rise while the cost of 
servicing each new customer 
falls. If that's the kind of lawn 
care firm you want to run, 
maybe it's time you moved 
up to TURFLON* herbicide. 
When more is less . 
"Even though the product costs 
more, I still end up saving money 
by using TURFLON," explains 
Tim Doppel. And he has three 
years' worth of documented 
results to prove it pays to 
broadcast spray TURFLON 
at about $ 9 . 5 0 per acre. "The 
first and foremost advantage 
of using TURFLON is its effec-
tiveness. It works." 
Reducing ca l lbacks and 
cancel lat ions is the key. 
"The first year we used TURFLON, 
we had a 2 0 percent reduction 
in callbacks and that has held 
steady over the years," Tim 
says. "We've also seen an in-
crease in customer retention in 
the three years we've been using 
TURFLON." 
And using TURFLON has one 
more advantage, Tim adds. It's 
the reason he's been able to 
reduce callbacks and cancel-
lations: "My customers are 
happier." 
Isn't it time you moved up to a 
better herbicide for better weed 
control? Call us to find out more. 
1-8QO-373-4DOW (4369) . 

Move up to TURFLON 

'Trademark of The Dow Chemical Company 
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tilizer to selected high-traffic or 
problem areas, to help the turf 
achieve total nutrient use with 
even, predictable growth. 

Effectively spoon-feeding these 
areas is the subject of a new four-
color brochure from Riant Mar-
vel. The guide features a graph 
showing how better levels of nutri-
tional control are achieved with 
spoon-feeding, as well as a chart 
for achieving desired nitrogen ap-
plication rates. 

New from Regal Chemical Co. 

is TruGreen grass colorant. 
TruGreen is designed for use on 
off-colored grass and trouble-

some areas on athletic fields, 
lawns and golf courses. The pat-
ented, water soluble grass paint 

A pendimethalin 60 WP disposable packet and 
ProTurf® Fertilizer Plus Insecticide/Preemer-
gent Weed Control are now available from O.M. 
Scott & Sons. 

Packaged in 1 1/4-pound packets containing 
a premeasured amount of pendimethalin, Weed-
grass Control 60 WP, controls six sprouting grassy 
weeds (crabgrass, foxtail, goosegrass, Poa an-
nua, barnyardgrass and fall panicum), and nine 
sprouting broadleaf weeds (chickweed, cudweed, 
hop clover, henbit, oxalis, evening primrose, pro-
strate spuige, purslane and knotweed). 

Weedgrass Control 60 WP is safe for use on 
many established turfgrasses, and is compatible 
when tank-mixed with most fertilizers and pes-
ticides. Combining pendimethalin and Durs-
ban,® the ProTurf® fertilizer is formulated to 
feed the turf and provide preemergent weed con-
trol of four sprouting annual grassy weeds (crab-
grass, foxtail, barnyardgrass and fall panicum), 
control of two sprouting annual broadleaf weeds 
(oxalis and prostrate spurge) and control of five 
turfgrass pests (armyworm, chinch bug, cutworm, 
sod webworm and the bluegrass billbug adult). 

is specially formulated for use 
with conventional liquid sprayers. 

Chipco® Mocap® brand 5G 
pesticide from Rhone-Foulenc 
Ag Co. was recently registered 
by the Environmental Protection 
Agency. 

The 5 percent granular product 
was registered for the control of 
white grubs and mole crickets, as 
well as other surface and subsur-
face turfgrass pests on home lawns 
and commercial turf. 

In addition to white grubs and 
mole crickets, Chipco Mocap 5G 
was also registered for the con-
trol of chinch bugs, black turf-
grass Ataenuis beetle, bluegrass 
billbug, sod webworm and nema-
todes. 

Chipco Mocap will be available 
in January in 50-pound bags. 

Agricultural chemicals manufac-
turer Rohm and Haas Co. recent-
ly reported that its TRITON AG-
98 adjuvant is now labeled for use 
with aquatic herbicides. 

TRITON AG-98 is a low-foam, 
general purpose non-ionic spray 
adjuvant supplied as an 80/20 for-

(continued on page 92) 

WHY NOW AND GO? 
Stay and sealcoat. 

Asphalt sealcoat ing is a perfect add-on for 
Lawn Maintenance Companies. 

Easy sell to your present customer base! 
Extends season •80% Profits• Quality Equipment 

F l o r i d a 
N o w a n d B r i n g 

S e a l c o a l S c * V T h e F a m ü y 

Package includes: 
• Hotel accommodations 
• Disney World Tickets 
• Mow & Sealcoat School 

Jevco 350 

Please Send More Information 

NAME 
Over 20 Years j COMPANY 

C a " I CITY STATE ZIP_ 
1-800-541-0737 I , PHONE ( )_ 

or 1 I Jevco Manufacturing Co., Inc. 
1-813-921-1451 I 4561 Samuel Street • Sarasota, FL 34233 

SLOW-
FERTILIZER 

MORRAL CHEMICAL CO. 
Manufacturer & Wholesale Distr ibutor 
of L iquid & Dry Tur fgrass Ferti l izers 

• U-WIN 18-0-0 25% WIN Slow-Release Suspension 

• N-B-N 30-0-0 Controlled-Release Clear Solution 

• Custom Blended Liquid or Dry NPK Grades 

• Sulfur-Coated Urea Available 

Servicing the Lawn Care Industry For Over A 
Decade. Distributorships Available In Some 
Areas. Call Collect: 

A, Morral Chemical Company 
P.O Box 26 Morral, Ohio 43337 
Phone: (614)465-3251 
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Prentiss Drug & Chemical Co., Inc. 

A big Thank You to all our customers 
and fr iends who have made it 
possible for us to celebrate our 70th 
year in business. 

As we approach the end of 1988, 
we want to thank all of you for 
your support through the years 
and to reaffirm our pledge to 
cont inue to supply you with the 
finest quality products, service 
and support possible. 

Prentiss Drug & Chemica l 
has been extremely fortunate 
to maintain loyal customers 
and suppl iers who combine 
to make our longevity 
possible. W e sincerely 
thank you for your bus i -
ness, professional ism 
and fr iendship and look 
forward to serving you in 
1989 and for many years 

to come. 

P R E N T O X ® D I A Z I N O N 4 E 
IN 1 G A L L O N T I P - N - M E A S U R E ® 

Prentox® Diazmon 4E now available in 1 
gallon Tip-N-Measure® containers. The 
increased popularity of measuring 
containers has prompted us to respond by 
offering this new packing. In spite of the 
higher price of the container, we are able to 
offer this product at only 500 per gallon 
more than our regular F-Style 1 gallon. This, 
along with 60 fl. oz. Tip-N-Measurer" 
containers of Prentox® D.Z.N.® 2.0 MEC 
Micro Emulsion Diazinon concentrate, 
expands availability of Tip-N-Measure® 
containers in our line. Let us hear from you 
regarding this new package and tell us if 
there are other products you would like to 
purchase in Tip-N-Measure® containers. 
Prentox1' Registered trademark ot Prentiss Drug & 
Chemical Co. Inc 
Tip N Measure* - Registered trademark of Container Mtg Co 
D Z N * Registered trademark of Ciba-Gelgy Corporation 

spyj'iJDiJj' 

C.B. 2000 Floral Park. NY 11001 • (516) 326-1919 
15 S. Prospect Ave . P.O. Box 701, Park Ridge. IL 60068 • (312) 825-0020 
P.O. Box 40301. Fort Worth. TX 76140 • (817) 293-9649 

Malcolm Miller, President, soon will be celebrating his 40th 
anniversary with the Company. He joined his father, Mr. J. 
Miller, at Prentiss in the late 1940s after serving in World 
War II as a Paratrooper with the 11th Airborne Division. 

At that time, Prentiss imported and milled botanical 
drugs. Also, in conjunction with "Botanicals", Prentiss 
was committed heavily to botanically-derived 
pyrethrum and rotenone. This made for a logical and 
smooth transition to the early chemical insecticides 
which were developed shortly after World War II. 
As many of the botanical drugs were phased out 
(the exceptions being pyrethrum, rotenone and 
their formulations), Mai guided Prentiss into the 
pesticide business. Through evolution and 
expansion, today we are involved with new 
and sophisticated chemicals. 

To continue the family tradition at Prentiss, 
Mai's son, Jeffrey, joined the company in 
1976 and has progressed through the 
ranks to management responsibility. Two 
years ago, Mai and his wife, Rita, became 
proud grandparents for the first time. Their 
daughter, Stacey, and her husband, 
Alan, presented them with a grandson, 
Matthew. 

3609 Shallowford Rd NE. Atlanta. GA 30340 • (404) 458-1055 
West Coast Representative—Arrowhead Products 
3110 Arrowhead Drive. Hollywood. CA 90068 • (213) 467-7671 
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mulation (80 percent of the pro-
duct consists of principal func-
tioning agents). The adjuvant is 
designed to improve the perfor-
mance of herbicides for more ef-
fective weed control. 

The function of the adjuvant is 
to improve herbicide penetration 
into plant tissues. When used with 
aquatic herbicides, the adjuvant 
changes the surface tension of the 
spray droplet, resulting in a more 
uniform spray coverage. 

Ringer Corp. introduces a new 
fall/winter fertilizer called Win-
terStore. The fertilizer supplies 
nutrients for all root growth and 
potassium that acts like winter 
anti-freeze. 

Winter Store is a late-season ap-
plication that provides the ap-
propriate foods, microorganisms 
and enzymes to strengthen the 
root and enhance cold tolerance. 
Extra potassium in the product 
enhances the cold tolerance of 
roots and the stored nutrients go 

into action in the spring to speed 
the greening process of lawns. 

Winter Store is the result of ex-
tensive research and testing by the 
company's scientists. 

Riverdale Chemical Co. intro-
duces Triamine™ jet spray spot 
weed killer and DiBro™ gran-
ular weed killer. 

Triamine is a three-way selec-
tive herbicide for spot treatment. 
It controls dandelions, clover, 
chickweed, poison ivy, poison 
oak and many other listed broad-

leaf weeds. It contains a foam 
tracer for easier coverage on lawns 
and ornamental turf. 

DiBro is a non-selective her-
bicide containing Diuron and 
Bromacil. It's custom-formulat-
ed to control weeds and grass in 
small (spot treatment) noncrop 
and industrial areas. 

Ruffin Tuff Chelated iron gran-
ules are now available from Ruf-
fin Inc. The natural chelated iron 
granules are especially created to 
give full summer control on iron 
chlorotic shrubs and trees. Ruf-
fin Tuff Iron comes in 25- and 
50-pound bags. 

Sierra Crop Protection Co. in-
troduces Hydraflo™ soil wetting 
agent. 

Hydraflo is a new non-ionic soil 
wetting agent that gives an effi-
cient and economical method of 
preventing turf losses due to ex-
cessively wet or dry conditions. 
Available as a liquid or granular. 

Ornamite ornamental miticide, 
now available from Uniroyal 
Chemical is a mite control with 

long-term residual that is gentle 
on beneficial insects. 

Available in a dry wettable pow-
der, Ornamite controls two-
spotted spider, strawberry spider, 
Pacific spider, European red and 
cyclamen spider mites without 
damaging injury-sensitive crops 
like ornamentals. Coupled with 
its long-lasting residual activity, 
ornamite controls both adult and 
nymph feeding mites, as well as 
new egg hatches. 

W.A. Cleary Chemical Co. in-
troduces Trugreen 1-2-3 fertilizer 
plus micronutrients. The product 
promotes and stimulates chloro-
phyll production and is essentially 
a fertilizer plus a chelating agent, 
combined with the necessary ele-
ments to bring about foliar ab-
sorption to promote chlorophyll 
reproduction immediately. • 

Although we have spotlighted 
many companies and their new 
offerings for 1989, we should note 
that space restrictions prevent us 
from attempting to include every 
new product available in the lawn 
maintenance industry. 

WHY WAIT? 
NO PERENNIAL 
RYEGRASS EQUALS 

A " *Star 
L ^ P E R E N N I A L W ^ ryegrass IN RESISTING 

CERTAIN INSECTS 
For information contact: 

J&L ADIKES, INC. 
Jamaica. NY 11423 
INTERNATIONAL SEEDS, INC. 
Halsey, OR 97348 
ROTHWELL SEEDS LTD. 
Lindsay, Ont. CAN K9V 4L9 

x U.S.P.V.P. APPLIED FOR NO. 8300059 

-Alb Star 

JACKLIN SEED CO. 
Post Falls, ID 83854 

Albany, OR 97321 
VAUGHAN'S SEED CO. 
Bound Brook, NJ 08805 

Downers Grove, IL 60515 

AAB-SORB 
CHEMICAL SPILL CONTROL 

Sprinkle AAB-SORB dry 
flakesaround edge of spill 

working toward center. 
Spill will turn to a gel. 

a 2V2 lb. jar will soak up 
approx. 55 gallons of 
water-based liquid. 

A complete 
line of safety 
equipment. 

• Gloves • Goggles 
• Chemical Aprons • Rain 
Suits • First Aid Kits • Fire 
Extinguishers • Respirators 

• Boots • Disposable 
Coveralls and more 

VICA Spray Hose 
600 & 800 PSI 

300 & 400 coils 
flexible, lightweight, strong, 

smooth green cover 
call us for information on 

any product. 
NATIONAL & FLORIDA 

Toll Free 
1-800-423-8850 

AABM0 INDUSTRIES INC. 
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F U N G I C I D E 

CHIPCO 26019 fungicide stops 
more lawn diseases... 

for more days...for more 
satisfied customers. 

In today's lawn care industry, you've got 
two ways to make more profit. Go out and 
get more customers. Or get more business 
from the customers you already have 
CHIPCO 26019 fungicide helps you do both. 

CHIPCO 26019 fungicide controls most 
major lawn diseases, including Helmintho-
sporium Leaf Spot and Melting Out, 
Fusarium Blight, Brown Patch, Dollar Spot 
and Red Thread. And unlike some other 
fungicides, CHIPCO 26019 fungicide stops 
these deadly diseases b e f o r e they get 
started. 

Better yet, CHIPCO 26019 fungicide 
provides the month-long protection it takes 
to get you from one scheduled round to 
the next. That cuts down on customer 
complaints and costly call-backs. 

You'll also like the fact that CHIPCO 
26019 fungicide now comes in a con-
venient flowable formulation as well as 
wettable powder. Plus, CHIPCO 26019 
fungicide is low in toxicity, for added 
protection to applicators and homeowners. 

So don't stop with just feeding and 
weeding your customers' lawns. Discover 
how better disease control can add up to 
bigger profits with CHIPCO 26019 fungicide 

Rhone-Boulenc Ag Company, CHIPCO 
Department, PO. Box 12014, Research 
Triangle Park, NC 27709. 

FUNGICIDE 

RHÖNE-POULENC AG COMPANY 

Please read label carefully and use only as directed. 
CHIPCO® is a registered trademark of Rhone-Poulenc 
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TAKING INVENTORY 

Proper Pesticide 
Vital For Safety, 

STORAGE O F LAWN 
care material is nothing 

new. All companies use some kind 
of system which ultimately oigan-
izes the way materials are stored 
in a facility. Winter storage usually 
comes to mind at the end of the 
season, but in actuality, thorough 
plans to store materials should be 
made well in advance of the seas-
on's end. 

An inventory should be used 
in this planning process. By def-
inition, an inventory is nothing 
more than a documented accoun-

ting of the amount 
and types of material 
used in your business. 
Monitoring the inven-
tory throughout the 
season allows for ade-
quate supply for pro-
duction while con-
trolling averages and 
storage problems. 

This process is most important 
as the end of the season draws 
near. More frequent accounting 
should take place to allow for 
maximum product use and mini-
mal carryover. Do not overlook 
the "half bags" that appear on an 
out-of-the-way skid. These should 
be used daily along with open con-
tainers of pesticides. The goal is 
to store as little opened material 
as possible over the winter. 

Proper winter storage is essen-
tial for two reasons: in-house safe-
ty and saving money. 

In-house safety refers to stor-
age of material so as not to cause 
a hazard to anyone entering or 
working in the area. It is impor-
tant to keep the equipment main-
tenance area and the material stor-
age area separate. Avoid perfor-
ming maintenance in the stor-
age area where skids of material 
could be used for a "workbench." 
Additionally, do not paint or store 
parts in the material storage 
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Materials should be 
stored on shelves sturdy 
enough to handle the 
auantitv involved. 

Storage 
Cost Savings 

area, so as not to contaminate your 
supplies for next season. 

Saving money is foremost on 
everyone's mind. Substantial sav-
ings can be realized if the stored 
product remains viable until next 
season. The viability or useful-
ness of a product is influenced by 
storage practices. 

As final preparations begin for 
over-winter storage, a year-end in-
ventory should be completed. 
This process not only documents 
those materials on hand, but also 
allows for close scrutiny of each 
container. If a container is found 
with an unreadable or missing 
label, it must be replaced. Make 
sure, if you can, what product is 
in each container and label it pro-
perly. If the contents cannot be 
ascertained, dispose of the re-
maining product following all 
rules and regulations pertaining 
to pesticide disposal. Remember 
the label is the most important 
safety factor with respect to mat-
erial use and storage. 

During this inspection process, 
any containers found to be leak-
ing or damaged must be replac-
ed. Transfer materials from a 
damaged container into a like con-
tainer (bag to bag, gallon can to 
gallon can, etc.) and label it pro-
perly. Do not put pesticides into 
household containers such as bot-
tles or cans, plastic or glassware, 
or the like. After transfer of the 
materials, clean the old container 
according to industry practices 
and dispose of properly follow-
ing legislative guidelines. 

Upon completion of inspection 
and documentation of the inven-
tory, date all the containers. This 
will allow the older material to 
be identified and used first next 
season. 

The next step is to designate a 
storage area. When selecting an 
area to be used, consider the fol-

lowing criteria: 
1. Is it large enough to store all 

the materials inventoried? 
2. Is it secure enough to pre-

vent theft or vandalism? 
3. Can the area be entered by 

children or domestic animals? 
4. Is there space to store pesti-

cides securely by themselves? 
5. Is the area away from the of-

fice, rest rooms and other public 
access? 

6. Will the materials be stored 
near a pilot light or other open 
flame or sparks? 

7. Is it in an area subjected to 
standing water? 

8. Is it away from doorways, 
loading docks or windows? 

9. Is the area subjected to fluc-
tuating temperatures? 

10. Is the area segregated from 
other areas, such as tool cribs, 
paint bottles or parts storage 
areas? 

Once all of these criteria are 
met, define the area by marking 
the floor, installing fencing or 
even building a separate room. 
However the area is designated, 
it must be marked using appro-
priate signs such as "Pesticide 
Storage Area." 

Now that the area has been de-
cided upon, the materials can be 
positioned for storage. Like mat-
erials should be stored toge-
ther, such as fertilizer with fer-
tilizer, herbicide with herbicide, 
insecticide with insecticide, etc. 
Combination products like fer-
tilizer with preemeigent herbicide 
or insecticide should be stored 
separately from other fertilizers 
to guard against cross-contami-
nation. Some of the pesticides us-
ed are fairly volatile and could 
cause contamination problems. 

All material should be stored 
off the floor, the exception being 
bulk containers or other large 
storage vessels. Fertilizer should 
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be stored on the pallet on which 
it was shipped, never on the bare 
floor. Try to keep like fertilizer 
blends together to avoid con-
fusion during inventory or 
use of the products. Un-
opened pesticide contain-
ers may also be stored on 
pallets. Once opened, 
however, the containers 
must be stored off the 
floor, preferably on im-
pervious shelving of 
some type. 

Do not use untreat-
ed or unpainted wood 
because spills and/or 
leaks may be absorb-
ed and cause con-
tamination of other 
stored material. When 
using shelving, make 
sure that it is sturdy 
enough to handle the quan-
tity involved, remembering 
that liquid pesticides weigh ap-
proximately 10 pounds per gallon. 
All the shelves should be easily 
reachable. Store the heavier mat-
erials on the lower shelves to pre-
vent them from tipping over. 
When possible, store liquids be-
low dry products in case a leak 
happens, preventing contamina-
tion problems. Try to store volatile 
products (ester formulations, etc.) 
separately to prevent contamina-
tion of porous material such as 
fertilizer. 

There is a tendency to store 
safety gear with the stored mat-
erials so it is available when need-
ed. The gear should be conve-
niently located near the area, 
however, DO NOT STORE 
gloves, boots, respirators, goggles 
or other safety gear with the pes-
ticides. Remember, even when 
moving stored concentrated pes-
ticides, use protective clothing. 

Throughout the storage period, 
visually inspect the materials 

Illustration: Velsicol Chemical Corp. 

on a frequent basis. If a container 
problem is detected, address it im-
mediately. Prevention of a spill 
will save time and effort as com-
pared to that required for proper 
cleanup procedures. 

Keep a copy of the inventory 
along with accompanying labels 
and Material Safety Data Sheets 
in a safe place. This information 
must be readily available in case 
of an emergency. In certain areas 
of the country, local regulations 
may mandate that copies of this 
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information be filed 
with the fire department. Check 
with your local officials. 

Proper storage requires plan-
ning and management. The safety 
environment and the cost savings 
realized are directly related to the 
amount of effort used to provide 
proper winter storage of lawn care 
material. — Dave Jones • 

The author is director of training 
for Lawn Doctor Inc., Matawan, 
N.J. 



BUSINESS MANAGEMENT 

Choosing the 
Appropriate Insecticide Pays Off 

A SWEEPING EXPANSE 
of green landscape is 

pleasing to the eye of the layman 
and the lawn care professional 
alike. Homes, parks and business 
sites are all enhanced by grounds 
that sport healthy, neatly mani-
cured turfgrasses. And while the 
aesthetic beauty is important, per-
haps more important is the fact 
that healthy grasses improve our 
environment. They help filter our 
air, generate oxygen, absorb 
sound and control erosion. 

Occasionally, though, the 
green beauty is marred by brown 
or yellow patches of dead or dy-
ing grass. More often than not, 
the blame for this lies with des-
tructive turf insect pests such as 
grubs, billbugs, sod webworms 
or chinchbugs. These and other 
tiny insects can ruin the beauty 
and viability of lawns and yards. 
Unfortunately, their damage is 
often invisible until it's too late. 

That's why it's important to 
discover and accurately diagnose 
an insect problem, analyze the 
proper use of insecticides in your 
company's program and select an 
appropriate insecticide to do the 
job. Needless to say, poor insect 
control can impact your bottom 
line in terms of costly 
callbacks and cancel 
lations. 

How should 
you go about pro-

6 STEPS IN DIAGNOSING 
PROBLEM AREAS 
• Inspect the grass and root zone. 
• Identify the insect. 
• Know the life cycle and habits 

of the insect. 

fessionally diagnosing the prob-
lem and solving it? Lawn care ex-
perts agree that these six steps are 
vital. (See chart below). 

HOW TO CHOOSE. Choosing 
an appropriate insecticide can go 
a long way in eliminating those 
pesky surface feeders, but care 
must be taken in the selection 
process. 

"Using the wrong chemical can 
be a costly mistake," said Bob 
Howe, senior technical service 
and development specialist for 
The Dow Chemical Company in 
Midland, Mich. "Safety to the ap-
plicator, customer, customer's 
property and nontarget onanisms 
should be the number one priori-
ty in selecting a product." 

"All products should deliver 
what they promise," he said. 
"They should be effective on spe-
cific target pests when used by 
your personnel, with your equip-
ment and on the accounts you nor-
mally service." 

Discussing compatibili ty, 
Howe said, "Think about how the 
insecticide fits into your com-
pany's overall goals and objec-
tives." It's important, he adds, to 
seriously consider the advantages 
and disadvantages of products 

which require ad-
ditional training, 

extra equipment or 

• Choose an appropriate insecticide. 
• Apply that chemical properly by 

following all label directions. 
• Time the applications properly. 

specialized storage. 
According to the Dow special-

ist, the chemical manufacturer 
must demonstrate a willingness 
to help an LCO use the product 
efficiently and effectively. The 
LCO must feel confident that 
technical support will be provid-
ed when needed. 

"Although you should know 
comparative costs, keep in mind 
that loyalty and product support 
are more important than cost," he 
said. 

Jerry Faulring, president of Hy-
dro Lawn Inc., Gaithersburg, 
Md., said the first thing his com-
pany looks at in a new product 
is it's label. "This will tell us if 
there are any unusual problems 
unique to that product concern-
ing operator safety. We also look 
for something in the label that 
enables us to delegate the wat-
ering-in responsibility to the 
customer." 

Dave Smitley, entomologist 
with Michigan State University, 
East Lansing, suggests looking at 
the signal word on the label to help 
you select "the least toxic, yet ef-
fective insecticide." 

Problem lawn areas should be 
targeted for spring applications 
for preventative treatment, accor-
ding to Smitley. "In that case you 
need broad spectrum control on 
surface feeders. Several products 
are effective on the major insect 
pests. You'll be successful in con-
trolling overwintering webworm 
larvae, billbug adults and chinch-
bugs with an application of an in-
secticide such as Dursban,™ 
Oftanol,™ Triumph,™ Tur-
cam™ or diazinon." 

KEY ISSUES. Faulring is also 
concerned with a product's spec-
trum of control, but is not quite 
as sensitive to its price as he is 
to its safety and efficacy. "I think 
those are key issues. As long as 
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plications from time to time. 
"Then we get into packaging 
considerations. I'm finding that 
the use of properly sized water 
soluble packets is an important 
trend today. That's an important 
feature when you consider ope-
rator safety, disposal and en-
vironmental issues, and econo-
mical factors such as accurate 
dosage." 

Michigan State's Smitley also 
feels that residual and long-term 
control are two important factors 
to consider. 

Experts agree that in the long 
run, it's much more profitable to 
apply the right insecticide at the 
right time with the right rates. The 
cost to acquire a new customer 
far overshadows the cost of doing 
the job right. 

A recent lawn maintenance in-
dustry survey indicated that cus-
tomers today have higher expec-
tations for perfect lawns than they 
had three years ago. And good in-
sect control was cited by nearly 
half of the respondents as a very 
important factor in retaining 
customers and reducing cancel-
lations. 

An LCO has to be meticulous 
in choosing the right insecticide 
to do that job. — Bader Butter <& 
Associates. • 

The public relations firm repre-
sents The Dow Chemical Co. 

Illustration: Dow Chemical Co. 

CONTROL STRATEGIES 
W H E N A N INSECT INFESTATION IS KNOWN 
to occur, it is necessary to decide whether to treat 
with an insecticide or not. Several factors should be 
considered, the most important being populations pre-
sent per unit area, vigor and condition of the turf and 
time of year. Infestations found late in the season 
should cause little concern, since insect activity is 
greatly diminished with cooler weather. 

Threshold populations that may produce sufficient 
damage to be of concern are so dependent on the 
vigor of the turf and on available moisture that the 
decision to undertake treatment must remain purely 
subjective. 

The commonly used turfgrass insecticides in the 
1980s belong to two classes, the organophosphate and 
carbamate compounds. It is considered wise to alter-
nate between the two classes if possible in order to 
discourage insecticidal resistance from developing. 

Continued use of one insecticide or one class of in-
secticide places a definite selection pressure on certain 
genes for resistance. Alternation between insecticides 
of different structure and class is recommended, 
although there is no empirical evidence that it prevents 
the development of resistance. — Haruo Tashiro. 

a product is priced in a reasonable 
range, if it's a good product, the 
LCO and consumer will be will-
ing to pay for it." 

The LCO and customer are 
looking for results, adds Faul-
ring. "Clearly, there's a threshold 
where price may become unac-
ceptable, but we're always look-
ing for any product that does the 
job. It must reduce callbacks and 
cancellations, prevent damage to 
the lawn and be safe to handle for 
the applicators." 

Compatibility is also important 
in Faulring's selection process, as 
is ease of handling. "Our com-
pany is increasingly combining 
our insecticides, with dry ferti-
lizers. So from a handling per-

spective, any product we choose 
should be effective when combin-
ed with fertilizers and still be 
safe." 

Faulring said his company 
sprays insecticides as special ap-
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Does your lawn care business 

4 w ? y j p ^ ^ ^ ? 

Let LAWN CARE OPERATOR help you hang on and GROW! 

LAWN CARE OPERATOR is a complete software 
package tailored to meet the business needs of lawn 
care professionals. The system works just as 
efficiently for the small lawn care business with 50 
customers, as it does for the large business with 5000 
customers. 

Because LAWN CARE OPERATOR was designed 
by a lawn care operator, the system adjusts to you, the 
size of your operations, and your methods, NOT the 
other way around. The system has been working for 5 
years proving its effectiveness. 

The benefits you receive from L A W N C A R E 
OPERATOR are numerous: 

*a complete payback of your investment through the 
savings in daily operations expenses. 

•current information instantly for revenues, paid 
receivables, past due billing, and customer history. 

•complete payroll management, issuance of checks, 
and prepaid required reports. 

•a functional paperflow to streamline daily business 
operations. 

•multi-user and multi-tasking capabilities. 

•Complete system protection and back-up capability to 
prevent the loss of information. 

•complete control over customer information. 

•audit tracking of chemical inventories. 

S C A N A Software Services, a $3.1 billion organization is committed to supporting your lawn care business. Our 
24-hour hotline is there when you need it for the start-up of your system. Let us show you how 
L A W N C A R E O P E R A T O R will help you. Please call or come see us at the following lawn care shows: 

S C A N A Software Services, Inc. 

3830 Forest Drive 

/.' \m::::::::::. u\ Columbia , S C 29204 
(803) 738- 3363 

ASSOCIATE MEMBER 

j g w ) 
PLCAA: Booth 206/208 

OHIO TURFGRASS 
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FERTILIZER SPREADERS 

An Improved Spreader 
Pattern Starts with the Spreader 

| AN YOU IMPROVE YOUR SPREADER PATTERNS BY 
changing the direction in which you operate your spreaders? 

Most turf spreaders are operated in a back-and-forth (or continuous) 
mode. It is generally assumed that a circuitous mode (going round 
and round the turf area) will result in a more even distribution pattern. 

However, a study at the Louisiana Agricultural Experiment Station 
comparing these two modes of operation indicates that it doesn't really 
make much difference which mode you use if you start out with a 
good spreader delivering a decent pattern. 

A back-and-forth mode, as shown in Figure 1, means that you will 
be overlapping the left side of the pattern back onto the left side, 
and the right side back onto the right side. Logically, if the pat-
tern is skewed (more material going to one side than to the oth-
er), this operating mode will exaggerate the problem and result 

in high and low density bands in the overlapping pattern. 
A circuitous mode, as shown in Figure 2, results in over-

lapping the left side of the pattern onto the right side and 
the right side onto the left side. Logically, this mode should 

tend to cancel out the extremes in the pattern due to skew-
ing and result in a more uniform overlapped pattern. 
Figure 3 illustrates the effects of the two modes of operation. Figure 

3 shows the pattern delivered by a spreader with a large-particle, ag-
grade granular fertilizer product. The pattern is skewed to the right 
(41 percent of the material applied is on the left compared with 59 
percent on the right side of the pattern). 

Other tests showed the overlapped pattern resulting from back-and-
forth operation with a swath width of 14 feet. The overlapped pattern 
resulting from a circuitous operation with the same swath width is 
visually better than the back-and-forth pattern, and the coefficient 
of variation dropped from 20 percent to 12 percent. 

The improvement is due to the light left side of the pattern being 
overlapped onto the heavy right side of the 
pattern with the circuitous mode. This pro-

duces a more uniform pattern than is ob-
tained when left is overlapped on left, and 
right overlapped on right in a back-and-forth 

pattern. 
This is somewhat the same principle involv-

ed in the half-width mode of operation (see 
Spread It Right, ALA, July 1985). In the half-

width mode operation, the rate setting is adjusted 
to give half the normal delivery rate, using half 

the normal swath width. 
. 0 This method 

has been 

o° ° - Illustration : Dow Chemical Co. 



demonstrated effective at improv-
ing pattern uniformity in almost 
all cases, but has the disadvan-
tage of requiring twice as much 
travel over the turf area. It is thus 
practical mainly for correcting 
severe pattern problems that re-
main after all possible mechanical 
adjustments to the spreader have 
been made. The half-width mode 
is also useful as insurance when 
ultimate uniformity is required on 
fine turf. 

The same ALA article discuss-
ed the then widely recommend-
ed right angle operating mode in 
which the turf area is covered 
twice at right angles. This mode 
was shown to be considerably 
less effective than the half-width 
method, yet required as much 
extra travel. It is not recom-
mended. 

The circuitous operating mode 
would seem to be a welcome alter-
native to professional applicators. 
It requires very little additional 
travel compared with the normal 
back-and-forth mode, but appar-
ently offers an opportunity to im-
prove the overlapped pattern. 

EVALUATION PROCEDURE. A 
study was undertaken at the Loui-
siana Agricultural Experiment 
Station to determine how much 
real spreader patterns are actual-
ly improved when the operating 

mode is switched from back-and-
forth to circuitous. A computer 
program for spreader pattern ana-
lysis, SPREADER.EZ, was 
modified to allow the analysis of 
spreader patterns with the overlap 
based on either or both modes of 
operation. This computer pro-
gram calculates coefficient of 
variation (CV), degree of skew-
ing and the minimum and max-
imum points in the overlapped 
pattern based on either operating 
mode. 

Coefficient of variation is gen-
erally considered to be the best 
criterion for evaluating the unifor-
mity of spreader patterns, and is 
defined as the standard deviation 
of the pattern divided by the mean 
of the pattern data. It is expressed 
as a percent. The lower the value 
of CV, the more uniform the pat-
tern. A completely uniform pat-
tern would have a CV of 0 per-
cent; atypical value for a "good" 
spreader pattern is 10 percent. CV 
values of 40 percent to 60 percent 
are not unusual with some spread-
ers and products. 

Data from a large number of 
spreader pattern runs are available 
at the Louisiana Agricultural Ex-
periment Station from prior 
spreader pattern research. Data 
from a total of 21 test runs were 
selected to evaluate the effec-
tiveness of the circuitous mode 

of operation compared with back-
and-forth operation. 

The spreaders used in the test 
runs included a typical low-cost 
type spreader, high-quality pro-
fessional walk-behind turf 
spreaders and a tractor-powered 
turf spreader. These spreaders 
covered the full range of granu-
lar applicators commonly used 
by turf maintenance profession-
als. 

Spreader patterns with five dif-
ferent products were available for 
some of these spreaders. Patterns 
from the tractor-powered spread-
er were available with two of the 
products; patterns with four of the 
products were available with the 
other spreaders. The products 
represented four different product 
categories as follows: 

•large, ag-grade fertilizer 
•small, high-density granular 
fertilizer 

•light, vermiculite based fer-
tilizer 

•ground corn cob (pesticide 
carrier) 

The spreader pattern setting 
giving the most uniform distribu-
tion with the particular product 
was used in each case. 

For each of the test runs, the 
pattern data were analyzed using 
thecomputerprogram. Theover-
lapped patterns resulting from 
back-and-forth and circuitous 

modes of operation were eval-
uated for uniformity. 

RESULTS. Data showing the 
results of the analysis of the 
spreader patterns indicated the cir-
cuitous mode of operation did not 
always offer a significant advan-
tage over back-and-forth opera-
tion — even when the basic pat-
tern was badly skewed. 

The data indicated that using a 
circuitous mode has no benefit, 
and may even be slightly detri-
mental in cases where the pattern 
is already fairly good. This is the 
case with the two walk-behind turf 
spreaders. Also, the data shows 
that a circuitous mode of opera-
tion is of little value in cases where 
the pattern has little taper at the 
edges, and thus the effective swath 
width is nearly the same as the 
overall width of a single pass. This 
is the case with the tractor-pow-
ered spreader when applying the 
large ag-grade fertilizer. 

A circuitous mode of operation 
does appear to be helpful in ach-
ieving a more uniform overlapped 
pattern in cases where the basic 
pattern is badly skewed, and the 
effective swath width allows a 
great deal of overlap. Without a 
substantial amount of overlap, the 
advantages of a circuitous mode 
of operation are not present. 

Operating in a circuitous mode 

Figure 1. (left) Back-and-forth (or continuous) mode of operation. Left side of spreader pattern is overlapped by left side of next pass. Figure 
2. (right) Circuitous mode of operation. Left side of spreader pattern is overlapped by right side of the next pass. 
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is generally more difficult for turf 
applicators than in a back-and-
forth mode, and may cause pro-
blems with either "deadheading" 
across headlands at the ends of 
the turf area, or trying to uniform-
ly treat corners if a full round-
and-round mode is used. It may 
also be more difficult to keep track 
of proper swath width with the cir-
cuitous mode since adjacent swath 
widths are not covered sequen-
tially. 

CONCLUSIONS. In general, it 
would seem that the use of a cir-
cuitous mode of operation is not 
a cure-all for most of the problems 
turf applicators face. If the basic 
spreader pattern is badly skewed 
and a relatively narrow swath 
width (compared with overall 
width) is selected, use of the cir-
cuitous mode may help. The half-
width method will probably be 
more effective in such cases, is 
easier to use and requires very lit-
tle additional travel over the turf 
area. If the spreader is generally 
doing a good job, there is little 
or no advantage to the circuitous 
method. — Richard L. Parish 
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Figure 3. Example of pattern from professional turf spreader applying ag-grade granular fertilizer. Note that 
41% of the material goes to the left and 59% to the right in this case. 

The author is a professor in the 
agricultural engineering depart-
ment at the Louisiana State Uni-
versity Agricultural Center; Baton 
Rouge, La. 

The revised version of the com-
puter program for spreader ana-
lysis, SPREADER.EZ - Version 
2.0, is available from the Louisiana 
Cooperative Extension Service, 

Knapp Hall, LSU, Baton Rouge, 
LA 70803. 

This program is helpful in 
evaluating your own spreader 
patterns. 

Custom-made 
tank trucks built 
to your 
specifications. 

W J I f c i f w r f r a - I M 
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Graham Lawn Care 
Equipment, Inc. 

Circle 31 on reader service card 

8878 Bright Star Road 
Douglasville, GA 30135 

(404) 942-7026 
(800) 543-2810 

OUR STANDARDS: 

TUFF 
TUFFER 
TUFLEX! 

Some spray tanks are tuff. Others are tuffer. Tuflex-built 
tanks are the toughest because of our uncompromising 
standards in design, materials and craftsmanship. 

Tuflex is the only manufacturer that specializes in 
hand-crafted seamless fiberglass tanks and spray systems 
for the pest control and lawn care industry. Our 10 to 1200 
gallon tanks won't leak, rust or pit, 
so they can handle your tough-
est jobs with little or no future 
maintenance. And 
we stand behind our 
tanks with a full five-
year warranty. 

After 20 years of < 
servicing the world's 
leading lawn care com-
panies, we've proven that 
nothing compares to Tuflex 
because nothing is tougher 
than our standards. 

Call toll-free 1-800-327-9005 for prices on our complete line of tanks. 
In Florida, call collect (305) 785-6402. 

1406 S.W. 8th St.. Pompano Beach, FL 33060 
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FOCUS ON: 
SEEDING 

OVERSEEDING WARM SEASON GRASSES WITH WINTERGRASSES 
WINTERGRASS IS A TERM USED 
particularly in the South for turfgrasses 
interseeded into the permanent turf 
when dormant, to provide attractive green 
cover during the winter. The following 
tips may serve as an introduction to win-
tergrasses. They will help in the develop-
ment and maintenance of attractive winter 
lawns. 

Wintergrasses are cool season types 
especially selected for interseeding into 
dormant turf. They may be annual or 
perennial because they will be used as 
annuals and expected to gradually thin 
out and finally disappear as the perma-
nent turf revives from winter dormancy. 

Wintergrasses are planted with the 
onset of warm season grass dormancy. 
This may be as early as October in the 
upper South or as late as November in 

PERENNIAL RYEGRASS 
PLANT: Turf-type cultivars 
form a dense turf with a bunch-
type growth habit; leaf folded 
in bud-shoot, blades with pro-
minent veins above but glossy 
below, sharply pointed tip; 
ligule medium long and mem-
branous; auricles moderate siz-
ed and claw-like; inflorescence 
an erect, long, narrow, flat 
spike; established primarily by 
seed; many cultivars available. 

USE: Fairways, lawns, parks, 
roadsides, sport fields and 
general-use turf areas. Com-

FINE FESCUES 
PLANT: Forms a dense, tight 
sod, with a very fine leaf tex-
ture; range varies from the 
creeping rhizomatous type of 
red fescue to the bunch-type 
growth of the chewings and 
hard fescue; leaf folded in bud-
shoot, blade bristle-like, sharp-
ly pointed tip; ligule minute and 
membranous; auricles absent; 
inflorescence a narrow, lance-
like, contracted panicle; estab-

the lower South. From December through 
March in more northerly regions, and 
from late December through early March 
in warmer regions, wintergrasses should 
be at their best. 

Wintergrass transition back to the per-
manent warm season type should be 
gradual. As the warm season grasses 
resume growth and become green, the 
wintergrasses should slow in growth and 
gradually die out. This is brought about 
by temperature increases causing the per-
manent turf to be much more competitive 
than the wintergrasses. 

Annual ryegrasses were perhaps the 
first wintergrass used. Seed is large, so 
rates of seeding must be high. Vigorous 
seedlings develop rapidly and provide 
good cover. Susceptibility to diseases and 
less than desirable transition in the spring 

lystands in winter overseed-
ing of dormant warm season 
turfs. 

monly used in polystands with 
Kentucky bluegrass. Also wide-
ly used in monostands and po-

lished primarily by seed; num-
erous cultivars available. 

USE: Fairways, lawns, parks, 
roadsides, roughs and minimal 
maintenance areas. Frequently 
used in polystands with Ken-
tucky bluegrass. 

CLIMATE: Best adapted to the 
northern cool climatic regions. 
Performs better in the semi-arid 

CLIMATE: Best adapted to the 
southern cool humid region and 
along the Pacific Coast and ex-
tends into the transition zone. 
Also used in the semi-arid plains 
and Rocky Mountains area, if 
irrigated. Northern extension 
limited by cold stress and the 
southern extension limited by 
heat stress. A few cultivars 
have improved cold tolerance or 
heat tolerance. 

have provided incentive to research other 
wintergrass types. 

TIMING OF WINTERGRASS SEEDING. 
•Seed before warm season grasses are 
dormant to avoid too much competition 
for the wintergrass to survive. Seeding 
too long after warm season grasses are 
dormant, however, will bring establish-
ment too late for full season cover. 
•Ryegrasses germinate and establish 
most rapidly. 
•Fine fescues germinate and establish 
slightly less rapidly. 
•Rough bluegrasses are almost as rapid in 
the development of winter cover. 
•Kentucky bluegrasses are slower to 
become established. 
•Most bentgrasses take even longer to 
provide color and cover. 

•Mixtures of these grasses, 
rather than individual species, 
are recommended to provide a 
broad base for timing of stand 
development. 
•As more bahiagrasses, zoy-
siagrasses, centipedegrasses 
and other seeded types be-
come available, some of the 
finer wintergrasses can be in-
cluded to provide an "any-
time-of-the-year" blend. 

region if it receives moderate 
irrigation. Southward extension 
is limited by heat stress. 

WINTERSEEDING OF 
LAWNS. Emphasis is on easy 
fall establishment and mini-
mum attention throughout the 
winter. 

Ryegrasses are best for easy 
establishment, but fine-leaved 
fescues and other cool season 
types may also be used. 

Winterseeding in the upper 
South where warm season 
grasses are dormant some five 
months a year is desirable. 

Prior to seeding, mow per-
manent turf low — about one 
inch. This is a more important 
practice than vertical thin-
ning and topdressing, which 
may also be done. 

Seed ryegrasses at 10 to 20 
pounds per 1,000 square feet, 
or seed finer textured mixtures 
at five to 10 pounds per 1,000 
square feet. — The Lawn 
Institute. • 
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PEOPLE 

i 
Kuhl Reid 

ROBERT REID JR. WAS RECENTLY 
named president of Jacobsen Division of 
Textron Inc. He succeeds John Dwyer 
Jr., who is now president of E-Z-Go Di-
vision of Textron. Reid joined Jacobsen 
in 1987 and became vice president of 
marketing earlier this year. He previously 
worked with Outboard Marine Corp. 
where he held senior management, mar-
keting and sales positions with Lawn-Boy 
and other turf, commercial and marine 
product lines. 

Larry Kuhl has been promoted to vice 

president of manufacturing for Ransomes 
Inc. Kuhl will be involved in both the 
short-term and long-term direction of 
Ransomes' manufacturing operation in 
Johnson Creek, Wise. He will directly 
oversee production control and stores, 
manufacturing engineering, purchasing, 
plant maintenance and plant supervision. 

He joined Ransomes in 1977 as plant 
manager. 

Weyerhaeuser's Specialty Plants busi-
ness recently appointed Robert Hyland 
as district manager/commercial sales. 
Hyland will be responsible for developing 
and implementing marketing programs to 
support the dealer network for the com-
pany's Inscape™ Interiorized™ commer-
cial landscaping products. 

Hyland has been active in the inter-
ior plantscape industry for more than 13 
years, serving three years as president of 
Hyland Associates, an interiorscape and 
sub-irrigation consulting firm. 

John Devouassoux was appointed 

director of information systems for 
Kubota Tractor Corp. He will be re-
sponsible for the development of Kubota's 
information systems, computer and com-
munications program and technical 
support. 

Ron Zwiebel has joined the staff of 
LESCO Inc. as a fertilizer and seed 
specialist serving Alabama, Tennessee 
and central Georgia. 

Previously, Zwiebel was president of 
Green Care Lawn Service, a Birm-
ingham, Alabama-based company he 
founded 15 years ago. He also worked 
for the ChemLawn Corp. in Indianapolis 
and Atlanta. 

Briggs & Stratton Corp. recently ap-
pointed Stephen Rugg as vice presi-
dent/marketing and planning. 

Rugg joined Briggs & Stratton 15 years 
ago. He's held a number of sales and 
marketing positions in the company, most 
recently as manager of marketing and 
planning. m 
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TURFCO EDGE-R-RITE 

Circle 85 on reader service card Circle 86 on reader service card 103 

Disc Blade 11111 111 HIM 

Optional Blades: 
Disc Blade for cutting straight edge 
along sidewalks and driveways. 
Right Angle Blade for golf course ^ 
sand traps, and flower beds. 

^ 'V' Blade for removing a strip of turf RightAngleBiade 
along a sidewalk. 

V-Blade 
Turfco Mfg., Inc. 
3456 N. Washington Ave. 
Minneapolis, MN 55412-2688 
Ph. 612/588-0741 
Telex 5106013762 

Write or call 
for detailed 

literature 

TURFCO 

MULTI-PURPOSE 

TURF EDGER 

Self-propelled and push 
models available. 
Rugged design for 
commercial use. 

Just like a small sod 
cutter, the Blade does 
not spin, the oscillating 
motion does not throw 
debris. 



FOCUS ON: 
TREES & ORNAMENTALS 

HOW WILL TREES AND SHRUBS STAND UP TO THE DROUGHT? 

IT'S BEEN A BAD YEAR FOR 
trees in some areas of the country, and a 
frustrating one for arborists caring for 
them. But there's never been a more 
perfect time for client education programs 
to help sell tree work in the years to 
come. 

When the drought first hit various 
regions of the United States, no one could 
predict the harsh impact it would have 

on trees and ornamentals. And while 
the drought is no longer directly affec-
ting those plants, tree care professionals 
should carefully plan their programs, now 
and until the plants have fully recov-
ered. 

In some instances, it may be too late 
for water to do much good. But in those 
cases where the water has proven a 
source of revitalization for plants, the 
water can be supplied to the plants 
without harm until the ground freezes. 

In some areas of the country, some 
researchers are concerned that the 
drought may have injured or even killed 
the fine feeder roots of trees, so that the 
tree becomes unable to intake enough 
water to supply the foliage. 

Some tree care professionals are ex-
perimenting with the slowing down of 
tree transpiration by applying antidessi-
cants. Although professionals have mix-
ed opinions on the use of antidessicants, 
many are optimistic about their use. 

The Ajax Tree and Landscape Com-
pany in Avon, Ohio, uses antidessicants 
for both winter protection and trans-
planting plants out of season. 

As a winter protection, spraying the 

Tree trimming and pruning helps create a stronger tree system. Photos: Mickey Jones 

antidessicant on the plant is like putting a 
"trench coat" on the plant. The company 
likens the use of antidessicants to an in-
surance policy for trees and shrubs, say-
ing that it often provides the plants a bet-
ter chance than if it wasn't used. 

The drought didn't necessarily hinder 
all pruning and trimming programs of 
tree care professionals, but some caution 
should be used before trees are trimmed. 
For instance, most evergreens and hard-
wood trees will be OK for pruning, but it 
might be wise to hold off on the pruning 
of blooming plants, according to the Ajax 
Tree and Landscape Service. 

Instead, pruning these plants next 
spring after they have bloomed rather 
than this fall, will promote a healthier 
stronger tree system. 

The stress of the summer drought is 
also apparent by the early changing of the 
trees' leaves. The trees are defoliating 
early as a defense mechanism, enabling 
them to acclimate themselves to what's 
going on. 

No one knows for sure what long-
term effects the drought will have on 
trees and ornamentals. However, some 
researchers believe that the drought may 

leave the plants in a weakened 
condition, and ultimately more 
susceptible to a range of in-
sects and diseases which sel-
dom harm healthy, vigorous 
trees. This is particularly true 
in instances where the plant 
didn't have time to build up 
a food supply for the win-
ter. 

Additional stressors such as 
soil compaction and construc-
tion injury will only com-
pound the problem. Other ef-
fects may be seen next spring 
in blooming plants which may 
bloom early in robust colors, 
but then defoliate and dieback 
sooner than normal. 

The bottom line is that trees 
and ornamentals, particularly 
those affected by last sum-
mer's drought, are going to 
require more professional 
care than ever before; even in 
the ensuing years when there 
is sufficient soil moisture 
and normal weather condi-
tions. 
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FINANCIAL CORNER 

BUYING A BUSINESS THE PAINLESS WAY 

EVERYBODY KNOWS THAT BIG 
companies buy smaller companies. But 
did you ever stop to think why, and if 
their reasons might apply to your busi-
ness, too? By acquisition, big companies 
gain product diversification. While suc-
cessful development of a new product 
may take years, acquisition puts it on the 
table within months. 

By acquisition big companies enter new 
markets, gaining in a few months what 
might otherwise take years. Other reasons 
for acquisitions are to get experienced 
people, combine related production 
facilities, increase sales and distribution 
and acquire new equipment. 

Once it's determined that acquisition is 
the way to go, where does the money 
come from? This is an astonishingly well-
kept secret, but most acquisitions almost 
buy themselves. 

First of all, an acquisition must be 

profitable or readily made profitable. The 
value of a business can be determined on-
ly by its earnings record, either past or 
projected. And as with any other income-
producing property, it must pay for itself 
within some reasonable time span. For 
this reason, most acquisitions are made 
on terms. 

Sellers accept terms of one sort or 
another, and make out just as well (if not 
even better) than if they held out for 
cash. Cash buyers at reasonable prices 
are very rare. A seller who demands cash 
usually has a long wait. 

HOW DO YOU FIND A SELLER? The 
first step is to decide in what direction 
you want to expand. If you have a well-
developed, long-term growth plan, where 
do you plan to be in 10 years? What pro-
ducts or markets do you plan to serve? 
Next, buy a directory which lists this 
kind of business. It could be the yellow 
pages of your city and the nearest large 
town, or an association membership 
directory. 

From these directories, glean as many 
names as possible. Ask your banker to 
secure credit reports on each business. 
Then, gather information about each 
business on your list — specifically, its 
size, ownership and the ages and cir-
cumstances of the owner(s), and their 

STEPS TO DETERMINING THE VALUE OF A BUSINESS 
IF ONE PARTICULAR BUS-
iness interests you, determine 
what it's worth to you. Deter-
mining the value of a business 
is a very time-consuming pro-
ject, demanding considerable 
judgment. But the basics are 
simple enough and consist of 
seven steps: 

1. Determine the fair market 
value (replacement cost) of the 
assets less the liabilities. 

2. Determine nonproductive 
(excess) assets in A/R, inven-
tory, equipment, etc. This in-
cludes any real property. 

3. Calculate the value of the 
productive assets as collateral 
at the bank. 

4. Determine the inflation-

adjusted operating earnings 
for the past three to five years 
— the cash remaining each 
year after all unavoidable ex-
penses and an allowance for the 
cost of a manager. 

5. Multiply the average "ope-
rating earnings" by a multiplier 
based upon the target return on 
investment (ROI), derived from 
your perception of risk. 

6. To this add the excess assets 
you want to buy (as opposed to 
the seller keeping them, selling 
them on the side or you accep-
ting them on consignment.) 

7. Find out what kind of deal 
the seller wants and compute the 
value of the business to you by 
blending points five and six 

into the deal. 
For instance, a business with 

(1) liabilities of $50,000 and 
total assetsof$400,000, ofwhich 
(2) $100,000 is excess inven-
tory, and (3) the $250,000 of 
productive assets could be us-
ed for a $150,000 loan. The 
average operating earnings (4) 
are $80,000 a year, (5) a 3.5x 
multiplier (28.6 percent ROI) is 
selected and gives $280,000 
"value" (6) after the seller 
dumps off his excess inventory 
(so he nets $280,000 plus 
$100,000 plus his cash). The 
seller wants his cash plus 
$400,000. Naturally, he wants 
cash, but will settle for 50 per-
cent down and a five-year deal. 

heirs and/or managers. 
Remember, the value was based upon 

past performance. Do not buy any busi-
ness unless you can improve it. For ex-
ample, let's say you plan to improve the 
operating earnings to $90,000 and expect 
it to improve 10 percent a year. Your first 
year investment is $25,000 plus $15,000 as 
payment, a total of $40,000. You break-
even on the cash flow the second year, 
get $19,000 out the third year and the rest 
the fourth year. Four and a half years into 
the deal, your cost is zero. But it will 
take $40,000 up front and a good credit 
rating to swing the deal. 

Don't make an offer in writing. Talk 
over and agree on terms before you talk 
price. A cash sale is always at the lowest 
price, but if you are short of cash, or the 
buyer wants long terms, you can stretch 
the period out until the price is of little 
consequence. Analyze it more from a 
cash-flow viewpoint: The first (down) 
payment is your investment. If the com-
pany will return your down payment from 
its profit during the first five years, pay 
against any loans and still show a positive 
cash flow, then the price is of little im-
portance. You are making some profit on 
the deal, getting a reasonable annual 
return on your investment and can spread 
paying for it across years. 

To nail down the deal, ask his price, 
then show him how you arriv-
ed at your value; if the two 
are different, ask him what 
you overlooked or misjudged. 
Hold a we'll-make-a-great-
team position and keep talk-
ing. Never break off your neg-
otiations or let him "cool 
o f f ' ; do not play hard to get 
or appear disinterested. 

Keep on talking and you 
will buy his business. When 
you do agree, immediately 
write down the price, terms, 
his income and pension, if 
any, and other key points. • 

The preceding condensed in-
formation was provided by the 
Independent Business Institute. 
For a complete copy of the 
report, send $I to the In-
dependent Business Institute, 
P.O. Box 1048, Norton, Ohio 
44203-9448 
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PRODUCTS 

SNAPPER POWER EQUIPMENT IN-
troduces its patented fixed line cutting 
head for string trimmers. The fixed-line 
cutting head features easy feeding of the 
monofilament lines without loosening 
bolts or tricky threading through alter-
nating holes, allowing quick line changing 
by the operator. The glide ball with re-
placeable wear pad helps prevent scalping 
by allowing the head to glide along the 
ground above the grass. 

Galvanized steel construction provides 
the durability required for tough commer-
cial use, and prevents rust and corrosion 
build-up in the line feed areas. 
Circle 101 on reader service card 

Dandi Manufacturing Co. is now mar-
keting a 60-inch front-mounted flail. The 
unit has 120 fine-cut or 60 thatching 
blades. The operator can easily change 
from fine-cut to thatching using the same 
reel. 

The two blades enable the machine to 
verticut, thatch, fine-cut, break up aera-
tion cores and mulch leaves. 
Circlo 102 on reader service card 

Weather-Watch rainwear/windbreaker 
from Impro Inc. is designed for high 
breathability and water repellency in hot 
or cold weather. 

Made from 100 percent nonwoven poly-
propylene, the rainwear is lightweight and 
durable and will not rot or mildew, even 
when stored under the seat of a truck. 
The rainwear is puncture resistant and 
machine washable in plain, cold water. 
Circle 103 on reader service card 

Saturn T\irf Type perennial ryegrass is now 
available from Garfield Williamson Inc. 

Saturn grows in sun and light shade, 
resists insects and diseases, has excellent 
summer performace and is winter hardy, 
according to company officials. 

In national perennial ryegrass trials, 
Saturn was noted for seedling vigor, 
genetic color and resistance to diseases 
such as bloth and brown patch. 

Circle 104 on reader service card 

Three products available from Gill 
ClerVu Industries Inc. include the 
gill spiker with split-front roller, the 
gill spiker and the gill seeder attach-
ment. 

The gill spiker with the split-front 
roller is available in two models, with a 
6-inch or 8-inch rear roller. The gill 
spiker aerates, seeds and is capable of a 
spiker-seeder combination. It also comes 

with adjustable front angle rollers. 
Circlo 105 on reader service card 

"Pressure-treated Wood in Landscape Ar-
chitecture," a four-page, full-color book-
let, has been updated and reissued by the 
Western Wood Preservers Institute. 

The manual illustrates uses of pressure-
treated wood in decks, steps, fences, 
parks and marinas and provides basic in-
formation on pressure treatments and 
their characteristics. 
Circle 107 on reader service card 

Blackburn Manufacturing Co., has 
recently developed low-cost guy wire 
covers for the nursery, landscaping and 
grounds maintenance industries. 

The plastic covers snap easily over 
the guy wires used to stabilize young 

trees. The covers come in 
white or bright yellow, making 
them easy to see and less like-
ly to cause accidents. 

The Blackburn guy wire 
covers are impact resistant, 
long-lasting and reusable. 
They come in six-foot length 
which can be easily cut to 
meet requirements. 

Blackburn guy wire covers 
are shipped 1,000 feet per box. 
108 on reader service card 

Two new tire sealants, Flat 
Shield and Aqua Plus, are 
now available from Kubota 

(continued on page 112) 

SEED GUARD FROM The 
DeWitt Co. can easily cover a 
newly seeded area fester without 
the hassle of hay, straw or peat. 

Seed Guard, a spun-bounded 
polypropylene blanket, con-
serves moisture, requiring less 
watering than conventional 
mulches. Due to its character-
istics, it retains the moisture 
needed for germination. 

The blanket produces a 
greenhouse effect by controll-
ing the amount of heat and 
moisture, promoting a 90 to 95 

percent germination, instead 
of the usual 60 to 65 percent, 
in half the time of straw. Seed 
Guard shields against the ene-
mies of seeding, reduces the im-
pact of wind and rain that causes 
bare spots and clumping of 
seed. Seeding can be started in 
the spring and later in the fall 
with Seed Guard, minimizing 
scorching and frost damages. 

Also new from DeWitt is N-
sulate, a new lightweight, 
porous blanket of protection 
made from spunbonded poly-

propylene. Its fiber-like fabric 
will not weigh down hardy 
overwinter and tender bedding 
plants. Even when wet, N-sulate 
weighs the same — 1.25 oz./ 
sq. yd. 

During frost warnings, N-
sulate will quickly cover the 
ground without blocking out 
precious water or light. And 
when you keep it on, it enhances 
plant growth by keeping the 
temperature above freezing and 
below scorching. 
106 on reader service card 
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MAINTENANCE 
PRESENTS... 

AN AWARD 
FOR 
PROFESSIONALISM 

Mail in Nominations 
by Dec. 31, 1988 

In our continued effort to promote professionalism, be involved in com-
munity awareness and help our industry create a positive public image, 
ALA/Maintenance magazine is sponsoring its 3rd Annual Award for 
Professionalism. 

The winner will be presented a plaque with the company's or the individual's 
name inscribed on it, and camera-ready art stating they were chosen to 
receive an Award for Professionalism, suitable for reproduction in adver-
tisements, brochures and letterheads. In addition, a brief article about the 
company and the award will be sent to the winner's local newspapers. 
ALA/Maintenance will also do a brief article on the winner in a future issue. 

Do you know a lawn or landscape maintenance company or operator who 
deserves to be recognized for efforts in operating a professional business? 
Is the operation respected in the community and by its peers? If so, why 
not nominate the business, or an individual from the business, to receive 
ALA/Maintenance's Award for Professionalism? 

Here is what you have to do: read over the nomination form on the follow-
ing page. If you work for, or know of, a company or individual that meets 
most of the criteria, then nominate your choice by completing this form and 
returning it to us. All information must be verifiable, and nominations must 
be received no later than Dec. 31,1988 to be eligible. A company need not 
meet all criteria to win. The winner of the contest will be announced in the 
March issue of ALA/Maintenance magazine. 



LAWN AND LANDSCAPE 

AIMAINTENANŒ 
I am nominating: Name 
Company 
Address Phone: i L 
for ALA/Maintenance's Award for Professionalism as I feel this company fulfills most of your criteria 
for nomination. 

CRITERIA: 
1. Supports the local community in the follow-
ing way: 

sponsors youth sports program 
donates to scholarship program 
volunteers labor to community project 
donates to local fund-raisers 
other (please explain) 

2. Belongs to a trade association. 
local 
state 
national 

3. Has the following employee benefit pro-
grams: 

insurance plan 
paid vacation 
savings or retirement plan 
company-funded education plan in-
centive program 
other (please explain) 

4. Is supportive of, and involved with, industry 
problems at the: 

local level 
state level 
national level 

(Explain) 

5 Monitors customer satisfaction with 
some form of "quality assurance" system. 

6 Equipment is kept clean and in good 
operating condition. 

7. Safety shields and/or guards recom-
mended by the manufacturer are still in place. 

8. Employees are informed of and ed-
ucated on potential hazards associated with 
the use of all equipment and materials being 
handled. 

9. Has instituted a comprehensive train-
ing program for employees. 

10 Chemicals that would constitute a 
hazardous waste are being disposed of in ac-
cordance with local and/or federal regulations. 

11. Lawn care chemicals are being us-
ed according to manufacturer's recommenda-
tions. 

12.. _ Trees, ornamentals, sod and seed 
are being used in locations specified by grow-
ers, and are installed according to their rec-
ommendations. 

1a Company's place of business is kept 
neat, clean and well-maintained. 

14. Additional comments if any:_ 

Your name: 
Your company's name: 
Address: Phone: ( i 

Please tear this form along the dotted line and mail to: Award for Professionalism, 
ALA/Maintenance Magazine, 4012 Bridge Ave., Cleveland, Ohio 44113 
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GREEN 

RELAX! 

« M / M ( M ^ V t t ^ A r i A t a W & i i l M i t f H tv loî U» i 

Natural Green products from Spring Valley combine 
natural organic fertilizers with extra nutrients to give 
you a natural based fertilizer that is easy for you to 
apply.. . and peace of mind your customers will love! 

NATURAL GREEN "Spring" 20-2-8 + I ß 
NATURAL GREEN "Summer" 25-2-4 + Iron 
NATURAL GREEN "Fall" 12-12-20 + Iron 

•Ask about our NEW SPRAYABLE 

"Our customer's children and pets are very important to us, and ive at NATllRALAWN take 
great pride in giving them the peace of mind that an organic-based program provides them." 

Phil Katron, NATURALAWN, Inc.,Damascus, MD 

NATURAL GREEN products are made only by 
SPRING VALLEY TURF PRODUCTS 

1891 Spring Valley Road, Jackson, Wl 53037 
(414) 677-2273 

"TEAM and the diagonal bar are trademarks of Elanco Products Company 
Circle 48 on reader service card 



IF YOU'RE SERIOUS ABOUT LAWN 
MAINTENANCE, YOU NEED THESE 

Products 
(continued from page 106) 

FLOWABLE CHARCOAL...activated charcoal in a liquid. 
Fast, Simple cleanup of hydraulic spills even on grass. 
Prevents phytotoxicity. Assists germination. 
MARKER...a spray pattern indicator with a clinging effect 
which holds herbiciaes to the leaf longer. Non toxic, no effect 
on herbicides, pesticides, or fertilizers. 

TREBOR CORPORATION 
4045-A Jonesboro Road • Forest Park, GA 30050 

404/366-0957 • Telex 759-353 • (Outside Georgia) 1-800-331-1449 
Circle 80 on reader service card 

Finally—A Spray System That 
Won't Give You A Workout. 

The ProTank Electric Spray 
System is the only true com-
mercial electric sprayer on the 
market today. Instead of giving 
you the workout gas engines 
and other spray units do, it gives 
your customer's turf a workout 
and saves you valuable time. The 
ProTank Electric Spray System is 
equipped with a Vi horsepower 
motor capable of spraying 6 to 
7 gallons a minute at up to 150 
p.s.i. And all you lose are bulky 
pull-start engines, and the in-
convenience of gas, oil, spark 
plugs, noise problems, and nox-
ious fumes. The ProTank Electric 
Spray System will also take the 
crunch out of those expensive 

downtime repair bills. It's built by 
C&S Turf Care—leaders in rug-
ged, reliable turf care equipment. 
We can show you how you can 
spend more time building your 
client list, and less time building 
muscles. Call today for complete 
information on the ProTank Elec-
tric Spray System. 

Tractor Corp. for use with its line of 
agricultural and construction products. 

Both tire sealing products were special-
ly designed to help reduce or even elimi-
nate the amount of downtime experienced 
on the job due to a flat tire. 

Kubota's Flat Shield, for air-filled tires, 
is a sealing compound pumped into the 
tire and held in suspension until a punc-
ture occurs. Once punctured, the fibrous 
compound adheres itself around the 
foreign object forming a leak-proof 
plug. 

Kubota's Aqua Plus, for liquid-filled 
tires, offers the same puncture sealing 
qualities as Flat Shield. Aqua Plus mixes 
easily in tires filled with water, calcium 
chloride and antifreeze. 
Grcle 109 on reader service card 

Take A Card Inc. recently introduced its 
indoor/outdoor business card dispenser. 
The weatherproof dispenser allows com-
panies to hand out business cards after 
hours, during vacations or any time the 
office is closed. 

Made of plastic, it comes complete 
with a strong adhesive backing which can 
be applied to almost any surface like real 
estate signs, storefronts, marked busi-
ness vehicles, construction site signs, 
etc., 

A turn of the knob feeds one card at a 
time from the dispenser. 
Grcle 110 on reader service card 

T-Berry Electronics Corporation in-
troduces the Communicator, a hand-held, 
crystal-controlled, two-way radio. 

The communicator produces up to five 
watts on its six available channels, giving 
it a range of at least several miles. In 
VHF or UHF, communicator is housed in 
a rigid, heavy-duty die-cast metal chasis. 
The radio's easy access controls are 
designed for tough working environments 
and contains a high/low power switch for 
conserving energy, and a tone on/off 
switch for optional tone-coded channel 
privacy. Quick-glance indicator lights are 
provided for channel busy verification 
and transmit/low battery warning. 

The radio, designed for ease of operation, 
weighs only 20 ounces and fits comfortably 
in the palm of one's hand. 
Grcle 111 on reader service card 

A new brochure from Foresight Products 
Inc. describes various methods of suppor-
ting trees using the Duckbill Earth An-
chor System. The earth anchor is a drive 
anchor that is driven into the ground 
using a heavy hammer and a drive rod, 
a job which can be done by one worker. 

Total System Guy Kits are available for 

ALA/MAINTENANCE • NOVEMBER 1988 

We offer a complete line of electric and gas spray equipment 
and can custom design a spray system to fit your specific needs. 
'Watch the mail for special 'show discount ' sav ings" 

^ ^ (216)453-0770 
C&S Turf Care Equipment, Inc. ' Dealer Inquiries We/come" 
3425 Middlebranch Road, N.E. Be sure to visit us at: 
Canton, Ohio 44705 Th* PLC A A in New Orleans 
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FLAGS 

Less than 50 ea. 
(Min. 1000) 

Actual S ize: 
4 " x 5 " f lag 

BLACKBURN 
MANUFACTURING C O M P A N Y / 
P.O. Box 86 
NELIGH, NE 68756 

8 0 0 - 9 4 2 - 5 8 1 6 
402/887-4161 
In Nebraska 

contractors and others who prefer the fast 
and easiest method of anchoring trees. 
The entire system is pre-assembled in 
these kits: anchors, cable, turnbuckles, 
tree collars and wire rope clips. No time 
is spent assembling the various com-
ponents of the system. 

Another anchoring method is supplied 
in the form of Root Ball Fixing Kits, 
which are used when an above-ground 
guy system is not possible or desirable, 
such as in playgrounds or parks or where 
sidewalk plantings are required. Root 
balls are held firmly in place with 
nothing but the tree protruding above the 
ground. 
Circle 112 on reader service card 

Beckett Corp. introduces GM 400A, a 
sealless, submersible, magnetic drive 
pump. Featuring a thermally protected 
motor and epoxy encapsulated design, the 
GM 400A was developed for special ap-
plications including salt water and 
chemicals. 

The GM 400A is 115 volt, 60 Hz rated 
and delivers 380 GPH at 1 foot with a 
shut-off rating of 14 feet. 

Compact design allows for easy in-
stallation. Pump comes complete with a 

Circle 40 on reader service card 

Designed especially for 
the lawn care industry 

• 9 f lag colors 
• 8 ink colors 
• 90° bend in staff 

Shipped straight. You bend when 
used. 

• 18" or 24" PVC staff 
(Vs" diam.) 

• Custom print available 

6-foot power cord with ground plug. 
Pump discharge is 1/4-inch NPT. UL 
listed. 
Circle 113 on reader service card 

Low voltage lighting fixtures made of 
wood to brighten decks, yards, gazebos 
and hot tubs are being offered by Cen-
tury Rain Aid. 

The five models and 15 styles of the 
lightscaping line are crafted of pres-
sure-treated pine, cedar or redwoods. 
They are 12-volt fixtures that use only a 
half-cent of electricity per hour, based on 
average national utility rates. Competitive 
120-volt products typically draw far more 
amperage, increasing the cost of 
operation. 

The fixtures can be used for decks, 
railings, gazebos, boat docks and in 
gardens, or anywhere outdoor lighting is 
needed. With a short post as a mount-
ing surface, they can be used in 

The Feldmann 
2340 Core 
Plug Aerator 
— The Pull-
Behind That 
Keeps You 

Easy, cost effective 
method for core plug 
aeration. An efficient 
use of labor and 
equipment. Comfort-
able operating 
position. 
The 12 inch by 52 
inch tray can be 

weighted for plug 
penetration. 
Side handles allow 
easy up adjustment 
for transport or 
down for core 
plugging. 
Single hitch pin con-

nection to tractor. 
U.RS. shippable. 
Unit weight 
85 pounds. 

Manufactured and sold by FELDMANN ENGINEERING & MANUFACTURING COMPANY, INC. 
P.O. BOX 153, Sheboygan Falls, Wisconsin 53085 • 414-467-6167 
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gardens, along walkways and 
driveways. 

The fixtures, in 5 designs ranging 
from traditional to modern, feature an 
all-glass, wedge base light bulb, with 
no metal base to corrode; a UL-ap-
proved lampholder; 11 solid brass 
fasteners; impact-resistant lens with 
choice of bronze tone or milk white; 
and an optional wood baseboard to 
lend a framed look to the fixtures. 
Circle 114 on reader service card 

Duratec™ from Thor Enterprises Inc. 
is a new reinforced underground utility 
marking tape with more than 1,000 

pounds of break strength per 6-inch 
width. 

It has been developed to prevent stretch 
and breakage during installation (with in-
creased visibility to the machine opera-
tor), while saving the printed message 
from distortion and disfiguration when 
dug into. 

Engineered with greater strength in the 
lengthwise (machine) direction, DuraTec 
will break across its width when its ten-
sile property of 1,000 pounds is exceeded 
without affecting the legibility of the safe-
ty imprinted message. Available in widths 
up to 30 inches, DuraTec is the only rein-
forced tape on the market offering no 

Equipment for the 
turf care professional. 

Ota the Equipment 
Helps Keep Your Turf 

and Business Healthy 
Olathe has been proving itself a 

valuable part of your business for 
years. 

New dimensions in plugging with 
the MODEL 88 AERATOR with rug-

ged 3 hp industrial engine, 2-40lb. 
removable weights if needed, 30 

SEEDER with coring tines enter the soil every 3'/4* 
patented clean-cut shatter blades, ac ross a 19'/2" P 3 ^ 
18hp electric start, 3" centers, easy Rugged reliability, learned from 

grip handle controls, ground speed over 25 years in the sweeper busi-
that accommodates up to 15,000 sq. ness, has gone into the MODEL 42 

ft. per hour. No competitor has 5 HP TOW-BEHIND SWEEPER. Tired 
matched the short distance between of breaking apart so called commer-

cial brooms? Try this rugged, rubber 
finger sweeper with easy pull remote 

dump from tractor. 
Proof Is seeing. Call your local 

Olathe/Toro commercial dealer for a 
free demo. Or write or call: 

Setting Industry standards,like the 
MODEL 84 SLIT SE 

blades and seed drop for accuracy. 
Innovative new additions,like the 

MODEL 85 'SEED-N-THATCH' for 
spot seeding and/or thatching. A 

low-cost efficient unit for smaller 
areas. 

O L A T H E M A N U F A C T U R I N G , INC. ^ ^ 
100 INDUSTRIAL PKWY, INDUSTRIAL AIRPORT. KS 66031 ^ 0 

1 800 255 6438 • 913 782 4396 > ¿ 

Circle 58 on reader service card 114 

charge for custom-printing, a color 
change near the core to alert the operator 
to change rolls during installation, water-
proof plastic cores to withstand extreme 
handling and moisture and roll lengths up 
to 2 miles each for plow-in convenience. 
Circle IIS on reader service card 

A newly designed Multimot model 101 
engine, featuring a number of technical 
changes from the previous model 100, has 
been released by Solo Inc. 

The changes, part of Solo's continuing 
model improvement program, include a 
relocated and enlarged fuel tank filler 
neck that eliminates the need for a special 
funnel; a new single-piece steel plate 
muffler designed to eliminate potential 
leakage; and an improved one-piece light 
alloy magneto flywheel with enlarged 
cooling fins that eliminates the need for a 
plastic fanwheel. 

A variety of power tool attachments are 
available for use with the Multimot en-
gine such as a water pump, grass/weed 
trimmer, tiller, hedge trimmer and 
other tools. The 21cc Multimot engine 
can be used to power a total of 21 attach-
ments. 
Circle 116 on reader service card 

A full-color product reference guide 
describes features, benefits and applica-
tions of the complete line of material 
handling containers from LEWISystems 
Menasha Corporation Plastics. 

The 16-page guide describes, illustrates 
and provides specifications on the com-
pany's modular container systems, small 
parts bins, divider boxes, automated 
systems totes, heavy-duty Plexton® and 
lighter-duty Polylewton® Stack-N-Nest® 
containers, transport trays, electrostatic 
discharge (ESD) protective containers, 
food handling containers and distribution 
totes, including hinged-lid Flipak® 
containers. 

Also described are accessories such as 
covers, dividers, document holders 
and partitions, and container system hard-
ware such as floor stands, mobile trucks, 
louvered panels, bench assemblies, stor-
age cabinets, racks, wall mounts and shelf 
units. 
Circle 117 on reader service card 



Equipment Guide 
(continued from page 84) 

The Toro Company introduces the Toro 
HMR — a highly maneuverable ride. Design-
ed for commercial cutters graduating to riders 
from walkpower mowers, the HMR features 
an interconnected steering system for agile 
handling while cutting or trimming. 

Allowing the front wheels to be turned 80 

degrees in either direction, the steering sys-
tem provides the HMR with a turning radius 
of a mere four inches. 

sprayer with a 20-gallon capacity, design-
ed for a variety of applications including 
parks, cemeteries, golf courses, large estates, 
institutions, schools and industrial grounds. 

It's equipped with 2 wheel pumps, 3 nozzles, 
a fold-up boom and a convenient shut-off 
system. It will deliver about 30 gallons 
per acre in a 90-inch swath from 3 nozzles. 

Yamaha Motor Co. introduces the Ter-
rapro™, an all terrain vehicle with PTO — 
power take off. 

The Terrapro 4-wheeler features a 4-cycle 
engine, a dual-range transmission (with 5 
gears in high and 5 gears in super-low range), 

A new concept in aerification of turfgrass 
areas is now available from Turf-Tec Inter-
national. 

The Verti-Groove will remove soil from one 
to six inches deep. Light tractor pulled, it has 
no moving parts. The Verti-Groove's soil 
engaging elements rapidly bring to the sur-
face thin slices of soil without materially 
disturbing the turf. 

The verti-groove can be used to renovate 
and to maintain any turfgrass area. In addi-
tion to relieving soil compaction, it will re-
move thatch, layers in the soil and improve 
drainage. 

The verti-groove also has an attachment 
called the verti-slicer that can be used to 
deeply cut through the turf without bringing 
up any soil. This attachment can be used to 
aerify turf on rocky ground. Easily instal-
led, it can be used during periods of heavy 
play and will not remove any soil. 

Wanner Engineering introduces Hydra-
Cell industrial valve, a pressure regulating 
valve. The valve is designed to handle heavy 
pressure demands from 200 psi to 1,500 psi 
and flow ranges from 3 to 10 gpm, 10 to 20 
gpm and 20 to 40 gpm. 

Wanner's valves can be coupled with a 
Hydra-Cell pump or any positive displace-
ment pump to give the system overpressure 
protection. 

Wheel Spray Corp. introduces the WS-820 
Estate Wheelie Sprayer, a tractor pulled 

plus reverse from any gear and large, high-
traction balloon tires. 

The addition of PTO allows the Terrapro 
to supply direct engine power to run Yamaha 
sprayers, rough-cut mowers and finish 
mowers. The PTO is rear-mounted for ver-
satility and ease of attachment to the widest 
range of powered equipment. • 

Although we have spotlighted many com-
panies and their new offerings for 1989, we 
should note that space restrictions prevent us 
from attempting to include every new prod-
uct available in the lawn maintenance in-
dustry. 

To renew tired lawns and prepare them 
for spring growth. 

Milorganite is Naturally Unique for 
Dormant Fertilization . . . 

Milorganize in late fall to assure earlier greening than a spring 
chemical application! And you'll cut labor costs ... a heavy 
dormant application "can do" for a long time! 
In one series of tests, conventional applications of other 
nitrogen fertilizers failed to catch up with early winter applied 
Milorganite throughout the entire growing seasop* 

Milorganite 
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CLASSIFIEDS 

ACQUISITIONS 

Wanted to Acquire 
Lawn care companies of all sizes in U.S. 
and Canada being sought by national cor-
poration. Complete buy out or stay and 
grow with us. If interested please call me 
directly: John Hayes, President, Tru 
Green Corporation, 404/442-8700. Strict 
confidentiality maintained. 

Wanted to Buy 
Lawn care companies of all sizes any-
where in U.S. wanted to purchase by na-
tional corporation. If interested please 
respond to: ALA magazine, Box 329, 
4012 Bridge Ave., Cleveland, OH 44113. 
Strict confidentiality maintained. 

Wanted to Buy 
Ever-green Lawns, a Division of ADT 
Limited, an international service com-
pany doing in excess of a billion dollars 
in sales annually, wants to acquire lawn 
care companies of all sizes. All inquiries 
strictly confidential. Please contact: Steve 
Hirshmugl, Director of Finance and Ac-
quisitions, Ever-green Lawns Corpora-
tion, 1390 Charlestown Industrial Drive, 
St. Charles, Mo. 63303; 314/946-9700. 

FOR SALE 

Lawn Care Equipment 
Hannay reels new in-the-box, E1526s, 
E1530s, $339; lawn spray hose, 275 psi 
and 600 psi, all sizes; original Imler 
measuring wheels, $48; glycerin-filled 
gauges, 0-6- psi to 0-1,000 psi, $19.95; 
polypropylene ball valves, 1/2-inch to 
2-inch; ChemLawn guns, $75.95; lawn 
spray boots, $16.95; lawn spray gloves, 
$1.25-pair. 

Call Hersch's Chemical, Inc. 
800/843-LAWN - outside of Michigan 
313/543-2200 

Equipment 
AG-TECH PRESEEDER. Prepares fine-
textured seed beds. Sweeps stones and 
debris in a neat window for easy pick up 
and removal. PTO drive. Cost over 
$4,000. Will sell for $1,500. Like new. 
805/735-7076. 

Turf Tips for Lawn Care 
Video tapes by the Cooperative Extension 
Service at Michigan State University and 
the Michigan Turfgrass Foundation. Ex-
cellent for training and educational pro-
grams. Can be used by lawn care com-
panies, golf course superintendents and 
all grounds supervisors. LAWN ESTAB-
LISHMENT, GENERAL LAWN CARE, 
LAWN GRASSES, FERTILIZATION, 
WEED CONTROL, LAWN M A I N T E -
NANCE and, soon, CALIBRATION. 
VHS or Beta. $60.00 each or 7 for 
$375.00. For information call 517/ 
355-0270 or write Michigan Tdrfgrass 
Foundation, Box 80071, Lansing, Mich-
igan 48908. 

Free Catalog 
Free 1989 catalog for sprayers and parts 
from Perma Green Supreme. Includes 
custom-made fiberglass tanks, poly tanks, 
twin hose injection gun systems, hose 
reels, pumps, fittings and more. Hun-
dreds of items for lawn and tree. Call toll 
free 1-800/346-2001 or 219/769-1630. 

HELP WANTED 

Manager Position 
Top Firm Needs Top Person: Quality 

conscious, Texas-based landscape man-
agement firm has immediate opening for 
detail-oriented Operations Manager and/ 
or Business Manager. If you have outstan-
ding professional, managerial and hor-
ticultural skills and are not afraid of hard 
and healthy teamwork, then you could 
qualify for a top position with the finest 
landscape firm in the Southwest. Outstan-
ding compensation and opportunity. Rep-
ly today to: ALA, Box 325, 4012 Bridge 
Ave., Cleveland, OH 44113. 

Advance your career 
and improve your lifestyle 
Seeking turf technicians and foremen for 
positions in one of the largest leading 
landscape companies in the Hamptons. 
We are 45 years established, dynamic, 
professional, progressive and quality 
oriented. 
Offering you: Subsidized housing, ex-
cellent competitive salary and benefits, 
rewarding teamwork atmosphere and an 
exceptional way of life in the beautiful 
Hamptons. 
Offer us: Your experience and education, 
enthusiasm, responsibility, leadership and 
organizational abilities. 
Send resumes confidentially to: Whit-
more-Worsley Inc., Attn: Jack, P.O. Box 
10, Amagansett, N.Y. 11930; 516/267-3756. 

Rates: All classified advertising is 55 
cents per word. For box numbers, add 
$1 plus six words. All classified ads 
must be received by the publisher be-
fore the 10th of the month preceding 
publication and be accompanied by 
cash or money order covering full pay-
ment. Submit ads to: ALA Lawn and 
Landscape Maintenance magazine, 4012 
Bridge Avenue, Cleveland, Ohio 44113. 

It pays to advertise in the 

ALA/MAINTENANCE 
CLASSIFIEDS 

To place an order; 
write to 

ALA/MAINTENANCE, 
4012 Bridge Ave., Cleveland, Ohio 44113 
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Beautify Your Bottom Line with . . . 

green garde® 
High Performance Spray Team 

THE PROFESSIONAL'S FAVORITE! 

JD9-C SPRAY GUN ACCESSORIES •• for More Uses & More Profits! 

MODEL JD9-CT also available 

. • • « a ^ e t 

Tapped at the top for use wi th gauge to cal ibrate 
pressure sett ings, more accurate than f igur ing l ine 
loss f rom pump gauge. 

green® 
v v garde 

JD9-C SPRAY GUN 
For Low and High Pressure 

RELIABLE » increases productivity and 
reduces downtime. 
FULLY ADJUSTABLE » adjusts quickly from 
fine mist to long distance pencil stream. 
IN THE HAND -- feels good, looks great. 
BUILT LIKE A FINE PRECISION WATCH. 

HEAVY DUTY ROOTFEEDER 

Designed for pressure root 
feeding from 2" to 10" deep. 
Extensions available for 
probing. Rugged for heavy use. 

™ LONG LASTING FLOODING NOZZLES 
TIP ADAPTER 

Wmm 
> i 

Adapts JD9-C for using _ _ 
Spraying Systems' wands, f f e r W j z e r a n ( j 

extensions and nozzles. p est ic ides, fits ChemLawn Gun. 

See these and many other f ine Green Garde products at your d ist r ibutor or CONTACT US at 
(312) 593-6464, FAX: 312-593-6467. 

Green Garde is a Reg. Trademark of Encap Products Company 

ENCAP PRODUCTS COMPANY • P.O. BOX 278 • MT. PROSPECT, IL 60056 
© 1988 EPC 
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Turgeon Vargas Vitium 

Dr. John Street is an associate professor in the agronomy department at The Ohio State 
University. Dr. William Meyer is president of Pure-Seed Testing Inc., Hubbard, Oregon. 
Des Rice is president of The Weed Man Ltd., 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 associate professor of entomology. University 
of Massachusetts. Waltham, Massachusetts. 

STATEMENT OF OWNERSHIP 
Statement required by the Act of October 23, 1962. Section 4369, Title 
39, United States Code, showing the ownership of American Lawn Ap-
plicator published monthly at 4012 Bridge Avenue, Cleveland, Ohio 
44113-3320 Cuyahoga County. 

The name of the publisher is: Maureen Mertz, 42480 Park Ridge Road, 
Novi, Michigan48050. The name of the editor is: Cindy Code, 4012 Bridge 
Avenue, Cleveland, Ohio 44113. 

The owners are: G.I.E., Incorporated Publishers, 4012 Bridge Avenue, 
Cleveland, Ohio 44113; Richard J.W. Foster, 390-46 Honeysuckle, Aurora, 
Ohio 44202; Nancy Foster, 390-46 Honeysuckle, Aurora, Ohio 44202; 
Maureen Mertz, 42480 Park Ridge Road, Novi, Michigan 48050. 

The known bondholders, mortgagees and other security holders owning 
or holding one (1) percent or more of total amount of bonds, mortgages 
or other securities are: Arthur Brown, 31505 Grand River Avenue, Suite 
1, Farmington, Michigan 48024. 

Average number of copies each issue during preceding 12 months, and 
of single issue nearest to filing date, respectively, are as follows: Total 
number of copies printed (net press run) 17,204/17,200; paid circulation 
sales through dealers and carriers, street vendors and counter sales 0; mail 
subscriptions 8,081/8,567; free distribution by mail, carrier or other means 
(samples, complimentary or other free copies) 8,302/8,044; total distribu-
tion 16,383/16,611; copies not distributed (office use, left over, unaccounted, 
spoiled after printing) 821/589; return from news agents 0; and total 
17,204/17,200. 

I certify that the statements made by me above are correct and complete. 

Richard J.W. Foster, President 
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Ryan brings quality 
aeration from golf greens 
to green lawns. 

Introducing the new Ryan 
Lawnaire® 28. 

The revolutionary Lawnaire 28 
combines the technology and preci-
sion of golf course aeration with the 
demands of lawn maintenance. Its 
reciprocating, crank mounted tine 
arms feature a vertical coring ac-
tion similar to larger Ryan aera-
tors. Tines penetrate straight in to 
a depth of inches, and come 
straight out. The results are a more 
professional-looking job, better root 
development, greener lawns, and 
more satisfied customers. 

Make more money by 
the yard. 

Because time is money, the 
Lawnaire 28 is designed to cover 
big jobs quickly — up to 24,000 sq. 
ft. per hour. But because not every 
job is big, it's also compact and 
maneuverable. Just 34 inches 
wide, the Lawnaire 28 easily fits 
through yard gates. The unique 
tricycle front wheel gives the unit a 
zero turning radius while aerating! 

Even the tightest spots are no 
problem. And because it's a Ryan, 
you can rest assured that the 
Lawnaire 28 will keep you on the 
job and out of the repair shop for 
years to come. 

Check out Ryan's reliability in 
your own backyard. Contact your 
Ryan dealer and ask for a free 
demonstration today. Or call toll 
free: 1-800-228-4444. 

RYAN 
B U I L T T O L A S T 

A CUSHMAN Product; Group 

6411 Cushman, OMC-Lincoln, P.O. Box 82409, Lincoln, NE 68501 
© Outboard Marine Corporation, 1988. All rights reserved. 
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So now you don't have to 
Until now, getting rid of ugly clumps of tall fescue was no easy task. The weed 

had to either be physically removed by digging or chemically removed by spot 
treating with a non-selective herbicide that left unsightly brown patches for weeks. 

LESCO TFC™ Herbicide changes all that. It's the first product to provide selective 
spot control of tall fescue in established Kentucky bluegrass, fine fescue, bentgrass, 
bahiagrass and bermudagrass turf. Active at a rate of just a few ounces per acre, the 
convenient water dispersible granule formulation exhibits both contact and residual 
soil activity. It slowly eliminates tall fescue, while allowing the desirable grass to fill in. 

For tall fescue control without the digging, make LESCO TFC Herbicide part 
of your application program. 

Order today. Contact your LESCO sales representative, visit the nearest LESCO 
Service Center or call us toll free. 

LESCO 

(800)321-5325 
NATIONWIDE 

(800)686-7413 
IN OHIO 

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

Always read and follow label instructions before using any chemical product. ©1988, LESCO, Inc. 
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