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Home lawn two months after overseeding with Turf-Seed 
ryegrass and bluegrass products. Quality Turf Products Green-Up Your Bottom Line 

1. ROUNDUP® 

Lawn renovation can be a profitable addition to an LCO's 
sendees, but like other programs, satisfied customers are 
the key to continued success. Along with professional tech-
nicians, proper equipment and timely sendee, 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 v^r 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 • Galaxv Blend 

Southern Turf 
Renovation 
Tall Fescues 
Olympic • Apache • Monarch 
• Silverado • Eldorado • 
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 
Use ROUNDUP® herbicide to kill undesired turf. ROUNDUP® 
is a registered trademark of Monsanto Company. 

Circle 67 on reader service card 



L A W N A N D L A N D S C A P E 

2,4-D: The Debate Over 
The Maligned Herbicide Continues 

The most thoroughly researched herbicide faces new 
criticism as results from a NCI/Nebraska study are 
released. 
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FORMERLY ALA MAGAZINE 
FEATURES 

A A Taking Chances Sends 
4 v Green Thumb to Commercial Success 
Making Inc. magazine's 500 list might be enough for 
most people, but not these partners. 

Cover photo by Jon Feingersh 
Rockville, Md. 

Equipment Evolution 
Enhanced by Computerization 

With the help of computers, the time it takes for main-
tenance equipment to go from the drawing boards to 
the turf, has been significantly cut. 

An Effective Outline 
Promotes Favorable Training 

To be effective, training sessions must be well planned and thought 
out. Written outlines are the best way to stay on top of your training. 

p. 54 
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EDITOR'S FOCUS 

WITH ALL THE HULLABALOO OVER 
the downward turn the economy is sup-
posed to be taking, there's some moder-
ately promising news on the labor and 
building fronts. 

In his annual economic message, Presi-
dent Bush indicated that major changes in 
the makeup of the U.S. work force may 
be in the offing. Bush's strategy will 
"shift attention away from worries about 
the supply of jobs that have haunted us 
since the 1930s, and toward new con-
cerns about the supply of workers." 

By shifting emphasis from the creation 
of jobs to uncovering more workers, the 
serious labor shortage the lawn and land-
scape maintenance industry and others 
face can be addressed. 

The nation's economic report said that 
over the next 20 years, the challenge will 
no longer be to create jobs, but to assure 
that there is an adequate supply of work-
ers with appropriate skills to fill the jobs 
that are available. 

Once thought to be a detriment to U.S. 
workers, skilled immigrant labor is now 
being considered as a solution, in some 
areas, to labor shortages. And it should 
be welcome relief to maintenance con-
tractors. 

Particularly in the East, where unem-
ployment rates are dangling right around 
2 percent, finding personnel is vital to 
continued operations. 

To compound the problem, lawn and 
landscape maintenance continues to be 
perceived as an easy-entry industry, re-
sulting in competition not only for labor-
ers, but for business. A lack of workers 
has caused some operators to turn down 
commercial contracts because they 
couldn't guarantee enough employees to 
get the job done. 

While some areas, like the East, are 
experiencing building slowdowns, the na-
tion's housing starts received an early 
boost. The number of housing starts rose 
to a record 29.6 percent in January. Ex-
perts attribute this to the unseasonably 
warm weather in the wake of December's 
brutal cold. 

House and apartment construction be-
gan at an annual rate of 1,625,000 in Jan-
uary, an increase from December's total 
of 1,254,000. In addition, the U.S. Com-
merce Department reported a 24.8 per-
cent increase in starts on single-family 
homes — the largest rise since 1979. 

The report also indicated that the con-
struction of multifamily housing also was 

influenced by new fair-housing rules. 
The housing industry has been in a 

slump for most of the past year, and des-
pite January's gain, is expected to stum-
ble again. 

The news on the building front may 
bring mixed feelings to those in the lawn 
and landscape maintenance industry. 
Competition and building slowdowns may 
force operators to tighten their belts, but 
the demand from the consumer has not 
diminished. 

And, to take advantage of this, opera-
tors must put any recessionary thoughts 
in the back of their minds and set their 
sights on retaining and acquiring new 
customers. 

From what we've heard so far, a good 
majority of the industry is looking forward 
to a promising year. Although the figures 
aren't in yet, renewal rates are said to be 
substantially higher than last year. • • • 

Don't forget, April is National Lawn 
Care Month. The Professional Lawn 
Care Association of America made the 
proclamation to promote and heighten 
public awareness of the lawn care in-
dustry as well as the value of turf to the 
environment. 

PLCAA suggests promoting a different 
message each week: Lawn appreciation, 
April 1-7; lawn maintenance, April 8-14; 
lawn product safety, April 15-21; and re-
cycle grass clippings week, April 22-28. 

The green industry must work together 
to garner support for lawn and landscape 
maintenance. It's easy to sit back and let 
someone else do the work, but it's your 
industry; you need to make a difference. 
— Cindy Code 
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Q: A: 

Q: 

What is SUPERSORB and what does it do? 

SUPERSORB is a water absorbant. It consists of acrylic 
copolymer crystals which absorb water to increase the 
moisture holding capacity of soil. SUPERSORB crystals can 
absorb up to 200 times their weight in water and release 
nearly 100 percent of their reserves as the soil dries out or 
plants require it. SUPERSORB keeps on working for at least 
two years. It is non-toxic to plants, people and animals, and 
is eventually metabolized by soil microorganisms. 

What will SUPERSORB do for me in landscape 
installation and maintenance? 

SUPERSORB C lets you and your customers extend the time 
between waterings. It helps trees, shrubs, bedding and con-
tainer plants and ground covers survive moisture stress 
conditions. SUPERSORB F can be used as a rootdip for 
bareroot plants, added to hydroseeding mixtures or used to 
speed the establishment of sod So SUPERSORB saves you 
time and water and gives you better plant establishment. 

What's the difference between SUPERSORB and other 
water absorbants on the market? 

! Aside from SUPERSORB's unique blue color, which is help-
ful when mixing it into the soil, you'll find that 
SUPERSORB's particle size is more uniform for more pre-
dictable performance. In addition, SUPERSORB is backed by 
AQUATROLS' customer service and 35 years of experience. 

Q l Which particle size, Coarse or Fine should I use? 

A : We recommend SUPERSORB C, Coarse Particle (l-2mm) 
for traasplanting trees and shrubs, amending the soil in 
beds, containers and hanging baskets. SUPERSORB F, Fine 
Particle (<.5mm) is used for hydroseeding, iastalling sod, 
seeding and for root dipping bareroot stock. 

Q j Will SUPERSORB waterlog the soil or take water away 
from plant roots? 

! No to both questions. SUPERSORB expands into discrete 
chunks; it doesn't form a soggy mass. As SUPERSORB 
expands and contracts it actually helps keep the soil or 
container mixes open and loose. Since water must be in a 
free state for SUPERSORB to absorb it, water clinging to 
soil particles or within plant root tissues cannot be 
absorbed by the crystals. 

! How much does SUPERSORB cost to use? 

It costs about $.50 to amend the backfill for a tree or shrub 
with a one foot in diameter rootball. 

Q j Where can I buy SUPERSORB? 

From the turf and hort supply distributors throughout 
North America. If your distributor doesn't stock SUPERSORB, 
accept no substitutes. Call us toll free and we'll give you 
the name of the nearest SUPERSORB distributor. 

Call us for further information, technical service or a free sample. 1-800-257-7797, in NJ. (609) 665-1130. 

riAQUATROLS 
The Water Management People 

1432 Union Ave., Pennsauken, NJ 08110 FAX: (609) 665-0875 

Answers to the 
seven most asked 
questions about 
SUPERSORB! 

When we introduced SUPERSORB® water absorbants a few 
years ago we were confident that they would be successful, but 
we had no idea that this practical and versatile water manage-
ment tool would generate so much enthusiasm among landscape 
professionals. 

We,ve compiled some of the most frequently asked ques-
tions and answers. If your questions aren't answered here, give us 
a call toll-free at the number below. 



NEWS IN BRIEF 

NEW PESTICIDE REGISTRATION 
TO INCREASE $1.3 MILLION 

THE BUSH ADMINISTRATION'S FIRST 
budget proposal to Congress calls for a $5.3 
million increase in funds for regulating 
the use of pesticides, but it expects to get 
nearly three times that from licensing fees 
to be imposed for the first time next year. 

Although much of the increase is de-
signed to cover requirements imposed on 
the agency by recent laws passed by Con-
gress, it also includes extra funds to be 
spent on biotechnology research, some of 
it for the impacts of genetically en-
gineered organisms introduced into the 
environment. 

The proposed budget for the Environ-
mental Protection Agency calls for an in-
crease from $104.8 million for pesticide 
programs for the current fiscal year 1990 
to $110.1 million for fiscal year 1991, 
which begins Oct. 1. Abatement, control 
and other programs associated with 
pesticides are reduced in the budget from 
this year's $52.3 million to $50.6 million 
for fiscal year 1991. 

Both programs, however, are to share 
the $14 million in funds EPA expects to 
collect from the licensing of pesticides, 
one of several fee-recovery arrangements 
included in the Clean Water Act that 
takes effect next fiscal year. 

Assessed fees are also expected to cov-
er the cost of implementing other pro-
grams, such as the continued enforcement 
of the 1988 changes in the Federal Insec-
ticide, Fungicide and Rodenticide Act that 
requires registration of all pesticides reg-

pected to cost the agency $17.9 
million in fiscal year 1991, an 
increase of $1.3 million. 

COMMERCIAL DEMO AREA 
NEW ADDITION AT EXPO 

EXPO will dedicate a four-acre site to commercial equipment. 
istered before 1984. 

Beginning with the 1991 fiscal year, 
however, the second and third phases of 
the reregistration process kick in, requir-
ing a review of the submissions of rereg-
istration, review of data offered to sup-
port the submissions and evaluation of 
preliminary data. 

Not covered by reregistration fee 
assessments is another Congressional re-
quirement that the EPA, when judging 
pesticides, consider the scientific risks of 
certain chemicals and that it tell the 
public about them. For that, EPA seeks 
$31.3 million, an increase of $3.4 million 
over fiscal year 1990. 

Storage and destruction of pesticides 
canceled before the 1988 FIFRA amend-
ments are expected to cost EPA another 
$4 million. Any stocks of 2,4,5-T/Silvex 
are to be stored and disposed of when 
such a facility is permitted, the agency 
said in its budget report. 

Registration of new pesticides is ex-

TORO TO MARKET AERATION SYSTEM FOR LAKES 

A four-acre site spotlighting 
commercial equipment will be 
added to the outdoor demon-
stration area of the 1990 Inter-
national Lawn, Garden & 
Power Equipment Expo, 
Louisville, Ky. 

"Traditionally, EXPO has mirrored the 
trends in our industry," said Dennis Dix, 
executive director and chief operating of-
ficer of the Outdoor Power Equipment In-
stitute, which sponsors EXPO. "The in-
dustry is growing rapidly in the commer-
cial area. Consequently, we are seeing an 
increase in those types of products at the 
show, as well." 

The new section, which will be at the 
southwest corner of the existing demo 
area, will be occupied by manufacturers 
of commercial products and will increase 
the size of the park-like area to 500,000 
square feet. 

About 30 manufacturers have shown in-
terest in exhibiting in the new section. 

Warren Sellers, EXPO show director, 
said there were 185 percent more people 
who registered as landscapes and com-
mercial mowing contractors at EXPO 89 
than EXPO 88. 

The EXPO 89 attendee survey indi-
cated that 53 percent of the retailers and 

74 percent of the distributors 
who registered for the show 
carry commercial products. 

THE TORO CO. HAS Ac-
quired exclusive marketing and 
distribution rights to a state of 
the art aeration system design-
ed to control water quality prob-
lems in lakes and ponds. 

Under a tentative agreement 
with Aeration Industries Inter-
national, Chaska, Minn., Toro 
will become the worldwide dis-
tributor of its aeration products 
for the commercial landscape 
and golf markets. 

The aerators, using Aeration 
Industries Aire-02® techno-
logy, control algae, scum, stag-

nation and their accompany ing 
odors, thoroughly aerating and 
circulating pond water. 

It eliminates the need for 
chemicals, keeps irrigation sys-
tems operating at peak perfor-
mance and reduces mainte-
nance costs while increasing 
productivity. 

"This broadening of our ir-
rigation product line is the first 
result from our recently form-
ed Toro Ventures," said Ken-
drick Melrose, Toro chairman 
and chief executive officer. 
"Toro Ventures was created to 

develop business opportunities 
that strengthen Toro's econo-
mic balance and market leader-
ship with initial focus on en-
vironmental concerns such as 
water quality and lawn and turf 
reuse handling." 

Aeration Industries is known 
worldwide for its innovative 
technology and expertise for 
the improvement of water qual-
ity. 

The company was formed in 
1974 by its present Chairman 
Joseph Durda and President 
Daniel Durda. 

START-UP COMPANY 
OFFERS CONSULTING 

Three former executives of 
Bolens Corp. have joined 
together to form EPIC of 
Wisconsin Inc., a start-up 
company offering video pro-
duction, service training and 
new product development and 
consulting services to the out-
door power equipment field 
and other industries. 

The new firm, located at 
543 N. Montgomery St., Port 

(continued on page 8) 

a 



POUNDS OF 

TYPE 

BENTGRASS 

KENTUCKY 
BLUEGRASS 

FESCUE 

RYEGRASS 
PERENNIAL 

MIXTURE 

The Ryan® Mataway® 
Overseeder is simply better. 

Better results begin with the 
basics, like seed calibration. An 
easy-to-read chart on the Mataway 
Overseeder tells you the exact set-
ting for pounds of seed needed per 
1,000 sq. ft. Just look it up, load it 
up, select setting, and you're ready 
to go. 

Two-inch spacing between 
rows gives you a dense pattern for 
one-pass application. Gandy® pre-
cision metering and an easily re-
moved disc-type seed delivery 
system places the seed directly 
into the slits for uniform seed/soil 
contact allowing maximum 
germination. 

The result is a lusher, thicker 
lawn. 

The Ryan Mataway Overseeder 
gives you the flexibility to power 
rake, overseed, or to do both at the 
same time. Call today or contact 
your nearest Ryan dealer for more 
information and a free test drive 
demonstration. 

Call toll free 1-800-228-4444 
for all the details. 

RYAN 
B U I L T TO L A S T 

9061 Ryan, P.O. Box 82409, Lincoln, NE 68501 
© Cushman, Inc. 1989. All rights reserved. 

The art of application 
for maximum germination. 

SEED PER 1000 SQ. 
SEED 

BRAND 
PENNEAGLE 
PENNCR0S 
ASPEN 
RUGBY 
PARADE 
SCALDIS 
RUBY CRE 



News 
(continued from page 6) 

Washington, Wis., is headed by president 
Tom Wellnitz and vice presidents Jim 
Becker and Al Minderman. 

The company is already producing 
sales and training videotapes for several 
clients, using the latest state of the art S-
VHS equipment. 

HUNTER INDUSTRIES PLANS 
EAST COAST EXPANSION 

Hunter Industries, a manufacturer of 
sprinklers for turf and landscape, recently 
broke ground in Cary, N.C., for a new 
83,000-square-foot manufacturing facility. 

The plant is scheduled for completion 
in spring 1990 and will initially employ 
more than 200. It's located on a 17-acre 
site in the MacGregor Industrial Park, ap-
proximately five miles from Raleigh, 
N.C. 

"The expansion of a major Hunter fa-
cility in North Carolina underscores our 
commitment to serving the growing East 
Coast market," said Paul Hunter, manag-
ing partner. "The new plant will enable 
us to be more responsive to the needs of 
our East Coast distributors, and will en-

sure broader technical support and faster 
product delivery." 

Hunter Industries is said to be the first 
West Coast sprinkler manufacturer to 

Hunter's East Coast facility. 
open a plant in the Eastern states. Mich-
ael McGrady will be general manager of 
the new facility. 

NATIONAL MAINTENANCE AWARDS 
PRESENTED TO RUPPERT LANDSCAPE 

Ruppert Landscape Co., Ashton, Md., has 
been honored with six Grand Awards for 
their commercial landscape and mainte-
nance efforts. 

The winning projects were: The Cana-
dian Embassy in Washington, D.C., 
Dulles Technology Center, Chantilly, Va., 
and the Transpotomac Canal Center in 
Alexandria, Va. 

Three of these awards were presented 
by the Landscape Contractors Associa-
tion, two were from the American Asso-

ciation of Nurserymen and one from the 
Associated Landscape Contractors of Amer-
ica, all of which are the highest honors 
bestowed by the three organizations. 

HONDA'S HYDROSTATIC DRIVE 
SYSTEM BEST OF WHAT'S NEW' 

Honda Pbwer Equipment's newest techni-
cal innovation, the Honda Hydrostatic 
Drive System, was chosen by the editors 
of Popular Science magazine as one of 
the top 100 most 
significant achieve- ^ 
ments in science 
and technology 
for 1989. 

The Honda 
HST, incorporat-
ed into walk-be-
hind mowers, rid-
ing mowers and 
lawn tractors, was 
recognized in the 
magazine's second 
annual "Best of What's New" issue. 

The "tiny hydrostatic," as it is referred 
to in the magazine, is the first hydrosta-
tic drive system small enough and light-
weight enough to fit on a walk-behind 
mower. 

Honda hydrostatic drive. 

ffifeSS 
3 wheeled, self-propelled sweeper 
that will sweep a 48" swath of grass 
clippings, leaves, thatch, rocks 
and other debris. Hydraulic drive, 
mechanical pickup system, and 
1 ]A cu. yd. ground dump hopper. 

100 Industrial Parkway 
Industrial Airport, KS 66031 

800-255-6438 
913-782-4396 

Over 2,000 units in the field providing 
precision slit seeding with 18 HP engine, 
Olathe "Shatter Blades" for less power 
requirements & longer wear, remote 
seed shutoff & Olathe dependability! 
Call Your Nearby Olathe/Toro Dist. For Demo! 

100 Industrial Parkway 
Industrial Airport, KS 66031 

800-255-6438 
913-782-4396 

Aerate, Slit Seed and broadcast 
simultaneously. 30" swath slit 
seed on 3" centers and broadcast 
between slits. 
Call Your Nearby Olathe/Toro Dist. For Demo I 

100 Industrial Parkway 
Industrial Airport, KS 66031 

800-255-6438 
913-782-4396 



The Honda HST was reviewed along 
with products and scientific achievements 
in such categories as audio, automotive 
technology, aviation and space, cars, com-
puters and other electronics, home pro-
ducts and technology, photography, 
science and technology, tools and video. 

ALHA OFFERS PLACEMENT, 
JOB OPPORTUNITIES 

2.5% APR FINANCING 
FROM KUBOTA TRACTOR 

The American Landscape Horticultural 
Association is offering a placement ser-
vice for prospective employees. 

Employers, and individuals seeking 
employment, can subscribe to this na-
tional placement program. ALHA will 
provide employers with information on 
individuals seeking employment in a de-
sired discipline. 

Through this service ALHA seeks to 
develop a labor resource pool nationally 
in the disciplines of landscape develop-
ment, landscape management, landscape 
architecture and design and nursery sales 
and production. 

For subscription information contact: 
Landscape Horticulture Center for Per-
sonnel Development, 2509 E. Thousand 
Oaks Blvd., Westlake Village, Calif. 
91362. 

New financing rates from Kubota Tractor 
Corp. begin at 2.5 percent APR. The 
rates are available through the company's 
credit corporation. 

Financing is available to qualified cus-
tomers who purchase new Kubota tractors 
and implements. Customers can select a 
two-year contract at 2.5 percent, a three-
year contract at 5.5 percent, a four-year 
contract at 7.5 percent or a five-year con-
tract at 8.5 percent. 

These special financing rates are 
available on qualifying equipment through 
June 30. 

TURFGRASS CAMPAIGN 
RECEIVES $500,000 BOOST 

The $1.5 million fundraising campaign 
for the Guelph Turfgrass Institute is off to 
a flying start. George and Beth Frost, 
who have owned and operated golf 
courses in the Toronto area since 1946, 
have donated $500,000 to the campaign. 

Money raised by the campaign will 
provide the institute with a research and 
information center that will serve as a fo-
cal point for the Canadian turf industry 

and the public, said Ron Craig, president 
of the Ontario Turfgrass Research 
Foundation. 

The new center will provide services to 
alleviate some of the pressures caused in 
recent years by the housing boom, in-
creased demand for open park space and 
more outdoor leisure activities. 

Established in 1987, the Guelph Turf-
grass Institute conducts research and ex-
tension activities, and supplies informa-
tion on turfgrass production and manage-
ment to all sectors of the industry. 

Recent research carried out by the in-
stitute focuses on turfgrass management 
and renovation, weed control and growth 
regulation, pesticide residues, soil and 
nutrition and turfgrass production. 

KIM PARKER SWEEPS 
INTERIORSCAPE AWARDS 

For the third year in a row, Kim Parker 
Assoc. Inc. has swept the interiorscape 
category in the statewide California Land-
scape Contractor Awards competition. 

Its first place award recognized the 
Westgate Mall owned by the Sammis 
Company, and designed in partnership 
with Beals Lechner Landscape Architects, 
San Jose, Calif. • 

LAWN 
ASSISTANT RIDE A WALKER 

2) ¿¿cove* QgAÌ, Gontpetitiue, P^UaJde Mowing 

Most commercial mowing operations are using walk-behind mowers 
because they have concluded no rider mower is compact or 
maneuverable enough to mow landscaped areas. Now maintenance 
operators all across the country are discovering the compact, 
maneuverable Mid-Size Walker Mower f i ts their job and saves 
labor (usually cuts labor 1/2). The labor saving Walker looks good 
whether your business is t ry ing to produce profit or is operating on a 
budget. Write or call for a free brochure. Ask for a demonstrat ion. 

W a l k e r M a n u f a c t u r i n g C o m p a n y . 1 8 3 9 East H a r m o n y Road . Ft. C o l l i n s . CO 8 0 5 2 5 
1 - 8 0 0 - 7 7 7 - 0 3 5 6 

The #1 software for the lawn & 
tree care industry is now better 
than ever! 

Call for your free 
100-page brochure 

R E A L G R i i N 
COMPUTERS 

3130 Crumb Rd. 
Walled Lake, Ml 48088 

(800) 422-7478 



ASSOCIATION NEWS 

THE ILLINOIS CHAPTER OF THE 
American Society of Landscape Archi-
tects has recognized the Brickman Group 
Ltd. for landscape designs and installa-
tions on two properties. 

Chicago's 633 St. Clair Place Sculpture 
and Flower Garden, an open-air art gal-
lery of 16 contemporary sculptures, re-
ceived a Merit Award. 

Covering 33,000 square feet, the block-

long sculpture garden was created by de-
veloper Romanek Properties Ltd. as a 
summer gift to the city prior to initiating 
site work for a 27-story office tower now 
under construction. 

The garden setting created by Brickman 
was enclosed by low security walls visible 
on three sides from public sidewalks. A 
combination of gra-
vel base and back-

FOR MORE INFORMATION 
ASLA 
4401 Connecticut Ave. NW 
Washington, D.C. 20008 
202/686-2752 

AAN 
1250 I St. NW, Suite 500 
Washington, D.C. 20005 
202/789-2900 

ALCA 
405 N. Washington St. 
Falls Church, Va. 22046 
703/241-4004 

NAA 
P.O. Box 1094 
Amherst, N.H. 03031-1094 
603/673-3311 

ILIC 
192 Lincoln St. 
Boston, Mass. 02111 
617/728-9191 

AMTOP 
P.O. Box 375 
Milltown, Mont. 59851 
406/549-6929 

ground planters provided a screen wall of 
flowering shrubs as a backdrop for the 
sculptures. Some 3,600 annuals were planted 
and a temporary underground irrigation 
system was used for maintaining the plants. 

In Boca Raton, Fla., The Colonnade at 
Glen Oaks, a community of 123 move-up 
homes with landscape redevelopment 
designed by Brickman, earned an Honor 
Award. Accent plantings border a serpen-

tine concrete walk that leads 
to a model court and gazebo 
that creates a focal point and 
seating area. 

The American Association of 
Nurserymen recently ap-
plauded the Uniform Code 
Council's vote to retain the 
current system for identifica-
tion of floral products over a 
proposed generic system. 

The current system is pre-
ferred because it allows the 

ATTENTION LANDSCAPERS: 

THE STATE OF THE ART underground 
watering system that waters lawns and land-
scape directly at the root zone. 

Homeowners love this fully automatic, 
maintenance free system. 

Perfect for commercial & industrial properties 
where cost of maintenance, overhead and 
wasted water are a problem. 

BECOME PART OF THE FUTURE IN 
UNDERGROUND IRRIGATION, NOW!! 

• DEALERSHIPS AVAILABLE 
• SECURED TERRITORY 
• HANDS ON TRAINING IN SALES & 

INSTALLATIONS 
• HIGH RETURN ON INVESTMENT 
• PROFITABLE PAYBACKS 
• LONGER PRODUCTION SEASON 
• DEMONSTRABLY SUPERIOR IN 

QUALITY & PERFORMANCE 

For information: Porous Pipe, Inc. 
3567 E. 49th St. 
Cleveland, Ohio 44105 

(216) 341-1818 Fax (216) 341-4935 

If removing landscape debris takes too much 
time and costs too much money, the patent pending 

ReVac is your answer. ReVac swallows prunings, 
saplings and small branches at 5 feet per second. It 

chips large limbs up to 3 inch diameter while 
reducing leaves 8 to 1. ReVac even vacuums and 

loads in one simple operation. Inquire today! 

ReVac 
1-800-762-7686 

Roto Hoe • Newbury, OH 44065 
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Signature Date 

• Payment Enclosed 
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• 2 Years $35.00 •Canada 1 Year $29.00 • Foreign $82.00 

What is your primary business at this 
location? (Please cneck only one.) 
I. CONTRACTOR or SERVICES: 

Full Service Lawn Mainten-
ance Company (chemical appli-
cation & mowing maintenance) 
Mowing Maintenance Contractor 

• Chemical Lawn Company (ex-
cluding mowing) 
Landscape Contractor (installa-
tion & maintenance) 

•Ornamental Shrub & Tree 
Services 

• Other Contract Services 
(please specify) 

II. IN-HOUSE LAWN CARE/ 
MAINTENANCE: 

• In-House Maintenance includ-
ing: Golf Course, Educational Facili-
ty,'Health Care Facility, Government 
Grounds, Parks & Military Installa-
tions, Condominium Complex, 
Housing Development, Private 
Estate, Commercial & Industrial 
Park. 

III. DISTRIBUTOR/MANUFACTURER: 
• Dealer 
• Distributor 
• Manufacturer/Formulator 

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

State, County, City, Regulatory 
Agency) 

nSchool, College, University, 
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tracking of sales by producer. A generic 
system could simplify labeling, but would 
fail to meet the needs of growers concern-
ed with quality as well as those seeking 
to automate the re-order process. 

"A generic coding system would trans-
form the industry from one dedicated to 
quality of product and service to a com-
modity-based one where price would be 
the only selling point," said Lee Mitchell, 
A AN president. 

The need to implement the Universal 
Product Code system intensified in recent 
years because of significant technological 
changes which were transforming conven-
tional nursery product distribution into 
"high-tech" markets with greater geo-
graphic impact. 

More information on the UPC system 
as it pertains to the nursery industry ap-
pears in the booklet "Nursery Growers 
Guide to UPC Bar Code Labeling" avail-
able from A AN. Cost is $7 for members 
and $14 for non-members. 

A 21-minute interior pesticide training 
video is available from the Associated 
Landscape Contractors of America. 

The tape is designed as an aid for in-
teriorscape technicians and supervisors 
when training new technicians on how to 
safely apply pesticides and how to handle 
and clean up spills. 

Produced in conjunction with the Environ-
mental Protection Agency, the video pro-
vides the interiorscaper with up-to-date in-
formation on when and how to apply pesti-
des. It covers labels, material safety data 
sheets, right-to-know concerns, integrated 
pest management and safety procedures. 

An instructor's guide includes some 
sample labels and safety data sheets. The 
video costs $65 for ALCA members and 
$95 for non-members. 

The National Arborist Association named 
John Hendricksen president. He is presi-
dent of both Aerial Equipment Inc. and Hen-
dricksen, The Care of Trees in Wheeling, 111. 

He has served on the NAA board of 
directors since 1982 and is a past presi-
dent of the Illinois Arborist Association. 

Under Hendricksen's leadership, the 
association will undertake several major 
projects including a study of public and 
industry perceptions of integrated pest 
management on residential properties. 
The study is already under way. 

Other changes for the NAA include a 
trade show scheduled for October and the 
addition of a management services divi-
sion to provide management aids. 

The first Interior Landscaping Interna-
tional Corp. Service and Installation 
Manager's Conference was held Jan. 25-
27 in Denver, Colo. 

The two-day conference was attended 
by 35 managers from the interior land-

scaping industry. It provided a forum for 
ILIC licensees to share information on topics 
and challenges facing the industry. The size 
made involvement in discussions easier. 

Three well attended seminars included 
"Sub-irrigation: A Money Making Proposi-
tion," "Increasing Productivity: Employee 
Retention" and "Communication Skills." 

The Association of Montana Turf and 
Ornamental Professionals was recently 
formed in Helena. Statewide representa-
tives attended the organizational meeting. 

Robert Andrews, president of the In-
diana State Lawn Care Association told 

the group about the advantages of being a 
member of a state organization. He 
stressed the importance of being united as 
a group. 

John Bass, president of the newly 
formed group, addressed the increased 
need for professionalism and how the 
organization can bring it about. 

Attendees also elected a board of direc-
tors and a committee to help determine 
the group's main goals. 

Recruiting more members is the first 
priority for the group. Every person at-
tending the meeting was urged to recruit 
as many of their associates as possible. • 

C U P cuts paperwork faster 
Computerized Lawn Industry Program 

than you can cut the grass!!! 
Does scheduling, routing, posting 

and billing in minutes per day! 
Other business modules for lawn services include: 

GENERAL LEDGER, INVENTORY, ACCOUNTS PAYABLE, 
PAYROLL, PURCHASING, ASSETS & PROJECT 

For more information or to place orders, write or call: 

F R « 2 2 I - 8 0 0 - 6 3 5 8 4 8 5 

A Division of L-W Software Lawn-Wright, Inc. 

18761 North Frederick Avenue, Suite A 
Gaithersburg, MD 2 0 8 / 9 

I (301)330 0066 



FOCUS ON: 
IRRIGATION 

CALIFORNIANS BRACING FOR 4TH YEAR OF DROUGHT 
BAD NEWS TENDS TO TRAVEL FAST. 
While it's just the beginning of the irriga-
tion season, Californians already know 
they are entering the fourth consecutive 
summer of drought conditions. 

Generally, the amount of water avail-
able for the approaching season has al-
ready been determined by the end of 
March, said Dean Thompson of the 
drought control office, California Depart-
ment of Water Resources. 

"The water year in California begins 
Oct. 1," he said. "We get the best storms 
from October to March. By the end of 
March, the state has received about 90 
percent, or more, of the year's precipita-
tion." 

In mid-March, state precipitation was 
running about 75 percent of the normal 
amount. Compounding the problem, 
snow pack was running at about 45 per-
cent of the norm. With a significantly 
reduced snow pack, the amount of water 
gained from the runoff of melting snow 
will also be greatly reduced. 

The slightly good news is that there is 
10 percent more water in the state's reser-
voirs than the same time last year — a 
level that is still below normal. 

Continued drought situations are immi-
nent, but questions still surround its sev-
erity. 

The first wave of action creating water-
ing bans or conservation measures came 
in December, Thompson said. Cities are 
enacting measures that limit the hours or 
days that lawn watering is allowed. Com-
mon among the restrictions is curtailing 
watering between 10 a.m. and 4 p.m. 

Some conservation efforts are more res-
trictive. Eldorado County had a morator-
ium on landscape construction last year 
and this year enacted a building morator-
ium that likely will stay in effect the rest 
of the year, Thompson said. 

But the most restrictive action came 
from Santa Barbara where all lawn water-
ing — except through drip irrigation 
systems — has been banned. Golf course 
watering and car washes have not 
been forced to reduce their water con-
sumption. 

John Brair, Acorn Landscaping, Santa 
Barbara, said there was an organized out-
cry from irrigation and landscape con-
tractors about a proposed all-out ban. The 
city's compromise was to allow drip irri-
gation which releases water in smaller 

Sprinkling bans will have a scorching effect on turfgrasses. 

volumes. 
Even so, business is going to be tough 

this year, he said. 
"I have 19 guys working right now and 

we have enough contracts to keep us busy 
through May and June, but after that I 
may have to let some of them go," he 
said. "If people aren't watering, then a 
big part of our maintenance business will 
be gone." 

When the ban was passed, Brair quick-
ly altered the design plans for an apart-
ment complex he was working on. Gone 
were the large areas set aside for turf. In 
their place are trees, shrubbery and hard-
scape items. 

People have been wasting water for 
a long time, Brair said, and he doesn't 
mind doing his part to conserve. But he 
is resentful that landscaping is the only 
industry targeted to reduce water use. 

"There are other possible commercial/ 
industrial cuts to be made," he said. 
"Restrictions could be set for car washes 
to be open only four or five days a week 
instead of seven. Hotels could be told to 
cut back on their occupancy. Everyone 
should have to cut back, not just land-
scapes." 

In Southern California, the Metro-
politan Water District, which receives 
most of its water from the Colorado 
River, has seen its allocation drop to 
900,000 acre feet of water for 1990 from 
1.2 million last year. It too has initiated 
an education program covering water 
conservation. 

Some inroads have been made in reduc-
ing water use over the last several yeas, 
according to Thompson. 

An acre foot of water is now defined as 
326,000 gallons, or the annual amount 

deemed necessary for a 
typical family of five. That 
amount used to be considered 
only enough for a family of 
four. 

A more innovative attempt 
at getting the word out about 
conservation is San Diego's 
$66,000 advertising campaign 
to convince people to do less 
watering. 

Recognizing that 50 percent 
of urban water use is spent on 
landscape watering, the water 
resources department has im-
plemented a landscape water 
management program. 

The program is designed to create effi-
cient irrigation schedules for improved 
turf appearance while reducing over-
watering. By examining the site and 
amount of water applied the previous 
year, a computer software program can 
then determine potential savings both in 
quantity used and cost. 

After the site is selected, field work 
examines the irrigation system to iden-
tify problems that need to be fixed. Tests 
are made to determine how evenly and 
quickly water is applied to the area. 
The precipitation rate and system uni-
formity are calculated by measuring the 
volume of water caught in a "catch 
device." 

As a follow up, summary reports are 
made and given to the site manager. The 
schedules can be changed based on week-
ly updates of local weather trends. 

In four years, the program has trained 
450 landscape and irrigation managers. 
Those using the program have realized 
savings ranging from 10 percent to 25 
percent, said Gary Kah, Agtech Asso-
ciates Inc., Redwood City, one of the pro-
gram's developers. 

Everyone using the program may not 
experience the same savings because to 
date, only those sites with high savings 
potentials have been targeted for the 
program. 

While the program's creation was fund-
ed by the state, people from other states 
have expressed interest. 

"An interest in managing water use is 
not something unique to California," Kah 
said. "It may have started here, but it is 
something that can spread and be adapted 
to other states." • 



IN THIS BUSINESS,YOU CAN 
TELi THE SUCCESSFUL PEOPLE 

BY WHAT THEY DRIVE. 

Pro Line 118 shown with 52' deck and optional six-bushel hagger 

So you've finally landed your 
first really big commercial lawn 
mowing contract 

Say a 27-acre industrial park. 
Its a sure sign of success. 

But it could also be a sign of real 
problems. 

You see, trying to cover all 
that ground with a walk behind 
mower could very possibly inn 
you out of business. 

You need to step up to the 
Toro Proline 118 riding mower 
The 118 is packed with features 
that make it more efficient than 
walk behinds for larger jobs. 

It has variable ground speed 
up to 7 mph, so you can mow 
a lot in a little time. Controls, 
including the automotive-type 
steering wheel, are conveniently 
placed and easy to use, so you'll 
have less operator fatigue. And 
that means, hour for hour; you'll 
get the most mowing out of every 
employee. 

Trimming, too, is quicker 
and easier with the Proline 118. 
Unlike garden tractors, the 118 
lets you trim fast and close with 
rear wheel steering for superior 
maneuvering and hydrostatic 
drive for single pedal operation 
of forward and reverse. Plus, the 
out-front ofiset deck, in either 
44" or 52" sizes, is big enough 
to cover a lot of turf, yet small 
enough to get into tight spaces. 

Finally, the 118 has a power-
ful engine that can handle the 
toughest conditions. The 18 
horsepower twin cylinder air 
cooled Kohler Magnum engine is 
a proven, reliable and durable 
design that will keep you up and 
running longer 

So when you start getting 

those bigger jobs, don't get behind 
even before you've gotten ahead. 
Get a Toro Proline 118. 

There's no better way to deal 
with success. 

Proline 
The Professionals 
that keep you cutting. 



Introducing Tempo 
R)r Home Lawns 
And Ornamentals. 

Use new TEMPO™ 2 ornamental insecti-
cide and it will become your new standard 
of measure for all other insecticides. New 
TEMPO is the first affordable pyrethroid 
labeled for both ornamentals and home 
lawns. Better yet, it treats the same area as 
effectively as the leading insecticide, but 
with 80% less active ingredient. And that's 
a sizeable difference. 

Weigh the alternatives. New TEMPO 
uses approximately 80% less active 
ingredient than the leading insecticide. 
Which means there's approximately 80% 
less chemical for you to carry around. 
And 80% less chemical to impact the 
environment. 

HowToSizeUp 
Measure the effectiveness 

TEMPO is a broad-spectrum, 
advanced- generation 
pyrethroid. 

In simple terms, 
TEMPO effectively con-
trols the surface-feeding 
insects attacking your 
customers' lawns. Plus, TEMPO controls 
the toughest ornamental pests. So using 
TEMPO eliminates the need to stock 
several different insecticides. 

TEMPO effectively controls surface-feeding pests like 
cutworms, army worms, chinch bugs, and sod web worms. 

Here's another good 
reason to put TEMPO in 
your tank. More and more 
of your customers have a 
growing concern about 
Lyme disease. TEMPO 
effectively controls the 
deer tick which carries 

the Lyme disease vims. 
Calculate the cost. TEMPO is the 

first affordable pyrethroid labeled for use 
on home lawns. Better yet, it's competi-

908359 



Tempo 
2 INSECTICIDE • 

And 80% less chemical means fewer 
handling, mixing, and disposal hassles. 
In addition, TEMPO tank mixes with 
most fungicides and fertilizers. 

Analyze the safety. TEMPO has a 
very low mammalian toxicity. So TEMPO 
offers maximum safety for your customers 
and your employees. 

TEMPO is not a cholinesterase 
inhibitor like other insecticides. So you 
don't have the chore of constantly moni-
toring your applica-
tors. And you don't 
have the applicator 
downtime caused 
by cholinesterase 
depression. 

Add it all up. 
Effective broad-
spectrum control on 
both lawns and ornamentals. Reduced 
handling, storing, and disposal. Reduced 
potential for exposure to your customers, 

TEMPO reduces exposure to 
your customers, your employees, 

and the environment. 

Yow Insecticide. 
tively priced with what you probably use 
right now. So with TEMPO, you get the 

latest advancements in insect 
control for the same price of the 
older insecticides. 

Gauge the work involved. 
TEMPO uses 80% less 
active ingredient than the 
leading insecticide. So, 
TEMPO takes up 80% 

tempo uses less storage space, both 
on and off the track. 

your employees, and the environment. 
Plus, TEMPO has virtually no odor. And 
it's competitively priced. 

Now contact your Mobay distributor 
or Mobay representative. Then compare 
insecticides. We think you'll find that new 
TEMPO has some sizeable advantages. 

Mobay Corporation 
A Bayer USA MC COMPANY 

TEMPO is a TM of Bayer AG, Germany 
© 1990 Mobay Corporation 

Bayer 
Specialty Products Group 
Box 4913, Kansas City, MO 64120 



FOCUS ON: 
SEEDING 

SEED INDUSTRY FIGHTING THE HEAT WITH SOME FIRE OF ITS OWN 
THE OREGON SEED COUNCIL AND 
Seed Trade Association are readying their 
battle coffers to defend the seed industry's 
practice of field burning. 

While the industry reduced the amount 
of acreage burned last season — only 
165,000 of the 300,000 acres eligible were 
burned — opponents are initiating a bal-
lot measure to ban all field burning. 

Members of the Oregonians Against 
Field Burning must raise at least 64,000 
signatures by July 6 to get the measure 
on the November general election ballot. 

In response, members of Oregon seed 
associations have initiated fund-raising 
drives to boost efforts for fair legislation 
and to finance lobbying efforts, according 
to John Powell, a lobbyist for the Oregon 
Seed Trade Association. About $200,000 
has been raised to combat the potential 
ballot issue. 

Opponents of field burning hope to re-

duce the number of acres burned to 50,000 
by 1995. Those 50,000 acres will be left 
for specific areas such as steep terrain. 

The Oregon legislature passed a meas-
ure in 1970 which would have banned 
field burning by 1975, but the legislation 
was lifted in the mid-1970s. Nevertheless, 
acres burned has dropped from 320,000 
in 1972 to an average of 200,000 in 1986 
and 1987 and even fewer in 1988. 

What ignited new efforts to reduce and/ 
or ban field burning was an August 1988 
accident in which a field fire spread to a 
neighboring field adjacent to an interstate, 
sending blinding smoke across a freeway. 
What followed was a 23-vehicle pileup in 
which seven people were killed. 

The seed industry has not ignored the 
issue, but has been actively searching for 
alternatives to field burning. Methods in-
clude baling field straw and giving it away, 
propane burning and the experimental use 

of a new chemical. 
Propane burning involves moving a mach-

ine over the field using propane to scorch 
off the top layer. This alternative reduces 
the smoke, but is extremely expensive. 

In some areas a new chemical product 
is being used on annual crops to both 
shock and retard the growth of seed 
which has fallen on the ground. The 
crops can be rotated by plowing, followed 
by the use of the chemical or propaning. 

But this method won't work for all 
crops. Most of the varieties which are be-
ing burned are those in which it is crucial 
to the crop's survival, Powell said. 

While the search for alternative field 
management methods continues, the seed 
industry says it needs to burn at least 
125,000 to 175,000 acres a year. 

While Oregon is leading the battle, the 
state ranks 10th in the number of acres 
burned annually. • 

BRQIM BULLET | A new lightweight-high performance walk-behind vibratory plow. 
9 Air cooled low 

maintenance v 
HONDA engine Accessible 

operator 
controls— 

R W F 
Quick detach— 
blade assemblies 

Contact RWF BRON 
for distributor, 
dealer and end user 
inquiries. 

FOR UTILITIES AND IRRIGATION. 
The new BRON BULLET. A high 
performance, multi-featured vibratory 
plow, is the perfect one-man machine 
for the installation of sub-surface cable 
and irrigation pipe. 

Powered by an air-cooled 
HONDA engine, the 

BULLET will provide fast, 
economical installations with 

minimal turf damage. 

Call today for more information. 

BRQIM 
RWF Industries 
1 John Street, Embro, Ontario, Canada 
Tel: (519) 475-4101 
Fax: (519) 475-4066 

High floatation 
tires 

Hydrostatic drive 
with variable speed 



When it comes 

to grubs, it's 

not enough 

just to sup-

press them. 

insects combined. Better yet,once 

Triumph® applied to the soil, 

is changing 

all that. 

Unlike 

Triumph keeps on 

working for up to 

grub damage. 

And protect you 

from losing what 

profits you have 

10 weeks, depend- made to callbacks. 
w . Compiled from 18 . . , 

You want most insec- ing on the target 

to squash them. 

Pulverize them. 

Grind them into 

dust. Send the lit-

tle buggers to the 

root zone eternal, over ten 

And who could years of : 

blame you? testing 

After all,this one to consis-

creature has prob- tently rid : 

jz 

made a mockery of grubs pres-

of more chemical ent. And within 

company claims, just 2-3 days of 

than all other turf application. 

HOW TO 
SQUASH A GRUB. 

ticides, which are 

unpredictable at 

best, Triumph s . - ¿ ¿ V ^ 

has been 

proven 

ably baffled more turf of over > 

turf professionals, 90 percent ; ** p d 
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So one pre- To find out more, 

ventive application contact your turf 

in late summer or products distribu-

early fall is all that's tor or Ciba-Geigy 

needed to protect representative, 

turf from costly TRIUMPH 
G1990 CIBA-GEIGY Corporation, Turf and Ornamental Products, Box 18300, Greensboro, NC 27419. Always read and follow label directions 

For retail sale to and use only by certified applicators or persons under their direct supervision, and only for those uses covered by the applicator certification. 



COVER STORY 

Taking Chances Sends Green 
Thumb to Commercial Success 

WHEN TWO GUYS 
just out of college 

started what was supposed to be 
a labor pool 12 years ago in the 
Washington, D.C. area, they were 
simply trying to find a way to make 
a buck while not having to answer 
to a boss. 

They never dreamed they'd be 
running a $10 million-a-year (and 
still growing) company that plac-
ed on Inc. magazine's list of the 
top 500 fastest growing entrep-
reneurial companies in the 
country. 

Green Thumb Enterprises Inc., 
owned by partners M. Gerard 
Chauvin and Michael S. Daniels, 
grew by more than 900 percent 
from 1984 to 1988 placing it No. 
316 on the annual list. 

Looking back, Chauvin said, 

To grow the way we have, 
you ha\/e to be willing to roll 
the dice; take a chance and 
expand. B e / / e v e in yourself and 
your judgment, lake those 
risks others won't. 

the way they started is a "textbook 
example of how not to start a 
business." 

"We both just finished school 
so we were saddled with debts," 
Chauvin said. "We basically 
started it with cash advances from 
credit cards. We literally bought 
our first mower on a credit card 
paying 18 percent interest" 

So the company was born in 
March 1978 with two mowers, a 
1974 Datsun pickup truck and two 
eager guys ready to canvas neigh-
borhoods, walking door to door 
looking for customers. 

After they decided to target the 
exclusive neighborhoods, work 
began quickly. 

"About two weeks before Easter 
that year, we drew up a flier and 
wal ked door to door putting them 
in mailboxes," Chauvin said. 
"The response was unbelievable. 
We literally could not get back to 
all the calls." 

That breakneck pace hasn't let 
up since. The fledgling company 
attained the $100,000 sales mark 
in just its second year, 1979. 

In the early years, the main ser-
vice was mowing. But increased 
revenues often came from sel 1 i ng 
additional jobs, which, they both 
agreed, was fairly easy to accom-
plish. 

"In the neighborhoods we were 
working you couldn't just go in, 
fly up and down the lawns and 
then leave," Chauvin said. "For 
the money people were paying, 
they wanted to see someone stay 
for awhile. These were the kind 
of people we could sit and have 
an iced tea with after finishing the 
job, and talk about how we could 
landscape around the pool or the 
deck or just other enhancements 
1 ike that. We made a lot of business 
contacts in the early years that 
have carried through to now." 

The big break came in 1981 with 
their first commercial contract for 
a strip plaza shopping center. 

"It wasn't a pretty place," 
Daniels said. "But it was the first 
one and we were excited about 
that. No matter what we've done, 
we've always done our best so we 
can be proud of it. And people 
usually take notice." 

As good fortune would have it, 
that's exactly what happened. 

"Right next to the shopping 
center was a town house project 
where the on-site engineer had 
seen what we had done with this 
otherwise dump of a shopping 
center," Chauvin said. "He ap-

proached us about a bid for his 
project. Michael wrote up the bid 
on a sheet of paper and handed 
it to the guy. 

"The property manager called 
us and when we met, it turned out 
that we knew similar people. He 
liked us a lot, and we have since 
become good friends. That's ba-
sically how we landed our first 
multi-unit commercial account ." 

Revenues increased at an ac-
celerated rate as more commer-
cial accounts were acquired. Sales 
for 1982 reached $500,000. In 
1983 they climbed to $600,000, 
followed by $880,000 in sales in 
1984. The million dollar mark 
was surpassed in 1985 and ex-
panded to $1.6 in 1986. That fig-
ure doubled to $3.2 million for 
1987, and practically doubled 
again to $6.3 million for 1988. 
Reports remain unfinalized, but 
1989 sales are expected to exceed 
$10 million. 

With such dramatic growth, 
one might assume the two had a 
well-developed, master plan for 
the company. Not exactly true. 

"We do approach it very much 
like a business and we do pay at-
tention to the numbers," Daniels 
said, "but a lot of it is done by 
gut feeling, seat-of-the-pantsdeci-
sions." 

Chauvin added: "To grow the 
way we have, you have to be will-
ing to roll the dice: Take a chance 
and expand, take on the extra debt 
to pay for the 10 extra trucks. You 
really have to make a full com-
mitment to it. You have to do 
things the numbers sometimes 
say are unfeasible. You can't be 
bottom-line dependent. You have 
to believe in yourself and your 
judgment and take those risks 
others wouldn't." 

New clients to fuel growth 
mainly came from word-of-
mouth referrals. 

"It's a hard community to get 
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into — the commercial mainte-
nance property management 
companies — but once you get in, 
there's a lot of work," Chauvin 
said. "They don't lead to only 
one other job. It may lead to deal-
ing with five new property man-
agers who each have five proper-
ties." 

Today Chauvin and Daniels 
pride themselves in the fact that 
the mowing service they started 
out of that beat up Datsun is now 
a full service landscape mainte-
nance firm. Along with that 
comes the satisfaction of doing 
all their own work. 

One division of the company 
is a wholesale/retail garden cen-
ter that provides much of the plant 
material for their jobs. They are 
also partners in a separate irriga-
tion company. 

"We don't sub out one iota of 
our work," Daniels said. "Where 
other companies might have to sub 
out for grading, we have our own 
bulldozers. We have our own 
hydroseeders. We even grow all 
of our own annuals and peren-

nials so we don't have to go to a 
floral shop, wholesaler or a 
grower. 

"Things like that put us in a 
situation where a customer 
doesn't have to call another com-
pany if something unexpected 
comes up. The only thing we don't 
have is a sod farm. We lay our own 
sod, but besides that there isn't 
one landscape related service 
from heavy tree topping down to 
bulldozing and maintenance 
and installation that we don't do." 

In the following interview, 
Chauvin and Daniels share some 
insights which helped take their 
company to Inc. magazine's top 
500 list. 

Q * With such spectacular 
growth, how do you keep up with 
equipment needs? 

AI Chauvin. Each fall we set 
fairly aggressive, but what appear 
to be conservative goals for the 
next season. That gives us our 
equipment needs. 
Daniels. For maintenance needs 

we know that for every $300,000 
in contract sales, we know exact-
ly what it costs as far as equip-
ment. 

It requires one F250 pickup 
truck, one 16-foot trailer, three 
36-inch walk-behinds, two 48-
inch walk-behinds, three edgers, 
two blowers and right on down 
the line. We know exactly what 
it costs. 
Chauvin. It's the same with land-
scaping. For each additional 
amount of volume or jobs we've 
contracted we know if it requires 
an additional production truck, 

Gerry Chauvin and Mike Daniels 
stand in their company-owned 
nursery. Photo: Jon Feingersh, 

Rockville Md. 

We don't sub out one iota of 
our work, putting us in a situa-
tion where a customer doesn't 
ha\/e to call a competitor: 

if it requires an additional back-
hoe or whether it can be shared 
with another crew. 

What's been a real advantage 



is that over the years our growth 
has been good and we've estab-
lished very good relationships 
with financial institutions and 
truck dealerships. 
Daniels. We spend the entire 
month of January and part of Feb-
ruary doing nothing but pushing 
budgets based on the numbers 
we think we have. It's very bu-
siness driven as far as those deci-
sions go. 

QZ Do you prefer buying or 
leasing your equipment? 

AZ Chauvin. We've always 
bought. We've never liked the idea 
of the leasing situation. Anything 
we're paying for, we would like 
to eventually own. Over the years, 
from managing a financial state-
ment for making presentations to 
banks, we've found that our think-
ing has changed a bit. But most 
all of the equipment we have is 
owned by us and whoever is fi-
nancing it. 

Q : When do you buy equip-
ment? 

A : Chauvin. Typically we buy 
the equipment after we know the 
work is there. It's not too hard to 
round it up pretty quickly. Down-
time has never been a problem. 

It's almost the opposite. It 
seems like we never have enough 
trucks and it certainly seems like 
we never have enough equip-
ment. 

Obviously we have to balance 
it out. If a manager had his way, 
he would have a truck for every 
person. They're looking logis-
tically at what's best for them. We 
have to weigh that out. 

QZ Have you purchased new 
equipment for this season? 

AI Chauvin. We're projecting 
sales of about $13.5 million. Our 

Commercial contracts such as this gave Green Thumb the boost they needed to grow. 

C J • How large are your crews? 

AI Chauvin. Maintenance 
crews are typically five or six 
men, landscaping are nine-man 
crews, pruning four to five 
men, irrigation three or four 
men and mulching includes ev-
erybody in maintenance. There 
could be 15 guys out mulching a 
property. 

( J * You both have business 
backgrounds from college. Has 
that been a contributing factor 
to the company's phenomenal 
growth? 

A : Daniels. I think it helps in 
a sense. There is an amazing 
amount of qualified people — 
whether they're designers or ar-
chitects or the most conscientious 
guys in the world who once they 
get two or three crews, often don't 
have any idea of what to do. So 
they could be doing great work, 
but not have any idea of how to 
buy equipment or how to look for 

Virginia Run, a residential community maintained by Green Thumb. 

When we hired someone with 
experience, they came in with 
ideas that clashed with ours. 

spring equipment order was for 
20 units — either a pickup or pro-
duction truck. The capital ex-
penditure for that was between 
$400,000 and $500,000. 

good rates or whether to run it 
out of their home or when to get 
office space. 

In that sense it's probably 
helped a lot. 

Q : While you were going 
through the major growth per-
iods, how difficult was it just 
managing labor? 

AZ Chauvin. Very. Probably 
the most difficult part of the bu-
siness. The market in Washington 
was such that every business had 
just been in a boom and there 
was an unbelievable shortage of 
labor. 

We were going to the depress-
ed areas of West Virginia, Pitts-
burgh and Dallas attracting and 
relocating qual ified people as well 
as laborers. 

Loudoun County, where we're 
based, even now has a 1.5 per-
cent unemployment rate. Its a very 
wealthy county and has a great 
amount of people who are not at-
tracted to working in this busi-
ness. Practically everybody is 
employed. So that has made it 
doubly challenging to find people. 

( J Z As the company grew and 

matured, did the type of person 
you were looking for as an em-
ployee also change? 

A Z Chauvin. In the early years 
of growth we found that every time 
we hired someone with exper-
ience, they'd come in with their 
own ideas that clashed with ours 
and would eventually end up 
quitting. 

So now we're leaning toward 
people without previous exper-
ience. We're looking for people 
with good characteristics and who 
seem responsible so we can train 
them our way. 

As we're growing, there's an in-
creased need for mid- and upper-
level managers with experience. 
As a result, we're starting to at-
tract from the national market. 
We advertise in national publica-
tions for field supervisors and 
area managers. 

Q * Some companies in the 
(continued on page 24) 



You never know what's hit you 
when you see patch disease. It could 
be Fusarium blight. Or necrotic 
ring spot. Or summer patch. Or take-
all patch. Or spring dead spot. Or 
any combination. 

They all look very similar on 
turf. Only with a microscope can you 
tell them apart. So guessing which 
one's causing your patch disease still 
leaves your turf open to the other four. 

That's why complete coverage 
pays. And only Rubigan is labeled to 
prevent and treat all five of these 
pathogens that cause patch disease. 
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Green Thumb 
(continued from page 22) 

Washington area report that 
they're experiencing reduced bu-
siness because of a building slow-
down. Is that the case with you 
too? 

AZ Daniels. There's an over-
abundance of offices/warehouses 
now. It goes through these cycles 
all the time. They will just slow 
down the building pace and let it 
catch up. But there's a lot of va-
cant offices and warehouses. The 
rental market, where we do most 
of our maintenance work, is very 
strong right now. 

Q Z The vacant, unleased office 
space is not affecting you? 

A : Chauvin. Not too much. 
Office park maintenance is some-
thing that we're doing more of in 
our Philadelphia office. In the 
Washington area, our mainstay 
for landscape maintenance is 
high-end rental apartments, con-
dos and town houses. The office 
parks we do are pretty low in terms 
of overall maintenance. 

C^ Z What's your primary mar-
ket for installation work? 

A Z Chauvin. Probably residen-
tial related, planned develop-
ment. The400- to 500-unit apart-
ment complexes as well as the 
planned unit development where 
a developer buys a couple thou-
sand acres and puts in all the 
streets, all the infrastructure and 
then sells off the parcels to a 
townhouse developer or a single-
family home developer. 

Our forte would be putting in 
all the street scaping: The 500 
matching trees, the big beds by 
the side of the road, entrance 

signs and the irrigation of the 
property. 

Q : Was making the Inc. 500 
list something you set out to ob-
tain* 

A Z Chauvin. No. One of our 
managers was reading an issue 
and saw the postcard they use and 
thought we fit the set parame-
ters, so he sent it in. We're not 
sure if we'll make the cut or not 
next year. We'll be just under 
900 percent growth for 1985 to 
1989. 
Daniels. It's harder to be in it as 
you get bigger. You just can't mul-
tiply numbers at the same rate 
when you get farther into the 
millions. 

Moving from $500,000 to $1 
million isn't too hard to do, but 
going from $5 million to $10 mil-
lion is a pretty tough thing to do. 

C^ Z Have you received a lot of 
attention from making the list? 

AI Chauvin. Immense. We've 
gotten local press coverage. Wash-
ington ended up fielding 13 or 15 
in the top 500, so the newspapers 
have featured a number of them. 

Again, its goes back to hoping 
that maybe we'll get some na-
tional exposure for the way we 
know how to run a company and 
know how to grow. And we hope 
it'll lend some credence to the 
fact that as we expand we're not 
going to be able to do it on our 
own. 

One thing we didn't realize we'd 
get as a result of the notoriety was 
that we've attracted every money 
manager, CPA, investment ban-
ker, stockbroker, insurance man 
and health benefits person that's 
out there. We have been inundated 
with people sending their bro-
chures and calling us. 

• Would you ever consider 
selling Green Thumb? 

A : Chauvin. No. Not outright. 
It's us. We started it and we just 
can't imagine it. We think a lot 
of the value in the future of the 
company is with us running it. 
Our names are synonymous with 

Q l Even given the ever chang-
ing market? 

A Z Chauvin. Yes. The market's 
changing, but even during the 
worst recession the Washington 
area has ever seen in the early 
1980s, we had substantial growth 
because there is so much main-

We think a lot of y/aiue in the 
future of the company is with 
us running it-

Green Thumb's primary market is planned developments. 

the company. There are still a lot 
of people out there that, regardless 
of who you put in management 
positions, they want to deal with 
you. We are still very hands-on 
and we don't 1 ike to lose touch with 
that. 

But we also realize that for us 
to continue to grow as we want 
to, it is going to be very difficult 
for a commerical bank to fund that 
kind of growth. 

So when you say would we sell, 
we wouldn't sell and walk away 
from the company. 

But we're going to need out-
side money. There is no question 
about it. Whether that comes 
in the form of an equity infu-
sion, or merging, whatever. We're 
very open to that kind of dis-
cussion. 

But if Ecolab or TruGreen came 
along and wanted to buy the com-
pany and slap their name on it and 
hand us a check and say "See you 
two later," that definitely would 
not be acceptable. 

Q í What are your specific 
five-year goals? 

AI Chau\in. This is our second 
year in the Delaware/Philadelphia 
office. We're in the process of 
opening an office just south of 
here in the Fredericksburg area. 
We had the opportunity to do a 
couple jobs for clients there last 
year and we hope to expand in that 
area considerably this year and 
next year. Then we're looking to 
expand the Richmond office into 
the Norfolk/Williamsburg area 
the year after. We hope to have 
the company in the next four to 
five years in the $40 to $50 million 
mark. 

Q l Is that realistic? 

A I Chauvin. I think so. 

tenance in this area. 
Even if building slows down, 

maintenance doesn't. It may get 
more competitive, but that's 
where our quality, our client his-
tory and our track record will allow 
us to withstand increased compe-
tition. 
Daniels. Also name recognition 
is important. Each market we go 
into, we find it easier to establish 
the business because there is a 
familiarity with the name. 

A lot of the national develop-
ers that we work with are in all 
these cities so we're really just 
working with the same people in 
another location. They really like 
the comfort level and the familiar 
face. So each time we go some-
where it's easier. 

Q Z Do you have any pricing 
problems? 

AI Daniels. We've been doing 
it for so long that when you throw 
in a bunch of bids, obviously once 
in a while you're going to get 
someone saying you're way high 
or you're way low. 

But on the average, compared 
with the legitimate companies 
for landscape and maintenance, 
we're right in the middle of ev-
erybody. 
Chauvin. A lot of the people 
around here know the quality of 
what they want and do not nec-
essarily go with the low man. 
What we've always prided our-
selves on is our ability to respond 
immediately. Some of the dead-
lines we've met in the past make 
us look like miracle workers. 
We've been on job sites up to mid-
night the night before a grand 
opening because a property man-
ager found something he'd ov-
erlooked before. 

Q Z Do you work with a client 
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when he comes to you saying he 
has to make cutbacks from the 
previous year? 

AI Chauvin. We're very active 
in working with budget people. If 
they need to cut back, we'll sit 
down and try to work things out 
with them. We try to cut corners 
without it having an appreciable 
effect in the way it looks. 

If we can cut out a service here 
or there without making it look 
too much different, we will. We 
will not do a job that will not look 
like it's one of our products. 

Q I What typically can be cut? 

AI Daniels. Turf applications 
can be cut from five to three a year. 
Tree and shrub can be cut one 
or two applications. We are 
mulching twice a year; that's a 
major cost. We can do it once later 
in the spring to keep the fresh look 
through the spring and summer. 
That's a main way of cutting. 

We can also cut down on the 
frequency of mowing. Typically, 
you're cutting 24 to 48 times a 
year. In most cases you can get 
away with stretching that to about 
10-day intervals instead of seven 
days. We'll work with people to 
try to get within their budgets, but 
if their price is so low that we can-
not salvage it, then we'll tell them 
we can't do it. 

C ^ • Since much of your busi-
ness is in residential developments, 
do you ever get complaints about 
noise pollution from equipment? 

AI Chauvin. The only thing is 
about the start time. We try not 

to get on the jobs too soon. Our 
crews leave for the site by 7 a.m. 
On weekends they're not on the 
site until 8 a.m. 

Up until July 4th, it's not un-
usual for guys to be blowing off 
sidewalks and curbs with the 
headlights of the truck. 

It was so wet last year that we 
were playing constant catch up. 
Usually when it's raining hard we 
have the guys come in and do 
mower maintenance. But last 
year, it was so often that we had 
to work through it. 

It wasn't the best way to operate. 
With the volume of work we had, 
there was no choice. It was "Get 
it cut and get back as soon as we 
can to redo it." It was not unusual 
to see guys w ith rai n gear on mow-
ers trying to get the major work 
done. 

Obviously the fine work — the 
edging and cleanup — left some-
thing to be desired, but clients 
seemed to understand. 

Q I What would you say is the 
main reason for Green Thumb's 
success? 

AI Daniels. Never losing sight 
of doing the best possible job. 
Chauvin. We're not as bottom line 
driven as we are quality driven. 
The way the job looks when the 
crews leave is much more impor-
tant than the hours put in — even 
if it was longer than what you 
budgeted. Because it's that at-
titude that leads to referrals and 
renewals. — David Westrick • 

The author is Assistant Editor of 
Lawn and Landscape Mainte-
nance magazine. 
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WHAT DOES THE FUTURE HOLD? 

2,4-D: The Debate Over The 
Maligned Herbicide Continues 

ALTHOUGH NO LONG-
er in the spotlight, a 

silent march to reduce or eli-
minate the use of 2,4-D contin-
ues in several nations. 

The famed phenoxy has sur-
vived approximately 12 epidem-
iological studies in seven nations 
— and has remained relatively 
unblemished from the exper-
ience. Yet the search continues 
for a link between 2,4-D and non-
Hodgkins lymphoma as well as 
for 2,4-D alternatives. 

What bodes well for 2,4-D is 
the overwhelming body of re-
search which has been collected. 
It is said to be the most thor-

oughly studied herbicide ever. 
From Agent Orange to a 1986-

87 study of Swedish forestry 
workers to the National Cancer 
Institute's report of Kansas farm 
workers, the pursuit of a link bet-
ween 2,4-D and non-Hodgkin's 
lymphoma remains persistent, 
but inconclusive. Yet the search 
goes on. 

Preliminary reports from a 
Nebraska farm worker study as 
well as a Harvard School of Pub-
lic Health review are just two 
recently released examinations 
on the subject. In addition, a 
variety of other research including 
two studies of ChemLawn wor-

kers and a methods assessment 
study to figure out the best way 
to gather exposure history are 
under way. 

While the product remains un-
derdose scrutiny, researchers are 
now suggesting that proper 
clothing and equipment may be 
the key to breaking the link. 

Although difficult to measure, 
widespread conjecture indicates 
the use of 2,4-D has not fallen 
off. Many lawn and landscape 
companies may have considered 
dropping the controversial her-
bicide after the Kansas report was 
released, but of the larger com-
panies, only ChemLawn actual-

ly followed through. 
Despite increasing controver-

sy, 2,4-D formulations remained 
popular among maintenance 
operators from both cost and ef-
ficacy points of view. 

Even today, maintenance op-
erators stand behind the belea-
gured product, which now faces 
reregistration by the federal En-
vironmental Protection Agency. 

"2,4-D is a good product; a 
very good environmental citizen," 
said Steve Derrick, service tech-
nical director for Orkin Lawn 
Care, Atlanta, Ga. "It does a good 
job with minimum risk. There's 
no evidence that it is a product 

WORKSHOP FINDS 2,4-D CANCER LINK 'FAR FROM ESTABLISHED' 
A RECENTLY RELEASED REPORT FROM A WORK-
shop convened by the Harvard School of Public Health calls 
the link between the herbicide 2,4-D and cancer "far from 
established." 

The report states that animal research provides little reason 
to expect that 2,4-D causes cancer in people and that studies 
of people occupationally exposed to the herbicide, while sug-
gesting a possible link, do not establish a cause-and-effect re-
lationship. 

The workshop made specific recommendations for additional 
scientific research to clarify the situation. 

The report summarizes the findings of a panel of 13 scien-
tists convened by Dr. John D. Graham of the Harvard School 
of Public Health. The workshop, held October 17-19, 1989, was 
sponsored by the National Association of Wheat Growers 
Foundation through a grant by the Industry Task Force II on 
2,4-D Research Data, a group of six companies sponsoring 
ongoing research on the safety of 2,4-D. 

The workshop was called to consider the weight of the 
evidence on a possible link between the use of 2,4-D and 
cancer. The report suggests that any risk associated with the 
herbicide can be reduced if workers wear protective clothing 
and equipment during mixing and application, and change 
clothes right afterward. Those not using 2,4-D directly are not 
known to receive significant exposures. 

The report also indicates that alternative delivery systems 
now being developed by manufacturers could greatly reduce 
applicator exposure in the future. 

As part of the workshop, panelists were asked to charac-
terize 2,4-D as a "known," "probable," "possible" or "unlike-

ly" cause of cancer or as a "non-carcinogen." (These terms 
were used in their ordinary sense and not as a reference to 
specific carcinogen classification categories used by any 
regulatory agency.) 

Of the 13 panelists, none considered 2,4-D a known or 
probable cause of cancer in people. The majority said it was 
"possible" that 2,4-D could cause cancer: One panelist felt 
this was a relatively strong possibility, but five thought the 
possibility was relatively remote. 

Two panelists felt it was "unlikely" that 2,4-D could cause 
cancer in people. Several members felt that the evidence was 
barely adequate to support any conclusion. 

In arriving at these conclusions, the panel gave careful con-
sideration to the National Cancer Institute studies on Kansas 
and Nebraska farm workers. The panel noted that these two 
well-designed studies, conducted by the same research team, 
found an association between occupational exposure to 2,4-D 
and a form of lymph cancer, non-Hodgkin's lymphoma. 

However, workshop participants felt this association needs to 
be interpreted cautiously, first, because other studies have not 
shown the same results, and second, because some factor other 
than 2,4-D might be involved. 

As a means of resolving these issues, workshop participants 
stressed the need for future studies to develop more reliable 
and precise estimates of 2,4-D, to distinguish more clearly bet-
ween 2,4-D and other agents in the collection and analysis of 
data and the reporting of results. 

These questions will be addressed by additional studies of 
people exposed to 2,4-D which are already under way in the 
United States, Canada, New Zealand and Sweden. 



we should be afraid of." 
If research reveals any real 

reason to suspect 2,4-D as a car-
cinogen, Orkin would immediate-
ly stop using the product. Der-
rick said. 

Orkin operators use 2,4-D on-
ly two to three times a year in 
a dilute form; similar to most 
companies who buy 2,4-D 
as part of a three-way mix. 

Bob Dahlin, president 
of Green Baron Inc., Ya-
kima, Wash., said he never 
considered dropping the 
use of 2,4-D, but did stock 
a non-phenoxy herbicide 
in case of customer outcry. 

"If there's another pro-
duct that does as good a job 
(as 2,4-D) that people are 
more comfortable with, 
then fine," Dahlin said. "But 
you have to educate yourself. Peo-
ple don't bother to study the 
research that's been done for years 
and years." 

Larry Bourbonnais of Spray 
Green, Riverside, Calif., buys 
2,4-D in 2 1/2- and 5-gallon con-
tainers and mixes his own for-
mulation. 

"I'll use it until it's outlawed," 
he said. "Any replacement will 
be more expensive, but the writing 
is on the wall. People are terribly 
misinformed." 

Despite such highly publiciz-
ed pursuit, 2,4-D opponents in-
sist their efforts are not to ban 
the substance. 

"The NCI is not a regulatory 
agency," said Sheila Hoar Zahm, 
an NCI epidemiologist and author 
of the NCI/Kansas study. "NCI 
efforts are to initiate internal in-
vestigation of anything that's a 
possible carcinogen." 

TO USE OR NOT? In the height 
of the controversy over 2,4-D, 
many lawn care companies made 
the choice to continue use of the 

The discovery 
of the her-

bicidal proper-
ties of 2,4-D 

occurred dur-
ing World 

War II. 

H 

phenoxy because of its long asso-
ciation with the industry and the 
multitude of scientific studies 
filed. 

The industry knew more about 
2,4-D than any other herbicide 
on the market and many felt safe 
with it. More uncertainty sur-
rounded other products which 
have gone untested in relation to 
2,4-D. 

"It 's the most thoroughly 
analyzed herbicide on the market 
today," said Joe Winland, vice 
president of support for WMI Ur-
ban Services, TruGreen's parent 
corporation. "We don't feel the 
product poses any undue risk and 

we continue to use it as 
a formulation. Until 
tests prove otherwise, 
we'll continue to use 
it." 

However, Chem-
Lawn's Roger Yeary 
said that ChemLawn 
has an obligation to 
clarify the issue for its 
employees. 

"Studies done else-
where are not applicable to our 
employees," said Yeary, Chem-
Lawn's vice president of health 
and safety. "Our employees ap-
plied herbicides many more times 
than those in other studies." 

Yeary said a typical ChemLawn 
employee applied a 2,4-D for-
mulated product on average about 
80 to 100 days a year. ChemLawn 
stopped purchasing the product 
in September 1986 and phased out 
its inventory through 1987. 

To clarify the issue, about 
32,000 ChemLawn employees 
will ultimately be tested in two 
phases. Phase one includes 5,000 
workers who were employed by 
the company from 1969 to 1981. 
The second phase will include the 
original 5,000 plus 27,000 more 
who worked for the green industry 
giant between 1969 and 1987. 

ChemLawn expected the first 
phase to take about two years, but 
now well into the third year of 
testing, the study still isn't finish-
ed. NCI is conducting the study. 

Yeary said he thinks it will ul-

timately be shown that 2,4-D is 
not a human carcinogen. 

BACKGROUND. 2,4-D, which is 
short for 2,4-dichlorophenoxy 
acetic acide, was one of the first 

organic herbicides. It was in-
troduced for turf weed control 
shortly after World War II. 

It's highly selective action 
in controlling broadleaf weeds 
in grass crops at application 

rates of one or two pounds per acre 
made the concept of selective 
chemical weed control a reality. 

Even today, 2,4-D in combina-
tion with other related compounds 
is the mainstay of broadleaf weed 
control in turf management, of-
fering a cost-effective alternative 
to other industry phenoxies. 

Experts began to question the 
use of 2,4-D when a link bet-
ween a rare form of cancer, non-
Hodgkins lymphoma, and 2,4-D 
began to draw attention. 

One such link stemmed from 
Agent Orange. Agent Orange first 
became notorious around the time 
Paul Reutershan, a helicopter 
crew chief in Vietnam was dying 
of cancer. 

Before dying at the age of 28, 
Reutershan sued Dow Chemical, 
Monsanto and Diamond Sham-
rock, all of which had produced 
Agent Orange, the chemical de-
foliant used by the military in Viet-
nam. The case was later extended 
to eight other chemical companies 
and was joined by a total of 
250,000 veterans and their kin, 
according to an article in Discover 
magazine. 

While the case was settled out 
of court in 1984, the scientific side 
of the Agent Orange story is this: 
In spite of years of effort by doz-
ens of researchers who have spent 
tens of millions of dollars, no 
definitive link has been found bet-
ween exposure to the herbicide 
and the veterans' health problems. 



In addition, a recent study by 
the Centers for Disease Control 
in Atlanta suggests that such a link 
may never be established for the 
vast majority of veterans. 

But research closer to the lawn 
and landscape industry continues. 

Since the National Cancer In-
stitute and University of Kan-
sas epidemiology study linked 
2,4-D with an increased inci-
dence of non-Hodgkin's lym-
phoma in Kansas farmers, a slew 
of tests were initiated in the Uni-
ted States, Australia, Canada and 
Sweden. 

The EPA even commissioned 
Brian MacMahon, professor and 
chairman of the Department of 
Epidemiology, Harvard School of 
Public Health to review the NCI/ 
Kansas study. 

"In my opinion, the weight of 
evidence doesn't support the con-
clusion that there is an associa-
tion between exposure to 2,4-D 
and non-Hodgkin's lymphoma," 
MacMahon concluded. 

"I don't believe the authors' 
conclusion that 'the study con-
firms reports from Sweden and 
several U.S. states that NHL is 
associated with farm pesticide 
use, especially phenoxyacetic 
acids' is justified." 

MacMahon continued: "Taken 
as a whole, I believe that the 
weight of evidence indicates that 
an association between 2,4-D and 
NHL remains a hypothesis that 
is still to be tested. Iam unwilling 
to speculate as to whether 2,4-D 
causes NHL (or some cases of 
NHL) until the evidence is clear 
that there is an association bet-
ween them." 

The EPA, which never seemed 
in a hurry to regulate the sub-
stance, finally announced a year 
later that it would not conduct a 
special review of 2,4-D based on 
carcinogenicity. 

The EPA's decision results from 
a consensus that existing epidem-
iologic data was inadequate to as-
sess the carcinogenic potential of 
2,4-D. The consensus comes from 
EPA scientists, national experts 
on epidemiology and the Federal 
Insecticide, Fungicide, Rodenti-
cide Act Scientific Advisory Panel. 

The 1988 decision doesn't eli-
minate future special reviews 
should they become necessary. 

Before its ruling, the EPA re-
quested that four national experts 
on epidemiology review the find-
ings of the NCI epidemiologic 
study. 

The experts concluded inde-
pendently that the study didn't im-
plicate 2,4-D alone as the causa-
tive factor, but rather indicated 
an association with phenoxy her-
bicide use in general. 

In addition, the FIFRA Scien-
tific Advisory Panel reviewed the 
study, as well as the entire on-
cogenicity data base and conclud-
ed that 2,4-D should not be clas-
sified as a carcinogen or non-
carcinogen. 

2,4-D TASK FORCE. An Industry 
Task Force on 2,4-D Research 
Data was established in 1981 to 
meet an EPA data call-in, or 
reregistration. The sole purpose 
of the force's 13 members was to 
generate the data required by the 
data call-in, which was paid joint-
ly by the members. 

The new data was needed since 
many of the studies used to sup-
port the original registration of 
2,4-D herbicides did not meet 
current day standards for toxicol-
ogy tests. 

Although most of the studies 
were scientifically valid and 
showed that the use of 2,4-D did 
not pose an unreasonable risk, the 
EPA felt new data should be gen-
erated. 

Task Force members consisted 
of domestic and foreign com-
panies that manufactured or sold 
technical 2,4-D acid. They spent 
about $4 million in meeting the 
EPA's 1981 data call-in. 

The Task Force is still in ex-
istence today, but having met its 
purpose, is not active. 

Industry Task Force II on 2,4-D 
Research Data, was formed for 
the very same reasons as its part-
ner, but to meet the 1988 EPA data 
call-in; a task requiring consid-
erably more data than the first. 

Estimates of the total amount 
of data required to meet the re-
registration is between $8 million 
and $10 million. Six of the 13 
original task force members re-
main and are committed to meet-
ing the new EPA requirements. 

Since many products fall into 
the same reregistration boat, con-
cern is mounting that some may 
not have the market to justify re-
registration. 2,4-D is one of them. 

"I don't know of any major 
2,4-D use that will be dropped 
as a result of the companies in-
volved not being able to afford to 
generate the data in order to main-
tain them," said Don Page, chair-

(continued on page 30) 

A CHRONOLOGY OF 2,4-D EVENTS 
1944 First year 2,4-D was sold as a herbicide. 
1 9 7 7 Questions centering around the safety of 2,4-D began. 
1 9 7 8 More than 40,000 scientific articles and technical 
reports on 2,4-D had been published to date. 
April 1980 The U.S. EPA said many of the studies in 
their scientific data files used to support the registration of 
2,4-D herbicides did not meet current day toxicology test 
standards. 
A u g . 1 9 8 0 Because of significant data gaps, the EPA in-
formed registrants of 2,4-D products that additional scientific in-
formation would be required if registrations were to continue. 
O c t . 1 9 8 0 Industry Task Force on 2,4-D Research Data 
was established to develop the requested scientific data. 
1 9 8 0 No deaths from non-Hodgkin's lymphoma were 
discovered in Swedish railroad workers exposed to phenoxy 
herbicides. 
Sept • 1981 Following a six-month review, a government com-
mittee in Australia reported "that no evidence exists to suggest that the 
continuation of presently approved uses of 2,4-D will in any way 
harm the health and well-being of any members of the general 
public." 
1982 No excess cancers and no cases of non-Hodgkin's 
lymphoma were found in a study of nearly 2,000 Finnish 
workers exposed to phenoxy herbicides. 
1 9 8 3 The city of Madison, Wis., tried to ban all use of 
2,4-D. City Council voted it down. 
March 1984 The Supreme Court of Nova Scotia ruled 
the spraying of 2,4-D, 2,4,5-T or a mixture of the two can be 
carried out safely and doesn't represent a health hazard. 
1985/1986 Two New Zealand studies determined little or 
no risk of non-Hodgkin's lymphoma, even among former com-
mercial chemical applicators. 
1986/1987 A study of Swedish forestry workers showed 
fewer cancer deaths than anticipated, and no cases of non-
Hodgkin's lymphoma. 
Sept. 1986 Researchers for the National Cancer Institute 
conducted a study of farm workers in Kansas where 2,4-D had 
been the most commonly used herbicide. One of the most strik-
ing findings from the study was the sixfold increase in risk 
suggested for farmers using herbicides more than 20 days a year 
in comparison with non-farmers. Based on subset of seven 
cases. 
F e b . 1 9 8 7 EPA commissioned Brian MacMahon, pro-
fessor and chairman of the Department of Epidemiology, Har-
vard School of Public Health to review the NCI/Kansas study. 
Based on the weight of the evidence, he found it to be 
inconclusive. 
April 1 9 8 7 N e w products containing 2,4-D will be allow-
ed in Ontario. Moratorium on 2,4-D lifted. 
Spring 1987 Interviews with more than 500 residents 
of western Washington found no increased risk of non-Hodgkin's 
lymphoma related to the occupational exposure to 2,4-D. 
A u g . 1 9 8 7 Centers for Disease Control in Atlanta failed 
to establish link between Vietnam veterans and 2,4-D. 
April 1988 The federal EPA announced it would not 
conduct a special review of 2,4-D based on carcinogenicity. 
1 9 9 0 Preliminary findings of a control study of 385 Neb-
raska farm workers with non-Hodgkin's lymphoma showed a 
threefold risk increase associated with farmers using 2,4-D more 
than 20 days a year. 
Preliminary findings of Iowa/Minnesota farm worker study, bas-
ed on interviews with almost 700 persons, showed little or no 
association between non-Hodgkin's lymphoma and 2,4-D. 



"My crew likes the way 
our Hustlers ride, 

but I love the way the 
Turbo Shredders mow." 

Driver comfort is more than just a soft seat. Hustler 
drivers sit directly over the mower's pivot point. That means 
you don't experience the carnival ride motion you feel on 
rear steer and sulky mowers. The result is greater 
productivity and safety, and less operator fatigue. 

Learning to operate the Hustler is easy. One hand is all it 
takes to maneuver a Hustler around any obstacle. Twin-lever 
controls are far less complicated than a steering wheel, gas, 
clutch, and brake pedals, and gear shift. You can have 
anyone mowing like a pro in minutes, even if they've never 
operated commercial turf equipment before. 

Hustler Turbo Shredders save time, labor and money in 
clippings pick up. Shredded clippings reduce the need to bag 
while returning valuable nutrients to the soil. And the finished 
job will keep even the most finicky customers smiling. 

Buy Hustler for simple operation. For operator comfort, 
quality cut and unmatched maneuverability, you can't out-
mow a Hustler. Call Excel toll free for a FREE Product 
Guide, or see your local Hustler dealer today. 

Excel Husder...Still Out Front! 

1-800-835-3260 
(In Kansas and Canada 316-327-4911) 
Excel Industries, Inc. 
Hesston, KS 67062-2097 

Turf & Grounds Equipment 
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2, 4-D 
(continued from page 28) 

man of the task force. "They've 
made that commitment and the 
major 2,4-D uses will be main-
tained." 

The members of Task Force II 
are fewer than the members of 
Task Force I, but stems from the 
normal aging process of any pro-
duct, he said. 

"As it becomes less profitable 
with age, certain companies de-
cide that it's not worth their while 
to continue in that business," Page 
said. 

"One of the things we recog-
nized was, because 2,4-D is a 
commodity cut product and is 
manufactured, formulated or sold 
by a number of companies, there's 
no one out there to be a focal point 
to handle any problems that 
arise," he said. "There's no one 
to champion the product. We 
discovered that even among re-
searchers, they're not really kept 
up-to-date about 2,4-D, because 
no one is there to actively keep 
them up-to-date." 

Task Force II has taken on the 

role of trying to bring up the 
general level of knowledge about 
the product and about the status 
of the compound, particularly 
among higher cultural research-
ers, university researchers and 
public health people. 

Foreign, as well as domestic 
companies, are anxious to meet 
U.S. reregistration requirements. 
If the U.S. registration is lost, 
it would no doubt impact registra-
tions around the world. Interna-
tional companies know they can't 

maintain worldwide registration 
in the absence of the U.S. regis-
tration. 

NCI STUDIES. Although the 
Kansas study has been both cri-
ticized and lauded, Zahm stands 
behind the report's findings on 
farm worker exposure. She said 
the Kansas study consisted of ex-
posure specific studies — a claim 
only a few others can make. 

In some minds, the Nebraska 
study substantiated the Kansas 

study. 
"What they found was that there 

was a threefold, non-statistically 
significant risk of non-Hodgkins 
lymphomas as it relates to the 
Nebraska farm workers and their 
exposure to herbicides," said 
Garry Hamlin, DowElanco man-
ager of corporate public affairs. 
"So that's been interpreted to sup-
port the Kansas study, but the 
Kansas study found a sixfold stat-
istically significant risk. So there 
are differences. I think you could 
make the argument either way." 

One researcher might say that 
the Kansas and Nebraska studies 
show a consistent trend, another 
researcher could just as equally 
say that the Nebraska study sug-
gests that the risks, as reported 
by the Kansas study, are consid-
erably less than initially thought, 
he said. 

"Probably the best way to 
characterize the Nebraska results 
in my view, is as equivocal. Cer-
tainly further discussion will con-
tinue but we've got one reading 
of 13 scientists who have examin-
ed all the evidence on 2,4-D, in-
cluding Kansas and Nebraska, 

2,4-D MARKET SEGMENTS 
Active Ingredients 
45,800 (M) Lbs. 

Industrial 
Vegetation 

Spring Wheat 
\ & Barley 

Corn • 10.0% I 

Range & Pasture 
Winter Wheat 

Graph: DowElanco. 

Top row: Leaf-feeding caterpillar. Mealy bug. Japanese beetle. Bagworm. Gypsy moth. Bottom row: Cankerworm. Leaf skeletonizer. Tent caterpillar. Webworm. 
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2,4-D: PUBLIC CONCERNS AND THE FACTS 
FOR THE PAST 40 YEARS, THE 
herbicide 2,4-D has been consistently 
used to control broadleaf weeds for a 
variety of end uses: residential and com-
mercial turf, forestry, power line main-
tenance, roadside brush control and 
farming. 

There are a number of advantages in 
using 2,4-D: 

•The compound is extremely effective 
against weeds and brush yet relatively inex-
pensive. This is important to farmers trying 
to hold down the cost of crop protection 
and reduce the cost of food to consumers. 

•Users have had up to four decades of 
experience with the compound and have 
found it safe and highly reliable. 

•The compound has been thoroughly 

studied over the years, and conditions 
for safe use and environmental protec-
tion are widely known. 

Few products on the market today have 
been as thoroughly researched or can 
match 2,4-D's extensive practical exper-
ience in the field. Many new studies are 
in progress to update previous research 
on the compound. 

THE WEIGHT OF THE EVIDENCE. 
Several studies have suggested a possible 
link between 2,4-D and a rare form of 
cancer, non-Hodgkin's lymphoma, among 
workers exposed to the herbicide during 
application. Publication of these studies 
has generated a lot of controversy and, 
in some cases, some misinformed, sen-

sational claims. 
The weight of the evidence doesn't 

suggest that 2,4-D is a likely cause of 
non-Hodgkin's lymphoma or any other 
human cancer. Seven studies in four dif-
ferent countries have examined the issue 
of 2,4-D and non-Hodgkin's lymphoma 
and haven't found a connection. 

This includes studies of exposed 
manufacturing and forestry workers in 
Sweden and Finland, and studies of 
cancer patients in New Zealand and the 
state of Washington. 

A number of independent scientists 
and organizations have reviewed the 
scientific literature on this compound 
and have reached similar conclusions. — 
Industry Task Force on 2,4-D Research. 

and that's their bottom line — far 
from established." 

The next major state study: A 
combined study of Iowa and Min-
nesota farm workers. It's not 
known when results will be avail-
able. 

More recently, Zahm sat on the 
Harvard panel, a meeting of in-

dustry researches to evaluate 
studies already completed, includ-
ing the Kansas study. They con-
sidered animal data, human epi-
demiologic tests, etc., to figure 
out what it all meant. No new in-
formation was presented to the 
panel. 

General impressions from the 

Harvard panel: People accept and 
believe an association between 
the herbicide and non-Hodgkins 
lymphoma exists, but the extent 
of the association is wide rang-
ing. Some believe the connection 
is with all phenoxies, while other 
panelists are more ardent be-
lievers in the connection with the 

2,4-D formulation. 
"NHL is a very rare disease. 

Even if (its occurrence) elevated, 
applicators aren't going to notice 
because (relatively) not many are 
affected," Zahm said. "They also 
may not be concerned because 
two studies have shown that if 

(continued on page 84) 
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The invasion is coming. An army 

of hungry insects, ready to destroy 
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to achieve. 

But with new TEMPO® insecticide, 
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control. And all while using about 
60% less chemical than most of the 
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It's really a simple idea. Ornamen-
tals need protection when insects 
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TEMPO, the battle is over before it's 
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NEW TECHNOLOGY 

Equipment Evolution 
Enhanced by Computerization 

The 1990 version of 
the riding Walker mower. 

LAWN MOWERS CAN 
be simple machines. But 

add dual-hydrostatic drive, twin 
lever steering, counter-rotating 
blades and other options favored 
by many maintenance operators, 
and a "simple" lawn mower can 
become a highly sophisticated 
piece of equipment. 

"Manufacturers of lawn care 
equipment never consider their 
products finished," said Pat Ham-
mell, senior marketing coordi-
nator for John Deere & Co., 
Horicon, Wis. "Constant innova-
tion is required to stay on top be-
cause the field is so competitive 
— and because operators today 
are such professional and de-
manding buyers." 

For example, John Deere allo-

cates some 5 percent of gross sales 
toward ongoing research and de-
velopment "because lawn care 
product lines must be upgraded 
every three to eight years, depen-
ding upon the product." 

Over at Cushman Inc., Lin-
coln, Neb., Lawn Care Products 
Manager Bob Brophy said, "we 
work on a five-year plan that's up-
dated every year. The only thing 
permanent in this industry is 
change." 

New product development al-
so plays a large role at smaller 
manufacturers. "In fact," said 
advertising manager Ken Raney 
of Excel Industries, Hesston, 
Kan., "we think innovation is 
even more important for a com-
pany like ours. Having a distinc-

tive product is what keeps us in 
business." 

Bob Walker pointed out his 
company, Walker Manufacturing, 
Fort Collins, Colo., makes only 
one product. "We spent half a 
million dollars to introduce a mid-
size riding mower," he explain-
ed, "but since then, just to stay 
up with the industry and with our 
customers, we've had to make 
more than 200 refinements." 

Product development at larger 
firms can involve sophisticated 
market research, engineering 
studies and computer-aided de-
sign. By contrast, smaller firms 
may rely on direct customer feed-
back and staff know-how to refine 
ideas and products. 

But among all manufacturers, 
one common thread is evident in 
the process of introducing new 
technology: "To put it simply," 
explained Raney, "product de-
velopment costs a lot of money." 

DEVELOPMENT BY DESIGN. 
Whether manufacturers are large 
or small, product development 
consists of seven steps: 

•Needs identification. Through 
market research, customer feed-
back or simple "gut feeling," the 
need for a new product or im-
provements to an existing line is 
identified. 

•Product definition. What 
should the product do? How 
should it be different from other 
lawn care products? Here the 
basic parameters of the proposed 
product or improvement are de-
fined. 

•Initialdesign. Working from 
the defined parameters, engineers 
develop plans and drawings. The 
goal, of course, is a design that 
enables the new product to per-
form its intended functions. 

•Prototype construction. Bas-
ed upon the initial design, one or 
more prototype units are con-

s 



structed. Often these prototypes 
are hand built from specially 
fabricated parts and with specially 
fabricated tools. 

• Testing and refinement. Agai n 
working from defined parameters 
of how the unit should perform, 
a testing program is designed and 
carried out. Based upon factory 
and field testing of prototypes, 
final refinements are made in the 
product design. 

•Establishingproduction. How 
will the new product be manufac-
tured? Manufacturers must re-
tool, reroute or expand existing 
production facilities or contract 
with outside suppliers, or both. 

•Introduction and marketing. 
Dealers and distributors are fa-
miliarized with the finished pro-
duct, which is then introduced to 
the end user through advertising, 
sales literature, news releases, 
equipment shows and other 
means. 

"Historically, it's taken about 
five years to bring a new product 
from concept to market," said 
Hammell, "but in this decade, 
computerization has cut the pro-
cess to two to three years." 

For example, the company uses 
modern sampling techniques in 
its initial market research and 
needs identification. 

Working with a national adver-
tising agency, John Deere con-
ducts telephone surveys of cus-
tomers and dealers. The company 
and its agency also computer-
select operators to participate in 
"focus-groups" comprised of 
both Deere equipment owners and 
non-owners. 

"We don't let participants know 
our company is behind the focus 
group," explained Hammell. "We 
then ask them questions about 
their operations and needs. Some-
times we'll have them try out pro-
ducts and then get their reactions. 
In this way, John Deere can iden-

tify possible needs for new 
products or existing pro-
duct improvements." 

Brophy said Cushman 
also performs market re- J o h n 

search, because "our R&D 
is totally market driven." In ad-
dition, Cushman maintains a for-
mal dealer council and customer 
council to advise the firm on pro-
duct development needs. 

"When a need has been iden-
tified," Brophy said, "rough par-
ameters are developed, and the 
project is referred to our product 
development committee. 

The committee has members 
from every department — engin-
eering, production, marketing, 
even accounting. Ultimately a go 
or no-go decision is made, though 
it can take two years to reach that 
point." 

Likewise, John Deere puts to-
gether a "product definition 
team" for each new idea. "Some-
one from every discipline in the 
factory is involved," Hammell 
said, "and the first few meetings 
are brainstorming sessions. What 
does the customer really want? 
How can a product meet those 
needs?" 

Any decision to proceed with 
an initial design, Hammel add-
ed, is "based upon three criteria: 
Can John Deere produce this pro-
duct? Is there enough sales poten-
tial to pay back our investment? 
And is the current technology ad-
vanced enough to produce a 
machine that can perform the 
desired functions safely?" 

Both Hammell and Brophy 
confirmed computer-aided de-
sign is being increasingly relied 
upon by the larger lawn mainte-
nance equipment manufacturers. 

"John Deere installed CAD 
systems about seven to eight years 
ago," Hammell said, "and it has 
cut our design costs and time 
tremendously. There's a large up-

Deere looks for ways to use existing components in new products. 

front investment but, because our 
company is diversified, we can 
spread the cost around our dif-
ferent industries." 

And how does a manufacturer 
know when a new design is ready 
to build? "We have a review pro-
cess, coordinated by the product 
definition team and the engineer-
ing department," Hammell said, 
"and at this point several ques-
tions are asked. Is the product 
technically feasible? Can it be 
produced for a competitive price? 
Will it meet the specs? Will cus-
tomers and dealers accept it? And 
will the product give us an edge 
in the market?" 

READY TO BUILD. Based upon 
the initial design, John Deere 
builds five or six prototypes. 

"To save money, John Deere 
looks for opportunities to use ex-
isting components in new pro-
ducts," Hammell said. "But even 
so, it takes about $100,000 to con-
struct prototypes, since each unit 
is made by hand from scratch." 

Efforts of smaller manufac-
turers, admitted Walker, often 
center on the particular talents of 
its staff members. When the 
Walker family identified the need 
for a highly maneuverable rider 
mower for residential applica-
tions, "we fabricated our own 
parts and probably tried hun-
dreds, even thousands of differ-
ent configurations. Trial and er-
ror discourages most people," 
concluded Walker, "but my fami-
ly thrives on it." 

Testing programs vary by 
manufacturer. For example, John 
Deere operates test sites in 
Wisconsin, Florida and Arizona 



"so prototypes can be run under 
a variety of lawn conditions," 
Hammell said. 

By contrast, Walker began 
testing his new mower on his own 
lawn and the lawns of friends, 
neighbors and customers. 

Raney added, "No matter who 
the manufacturer is, the purpose 
of testing is to find out how the 
product works." 

When Excel recently developed 
its Turbo Shredder mower, it de-
vised tests "working by the seat 
of our pants." The company sent 
prototypes to California, Texas 
and Florida to test the unit under 
different grass types, grass 
heights, terrain and wetness con-
ditions. Then side by side com-
parative studies, with the Turbo 

Shredder and an existing model 
were completed. 

Not only did Excel have to con-
struct prototypes by hand, but the 
company also found it necessary 
to specially fabricate testing 
equipment. "You just can't find 
ready-made equipment to shake-
test a new product that only ex-
ists as a prototype," Raney said, 
"or to perform heat tests on the 
hydraulic systems." 

REGULATIONS. Chemical lawn 
care products are heavily regu-
lated by state and federal envir-
onmental and worker-safety 
rules. However, mowers and other 
lawn maintenance machines are 
primarily regulated by the Am-
erican National Standards Insti-

tute (a private, voluntary stan-
dards setting organization) stan-
dards for thrown objects, blade 
stopping time and stability, accor-
ding to Walker. 

The federal Occupational Safe-
ty and Health Administration also 
sets standards for thrown objects, 
but they generally defer to the 
ANSI standards. 

Hammell added that OSHA 
and a few individual states have 
noise-level standards for lawn 
maintenance machinery, and the 
Consumer Product Safety Com-
mission requires certain blade 
disengagement features on push 
mowers. 

REDUCING COSTS. Though any 
factory must gear up for produc-

ing a new product, manufacturers 
take different approaches to 
holding down costs. 

"By choice, we don't job out 
many parts, so as a small com-
pany we design our products to 
be made with simple tools," 
Walker said. 

Similarly, Raney said, "Excel 
makes all its own tooling, so over 
the years we've developed a lot 
of different tools that can be 
adapted to our needs." 

At John Deere, explained Ham-
mell, "the company tries to build 
new products with existing tools." 
While most components are 
manufactured in-house, Hammell 
added, "we do contract out for 
some parts. But to make sure we 

(continued on page 36) 

TURBO SHREDDER: DESIGNED TO MEET AN ENVIRONMENTAL NEED 
FOUNDED IN 1960, EXCEL INDUSTRIES OF HESSTON, 
Kan., sells its line of Hustler commercial mowers throughout 
North America and Europe. 

Over the years its innovations have included out-front rider 
mower decks, dual-hydrostatic drive, zero-turning radius, 
high-lift vacuum backs, range wings and other features. 

But according to Ken Raney, Excel advertising manager, 
"we can't ever rest on our products. Excel bases its marketing 
on the technical superiority of our products. So in order to 
survive, we have to maintain leadership in the industry." 

Recently the company introduced a new Turbo Shredder 
mower that is said to mow up to 50 percent more grass bet-
ween dumping stops than conventional mowers, and produce 
clippings that "fill 25 percent less volume by weight, so 
operators empty the hopper less often and use fewer bags." 

While new to the lawn and landscape maintenance industry, 
the initial concept is five years old. 

"At the time," explained Raney, "our board chairman, Roy 
Mullet, saw that the disposal of clippings was becoming a big 
problem. Bagging doubles the time operators spend on a 
lawn. And while Excel didn't anticipate landfills filling up so 
soon, we knew operators were looking at big costs for trans-
portation to waste sites." 

Believing that "any manufacturer who could address the 
problem would meet a strong need in the market," Excels 
research and development department began experimenting 
with several approaches. 

"First we tried putting a rake behind the mower, but that 
didn't work," said Raney. "Then we tried shooting the clip-
pings into a grinder and squeezing the nutrient-rich juice back 
out onto the lawn. But the grinder couldn't work fast enough 
to keep up with the clippings." 

Finally, Excel engineers decided to add additional blades to 
the equipment to more finely chop clippings. "At first we 
mounted new blades near the grass catcher," Raney said, "but 
too many clippings dropped out because of the distance from 
the cutting blades. However, the methods seemed promising, 
so we tried moving the extra blades right into the mower deck." 

What ultimately resulted — after three years of experimen-
tation — was a new rotary mower deck with three high-lift 
blades, feeding grass directly into a shredded blade assembly. 
The latter consists of eight ripple shaped, double-edged, 

counter-rotating blades 
mounted on a single spindle. 

"Clippings come out so 
fine," Raney said, "they 
quickly fall to the soil 
surface for rapid decom-
position, returning valu-
able nutrients without 
contributing to thatch 
build up. Using the equip-
ment can even reduce the 
need (in some cases) for 
maintenance operators to 
fertilize turf so often." 

Based on the final de- Mows up to 50 percent more grass. 
sign achieved in the fall 
of 1988, Excel assembled several prototypes units for testing. 

"We all tried mowing our own lawns with it," Raney said, 
"but the company also sent machines to California, Texas and 
Florida for testing at different grass types, grass heights, ter-
rains and wetness conditions." 

Excel also conducted factory tests for vibration durability, 
heat endurance of the hydraulic system and whether the Turbo 
Shredder had met thrown-object standards established by the 
American National Standards Institute. 

"The testing process lasted about six months." explained 
Raney, "and because of results, the Turbo Shredder went 
through four to five revisions." 

Next, the project was turned over to Excel's production 
engineering department. Using the final prototype as a pat-
tern, the staff took off the specifications and produced work-
ing drawings. Then one to two units were constructed from 
these plans, "just to make sure the drawings were right," 
Raney said. 

By February 1989, a "painted-up" prototype was introduced 
to dealers at an Excel national sales meeting. 

After gearing up to produce the new units — chiefly with 
its inventory of existing tools — the company put its Turbo 
Shredder on the market last July, in time for the summer 
season. The introduction was accompanied by national trade 
magazine advertising and exposure at major equipment 
shows. 



Be Sure You Measure Those Imitators Against The Original. 

Dixon. The Only Proven 
Zero Turning Radius Mower. 

With every Dixon ZTR® 502 riding mower you 
get performance, profit, and pioneered excellence 
from the industry leader in Zero Turning 
Radius mowers. Less mowing time and 
more cost savings are your added 
benefits. 
Sturdy Construction 
• Engineered for commercial use 
• Backed by our 400-hour factory 

warranty 
• Rugged 18-hp Kohler engine 
• Sunastrand BDU-10 hydrostatic drive 
Less Mowing Time 
Because it mows clean while it moves Dixon 

close around everything, you cut 
mowing time dramatically. The more 
cluttered your area, the more time it 

saves for you. 
Great Mowing Performance 

After 15 years of building mowers for 
discriminating homeowners, our 
production team is sensitized to 

quality of cut, along with that 
unmatched ZTR maneuverability that 

we pioneered. Get on the mower 
and prove it yourself. See your 

nearest Dixon Dealer; call 
1-800-635-7500. 

ZTR. RIDING MOWERS 

Round, Round, Ge t Around 

A ^ ^ ^ C O M R A N Y 

Dixon Industries, Inc. / P.O. Box 1569, Coffeyville, KS 67337-0945 / 316-251-2000 
®Dixon and ZTR are registered trademarks of Dixon Industries.. Inc. 



New Technology 
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get quality, all our suppliers are 
required to go through a John 
Deere certification program." 

A key concern when readying 
a product for distribution is deter-
mining how many units to make. 
"Make too many and if the pro-
duct doesn't sell, the company is 
stuck with a lot of inventory," 
Hammell said. "But make too 
few, and you anger customers and 
lose the word of mouth advertis-
ing that's so important to new-
product acceptance." 

John Deere deals with the prob-
lem "by trying not to warehouse 
any products," he said, "and in-
stead ordering parts on an as-
needed basis, and putting finish-
ed units almost immediately into 
the distribution system. 

"Because our manufacturing 
process is highly automated, we 
also have a lot of flexibility in 
changing over facilities to make 
other products as needs warrant." 

According to Brophy, Cushman 
takes a different approach. 
"When we introduce a new pro-

Ryan LA28 in final assembly. 

duct," he said, "Cushman initially 
produces a 'pilot lot.' Customers 
buy these machines knowing 
they're only pilot models. Then 
we follow up on these sales and, 
if the customers like them, Cush-
man goes into filli production." 

As smaller manufacturers, 
Walker and Raney also took dif-
ferent approaches to determining 
their initial production runs. 
Walker Manufacturing general-
ly limited its production to orders 

generated at various equipment 
shows, while Excel worked 
through its dealer network to sell 
the majority of its first Turbo 
Shredder run before it was built. 

TV THE MARKET. New products 
are typically introduced to dealers 
at a manufacturer's annual or 
seasonal sales meetings. "We'll 
show John Deere dealers all the 
new products being introduced for 
the upcoming season," explain-

ed Hammell, "and give extensive 
workshops to familiarize them 
with each unit." 

Cushman has a similar pro-
gram, according to Brophy, and 
also assigns its district sales man-
agers to conduct new-product 
training sessions for local dealers. 

Brophy added that "few oper-
ators realize how much also goes 
into producing the support mat-
erials required by a new product." 
Cushman has a full staff of il-
lustrators and writers, plus an in-
house printing plant, "to put out 
all the service manuals, parts 
manuals, operator manuals and 
instructional literature and vid-
eos, that go along with any lawn 
maintenance product." 

Advertising and news releases 
for national and regional trade 
magazines play a large part in 
marketing new products. "Our 
thrust is to market the product to 
the operators and get them in-
terested in using it," Walker said, 
"rather than market the product 
to wholesalers and dealers so 
they'll carry it. If we create in-
terest on the part of the end users, 

(continued on page 86) 
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It's a sure thing to do business 
with the most experienced people. 
Now TRIAZONE, a Division of 
Arcadian Corporation, offers 
N-SURE® and FORMOLENE™ 
PLUS. This product line 
combination brings together every 
new and innovative development 
in slow-release liquid nitrogen 
technology. We at TRIAZONE 
offer scientific support, plus field 
application experience, to help you 
become #1. 

TRIAZONE products deliver 
• The highest slow-release 

N content. 
• Guaranteed stability 
• An unmatched prompt delivery 

system. 
Ask any lawn care operator using 
TRIAZONE products. They'll 
tell you about better lawns, happier 
customers and fewer call backs. 
Contact us now. Call the 
TRIAZONE Division at 
1-800-654-4514. 

Formatenei 
T n a z t m e A Division of ARCADI AN® Corporation 



This low-risk investment y 
A good track record means a 
lot when investing. That's why 
it's good to know that tens of 
thousands of John Deere front 
mowers have logged hundreds 
of thousands of operating hours 
since their introduction in 1984. 
They work. Period. 

Four simple benefits key 
their success. Every John Deere 
front mower is easy to operate, 
easy to service, built for durabil-

ity and...can flat-
out mow. All in-
vestments should 
be this risk free. 

Today, you 
have six solid 
models to choose from. 
The liquid-cooled diesel F915 
and F935, the liquid-cooled gas-
powered F912 and F932 and 
the air-cooled gas-powered F910 
and F930. 

Changing implements is safe 
and simple with a John Deere 
front mower. Simply pop four 
pins and unhook the quick-release 
driveshaft. Optional attachments 
include a broom, blade, snow 
thrower, thatcher and more. 

All six are designed 
around a number of com-
mon advantages that 

include a unitized, welded steel 
frame; two-pedal hydrostatic 
speed and direction control; 



ields high-volume returns 
power steering; differential lock; 
and thick, stamped-steel mower 
decks. 

Mower deck options include 
50-, 60- and 72-inch side 
discharge designs as well as a 
60-inch rear discharge 
model. _ ~ 

See your n « ^ 1 ^ 
John Deere 
dealer today 
for a firsthand 

look at the impressive daily 
returns these mowers deliver. 
Or write John Deere, Dept. 956, 
Moline, IL 61265 for more 
information. A 

John Deere mower 
W i decks don't wrinkle with 

aSe- A11 side discharge decks 
JG are made from stamped steel 

with a reinforcing bar around 
J their perimeter to protect them 

from impacts. 

Nothing Runs 
Like a Deere' 
Circle 18 on reader service card 



KEYS TO SUCCESSFUL TRAINING 

An Effective Outline 
Promotes Favorable Training 
Editor's Note: This article is the 
second of a three-part series on 
training. This month, the impor-
tance of developing an outline and 
implementing a program will be 
discussed. Sample training situa-
tions and follow-up training will 
be featured next month. 

ATRAINING OUTLINE 
is the basic tool a trainer 

uses to communicate informa-
tion. It's merely a list of the 
major and minor topics involved 
with the subject, along with some 
supporting or clarifying informa-
tion. 

An outline can contain as much 
information as the trainer feels 
necessary to be able to fully cover 
the subject. 

There are a number of ques-
tions that must first be addressed 
before tailor-making an outline 
and subsequent presentation. The 
questions are: 

• Why is the training 
being done? 

• What subject matter 
will be taught? 

• Who is going to teach it? 
• Who is going to attend? 
• When, where and how 

should it be done? 

These questions can be ans-
wered in the following scenario 
on which a training presentation 

Training aids such as videos, brochures and check lists are designed to benefit presentations. 

can be developed. For the pur-
poses of this article, a training 
outline on fertilization will be 
used. 

Training needs to be done to ac-
quaint new hires with the fertilizer 
itself, its components and its uses. 
The group is comprised of peo-
ple with no previous experience 
with fertilizer. The session will 
be taught by the manager who has 
five years experience in product 
usage, programming and trouble-
shooting. He also has some pre-

Hands-on training gives employees an opportunity to perform. 

vious training experience. The 
training will be conducted on 
Monday morning in a large room 
generally used as an employee 
lunch room. 

The trainer should be prepared 
to work some training aids into 
the presentation, increasing the 
attention span of employees and 
hopefully increasing the percen-
tage of information retained. 

Training aids could be as sim-
ple as a bag of fertilizer or several 
different formulations of ferti-
lizer. Slides, videos, university 
reports, vendor brochures and 
labels could also be used. A flip-
chart or blackboard would also 
be appropriate for such a session. 

The presenter must keep in 
mind that the materials should be 
designed to enhance, rather than 
detract, from the presentation. 

The subject of fertilizers and 
fertilization is quite a large topic. 
Therefore, it must be broken down 
into digestible bits so that the 
trainee can grasp each concept 

before moving on to the next. Each 
concept should interlock with the 
next building a flow into the pre-
sentation, rather than bouncing 
around addressing topics as they 
are remembered. 

An outline can now be pre-
pared. The major topics to re-
member include: definition, com-
ponents, uses and application 
techniques. 

An outline can include as many 
topics as appropriate depending 
on the level of experience of the 
trainee, need for detail and the 
amount of time available. 

The definition can be as sim-
ple as a one sentence explanation 
or it can be broken into a number 
of additional topics such as: bal-
anced, complete and incomplete, 
and their accompanying defini-
tions. Use whatever explanation 
is necessary to help introduce the 
subject and lead into the body of 
the session. 

The components will probably 
(continued on page 42) 



YAZOO! 
"Something Worth Shouting About..'' 

Yazoo mowers have earned 
a reputation for quality and 
endurance among customers 
throughout the most demand-
ing lawn care regions in the 
country For 45 years, commer-
cial lawn maintenance firms 
and coasumers have come to 
depend on our heavy-duty 
components, practical 
design, easy maneuverability 

For nearly half a century, Yazcx) has 
proven that they cut with the best. Join 
our thousands of loyal customers, through-
out the country; as we introduce our 1990 
product line from coast to coast. 

To find out more about the complete 
line of Yazoo products, circle the appro-
priate number on your reader respoase 
card. Or better yet, give us a call, we have 
something uxrrth shouting about. 

V A m n 

and operator comfort. 
Whatev er your application, 

Yaztx) has a mower to maximize 
y our time on the job. Choose 
a cutting width from 20" to 
76"; with high performance 
engines strong enough to meet 
your needs. All Yaz(X) mowers 

are designed for tough 
turf, but their responsive 

handling will 

leave your lawn with a smooth, 
professional finish. 

You'll also like our prices. 
We're able to give you the fea-
tures you want - the rugged 
construction you need - at a 
cost that may surprise you. If 
you are kx>king for superior 
performance and matchless 
value, you can stop kx)king; 
and start shouting... "Yazoof 

Yazoo Manufacturing Company/P.O. Box 449/3650 Bay Street/Jackson, Mississippi 39296/Phone 601-366-6421 



I Formal training 
programs I Informal training by 

management 

Watching other I I Informal training by 
workers do the job | | c I other workers 

1 i 1 
1-49 50-99 

Employees 
100-499 500- More than 

2 million 2 million 

Average number of hours spent in training activities in the first three months 
on the job, by size of employer. Source: Small Business Administration and 
U.S. Census Bureau. 

Training 
(continued from page 40) 

make up the largest section of the 
talk and may or may not be com-
bined with uses. This section can 
initially be broken down as fol-
lows: major nutrients, secondary 
nutrients and minor nutrients. 

Each of these in turn can be 
broken down further into more 
manageable information bits. 

The major nutrients will take 
some time to explain because of 
their nutritional importance to the 
plant. Reference should also be 
made at this point to the three 
numbers on a fertilizer label and 
their correlation to the major 
nutrients. Major nutrients can be 
outlined as follows: 

• N — Nitrogen 
• F — Phosphorus 
• K — Potassium 

The discussion of the major 
nutrients presents a good oppor-
tunity for the use of visual aids. 

The secondary nutrients can 
also be broken down into the in-
dividual components: Fe — Iron, 
Ca — Calcium and Mg — Mag-
nesium. 

If these nutrients are used, it's 
important to explain how these 
materials are adapted to your pro-
gram. Point out that Ca and Mg 
are found in limestone used ex-
tensively in the Northeast for soil 
conditioning. 

The minor nutrients can be ex-
plained next, using any number 
of examples: 

• Fe — Iron 
• Cu —Copper 
• Zn —Zinc 
• C I — Chlorine 

The trainer's explanation of 
these nutrients should point out 
that these nutrients may or may 
not be necessary depending on the 

region of the country and/or the 
soil type. 

The uses can be discussed next 
or in conjunction with the com-
ponent discussion. By handling 
the uses separately from the com-
ponent, the trainer can ask the 
class to participate by naming the 
element in each nutrient category. 
This can literally be a laundry list 
of the elements followed by a brief 
explanation of the uses. 

• Nitrogen — greening 
• Phosphorus — reproduc-

tion 
• Potassium — drought 

stress 
• Sulfur — root streng-

thening 
• Calcium — soil buffering 
• Magnesium — soil buffer-

ing 
• Iron — greening 
• Copper — metabolic pro-

cesses 
• Zinc — metabolic pro-

cesses 
• Chlorine — metabolic pro-

cesses 

Finally, application techniques 
can be discussed. Detail whatever 
techniques will be used in per-
forming daily service work. This 
is an excellent opportunity to 
use a video, if available. Or bet-
ter yet, hands-on training, if ap-
propriate. 

Hands-on will undoubtedly be 
best if time and space permits. 
This type of training requires 
more trainers (veterans) and 
equipment so it must be well-
planned. An additional site, often 
located away from the initial train-
ing area, must be selected. 

Explain how to load the equip-
ment, how to calibrate, walking 
speeds, patterns, overlap, etc. 
This is a very comprehensive 
topic, taking a lot of time, but it 
fits into the flow of a fertilization 
training program. 

The final training outline may 
look like the following: (See next 
column.) 

Practice following a train-
ing seminar gives em-
ployees more confidence 
in their abilities. 

Fertilization 
I. Definition — supplying 

proper nutrients to a 
given plant population 
a) Balanced - 10-10-10 
b) Complete — 15-5-5 
c) Incomplete — 46-0-0 

II. Fertilizer 
a) Major Nutrients (re-
late to fertilizer analysis) 

1. N — nitrogen 
2. P — phosphorus 
3. K— potassium 

b) Secondary Nutrients 
1. S — sulfur 
2.Ca — calcium 

(Limestone) 
3. Mg — magnesium 

(Limestone) 
c) Minor Nutrients — 

(trace amounts) 
1. Fe — iron 
2. Cu — copper 
3. Zn — zinc 
4. CI — chlorine 

III. Uses — Have class 
repeat nutrients 

a) Major Nutrients 
1. N — greening 
2. P — reproduction 
3. K — stress 

b) Secondary Nutrients 
1. S 
2. Ca 
3. Mg 

c) Minor Nutrients 
1. Fe 
2. Cu 
3. Zn 
4. CI 

IV. Application—Hands on 
a) show equipment 
b) demonstrate use — 

calibration 
c) practice 

There are a number of ways to 
set up a training outline. This is 
just one example. The most im-
portant thing to do is organ-
ize the content and flow of the 
presentation. 

Use whatever "buzz words" are 
necessary to keep the session on 
track. 

Once the outline is prepared, 
use it. It may not be used exactly 
as prepared, however, it will pre-
vent straying and/or getting lost 
during a presentation. 

A training outline is a vital tool 
in this business. Develop a good 
one, use it, update it and keep it 
on file. — Dave Jones • 

The author is director of train-
ing for Lawn Doctor Inc., Mata-
wan, N.J. 
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Shaw's Turf Food Insect 
Control with DURSBAN 
We have over 40 years of experience 
supplying the highest quality turf 
products to our satisfied customers. 
Our Shaw's Turf Food Insect Control, 
containing Dursban, can be uniformly 
applied to any home lawns and other 
ornamental and recreational turf grass 
areas. This Shaw's product controls 
insects while feeding your lawn and 
turf areas. 
Shaw's offers fertilizers from the top of the 
line to economical general use-plus 
custom grades that are prepared to 
exact customer specifications. 

Shaw's product "excellence" is 
maintained and guaranteed by strict 
quality control throughout the blending, 
packaging and shipping processes. 

KNOX FERTILIZER COMPANY 
P.O. BOX 248, KNOX, INDIANA 46534 
PHONE: (219)772-6275 / FAX: (219) 772-5878 
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EASTERN MARKET REPORT 

Fluctuating Economy 
Challenges Business Survival 

As the industry be-
comes more sophisti-
cated, the barriers 
to entry become 
greater 

ENTERING THE 1990S, 
many parts of the eastern 

United States are going through 
a building slowdown following a 
construction boom in the last 
decade. This slower economy is 
already having adverse effects on 
the lawn and landscape mainte-
nance industry. 

Business is slowing down. 
Operators are being forced to cut 

back on services or 
• • • • drop prices slightly to 

retain accounts. Sur-
viving a recessionary 
period is a challenge 
many won't be able to 
meet and the number 
of consolidations, buy 
outs and failed busi-
nesses will increase be-
fore the market im-proves again. 

Everything in business is cyc-
lical and Sheldon DuBrow, owner, 
DuBrow Nurseries, Livingston, 
N. J., enjoys trying to keep up. He 
realizes he benefitted from a high 
real estate demand in the early 
1980s. 

"'We got spoiled and fat during 
the boom times. Now we're cut-
ting all of that," he said. "Ev-
eryone knows that business is 
always changing. That's the chal-
lenge. You have to find ways to 
change along with it or be left by 
the wayside." 

Compounding the problem of 
locating and keeping customers 
are those of a still relatively young 
industry that is struggling to grow 
and mature. Customers are be-
coming more educated and aware, 
and operations are becoming 
more sophisticated. Operators to-
day must find solutions to prob-
lems that didn't exist 10 years 
ago. 

MARKET DEMANDS. These 
range from environmental con-
cerns surrounding the use of 

chemicals and disposal of wastes, 
to dealing with a shortage of 
materials caused by their increas-
ed demand to becoming computer 
literate just to survive. 

More small operators are go-
ing to be finding themselves in 
such situations in the next couple 
years if they do not keep up with 
the increasing technology and 
sophistication that the industry 
as a whole has adopted, predicted 
Russ Frith, president Lawn Doc-
tor, Matawan, N.J. 

"As consumers and the indus-
try become more sophisticated, 
the barriers to entering become 
greater," he said. "Today there is 
a battery of regulations and cer-
tifications that weren't there be-
fore. Increased competition calls 
for better marketing methods. 
And while just five or six years 
ago a computer was an office 
luxury, anyone caught without 
one in the next year or two is go-
ing to be seriously disadvan-
taged." 

Whether in lawn care or main-
tenance, Frith said, the driving 
force behind the growing market 
is the same: An ever increas-
ing number of dual-income fam-
ilies who simply do not have the 
time to perform the work them-
selves. 

But he does see a great amount 
of consolidation in this decade. 

"The small operators are go-
ing to have essentially three 
choices in the coming years," 
Frith said. "They'll either remain 
on their own and hope they can 
keep up, turn to franchising and 
keep some level of entrepreneur-
ship or let themselves be bought 
out completely." 

While the market is going 
through a natural down cycle, 
Frith is optimistic about the future 
for the East Coast. 

"If you accept that single fami-
ly dwellings are the mainstay of 

this business, then this a great 
place to be," he said. "The Boston 
to Washington, D.C., area has 
close to one-third of the entire 
country's population. There are 
great potentials there for develop-
ing more business." 

During slow times, one of the 
best ways to secure your position 
in the market is by offering dif-
ferent and original services that 
make you stand out from the 
competition. 

ALTERNATIVE SERVICES. El-
len Kaye Inc., Washington, D.C., 
started providing a seasonal ser-
vice several years ago that has 
become a major source of income, 
according to Scott Jenkins of the 
company. The service is Christ-
mas decorating. 

From November through Jan-
uary, the company puts up trees, 
decorates them, hangs wreaths 
and strings lights in several large 
shopping malls, arhandful of strip 
shopping plazas and in about 100 
bank branches. 

"The service really originated 
from the old plastic flower ar-
rangements that were big in the 
1960s and 1970s," Jenkins said. 
"Our company used to place those 
in apartment buildings, hotels 
and banks. When a couple banks 
wanted more elaborate Christmas 
decorating they asked us." 

The three-month operation 
generates about $250,000 to 
$300,000 in revenues every year. 

"We've definitely built it up, but 
it has some unique problems," 
Jenkins said. "A lot of people don't 
realize how early we start the 
work. For the strip plazas and any 
other outside lighting, we want 
that done the first week or two 
in November. Otherwise the 
weather's pretty bad and we have 
guys working without gloves 
and it doesn't work." 

Surviving the rest of the year 
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depends on long-term work, he 
said. The company is fortunate 
because it's established and en-
joys the benefits of long stand-
ing business relationships with 
clients. 

"There's no doubt we're in for 
a flatter 18-month to two-year 
period," he said. "There's going 
to be a lot of shake out in that 
period. Already I've seen guys 
willing to do jobs for half of what 
I'd do it for. They're in a bind. 
At least by doing that, they might 
be able to salvage some of their 
equipment and maybe get through 
this slump." 

LABOR SHORTAGES. Finding 
labor is proving to be a chore right 
now. The problem is twofold ac-
cording to Jenkins. First is the in-
creased competition. Because 
starting a lawn and landscape 
firm takes a relatively small in-
itial investment, more people are 
trying to start firms. 

But Jenkins doesn't lower his 
prices when he's the high bid. 

"Where is it written that land-
scape work is supposed to be in-
herently cheap? If someone wants 
to do it for those prices, that's their 
business," he said. 

For an established company, 
increased competition means 
its more difficult getting new 
work. "Generally our establish-
ed customers aren't going to raise 

a fuss or quibble about prices. 
They're satisfied with what we're 
doing," he said. 

The other part of the problem 
is the competition for workers 
with the construction business. 
The area has a low unemploy-
ment rate. Even during building 
slowdowns, there is construction 
work going on. 

This year, Jenkins only has 
one large government mowing 
contract. 

"I wouldn't bid on a lot of big 
ones because you cannot find 
foremen in this area," he said. 
"Even if you do hire someone 
from construction, they yell and 
scream that the pay is so much 
lower. Given that kind of com-
petition, we've been going into 
West Virginia and Pennsylvania 
finding 19-and 20-year-olds. 
Hopefully they'll stay on, want 
to learn more and move into the 
middle level jobs." 

PRICE CUTTERS. The bailing 
out of smaller, less experienced 
companies is a natural part of the 
business, DuBrow said. 

"They're not turning a profit, 
they don't know their costs, they 
close," he said. "It's a house-
cleaning, a corrective measure. 
If someone doesn't belong in the 
business, they'll eventually be 
taken out." 

The Jersey area has felt the ef-

A. Impending Legislation D. Higher Material Costs 
B. Building Slow Down E ^ ^ ¿¿¿-On 
C. Grass Clippings Services 

fects from the failure of major 
retailers and slowdowns in both 
the automobile and construction 
industries, DuBrow said. 

Conditions are ripe for anyone 
with a pickup truck and a lawn 
mower to take a stab at landscap-
ing. "It wreaks havoc on us, but 
all you can do is smile and wait 
for the thump. We have enough 
work to sustain us, but we won't 
be growing or getting many new 
customers." 

Ineffective pricing is what usu-
ally kills the inexperienced per-
son, he said. "We understand 
realistic pricing. We can cut back 
some and still survive, but guys 
coming in without the 
background will do it 
for whatever they 
can get. That'll get 
them in the long run." 

It's also a time when 
customers have to be 
wary of the low-priced 
operators. 

"The numbers of 
people going for the 
same accounts are practically 
multiplying by the tens," DuBrow 
said. "But the smart customer, 
while out for the best price, is also 
looking further. He should be 

The bailing out of 
smaller companies is 
a natural part of the 
business. 



looking past the dollar amount 
and further into the firm. He 
should be looking for quality and 
reliability" 

It takes a recessionary period 
to discover how alone you are in 
business, he said. 

"The irony is that there are all 
kinds of books on how to expand in 
good times," he said. "But there 
isn't anything on contracting in 
bad times. When you need the 
work, it's so much tougher to get." 

STRATEGIES. So what is Du-
Brow's plan of attack? 

"Well there's no expanding or 
hiring because you have to pro-
mote good management tactics 
and find ways to cut costs," he 
said. "You also have to step up 
the sales effort just to stay at the 
same point." 

At Eastern Land Management 
in Stamford, Conn., Bruce Moore 
has taken the plunge into a com-
puter design imaging system. The 
system merges current photo-
graphs of a site with digitized 
images of landscape specimens 
to create an accurate image of how 
the site will appear at maturity. 

With mostly commercial ac-
counts, Moore is optimistic the 
imaging system will be an advan-
tage in bidding longer-term 
contracts. 

"It'll give them an accurate and 
exact picture of what we plan to 
do," he said. "That should be a 
plus because most people don't 
get the same thing out of looking 
at drawings that we do." 

While the system was expen-
sive, Moore said, he thinks it will 
pay off. 

"We know we have to diversify 
to survive," he said. "One area 
we're moving into is 
residential installation, 
and this should be a 
great selling tool." 

Moving into the 
higher residential 
bracket is a strategy 
Don Milbierof Ratrissi 
Landscaping, Windsor, Conn., is 
using as an attempt to cushion the 
company from the fluctuating 
market. But doing so involves 
much more than just driving into 
a different neighborhood. 

"We're targeting homes that 
have between $250,000 and 
$600,000 a year landscaping 
needs," he said. "It takes money 
to work in that market. These are 
people who want landscape ar-
chitects and arborists checking the 

landscape periodically. It's not do 
the work and leave without see-
ing the owner." 

Competition has increased re-
cently, Milbier said, but he 
doesn't go head to head with the 
lowball start-ups because they 
don't go after the upper end resi-
dential market. 

"The competition we have is 
legitimate for the most part," he 
said. "Thatmakes it a little easier. 
We're not up against bargain base-
ment pricing." 

Besides the economy, another 
change DuBrow has to go along 
with is finding alternatives to bag-

ging clippings and sending them 
off to the landfill. 

"The real problem here is that 
we've been told we cannot dump 
clippings anymore," he said. "But 
no one has offered or suggested 
any alternative for what is OK. 
Most guys don't have the where-
withal to come up with plans on 
their own." 

DuBrow has been chipping and 
grinding as much of its clippings 
as possible, but the costs for those 

operations eventually have to be 
passed on to customers. 

Another part of the company's 
clippings are collected and haul-
ed off, but DuBrow was pretty 
vague about where they are taken. 

"They're hauled away. We don't 
do any dumping in the state of 
New Jersey," he said. "Beyond 
that I really don't know." 

The disposal of hardscape items 
such as concrete and asphalt is 
much more of a problem than 
organic trash for Jenkins in the 
Washington area. 

"No one wants to take it," he 
said. "It's that simple. You can't 

even get close to a dump or land-
fill with that stuff. We have to have 
it taken care of privately, and that 
really gets expensive." 

Robert Wyman Jr. of Lawn 
Maintenance Co., Arlington, Vt., 
has already changed his method 
of clippings disposal even though 
it hasn't become a major issue in 
the state. 

The commercial mowing firm 
either uses dispersal mowers for 
cutting grass or, if owners don't 

agree to that, the crews bag the 
clippings and puts them some-
where else on the property. 

He also predicted that tree 
spraying will soon come under 
fire and be faced with restric-
tive legislation. Some industry 
critics target tree spraying because 
the spray is often directed in the 
air. In addition, when the leaves 
fall they are not as carefully re-
trieved as grass clippings. 

"I'm pretty friendly with sev-
eral state legislators and I know 
that right now this is just light 
cocktail conversation, but even-
tually it will be introduced and 
probably passed," he said. 

While Wyman has enjoyed con-
siderable growth and seen com-
petition increase, he said, Ver-
mont generally is wide open and 
ready for the "big boys" to come 
in. The area has a large concen-
tration of secondary homeowners 
from New York and New Jersey 
who are familiar with large com-
panies' names, and sometimes ask 
why they aren't in the area. 

"If one of them made an effort, 
they could really do a lot of bu-
siness in this area," he said. 

Just outside of Washington, 
Bruce Phillips, J.H. Burton & 
Sons, Olney, Md., is experienc-
ing many of the same problems 
related to the building slump. But 
being more involved in commer-
cial installation, he's facing the 
increased problem of finding 
larger trees that everybody seems 
to want. 

"Finding the 5-, 6-, and 7-inch 
caliber trees is becoming really 
tough, almost a full-time job in 
itself," he said. "Once you find 
them the prices are so high be-
cause of the demand. Even find-

ing the 3- and 4-inch 
calibers is getting to be 
more of a chore. It's no 
where near as bad, but 
they're not as plentiful 
as they used to be." 

But while housing 
starts are down consid-

erably, one type of work he can 
typically count on is residential 
renovation. 

"The area is really transient. 
Being right outside the capitol, 
people are always moving around 
and not liking the landscape the 
family before them left behind," 
he said. — David West rick • 

The author is Assistant Editor of 
Lawn and Landscape Mainte-
nance magazine. 

There's no expanding or hiring because you 
have to promote good management tactics 
and find ways to cut costs. 
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"TURFLON is more 
effective on the 
broadleaves that 
the competition is 
missing."-
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 with 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 $9.50 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 

'TVademark of The Dow Chemical Company 

Circle 3 on reader service card 

8004 



MOWING TIGHT SPOTS 

Tackling Tough 
Terrain Without Slowing Down 

^ A M RUSSO OFTEN 
W J finds mowing to be an 
uphill battle — literally. 

"Around here, developers add-
ed a lot of hills and ravines to the 
naturally flat land to add char-
acter," said Russo, owner of Bay-
ville, N.J.-based Sam Russo 
Landscaping. "It's created a lot 
of cutting situations we'd ordi-
narily rather not have." 

As maintenance operators 
around the country gear up for 
spring and summer mowing, 
Lawn and Landscape Mainten-
ance magazine asked four top op-
erators how they deal with tough 
terrain — slopes, ravines and tight 
spots around fences and trees. 

Here's their advice: 
For Russo, tackling problem 

turf all comes down to one thing 
— the right equipment. 

"If you've got the right tools 
for the job, you can be twice as 
productive as the guy with the 
wrong tools, and you can charge 
the same price but make more," 
said the operator, whose firm cuts 
2,000 lawns a day. 

In tough situations, Russo calls 
on the DewEze MC70 self-lev-

eling tractor or the Walker mower. 
He uses the Walker, a committed 
bagger, for mowing that requires 
a fine-cut finish, and the MC70 
— which doesn't bag — for jobs 
that don't. 

The DewEze works especially 
well on slopes because its uni-
que design allows operators to re-
main upright while cutting slopes 
as steep as 30 degrees, Russo said. 

Unlike traditional tractors, the 
$15,000 MC70 has two stabiliz-
ing bars attached to its sides, 
somewhat like airplane wings. 
The bars move up and down as 
the terrain's slope changes but the 
MC70's body doesn't, so the 
operator remains seated upright 
and vertical. 

By contrast, workers using 
other tractors end up sitting at an 
angle when they cut on slopes. 
"When it all boils down, the Dew-
Eze just looks civilized," Russo 
said. "The operator can sit upright 
on it when it's going, rather than 
hanging onto the tractor fender 
for dear life to keep vertical." 

Russo said the MC70's special 
design reduces worker fatigue and 
virtually eliminates the risk of 

the tractor tipping over. 
Russo also likes the DewEze's 

70-inch cutting deck and 15-mph 
capability, which add up to almost 
unmatched mowing speed. Dew-
Eze soon plans to market an even 
larger model — the MC144 — 
which features 14-mph mowing 
and a 12-foot cutting deck. 

Despite such speed, neither 
DewEze model bags clippings, so 
Russo only uses his MC70 on re-
tention basins, ravines, roadway 
berms and condominium com-
mons. On finer-cut areas, he pre-
fers the Walker. 

A $6,000 mower, the Walker 
features a 42-inch cutting deck 
and 4-mph speed. Like the Dew-
Eze, the Walker handles slopes 
as steep as 30 degrees, although 
it doesn't allow the operator to 
maintain an upright position. 

Still, the mower features zero-
turning-radius capability, mak-
ing it ideal not only for precision 
cutting on slopes, but also around 
foundations, fences and trees. 

"The Walker just turns on a 
dime, and it never deviates from 
its controls, whether you get on 
an old one or a new one," Russo 
said. "You can be pretty comfor-
table moving around a bird bath 
or awnings or aluminum-sided 
houses." 

And since the Walker's deck 
projects further out than any other 
part of the machine, Russo said, 
an operator can use it to cut "rub-
bing tight" along fences or foun-
dations. 

"You can just slide the deck 
right along a fence and never get 
nervous for a minute that you're 
going to wind up through it," he 
said. "And by applying some 
force, you can just mash off 
whatever doesn't get under the 
deck." 

Russo said the DewEze and 
Walker handle every type of tough 

(continued on page 50) 

The Hustler 640 Hillsider self-levels automatically to keep driver upright when mowing on inclines. 



When Rick Steinau moved up 
to the performance of 

TURFLON, his customers 
gave him a big thumbs-up. 
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"TURFLON* herbicides 
give us about 95% 
control of problem 
weeds- The standard 
three-way products 
give control in the 
80-85% ranger-
Rick Steinau, president 
Greenlon Lawn Care Services 
Cincinnati, OH 

In the lawn care business, vou 
know that exceptional perfor-
mance reduces callbacks and 
cancellations-and costs less 
in the long run. 
Less callbacks. 
"We started using TURFLON 
three years ago," explains Rick 
Steinau. "TURFLON simply does 
a better job on the hard-to-
control weeds like spurge, oxalis, 
ground ivy and wil 
These are the prob < 
that customers usually complain 
about most. With TURFLON, 
we've seen a 25% reduction in 
weed-related callbacks and a 
15% drop in cancellations." 
More savings. 
"We are definitely saving money 
by using a premium herbicide," 
continues Rick. "We know that 
a treatment with TURFLON costs 
about 504 more per lawn than 
a standard three-way herbicide, 
but we actually realize a 30% 
savings in our herbicide program." 
Rick Steinau knows that the 
performance of TURFLON herbi-
cide has made a big, big dif-
ference in his business. Just 
think what it can do for yours. 
Call us to find out more. 1-800-
373-2DOW(2369). 

Move up to TURFLON 

d violets, 
em weeds 

'Trademark of The Dow Chemical Company 

Circle 4 on reader service card 



Diff icul t Terrains 
(continued from page 48) 

turf he faces except thick brush 
or sapling-covered parcels. For 
such parcels, Russo uses a tractor 
with brush hogs, rather than risk 
damaging his more costly equip-
ment. 

On all jobs, Russo recommends 
Mow Deck, a polymer treatment 
his operators spray daily on their 
mowers. 

The friction-reducing product, 
which Russo compared to "Pam 
on a frying pan," eliminates grass 
buildup under the deck, thus 
speeding up mower operation and 
reducing wear and tear. 

A 12-ounce can of Mow Deck 
costs about $8.95 and treats decks 
up to48-inches wide eight times, 
according to Russo. 

CUSTOMER NEEDS. Before 
Florida operator Mike Guthrie 
cuts a single inch of problem turf, 
he sits down with his client to 
determine what look the customer 
wants, and whether it's worth the 
cost and effort. 

"It's a question of making sure 

Before mowing tricky terrain, such as 
a wooded area, operators often con-
fer with their clients to determine their 
exact needs and what equipment will 
be used. 

the client understands what 
they're asking us to do," said 
Guthrie, head of maintenance 
sales and estimates at Orlando's 
Ground Control Landscaping, 

which does $2.3 million worth of 
maintenance yearly. "If you're in 
a good relationship, you can give 
your professional recommenda-
tion and the client will listen to 

you. 
For instance, when one owner 

hired Ground Control to main-
tain a retention basin with a 3-to-l 
slope, Guthrie advised against any 
sort of fine-cut finish, which 
would have required weekly string 
trimming. 

Instead, he suggested using 
growth retardants on the slope 
every eight to 10 weeks, then buz-
zing it to an acceptable finish us-
ing string trimmers four times a 
year. 

"The owners agreed, and the 
cost effectiveness of the growth 
retardants saved them money that 
they put back into landscaping 
other areas," Guthrie said. 

For retention basins needing a 
more polished appearance, Guth-
rie uses 36- or 48-inch Bunton 
walk-behind mowers equipped 
with German-built JLO engines. 

He determines which mower to 
use by looking at the severity of 
the slope involved, how firm the 
soil is and how fine a cut the cus-
tomer needs. 

Wherever soils are too dry or 
wet to mow without leaving tire 

(continued on page 52) 
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^ ^ ^ r way to acquire 

equipment for your 
business is to lease it. We 

specialize in tailoring leases to 
lawn care professionals. Con-
tact us to see how easy it is to 
expand your business. 

FOR DETAILS CONTACT: 
Mike Bush 

BUSH & COOK LEASING, INC. 
185 Park Dr. 

Wilmington, OH 45177 

(513) 382-5502 or 
(800) 766-BUSH 
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• vizard 
the amazing new solution to 
rotary trimmer line problems 

• No more trouble with tr immer line 
— never buy line again! 

• Easy to install on your gas trimmer. 
• Cuts through tough weeds, 

briars and grass. 
• Keeps your rotary tr immer in 

business. SUGG. LIST 
• Guaranteed to save you time! UNDER 

$30.00 

ATTENTION! 
Dealers & Distributors: 

VWEED 
WIZARD 

Get the all-new Weed Wizard in your store now and 
receive a F R E E four-color merchandiser display! 

• Dealer cost only $15.50 per unit. 
• 12 unit minimum opening order. 

CALL TODAY 1-800-262-5122 
WEED WIZARD, INC., P.O. Box 275, Dahlonega, Georgia 3053319) 



Fbrthe cost of a candy bar, "Our customers expect 
and demand quality 
-and we deliver. 
If it costs an extra 
50C a lawn to keep 
customers, it's well 
worth i t : -
Bob Kapp, President and CEO 
Kapp's Green Lawn 
Munster, IN 

How much is customer satis-
faction worth? For Bob Kapp 
of Kapp's Green Lawn, it's worth 
the performance difference that 
TURFLON* herbicide can provide. 
What price customer 
satisfaction? 
"We switched to TURFLON two 
years ago because we weren't 
)leased with our previous her-
)icide," says Bob Kapp. "Cost 
las never been a deciding factor 
in the products we use. The extra 
50C per lawn for a treatment 
with TURFLON herbicide doesn't 
make a bit of difference. In this 
day and age, you simply have 
to retain customers-it costs 
too much money and time to 
replace them." 
Its rewards. 
"TURFLON did a much better 
job, particularly on our problem 
weeds like wild violets, ground 
ivy and spurge," Bob continues. 
"Since switching to TURFLON, 
we've reduced our weed related 
callbacks and service cancella-
tions by 50% from a year ago." 
With performance like that, 
you'll be able to add some sweet-
ness to your bottom line. Call 
us to find out more. 1-800-
373-2DOW(2369). 

Move up to TURFLON 

'Trademark of The Dow Chemical Company 

Circle 6 on reader service card 

9003 



Difficult Terrains 
(continued from page 50) 

or rut marks, Guthrie uses string 
trimmers. He also often string 
trims the crown and base of a basin 
when the customer wants a highly 
polished look. 

Guthrie's workers minimize rut 
marks by using a different star-
ting point each time they cut a 
basin — beginning at the bottom 
one time, the middle another and 
the top on the third cut. 

When finished-cut retention 
basins have ponds at the center, 
Guthrie often recommends ad-
ding aquatic plantings to cut 
maintenance costs. Such vegeta-
tion, he explained, lets operators 
maintain a finished look in the 
basin without mowing or string 
trimming to the pond's edge. 

To cut tight spots — around 
foundations, fences and trees — 
Guthrie recommends creating 4-
to 30-inch dirt or mulch borders 
around the obstacles. Doing so 
lets workers get a finished look 
by only mowing up to the bor-
ders, rather than squeezing their 
equipment against a fence or tree. 

"Defining borders takes what 
can be an unsightly situation 
and instead keeps the appearance 
uniform throughout the proper-
ty," Guthrie said. 

He added that the method gives 
a lawn a polished look while 
eliminating the need for string 
trimming. It also reduces the risk 
of damage to equipment or the 
customer's property. 

To create the borders, Guthrie's 
workers use a non-selective her-
bicide like Roundup® to kill all 
grass within about four inches of 
a foundation or fence, or 30 in-
ches of trees. 

Operators then line the border 
with cypress mulch or, less ex-
pensively, leave it bare. On subse-
quent visits, workers apply more 
Roundup as needed. 

SUGGEST CHANGES. Employ-
ees at Clarence Davids & Sons 
of Blue Island, 111., a Chicago 
suburb, always take a close look 
at a client's horticultural prac-
tices when hired to mow a tough 
area. 

Company Marketing Agent 
Mike Davids said the firm, which 

did $5 million in maintenance 
work last year, frequently sug-
gests changes — such as terrac-
ing an especially steep slope — 
when faced with hard-to-cut 
areas. 

The company sometimes also 
recommends replacing hard-to-
reach turf with ground cover, like 
Purple Leaf Winter Creeper, 
which needs only occasional 
pruning and weeding, rather than 
mowing. 

In ravines, the firm advises ad-
ding riprap — three- to four-inch 
limestone rocks — to improve 
aesthetics and reduce mowing. 
Davids explained that with riprap 
in place, turf doesn't grow in the 
center of a ravine. 

"If you have turf in the center, 
when it gets wet, then dries out, 
it tends to get moldy or blacken-
ed and unsightly," he said. "But 
with riprap, when it's dry, the 
ravine looks OK, and when it's 
wet it looks OK too." 

When changing horticultural 
practices isn't enough, the com-
pany relies on proper tool selec-
tion to tackle difficult turf. 

On hills, the firm uses 21- or 

36-inch self-propelled walk-
behind mowers, depending on 
how steep a slope is and how fine 
a cut the customer wants. Da-
vids said the 21-inch works bet-
ter than the 36-inch on steeper 
slopes and on areas needing a 
finished look. 

Additionally, workers cut at a 
45-degree angle rather than 
straight along a hill, which gen-
erates a stripe effect and reduces 
the risk of mowers tipping over. 

In tight spots, the company uses 
string trimmers, replacing nylon 
cords with steel blades for thick 
cover, like cattails. 

REDUCE SLIDING. In Denver, 
Eldon Dyk, vice president of Al-
len Keesen Landscape Inc., favors 
direct-drive or double-belted 
mowers for slope cutting. 

"Having a double belt helps 
the mower go up a hill a tremen-
dous amount, and having a direct-
drive lets you just crawl right up 
it," said Dyk, whose business 
does $1.5 million worth of main-
tenance yearly. 

"With a single belt, you just 
don't have as much surface area 



on the pulley and the belt slides 
and slides," he said. 44You have 
to help it along by pushing the 
mower, but when people do that, 
there's a risk they'll fall." 

At Dyk's firm, workers use a 
Ferris walk-behind direct-drive 
mower, Toro 44-inch double-
belted walk behind or double-
belted Ransomes Bobcat on in-
clines. The choice depends on 
the size and steepness of the area 
that needs cutting, Dyk said. 

Larger and steeper parcels rate 
the Ferris, while other finished 
areas get cut with a Toro. The firm 
uses its Bobcat on slopes needing 
a less fine cut. 

For especially steep slopes, 
Allen Keesen skips mowers al-
together, using hand trimmers 
to eliminate the risk of equipment 
tipping over. The firm also uses 
hand trimmers to cut small tight 
spots, such as grass around a 
single tree, and employs a 21-inch 
Ransomes on larger tightly land-
scaped areas. 

Most of the ravines Allen Kee-
sen maintains have riprap, so the 
operators generally don't need to 
mow them. Instead, the firm ap-

Special tools, like this 
sidearm mower; are 
needed to cut hard-to-
reach areas. An 
operator can be more 
productive and efficient 
with the right equip-
ment. 

plies Roundup and Surflan as 
needed, then weed-whacks any 
remaining turf. 

PRICING. When it comes to 
pricing, Allen Keesen uses a com-
puter that generates costs based 
on 15 factors, such as equip-
ment speed. Estimators classify 
mowing jobs by three degrees of 
difficulty: easy, medium and 
hard. 

Clarence Davids & Sons first 
decides whether to use a 21-inch, 
36-inch or 72-inch mower in a 
given area, then rates the difficul-
ty of cutting a parcel on a scale 
of 1 to 5. 

The firm also factors crew size 
into the price, since a larger crew 
costs less per-man, per-hour than 
smaller ones. 

"We keep up-to-date time 
studies on how long different 
types of equipment and crews take 
to mow an average area," Davids 
said. "The computer generates 
costs using man-hour estimates 
developed during the 40 years 
we've been in business." 

Ground Control's Guthrie uses 
a simpler formula for pricing. 

He picks the equipment he 
plans to use, determines in per-
centage terms how much slow-
er than normal the machine will 

operate, and charges accordingly. 
If a slope takes 30 percent lon-

ger to mow than similar flat ter-
rain, Guthrie charges the cus-
tomer 30 percent more. 

Russo considers the cost of 
special equipment, added hazards 
his workers face and the chance 
customers will complain about 
tire marks and other damage. 

He charges about $5 to $8.50 
per 1,000-square-feet to fine cut 
tough-terrain areas, compared to 
about $3.50 to $4 for easy access 
parcels. — Jerry Kronenberg • 

The author is a free-lance writer 
based in Cleveland, Ohio. 
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In the battle for healthy ornamen-
tals, only the strong emerge victorious. 
And the weak fall by the wayside. 

Introducing new flowable 
MORESTAN® 4 Ornamental Miticide. 

With MORESTAN, you get the 
strength you need to defeat even the 
worst mite infestations, the type of in-
festation that can devastate an entire 

B S D , 

ornamental crop. Superior performance 
in a water-based liquid formulation, 
free of solvents that can cause photo-
toxicity. With proven knock-down power, 
strong ovicidal activity and excellent 
residual control. 

MORESTAN. For the power to control 
the mightiest of mite problems. 

Mobay Corporation 
A Bayer USA INC COMPANY 

Bayer Ä j 
Morestan is a Reg. TM of Bayer AG. Germany. © 1989 Mobay Corp. 67431 

Specialty Products Group 
Box 4913. Kansas City. MO 64120 



BEDDING PLANTS 

Colorful Landscape 
Uses of Popular Plant Materials 

BEDDING PLANT PRO-
duction has increased al-

most eight times, an average of 
10.7 percent annually, in the past 
17 years and it's easy to see why. 
From transplant until frost, bed-
ding flowers bloom profusely, of-
fering instantly beautiful land-
scapes. 

According to recently releas-
ed 1989 statistics compiled by the 
Professional Plant Growers As-
sociation, Lansing, Mich., five 
annuals account for 53 percent 
of all bedding plants sold. These 
five top-selling species include 
geraniums, impatiens, petunias, 
marigolds and begonias. 

Geraniums account for 18.3 
percent of all bedding plants 
produced, impatiens 12.2 per-
cent, petunias 8.6 percent, mari-
golds 5.9 percent and begonias 8.1 
percent. 

These five tend to be in high 
demand because they grow and 

bloom prolifically in every cli-
mate of the country from spring 
through fall, even longer in the 
South, according to Terry Hum-
feld, executive director of PPGA. 
In addition, they come in a diverse 
range of attractive colors, offer-
ing variety in plant height and 
habit. 

TOP FIVE BEDDING PLANTS. 
Geranium plants are produced 
two ways: from stem cuttings and 
seed. 

Cutting types are generally 
taller so they look better in con-
tainers. Seed geraniums have a 
more compact, branching habit, 
and they are more heat and fade 
resistant than cutting types mak-
ing them ideally suited for trans-
plant in beds and borders. 

George Luchtof Malmbourg's 
Inc., Brooklyn Center, Minn., 
said that cascading-type geran-
iums, although generally used in 

hanging baskets, make a good 
ground cover. They are self-
cleaning so spent blooms don't 
need to be handpicked. 

Lucht, who is known for grow-
ing geraniums, explained that 
"geraniums should be in a well-
drained location, watered when 
they start to dry out and receive 
a 14-14-14 fertilizer. Dried leaves 
and dead blossoms should be 
pinched back." 

Geraniums massed together 
in beds and borders should be 
spaced about 10 inches apart 
while cascading types should be 
planted 12 inches apart. They're 
best used in beds, borders, con-
tainers, hanging baskets, ground 
covers and planters. 

Impatiens are known for be-
ing prolific bloomers in the shade. 
Many new varieties also can be 
grown in the full sun in the North 
— a plus when mass plantings call 
for variances in lighting condi-

ORDER EARLY TO ENSURE QUANTITY, QUALITY OF PLANT MATERIALS 
WITH EACH YEAR'S NEW INTRODUCTIONS, BEDDING 
plant varieties become more exciting. 

New introductions often offer unique qualities, never before 
available in a given species. Growers continually strive for 
greater disease and insect resistance, stress tolerance, height 
variance, standardized growth habit and new colors or pat-
terns within flowers and leaves. 

Many breeders' goals are aimed at developing a complete ser-
ies. A series is many colors (varieties) all maintaining iden-
tical blossom and overall growth habit characteristics of the 
plant. Each color in a series can be identified by its name. 

For example, the 1990 Ail-American Selections Bedding 
Plant award winners are two petunias, "Pblo Salmon" and 
"Polo Burgundy Star." "Polo" is the name for the series. 

The primary advantage to buying two or more colors of one 
series is the assurance that the two varieties will perform uni-
formly. 

PLACE YOUR ORDER EARLY. If you are looking for some-
thing different, growers can provide excellent suggestions 
since they are continually in contact with breeding com-
pany sales representatives. They have catalogs showing 

color pictures and 
clear descriptions 
about each variety 
or series. 

If you decide you 
want specific varie-
ties, the best time to 
talk to growers is 
July through Sep-
tember to discuss 
orders for the 
following year. 

Phil and Dorothy Bartlett, owners of Ocean View Farm, 
Nantucket, Mass., grow and sell bedding plants to landscape 
professionals. And like many growers, they order their seed 
by October. 

Landscape professionals seeking standard plant material in 
quantity should plan ahead if at all possible. Advance notice can 
make a difference between getting the quantity wanted or not. 

Depending on the species, growers need between six weeks 
and four-and-a-half months to grow bedding plants that are 
ready for the outdoors. 

Greenhouse bedding plant trials. 



tions. The key to growing impa-
tiens successfully in full sunlight 
is maintaining a moist, cool soil. 

The height of impatiens de-
pends upon its variety, but they 
can be grown taller with heavy 
feeding and watering. If too little 
fertilizer has been applied, the 
lower leaves will begin to turn 
yellow. This can be remedied by 
applying a 20-20-20 or compar-
able fertilizer. 

Impatiens should be spaced 8 
to 12 inches apart based on the 
size of the variety at maturity. 
Beds, borders, under trees, plan-
ters and hanging baskets repre-
sent attractive landscape uses. 

Multiflora petunias have smal-
ler flowers than grandifloras, but 
have more blooms providing a 
more consistent blanket of color. 

Petunias should be planted in 
areas where water will be sporadic 
since they can grow well under 
dry conditions. They also tolerate 
hot weather and can continue to 
bloom well into the winter in 
climates where it doesn't freeze. 

Faded petunia flowers should 
be picked off to prevent plants 
from going to seed and causing 
the plant to stop blooming before 
the end of the season. 

Petunias perform best when 
planted 10 to 12 inches apart. Ov-
ercrowding these plants tends to 
make them tall and leggy, rather 
than compact and stocky. Good 
growing sites include beds, bor-
ders, flower boxes, containers, 
ground cover and hanging bas-
kets. 

Marigolds are classified in 
three groups: French (short, com-
pact) , African or American (tall, 
large flowers) and triploid (slight-
ly larger height and flower size 
than French). Because triploids 
do not set seed, they keep bloom-
ing in hot weather. 

Late in the growing season, 
when nights become cooler and 

wetter, Botrytis can affect mari-
golds. The best cure is preven-
tive — pluck spent blooms. 

For mass plantings, space 
French types about six inches 
apart, African between 12 and 15 
inches apart and triploids about 
10 inches apart. Marigolds do well 

Begonias should be spaced bet-
ween 7 inches and 9 inches apart, 
depending on the size of the varie-
ty. To maximize a full look in 
sunny spots, plant begonias closer 
together than in shaded areas. 
Begonias make nice flower beds, 
borders, planters and edgings. 

For a more dramatic effect, notice 
how the white trailing through-
out the bed adds interest and 

focal point. 

The key to the 1990s design 
is style, curves or geometric pat-
terns instead of just straight 
lines. 

in beds, borders, backgrounds, 
edgings, cuts and planters. 

Fibrous-rooted begonias grow 
well virtually anywhere in the 
country in ftill shade and full 
sun. 

Begonias can be susceptible to 
disease especially in the South. 
Bronze-leaved fibrous begonias, 
however, are less susceptible to 
diseases than green-leaved var-
ieties. It's wise to transplant be-
gonias early in the growing season 
so they can become established 
before it gets hot. 

The key to producing lovely 
beds of begonias in warmer cli-
mates is to give them plenty of 
water. Begonias do best when 
watered early in the day (overhead 
watering during the heat of the day 
can cause the leaves to perma-
nently become spotted). It's best 
to water with a light trickle irriga-
tion system on a weekly basis vs. 
using overhead sprinklers. 

BEDDING PLANT TRENDS. 
One trend emerging in the 1990s 
is the use of one or two weaved 
colors to form a sophisticated de-
sign. If the two colors are of one 
species, they should definitely be 
from the same series. 

'The key to the 1990s design 
is style, curves or geometric pat-
terns instead of just straight lines," 
Humfeld explained. 

Gery Lebo, part owner and 
grower of Quality Greenhouses, 
a subsidiary of Country Market 
Nursery, Mechanicsburg, Pa., 
believes beds of one color can 
achieve a dramatic effect. Hum-
feld agrees. "People respond 
emotionally to a large splash of 
one or several colors." 

For such an effect, "beds 
should be at least 10 by 50 feet, 
plus or minus, taking into account 
how far away the planting is view-
ed from," Humfeld said. 

He added that beds and borders 



4Judy9 is a flori-
bunda geranium 
having excep-
tional heat tol-
erance. 

with one or two colors of one 
species are easier to create and 
maintain. Many annuals lend 
themselves to such plantings. In 
fact, all five top bedding plant 
species make attractive beds de-
signed with one or two colors. 

Colors that work best together 
face opposite each other on a col-
or wheel. For example, yellow 
and violet or orange and blue 
work well together. 

When using one color in a large 
open area, there is another point 
to consider. Dark-colored flowers 
(such as scarlet begonias or red 
geraniums), planted at the rear 
of a landscape, can offer a more 
interesting focal point than light 
flowers. However, if the back-
ground setting appears dark, then 
light flowers (such as soft yel-
low triploid marigolds or white 
impatiens) provide a better con-
trast. 

Landscapers can create a dra-
matic effect with the wide range 
of greens (yellow- to blue-green), 
in trees, shrubs, ground covers, 
turfgrasses and even flower 
leaves. For example, yellow-green 
leaves look more attractive with 

a red-violet than with red or 
orange, pure red looks best with 
true green foliage and orange-red 
flowers look better against a 
background of blue-green ever-
greens. 

BEFORE BUYING. Start by deter-
mining the optimum location for 
beds and borders. Then determine 
the size and shape beds and 
borders should be. Draw a plan 
on graph paper making sure the 
measurements are accurate. 

Next, determine what species 
will be planted in the area and how 
many plants will be required. Tri-
ploid marigolds, for example, re-
quire 10 square inches (1.4 plants 
per square foot). If the bed 
measures 350 square feet, you can 

figure that 490 plants will be 
needed. 

Unload plants as quickly as 
possible. Check for possible dam-
ages and to see if you received 
what you ordered. If there are 
damages, note the number of 
plants damaged and the type of 
damage, and immediately file a 
claim with your grower. 

When unloading, place plants 
in a protected area until they are 
to be transplanted — in the shade 
and away from heavy winds and 
rain. Bedding plants must also be 
protected from possible frost. 

If the flats feel light, water 
thoroughly until water runs out 
the bottom. To avoid stressing 
bedding plants, water before they 
begin to wilt. It's best to water in 

the morning and again in the ear-
ly evening if necessary. Use a hose 
with a water breaker. 

John Gaydos, greenhouse man-
ager for Bordine's, Rochester 
Hills, Mich., determined that in 
one day, one person can plant 
about 25 flats. As a result, he 
makes certain that when sending 
a crew out to do a job, he sends 
only the number of flats that can 
be planted in a day. 

Before transplanting, prepare 
beds and borders to be planted by 
adding peat to clay or sandy soil. 
Spread a mix of 10-15-15 or 10-
20-10 fertilizer, then till in the fer-
tilizer with the peat and about 5 
inches of top soil to help aerate 
the soil. 

For more information on how 
landscape professionals can use 
and care for bedding plant annuals, 
a Professional Guide to Flower-
ing Annuals is available through 
the Professional Plant Growers 
Association, P.O. Box 27517, Lan-
sing, Mich. 48909. Each copy is 
$2. — Kathy Zar Peppier • 

The author is a horticultural 
writer based in Toledo, Ohio. 
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SPRAYERS FOR THE PROFESSIONAL 

M-100 Standard Ramp — built for 
standard size American made 
pickup trucks. Loading capacity 
1300#. 

M-200 Mini Ramp — built for mid 
size and mini imported pickup 
trucks, trailers and vans. Loading 
capacity 1000#. 
M-300 Porta Ramp — built for any 
size vehicle, trailer or van. Stores 
in vehicle while in transport. Load-
ing capacity 800#. 
M-400 Cab Guard — protects 
driver and pickup truck cab win-
dow. Mounts in minutes. Allows 
maximum bed space and rear win-
dow visibility. 

ALL PRICES INCLUDE FREIGHT 
Call and order direct today: 

w 414-898-4221 

STANDARD BACK PACK CLOSED SYSTEM UNIT 
Available in three tank sizes - 2Vi, 
31/2 and 5 gallon. Swiss precision 
components. Simple to disassemble 
for cleaning. No tools required. Light-
weight. Built to last. 

Pre-mix chemicals in 21/2 gallon poly 
containers. Change chemicals on the 
job quickly, easily and safely. Just 
change containers. Saves time. No 
chemical spillage or waste. 

Sprayers for every 
use. Wide range of 

accessories available. 
Call or write today. 

TREBOR CORPORATION 
4045-A Jonesboro Road • Forest Park, GA 30050 
404/366-0957 • (Outside Georgia) 1-800-331-1449 

Telex 759-353 • Fax 404/366-9582 

from METKO. INC 
1251 MILWAUKEE DRIVE 

NEW HOLSTEIN. Wl 53061 

M-200 



Add Chipco26019toyour 
spray program, and you may add 

a new truck toyour fleet 
miffmu 

The best way to build bigger profits 
into your existing customer base is to add 

CHIPCO® brand 26019 fungicide to your 
regular spray program. 

Here's why! CHIPCO® 26019 provides more effec- ™ 
tive control of more damaging diseases than any 
other fungicide you can use. So, your customers 

get greener healthier, more beautiful lawns. 
Second, CHIPCO® 26019 delivers this broad-

spectrum control for a long time—up to a 
Jull month from a single application. 

srfe< That means it fits perfectly into your 
regular spray schedule. 

Third, CHIPCO® 26019 is 

(WP RHÔNE-POULENC 

dependable. Applied in a preventative pro-
gram, CHIPCO 26019 provides the kind of reli-

able disease control that eliminates 
customer complaints and costly call-backs. 
Best of all, by upgrading your service with 
CHIPCO® 26019, you keep your current 
customers satisfied and build additional busi-
ness through word-of-mouth. 
Add CHIPCO® brand 26019 fungicide to your 
spray schedule today, and you may just have 
to make room for a new truck in your fleet. 

Chipco26019 
.A. Fungicide 

As with any crop protection chemical, always read and follow instructions on the label. CHIPCO is a registered trademark of Rhone-ïtaulenc. C1990 Rhone-R>ulenc Ag Company 



CONTROLLING DISEASES 

Ryegrasses, Tall Fescues: 
Accepted Cool-Season "Varieties? 

THE FINE LEAF TALL 
fescues and the perennial 

ryegrasses are beginning to be-
come more prevalent on home and 
commercial lawns. 

One reason for this is the ad-
vent of hydroseeding. Perennial 
ryegrasses are ideal because they 
germinate quickly, becoming es-
tablished before the hydroseeding 
stabilizing material begins to 
break down. 

Kentucky bluegrasses are not 
well suited for hydroseeding be-
cause they germinate so slowly 
that the soil stabilizing material 
often breaks down before the grass 
germinates to stabilize the soil, 
resulting in wash outs. 

Sometimes a mixture of 
Kentucky bluegrass and peren-
nial ryegrass is used with the 
mistaken idea that the Kentucky 
bluegrass will eventually take 
over. Sometimes as little as 30 
percent perennial ryegrass is 
used in the seed mix with the 
assumption that the majority of 
the stand will be Kentucky 
bluegrass, or that it will eventually 
predominate. 

However, 30 percent perennial 
ryegrass in a seed mix with Ken-
tucky bluegrass will result in a 
turf that is 70 percent to 80 per-
cent perennial ryegrass. 

A lot of the increased use of 
perennial ryegrasses is also the 
result of dissatisfaction with the 

disease and insect problems that 
occurred on the Kentucky blue-
grass, particularly the patch dis-
eases necrotic ring spot and sum-
mer patch (originally mistaken-
ly called Fusarium blight). 

The Kentucky bluegrass also 
had many insect problems in-
cluding grubs, sod webworms and 
chinch bugs. Because of these 
problems, people developed the 
notion that any turf species has 
to be better than Kentucky blue-

grass. 
While the dissatisfaction with 

Kentucky bluegrass is under-
standable from a homeower or 
landscaper's perspective, it's un-
fortunate because effective cul-

tural and biological means of 
managing necrotic ring spot, sum-
mer patch and some of the insect 
problems have finally been de-
veloped. 

Kentucky bluegrass should still 
be the species of choice for the 
northern areas of the cool-season 
grass growing region. 

PERENNIAL RYEGRASS. The 
main problem with the perennial 
ryegrasses is that they have several 
disease problems including dollar 
spot, brown patch, Pythium 
blight, crown rust, red thread and 
Typhula blight. 

Perennial ryegrass is the turf-
grass species most susceptible 
to Pythium blight. It is the sec-
ond most susceptible species 

(after the tall fescues) to brown 
patch. 

In most cool-season grasses, 
red thread can he managed by ap-
plying adequate levels of nitrogen. 
But the perennial ryegrasses are 
so susceptible that they require 
fungicide use for effective red 
thread management, particular-
ly in the cool weather of the fall. 

None of the previously men-
tioned ryegrass diseases lend 
themselves readily to cultural or 
biological management. 

Whereas the severity of dollar 
spot, crown rust and red thread 
can he reduced by increased ni-
trogen rates, they still require 
fungicide applications for accep-
table levels of management es-
pecially in fall when plant growth 
begins to slow down. 

In the southern areas of the 
cool-season grass region where 
Pythium blight and brown patch 
are severe problems, reducing or 
eliminating nitrogen applica-
tions during the warm summer 
months will reduce the severity 
of these diseases, but not eliminate 
them. 

Acceptable levels of manage-
ment will still require fungicides. 
The severity of Typhula blight 
can also be reduced by avoiding 
nitrogen fertility in the fall that 
causes the ryegrass to be in a suc-
culent condition going into the 
winter. Fungicides are still nec-
essary to prevent severe turf 
loss in areas of permanent snow 
cover. 

FINE LEAF TALL FESCUES. 
Fine leaf tall fescue use and ac-
ceptance has been much slower. 
This is unfortunate because it is 
an ideal turfgrass for the southern 
areas of the cool-season turfgrass 
region and for the Kentucky blue-
grass/bermudagrass transition 
zone. 

(continued on page 62) 

Kentucky bluegrass is still the 
best species for the northern, 
cool-season growing region. 



YOUVE GOT AVUSTOMER FOR LIFE, 

WHEN YOU TREAT 
YOUR CUSTOMER S LAWN 

IKE YOUR OWN ... 

Getting a new customer can 
be a whole lot harder—and a 
lot more costly—than doing the 
kind of good job that keeps an 
existing customer. And keeping 
a single customer can mean 
thousands of dollars over the 
life of your business. 
We're in it for the long 
haul, too. 
For over 25 years, The 
Andersons has provided the 
kind of proven product line-

up and results-getting perfor-
mance that has helped hun-
dreds of lawn care operators 
grow their businesses in 
healthy ways. 
Our broad range of fertilizers, 
herbicides, insecticides and 
combination products have 
helped us win over many a 
customer. And our product 
quality, consistency, excep-
tional service and reliability 
have helped us keep them. 

the professional's 
partner 

Andersons 

We'd like the chance to prove 
ourselves to you. We think 
you'll find we're good people 
to do business with. 

Personal service. Consistently high product quality. Technical service. Proven performance. All backed 
by a genuine integrity that is all too uncommon in today's business world. That's The Andersons. 
© 1989 The Andersons 

Call us toll free, 1-800-225-
ANDY for a comprehensive 
full-line Selection Guide or 
for the name of 
your nearest 
distributor. 
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THE BEST PERFORMING, 
MOST ADVANCED MOWER 

Just a squeeze of the 
controls. That's all it takes 
to move Scag's new zero-
turn, dual-hydro walker 
from forward to neutral to 
reverse. Scag's unique 
control system allows you to 
select variable speeds for 
efficient, comfortable 
mowing. From fast to slow 
and anything in between. 
With independent power to 
each wheel, hillside cutting 

Cast-iron Hydro Drive 
Two heavy-duty White 

motors and two Sundstrand 
pumps combine to give this 
new Scag walker the 
smoothest operation in the 
business. This heavy-duty 
cast-iron motor drive system 
is engineered to last the life 
of the machine. 

No-Scuff Turning 
Everyone knows how to 

turn a commercial walker. 
Simply lock up one wheel 
and drive forward with the 
other. But look at the lawn 

Conventional 
Pivot- Point 

Turning 
Scag Counter-

Rotation Turning 

when you're done. Turf 
scuffed. Wheel marks 
everywhere. Scag's zero-
turn walker turns on a dime 
without leaving any damage. 
That's because Scag's unique 
design allows one wheel to 
rotate forward while the 
other rotates in reverse. It's 
the smoothest turning mach-
ine in the world. 

Unmatched Cutting 
Performance 

When it comes to a 
smooth, manicure-finish cut, 
nobody beats Scag. An 
extra-wide discharge chute 
disperses grass so well that 
catchers are often un-
necessary. The walker's 
wide stance means virtually 
no scalping. And larger tires 
provide better flotation, 
traction and curb climbing. 
The Scag zero-turn walker 

simply gives you better 
cutting performance than 
any other machine. 

Simple To Service 
Each component of the 

drive system can be easily 
removed or serviced in 
minutes. That means less 
down time and less labor 
cost. Unlike complicated 
hydrostatic transaxles, you 
simply replace one compo-
nent, instead of the entire 
system. And Scag backs this 
new drive system with a 
two-year commercial 
warranty. 

Try the new Scag zero-
turn, dual-hydro walker at 
your Scag dealer today. 

SIMPLY THE BEST 

POWER EQUIPMENT 
Subsidiary of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive, Mayville, Wisconsin 53050 

© SCAG POWER EQUIPMENT. 1989 ALL RIGHTS RESERVED 

is more accurately 
controlled. And 
with positive 
reverse, you can 
back out of a tight 
spot or up an incline. 



Cool-Season Diseases 
(continued from page 58) 

Many agronomists who were 
educated in the northern areas of 
the cool-season grass zone be-
came enamored with Kentucky 
bluegrasses and unsuccessfully 
tried to adapt them to the warmer 
area of the cool-season grass re-
gion and transition zone. 

Also, many northern home-
owners wanted to bring the Ken-
tucky bluegrasses with them as 
they migrated South. They found 
it hard to get accustomed to the 
straw-colored appearance of dor-
mant bermudagrass. 

To many of these same people, 
tall fescue was considered a weed, 
and, in a Kentucky bluegrass 
turf, it certainly was. 

The wide-bladed Kentucky 31 
tall fescue cultivar, which was the 
only commercially available 
cultivar for many years, did not 
provide a high quality appear-
ing turf even though these lawns 
were often the only green lawns 
in a southern suburb during a hot 
August. 

This may explain part of the 

Kentucky bluegrass turf (left), dollar spot on perennial ryegrass (right). 

reluctance on the public's part to 
accept the new fine leaf tall fes-
cues that are now being recom-
mended by agronomists in these 
regions. 

The fine leaf tall fescues do 
make an excellent home lawn 
turf in the southern cool-season 
grass region and transition zone. 
In these regions, deep root sys-
tems make the tall fescues much 
more drought tolerant than the 
Kentucky bluegrasses or peren-
nial ryegrasses. 

They are also much more heat 

tolerant than the other grasses. 
The fine leaf tall fescues have 

only one major disease problem, 

August, but fungicide applica-
tions are necessary to manage the 
disease. 

The problem is not having any 
fungicides that provide long term 
management of brown patch. 
Daconil 2787 is probably the 
most effective fungicide for 
brown patch management, but it 
requires an application every 10 
days. This type of schedule does 
not fit the normal six-week treat-
ment interval of a typical lawn care 
company. 

A new product called Prostar 
from NorAm Chemical Com-
pany, currently registered only 
under an experimental use per-
m i t í a n provide up to four weeks 
of brown patch management. If 

Agronomists became enamored 
with Kentucky bluegrasses and un-
successfully tried to adapt them 
to warmer cool-season regions. 

brown patch. The severity of this 
disease can be reduced by eli-
minating nitrogen during July and 

Prostar finally receives a full 
registration from the Environ-

(continued on page 64) 

flow to make 
your career grow. 

Join PGMS. GROUNDS MANAGER: The Society 
treats your career with loving care • S H A R E 
K N O W L E D G E AND I D E A S at the Annual Confer 

ence and Trade show • 
DISCOVER new ideas every 
month through the newslet 
ter • R E C E I V E P R O F E S -
S IONALCERTIF ICATION: A 
peer review may earn you the 
title of Certif ied Grounds 

Manager • S U R V E Y S ON O P E R A T I O N A L 
P R A C T I C E S made available to members • 
$5,000.00 accident and dismemberment in-
su rance • Awards for outstanding achieve-
ment • W O R K S H O P S give you management 
skills • RECEIVE D I S C O U N T S o n rental cars 
and horticultural publications • Estimating 
Guide, Management Guidelines, Eorms and 
Job Descriptions. Join today. Your career will 
take root and grow. 

' C l ip and ma i l to P r o f e s s i o n a l 
V Grounds Management Society, 12 

Galloway Avenue Suite IE Cocheyv 
v i l le Mí) 21030 or phone (301» 
667 1833 

Professional 
Grounds 

Management 
Society 

i 

TO: PROFESSIONAL 
GROUNDS MANAGEMENT 
SOCIETY 
12 Galloway Avenue 
Suite IE, Cockeysville, MD 21030 
YES! I want to give my career a professional edge. Please send more informa-
tion on what PGMS can do for me. 
Name 

Company 

Street 

City & State Zip . 

Area Code and Telephone Number 



Better than anyone, you know the 
value of having the right tool for the job— 
equipment that is always up and running 
strong, never down and draining profits. 
Pure quality f rom start to finish. That's 
why rugged Echo power equipment is 
proven and preferred by the toughest 

customers around—those that earn a 
living with t h e r i g h t tool . 

See your ECHO dealer today. He's proud 
to stand behind every ECHO product. 
You'll find him in the yellow pages. Or 
call (708) 540-8400. 

JECHO 
THERMIT T N I 

® 

Circle 8 on reader service card 

ECHO INCORPORATED, 400 Oakwood Road, Lake Zurich, IL 60047 (708) 540-8400. 



REVOLUTIONARY 

NEW PRODUCT 

HETHIR 
i t « i m i l 

LIQUID SPRAY 
WATER LAWNS AND 

GARDENS LESS, HELPS 
COMPLY WITH MANDATORY 

WATER RESTRICTIONS 
MAKES FERTILIZER WORK BETTER 

1 GALLON COVERS 12,800 SQ. FT. 
ALSO COMMERCIALLY AVAILABLE 

M A N U F A C T U R E D BY 

AGRI-MART, INC." 
9302 D E N T O N A V E N U E 

H U D S O N , FLORIDA 34667 
1-813-869-1212 

REP'S A N D DEALERS 
INVITED 

Circle 50 on reader service card 

Warranty applies against workmanship and defects. Leasing Available 
P.O. Box 888 • Beatrice, NE 68310 • Ph. 402-228-4255 • FAX 402-223-4103 

Quality you'W ask for again and again! 

foliar insects. 
Endophytes protect grass plants 

from foliar insects by producing 
a toxic substance that kills insects 
that ingest it during feeding. It 
is a non-specific toxin that is fatal 
to all foliar insects, at least at 
the current time. 

For perennial ryegrass and 
fine leaf tall fescue, this usually 
means protection from sod web-
worms, billbugs, chinch bugs and 
aphids. The reason it only pro-
tects against foliar insects is be-
cause endophytes are found 
in the above-ground portion of 
the plant — leaves, stems and 
seeds. 

They are not found in the roots 

C o o l - S e a s o n D i s e a s e s 
(continued from page 62) 

mental Protection Agency, it 
should go a long way toward 
solving this problem. 

INSECT MANAGEMENT One 
advantage both perennial rye-
grass and fine leaf tall fescues have 
over Kentucky bluegrass is that 
many cultivars contain endo-
phytes. 

Endophytes are fungi that live 
intra-cellularly in a host plant in 
a mutualistic, symbiotic relation-
ship. The plant provides the fun-
gus with nutrition and the fungus, 
in turn, protects the plant from 

Pythium blight in perennial ryegrass. 

and, therefore, have no effect on 
grubs. 

The tag on the seed bag in-
dicates whether a cultivar con-
tains endophytes and if so, the 
percentage of the seed that does. 

tend to gradually die in the seed 
over a two-year period, particu-
larly since they are not refrig-
erated. 

The use of perennial ryegrass 
or fine leaf tall fescues that con-

F i n e leaf tall fescues make an ex-
cellent home lawn turf in the 
southern cool-season region. 

The author is a professor, botany 
and plant pathology, Michigan 
State University, East Lansing, 
Mich. 

For best results, 80 percent or 
more of the seed should contain 
endophytes. 

The seed should be freshly har-
vested because the endophytes 

tain endophytes will biologically 
manage an important group of 
turfgrass pests, namely the foliar 
insects. 

This will eliminate the need for 
insecticide applications, except 
for the grub problems. 

You should consult the turf-
grass expert in your area for en-
dophyte containing cultivars of 
perennial ryegrass or fine leaf tall 
fescue that are adapted for your 
area. — J. M. Vargas Jr. • 

The value of a lifetime. 
• Every PRO-Line mower carries a lifetime warranty on 
the front deck. 

That's value. But Encore doesn't stop there. 
PRO-Line mowers, 32" to 60", are built tough, with 

simple yet reliable features that increase 
productivity, not price — including five 
forward speeds, a quick trimming deck 
design and high-lift blades. 
• Once you've tried the PRO-Line, you'll be 
back for another Encore. 

It may be a PRO-Line mower, Encore's 
Power-Thatch or a PRO Blower. But 

you'll be back. Encore quality is 
something you'll ask for 
again and again. That's 
the value of a PRO. 

MANUFACTURING CO.. INC 



FREE LITERATURE 
Mail in the coupon below for further information 

or call 414-225-2222. 

Please send me further information 
• Mi/organ ite's Specialty Fertilizer Program 
• Milorganite's Iron — Technical Bulletin 

C I 
PHONE' 

Mail to: Milorganite • P.O. Box 3049 • Milwaukee. W! 53201-3049 
Circle 28 on reader service card 

NATURAL ORGANIC 

Milorganite 
FERTILIZER 

America's 
Number One 

Natural 
Organic 
Fertilizer 

• Many of the finest parks and grounds 
in America are fertilized with Milorganite. 

• Non-burning, cost-effective, turf fertilizer. 

• Rich in organic iron — 4% minimum 
guaranteed. 

• 90% Water Insoluble Nitrogen (W.I.N.), slow 
release nitrogen promotes vigorous growth. 

• Supplies humus and improves water holding 
capacity of soils. 

• The golf course choice. 



There is some turf even DURSBAN can't protect. 
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Granted, DURSBAN* TUrf Insec-
ticide won't do you much good 
in a dark alley. But when it's 
time to get tough on surface-
feeding insects, it doesn't make 
any sense to take chances. 
What makes sense is using the 

industry standard-DURSBAN 
insecticide. 

More muscle for your 
money. Nothing's meaner on 
Chinch Bugs, Billbugs, Sod 
Webworms and other surface-
feeding thugs. Nothing. And 

there's simply no better value 
for liquid lawn care applications. 

One tough insecticide. 
What's more, DURSBAN Tlirf 
Insecticide offers excellent resi-
dual, low odor and superb broad 
spectrum control. The kind of 



control you've come to expect-
ant! customers demand. 

So arm yourself with 
DURSBAN TUrf Insecticide. And 

keep surface feeders off your 
turf. Wearing a black leather 
jacket during application is, of 
course, not recommended. 

DURSBAN TUrf Insecticide- The Professional Choice. 

JSf 
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"IYademark of 
The Dow Chemical 

Company 



INTEGRATED PEST MANAGEMENT 

Initiating IPM 
Into Your Maintenance Services 

AS A LANDSCAPE 
manager you probably 

have heard about integrated pest 
management. You may have a 
good grasp of the principles of 
IPM and are convinced of its value 
in pest management. But being 
sold on IPM and selling it are two 
different things. 

Recently many landscape 
maintenance companies have 
started offering IPM-based main-
tenance programs to their clients. 
These programs are an excellent 
alternative to the use of cover or 
insurance sprays. Through the use 
of a system of monitoring visits, 
cultural and biological control 
tactics and properly timed pes-
ticide applications, IPM-based 
programs can reduce pesticide use 
and still ensure a healthy and at-
tractive landscape. 

rally do not fail because of tech-
nical reasons. Most companies 
make an effort to use sound IPM 
tactics, and technically their pro-
grams are a success. The failure 
comes, however, in the area of 
marketing and client services. 

In this article the development 
and marketing of an IPM-based 
pest management program will 
be discussed, as well as ways 
to maintain client satisfaction. 
Three important points to con-
sider when developing an IPM-
based landscape maintenance 
program are included. 

REALISTIC EXPECTATIONS. 
Clients must have realistic expec-
tations of the program. Despite 
present concerns about pesti-
cides, there are still clients that 
won't accept anything short of a 

Clients should expect a healthy 
landscape. A perfect landscape, 
however, is not realistic. 
Despite the environmental 

benefits, however, acceptance by 
clients has been sporadic. Some 
companies have enjoyed great 
success with IPM-based pro-
grams while others have exper-
ienced only failure. Why the 
difference? 

IPM-based programs gene-

nuclear bomb when it comes to 
controlling pests on their trees and 
shrubs. 

The indiscriminate use of pes-
ticides to satisfy these clients is 
not recommended, however, it 
should be understood that the 
landscaper's objective, environ-
mentally sound management of 

the landscape, and the client's 
objective, a perfect landscape, are 
different. 

To prevent future misunder-
standings, the realistic expecta-
tions of enrolling in an IPM pro-
gram must be explained. Make 
prospective clients aware that 
certain types of plant injury, such 
as minor defoliation, does not 
necessarily decrease a plant's 
vitality. 

Most clients will tolerate minor 
plant injury if they are assured it 
will not adversely affect the health 
of the plant. Clients should ex-
pect a healthy landscape. A per-
fect landscape, however, is not a 
realistic expectation. 

EDUCATION IS KEY. Educat-
ing the client is the key to suc-
cess. In a typical cover or spec-
ialty spray program, someone 
comes out to the client's property 
and sprays a pesticide on one 
or more plants. This is a fairly 
straightforward service in which 
the client pays for a certain amount 
of chemical. 

An IPM-based program is 
significantly different. The value 
of the activities you perform is 
not immediately apparent. For ex-
ample, to properly conduct a 
program you must monitor 
clients' properties. This means 
you will be walking through their 
yards checking the plants for pest 

or health problems. 
Perhaps you will find nothing 

that requires treatment during a 
visit; should clients pay for that 
visit? They must if you plan to stay 
in business, but don't be suprised 
if uninformed clients complain 
about paying for this service. 
Comments like "All you did was 
walk around my yard last week; 
I'm not paying for that!" can oc-
cur if the progam is not properly 
presented. 

The best way to explain the 
value of monitoring is to package 
your program as plant health care, 
not pest management. Explain 
that your program is really a 
health maintenance organiza-
tion for their landscape. 

Most people are aware of 
HMOs, perhaps they even belong 
to one. The premise of an HMO 
is that regular check-ups (moni-
toring) will detect health prob-
lems before they become too 
serious. HMOs also encourage 
preventive care such as regular 
exercise and a proper diet to pre-
vent or minimize certain dis-
eases. 

Most people understand this 
concept, that a healthy body is 
more resistant to infection. The 
same is true for plants. Explain 
to your prospective client that 
what you are proposing is an 
HMO for their landscape. You 
will provide regular check-ups 

Using a Shigometer to evalu-
ate the vitality of a tree (left); a 
healthy fraxinus quadrangulata 

(center); an operator discussing 
findings with a client (right); 

page 69, checking for pests is 
important but not the only 
function of IPM (left); and 

make clients aware of any 
structural problems their 

trees have (right). 
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(monitoring) and care treatments 
(cultural, biological and chemi-
cal) to maintain and improve the 
health and appearance of their 
landscape. 

TARGET THE CLIENT The fo-
cus of your program is not the 
pest or the plants, but the client. 
The pests and plants are not pay-
ing for your program. You can 
have the finest program around, 
but if the client is left out, it is 
going to be an academic success 
rather than a business one. 

In a marketing study I con-
ducted several years ago, I found 
that people receptive to IPM-
based programs were general-
ly concerned about their land-
scape. They may not have the time 
or knowledge to care for their 
landscape, but they are interested. 
They want to be kept informed. 

If they are home during a 
monitoring visit and want to ask 
some questions, take the time to 
talk with them. Don't worry that 
it will throw you off schedule. A 
schedule won't be necessary if 
everyone drops out of the pro-
gram. 

Show your customers what you 
have found, point out any new 
plant health concerns and inform 
them of the success or progress 
of any past care treatments. If the 
client is not at home during a 
monitoring visit, leave a door 

hanger so they know you were 
there. Make sure your telephone 
number is on the hanger in case 
they have any questions. 

After every monitoring visit, 
the client should receive an in-
spection report. The report 
should explain what you have 
found: what plants were affected, 
where those plants were and what 
is being done about the problem. 

For example, in a June or July 
report you might say the paper 
birch on the side of the house is 
maintaining a high level of vita-
lity, hence bronze birch borer 
pesticide treatments are not nec-
essary. Keep the reports brief, but 
informative. 

Vague reports result in the 
failure of many programs. Vague 
reports such as "We found some 
pests and treated them," are use-
less. Pest situations with no spe-
cific treatment should also be 
reported. These inspection re-
ports are your primary contact 
with your clients. Without these 
reports, they will not know what 
you are doing. 

BILLING. Another important 
client contact is your billing. 
There are two common billing 
methods: Charge a contract price 
for monitoring with all care 
treatments billed on an as per-
formed basis, or charge a contract 
price for the entire package — 
monitoring and care. 

Either will work, however, you 
may want to start out using the 
first method. You might tell a pro-
spective client that the monitor-
ing will cost $200 per year, for 
example, and for that price their 
landscape will be inspected six 
times. Any care treatments you 
provide will be billed separately, 
but according to set rates and on-
ly with the client's approval. 

In other words, if during a 
monitoring visit you notice a scale 
infestation you would notify the 
client of the problem, explain it 
can be treated with a timely ap-
plication of oil and the price will 
be $30. If they approve it, you 
return and apply the treatment. 

The advantage of this method 
is that you don't have to esti-

mate the total cost 
of treating the en-
tire landscape for 
the year. This is an 
important advan-
tage, especially 
when you first init-
iate an IPM-based 
program. It often 
takes a couple of 
years of good rec-
ord keeping before 
you can predict 
what problems may 

occur in a particular landscape 
and what it will cost to treat them. 

While good for the beginner, 
there are two primary disadvan-
tages to using this method. First, 
clients may be leery of the pos-
sibility of extra charges since care 
treatments may cost more than 
they can afford. 

Second, this method is not ef-
ficient. First, you identify the 
problem, then you get the cl ient's 
approval for treatment and then 
you go back to provide the treat-
ment. You end up making two 
visits for something you might be 
able to take care of in one. 

In addition, the delay while get-
ting approval might make the 
treatment ineffective. For exam-
ple, if it takes too long to obtain 
the client's approval in the scale 
problem mentioned earlier, it 
might be too late for effective con-
trol with oil. 

In time you'll find that the sec-
ond method is best for both you 
and your clients. A contract price 
for the entire program enables the 
client to budget the expense easier. 
For the client there is a greater 
peace of mind in knowing that it 
is going to cost $400 — no less 
and no more — to manage the 
health of their landscape in one 
year. 

It's also more efficient for the 
landscaper — no longer do you 
need client approval before im-
plementing treatments. If some-
thing can be taken care of during 
a monitoring visit you do it. 

As in the first case, there are 
disadvantages to this method. You 

While it's important to manage pests, keep in mind that the focus of the program is the client. 



have to be clear in defining what 
services and treatments are in-
cluded in the price. Certainly the 
price should include monitoring 
and any pesticides, but what about 
fertilizing and pruning? These are 
two critical treatments for improv-
ing the vitality of trees and shrubs. 
If you keep the plants healthy, 
there will be fewer pest problems 
that require pesticide treatments. 

It's recommended that you in-
clude fertilizing in your service 
price. With a little practice, you 
can quickly estimate the fertiliz-
ing cost for a landscape, partic-
ularly since it's a treatment that 
does not require a lot of equip-
ment. Pruning is another matter, 
however. 

For many mature landscapes, 
the initial pruning cost can easily 
exceed the price of the rest of the 
program. As a result, you may 
want to leave out pruning from 
your contract price. 

Instead, tell your clients that in 
the inspection reports you will 
prioritize their pruning needs and 
provide an estimate to do the work. 
You may want pruning recom-
mendations to be the focus of your 

final inspection report. That way 
the pruning can be spread out dur-
ing the winter months. 

The main disadvantage of the 
second billing method is that you 
have to be good at estimating your 
costs for the year. To make an ac-

curate estimate, use the key plant 
concept: Certain plants within a 
geographical area are going to 
have most of the pest problems. 

In the upper Midwest, for ex-
ample, honeysuckle, birch and 
crabapple can occupy a lot of mon-
itoring time and require treat-
ments for a multitude of pest- and 
site-related problems. If a proper-
ty contains these plants, budget 
extra visits to provide these treat-
ments. Before starting, formulate 
a list of key plants in your area 
and the cost of treating each plant. 

MONITORING SCHEDULES. 
Regardless of the billing method 

you use, you'll have to develop a 
monitoring schedule. You need 
to assure the client that the con-
tract price includes a minimal 
number of monitoring visits. 

Most programs provide bet-
ween six and 12 monitoring visits 

a season. The number generally 
depends on the length of the grow-
ing season. Plan your first visit 
just prior to bud-break and your 
last after the first hard frost. For 
example, if your first visit falls 
in April and the last in October, 
monitoring visits total seven. 

You don't have to visit the pro-
perty exactly once a month. Most 
pest problems occur in the spring 
and early summer so you may find 
that your visits are timed three 
weeks apart at the beginning of 
the season. When fewer problems 
occur, however, the visits may be 
every five weeks. 

Remember, these are monitor-

ing visits. You'll probably be on 
the property more times than this 
since not all care treatments can 
be scheduled during a monitor-
ing visit. Certain diseases may re-
quire weekly fungicide applica-
tions in the spring, for example. 
But try to anticipate what prob-
lems may occur during a monitor-
ing visit and what appropriate 
treatments can be provided. 
Anytime you can save a trip, it 
saves you money. 

This advice should be useful in 
developing your individual pro-
gram. Don't be too discouraged 
if you only have a few clients the 
first year or two. Actually that's 
good. You can spend the time lear-
ning the frade and refining your 
procedures. 

It may take three or four years 
before you have a large client base. 
Stay with it, learn from your mis-
takes and remember you are pro-
viding a much needed and impor-
tant service for your clients and 
the community. — John Ball • 

The author is manager/tree care 
and landscaping for Arrowhead 
Tree Service, Duluth, Minn. 

Some bad news 
far your grubs to digest. 

Ringer Grub Attack is the only milky spore 
product made by a patented fermentation 
process. You can apply it in granular or 
powder form to match your management 
practices. It has a very low order of mam-
malian toxicity 

Milky Spore is the name given to a natural 
soil microbe that is a death sentence for Japanese 
beetle grubs. The spores enter the insects body 
cavity and germinate, turning the grub "milky white." 

When the grub dies, it releases billions of spores 
back into the soil to kill more grubs. 

A properly timed application will control 
grubs 15 to 20 years. So if you apply Grub Attack 
this spring, it will still be attacking and 
controlling grubs 15 to 20 springs from now 

For information and the name of your closest 
distributor, call or write: Ringer Corporation. 

9959 Valley View Road. Minneapolis. MN 55344. 
612-941-4180. FAX: 612-941-5036. 

© Ringer Corporation. 1990 

Grub Attack 
Better naturally 

Don't be too discouraged if you 
only ha\/e a few clients the first 
year or two. Actually, that's good. 
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The Surest Way To Get 
Ahead WhenYoute Behind. 
Growing commercial landscape businesses are get- 16-1/2 acres per 8 hour day. And with a nationwide dealer 

ting behind Ransomes' Bob-Cats. These rugged, easy to handle network for parts and service support, it's easy to see why 

mid-size mowers are built for daily use. landscape professionals the world over 

Each "Cat" is built with state-of-the-art ^ H j ^ J S l S f i l l i f t l ^ ^ l choose Ransomes over the competition, 

precision utilizing high quality commercial grade components So, get behind a Bob-Cat. You're sure to get ahead, 

to assure ease of maintenance with less down time. For more information or a free demonstra-

Engineered to provide economical performance in cut- tion, see your nearest Ransomes' 

ting widths from 32" to 54", these "Cats" glide through 9-1/2 to dealer, or call (414) 699-2000. 

WHERE GREAT IDEAS START. 
RANSOMES. INC. ONE BOB CAT LANE. JOHNSON CREEK. W1 53038 

RANSOMES 



FINANCIAL CORNER 

SURVIVING A VISIT FROM THE INTERNAL REVENUE SERVICE 
WITH NEARLY ONE HUNDRED MIL-
lion tax returns coming in annually, it's 
no wonder the Internal Revenue Service 
audits only a small percentage of them 
each year. However, if the IRS comes 
knocking at your door, here are some 
facts on tax returns that are most likely to 
come under IRS scrutiny, according to 
IDS Tax Services, a division of IDS 
Financial Services Inc. 

First, there's the random audit from 
which no taxpayer is immune. These re-
turns are computer selected by Social 
Security numbers to generate a statistical-
ly valid random sampling. The statistics 
are then used to update a computer pro-
gram that kicks out the larger number of 
returns that will be audited. 

Based on the statistics, the IRS deter-
mines an average score for tax returns. 
Returns that deviate too far from the 
average, either too high or too low, have 

an increased chance of being audited. 
Generally, as the complexity of your tax 

return increases, so do your chances of being 
audited. For instance, income from several 
different sources, tax-sheltered invest-
ments or an error may trigger an audit notice. 

Some audits are conducted by mail. In 
that case, all you'll need to do is mail 
whatever records are requested to the 
IRS. If you're scheduled to meet with an 
IRS agent, you can act on your own be-
half or be represented by an attorney, a 
CPA or a tax preparer. It's wise to have 
someone along who can speak the same 
language as the tax agent. 

Some suggestions for relieving tension 
when the IRS comes knocking at your door: 
• Keep good records. The only defense is 
good offense. Keeping good tax records 
can better your chances of clearing up 
any disagreements or misunderstandings 
on your tax return. Hang onto receipts for 

at least three years after the date you file 
your return because the IRS can initiate 
an audit within three years from the date 
of the original return. 
• Don't volunteer information that isn't 

asked for. Unless you want the auditor to 
broaden the investigation, do not volun-
teer any extra information or bring any 
extra records. 
• Voice your disagreements. If your judg-
ment on the validity of a deduction seems 
right, you do not have to accept the audi-
tor's judgment. Request an appeal on the 
controversial item, read some more on 
the topic and return in a few weeks to 
present your arguments. 

For a nominal fee you can further ap-
peal an issue to the U.S. Tax Court, which 
is similar to a small claims court. The 
court's decision on your case is legally 
binding for you, but does not set a prece-
dent for all other taxpayers. • 

Quickest, Easiest 
inexpensive way to 
secure newly planted 
trees or conifers. 

**Shorter stakes 
Reusable 
Adjustable 

Pat. Pend. 
For more information 
or price quotes call: 
(215) 487-2388 

.* . M . H 

No tools required. 
¿^Installs in seconds. 

Place anywhere on 
^ozs- tree trunk. Will not 

come loose, or slide 
on tree or stake. 

ONE BAND-IT DOES 
IT ALL 
1" CAL. TO 4" CAL. 
TREES 

!%• «»ti «.«*'*»« m JB0Ä3LWIRE IT 
BAND-IT 

Leroy M. Kronmiller 
Turf Management and Maintenance 
7568 Ridge Ave., Phila., PA 19128 



ATTENTION: SUPPLIERS TO THE 
LAWN/LANDSCAPE INDUSTRY 

Coming to Nashville, Novl12-1 5,1990 

PLCAA,ALCA, PGMS... United In One Super Show! 
A Revolution In Selling to the Green Industry 

Think of it. The big three pro-
fessional associations of the 
non-golf Green Industry —the 
Professional Lawn Care Asso-
ciation of America, the Profes-
sional Grounds Management 
Society, and the Associated 
Landscape Contractors of 
America — together for one 
giant Show. 

Green Industry Expo/90 
is an exhibitor's dream. It takes 
the guesswork out of selling to 
the lawn/landscape market. It 
does away with the old 
"Which show offers the most 
for me" decision. Now there is 
one Show, and one best op-
portunity to reach the cream of 
your market. 

Whatever your product — 

chemicals, equipment, or 
services; you belong in Green 
Industry Expo/90. The 
entire universe of the lawn/ 
landscape market will be on 
the floor eager to see and buy 
products like yours. And if you 
sell equipment to the lawn/ 
landscape industry, then you'll 
also want to take part in the 
Green Industry Expo/90 
giant Outdoor Equipment 
Demonstration. 

Don't delay. Now's the time 
to reserve booth space in a 
Show that's bound to sell out 
early. Be there when the 
tradition begins. 

For more information, fill 
out and return the coupon, or 
call (404) 477-5222. 



PEOPLE 

JERRY BACH IS NOW SELLING 
grass seed for Farmers Marketing Corp. 
His territory will be the state of Arizona. 

Bach previously worked for LESCO 
where he consistently ranked 
as one of the company's top 
sales performers. He will be 
responsible for helping to 
introduce and promote the 
newly available NuMex Sa-
hara as well as testing other 
material from the company's 
turf breeding program. 

Atochem North America 
Inc. has named William 
David Smith regional sales 
supervisor for the Agchem 
division. 

With the company since 
1983, Smith was a sales 
representative covering Iowa, 
Missouri and Illinois. 

Also in the Agchem division, 
Douglas Edwin Green has 

been added to the sales staff. He is respon-
sible for sales of agricultural chemicals in 
Iowa, Missouri and southern Illinois. 

Mori Hayashi is now president of Ku-

bota Credit Corp. and vice president of 
Kubota Tractor Corp. overseeing finance, 
accounting, administration and informa-
tion systems. • 

The American Sod Producers 
Association has awarded grants 
totaling almost $20,000 to six 
university researchers. The 
group's research committee re-
viewed 23 projects from 21 
researchers requesting $216,800 
before arriving at its decisions. 

Grants for the 1989-90 year 
go to: 

James Goately Jr., Missis-
sippi State University for "The 
Influence of Fall Fertilization 
on the Physiology, Turf Quality 
and Winter Hardiness of Ber-
mudagrass." 

Anthony Koski, Colorado 
State University for "Influence 

of a Soil-Incorporated Water-
Absorbent Gel on Irrigation Re-
quirements of Transplanted 
Sod-

Harry Niemczyk, The Ohio 
State University for "Fate and 
Vertical Mobility of Insecticides 
and Herbicides Applied to Türf-
grass." 

Richard Schmidt, Virginia 
Polytechnic Institute and State 
University for "Bioassy De-
velopment to Measure Activity 
of Biostimulants Used on Turf." 

Tom Watschke, The Penn-
sylvania State University for 
"Polyacrylamides for Türf." 

Henry Wilkinson, Univer-

sity of Illinois for "An Inte-
grated Biological Control Pro-
gram to Reduce Fungicides Us-
ed for the Control of Lawn 
Diseases-

Funding for the ASPA re-
search grants comes from the 
organization's general revenues 
and a $5,000 contribution re-
ceived from the Ciba-Geigy 
Turf and Ornamental Group. 

ASPA is an international non-
profit trade association repre-
senting the cultivated turfgrass 
sod production industry with 
members across the United 
States and Canada, as well as 
in 16 additional countries. 

OLDHAM 
CHEMICALS 

COMPANY, INC. 

A. 200-gal. poly tank in a metal frame. 
B. 5-HP Honda engine coupled to a Hypro D-30 Pump. 
C. Electric hose reel with 300 ft. of 1 /2" hose mounted 

curb side or to back of truck. 
D. Unit is Pre tested & ready to use. 

Call for details 
1-800-888-5502 
901-794-0084 

Or write: P.O. Box 18358 
Memphis, TN 38118 

"EVERYTHING FOR THE LAWN MAINTENANCE INDUSTRY" 

Order your 

1989 TECHNICAL 
RESOURCE GUIDE 

THIRD EDITION 

• More than 60 pages of technical information. 

• Includes research on insects, weeds, irrigation and mowing as well as other valuable 
industry information. 

• Articles indexed and categorized according to subject matter. 

• A guide that can be referenced over and over again. 

PRICE: 
$5.00 per copy (payable in advance) 

25% discount when you order four or more directories. 

Enclosed is a check or money order for $ 
Please send copies of the 

1989 TECHNICAL 
RESOURCE GUIDE 

CMy Zip 

Make check payable lo: 
LAWN AND LANDSCAPE MAINTENANCE Magazine 
4012 Bridge Ave. 
Cleveland, Ohio 44113 



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 2V2 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 TO L A S T 

A CUSHMAN Product: Group 
9060 Cushman, P.O. Box 82409, Lincoln, NE 68501 

Circle 16 On reader service card ©Cushman Inc. 1989. All rights reserved. 



FOCUS ON: 
NEW EQUIPMENT 

PRODUCT SPOTLIGHT 
TWO NEW DIESEL-POWERED COMMERCIAL MOWERS 
from Ford New Holland are designed for commercial mow-
ing contractors, institutions, municipalities and parks with 
large lawn areas. 

Both models are hydrostatic drive units to match ground 
speed to mowing conditions. Rear-wheel steering with front-
mounted decks gives Models CM224 and CM274 short turn-
ing radius for close-trim mowing. 

Hydraulically controlled weight transfer from mower deck 
to drive unit, and 4-wheel drive improves mowing on slopes 
and in poor traction conditions. The 4-wheel drive engages 
and disengages automatically as needed or can also be engag-
ed manually. 

The CM224 is powered by a 22-h.p. diesel engine while 
the CM274 has a 27-h.p. engine. Both are available with 60-

inch mower decks, snow throwers, snow blades and rotary 
broom attachments for year-round work. 

Circle 126 on reader service card 

IMPROVEMENTS HAVE BEEN MADE 
by The Toro Co. in its ProLine mowers 
that will help increase ease of operation 
and performance. New features include a 
33 percent larger fuel tank, self-propel-
ling system for longer life and Vac-U-
POwer blade for improved bagging. 

In tests with commercial cutters, the 
new self-propelling system lasted three 
times longer than standard systems. The 
redesigned transmission includes new 
needle bearings with grease seals on the 
output shaft for increased durability. 

The transmission's center pull engage-
ment allows for equal load on bearings 
instead of loading on one side. The re-
versed gear sequence has a third gear in 
the center to match up with the center 
pull engagement allowing for equal load 
on the output shaft. 

Also included in the self-propelling 
system are plastic double seal wheel cov-
ers and sealed pivot arms to keep out 
sand and debris. 
Grcle 127 on reader service card 

A 72-INCH TACTICAL MOWER IS THE 
latest addition to National Mower Co.'s 
line of triplex reel mowers. It's designed 
for use on athletic fields, parks and 
general landscapes. 

It disperses grass cuttings in a wide 
swath using less power than rotary mow-
ers. The model allows close trimming 
around trees and shrubs with no scalping. 
With a 4-speed gear box and a 9-h.p. 
Kawasaki 4-cycle engine, the mower 
makes short work of important lawn 
grooming tasks. 
Grcle 128 on reader service card 

THE SELF-PROPELLED MODEL 524-
100 seeder from Jacobsen can be used to 
overseed existing lawns, fill bare spots, 
repair damaged turf or plant new seed for 
a lawn. 

The new model seeds below the soil 
surface for a germination rate three times 
better than broadcast methods, according 
to the company. A built-in floating action 
allows it to follow ground contours for 
even planting, while a handle-mounted 
lever controls planting depth from zero to 
two inches below ground level. 
Grcle 129 on reader service card 

AVAILABLE FROM SALSCO IS AN E-Z 
Curber ideal for small curbing jobs and 
patching. 

Weighing only 112 pounds, it can easily 
be transported to and from job sites. Sim-
ple to set up and operate, it installs 
straight and curved curbing. The machine 
is propelled by raising and pressing down 
on the pump handle. 

Because of the compact size (48-inches 
by 23-inches), it can easily work in tight 

areas. It's designed for curbing driveways, 
parking lots and around planted areas. It 
will also perform patching jobs resulting 
from snow plows and general use. 
Grcle 120 on reader service card 

TRUE TEMPER S CYCLONE® PUSH 
broadcast spreaders, models CB3000 and 
CB4000, are durable and have features 
that increase ease-of-use and productivity. 

Among the key features are dual ground 
props for added stability, handle-mounted 
on/off control and a hopper screen that 
breaks up clumps to ensure a consistent 
material flow. 

The spreaders are factory calibrated for 
precise material settings and are shipped 
partially assembled to reduce assembly 
time. 
Grcle 131 on reader service card 

TWO EASYVAC POWERED LAWN 
vacuums, of 6- and 8-bushel capacity, 
provide compact, trailer-mounted perfor-
mance and convenience. Manufactured by 



Reader Service 
To receive more inform-
ation on the products or 
services presented in 
this issue, circle the 
Reader Service number 
which corresponds to 
the advertisement or 
products of interest. 
After checking the ex-
piration date, be sure to 
answer all of the ques-
tions completely. This 
information is designed 
to help the manufac-
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What is your primary business at this location? (Please check only one.) 
H Distributor 
• Manufacturer/Formulator 

I. CONTRACTOR or SERVICES: 
• Full Service Lawn Maintenance 

Company (chemical application & 
mowing maintenance) 

• Mowing Maintenance Contractor 
• Chemical Lawn Company (excluding 

mowing) 
• Landscape Contractor (installation & 

maintenance) 
•Ornamental Shrub & Tree Services 
• O t h e r Contract Services 
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II. IN-HOUSE LAWN CARE/ 
MAINTENANCE: 
• In-House Maintenance including: 
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E-Z Rake, both units have simple-pin 
mounting to any garden tractor and pro-
vide efficient vacuum removal of leaves, 
grass clippings, thatch and other debris. 

Model 344 with the 6-bushel bin offers 
effortless one-handle release for easy 
dumping, and accommodates a plastic 
liner for convenient disposal. A double 
vent prevents clogging. 

Model 555 is powered by a 5-h.p. stan-
dard or I/C engine. It features a hard top 
and easy one-handle release. Three-inch 
wide pneumatic tires allow for heavier 
loads without harming turf. 

Both models have 6-inch inlets and 
outlets with durable PVC connecting 
hoses and Quiet Tone mufflers. 
Circle 132 on render service card 

THE JOHN DEERE 10-H.P. MODEL 
1200 bunker and field rake provides a 

variable speed drive system with wet 
clutch, torque converter and transaxle. It 
delivers strong pulling and pushing power 
with a 164-to-l gear ratio. 

The transaxle provides differential lock 
for traction on slippery spots and slopes. 
The OHV engine features full-pressure 
lubrication, oil filter and heavy-duty air 
cleaner. 

Foot pedals control forward and reverse 
direction and disc break throttle. Forward 
speed is variable up to 11 mph. A 78-inch 
prong rake is standard. Optional equip-
ment includes a center-mounted cultivator 
and front-mounted push blade. 
Circle 133 on reader service card 

AN ATTACHMENT FOR ENCORE'S 
Pro Power-Thatch is now available. Cut-
ting blades adjust to Vh inches in depth, 
and from V/i inches to 2 inches in width. 
Blades are 0.06 high carbon tempered 
steel. 

The dethatcher easily cuts a 20 1/4- to 
23 1/8-inch path through dead grass. 
Tough on thatch, it features a single ac-
tion height adjustment along with 28 self-
cleaning, flail-type fingers and minimal 
vibration. Power is provided by a 5-h.p. 
Briggs & Stratton engine. 

Additional features include a dead-man 
clutch for positive belt disengagement, 

collapsible handles for easy transporting 
and heavy-duty wheels with sealed ball 
bearings and semi-pneumatic tires. 
Circle 134 on reader service card 

VERTI-DRAIN INTRODUCES A 
walk-behind aerator called the Pedestrian. 
The model incorporates the company's 
patented deep-tine soil shattering feature 
into a compact and easy-to-use machine. 

The machine was successfully test 
marketed in Europe. Test results show 
that the Verti-Drain aeration method pro-

SS8020 
zip iur f Tracker 

Our zero-turing radius Turf Tracker puts you in 
control. The com pact design and full hydrostatic 
drive provide complete maneuverability. It is 

capable of spreading and 
spraying 40,000 sq. ft. in less 
than 672 minutes. The ZTR 
TURFTRACKER is possibly the 
greatest labor-saving machine 
in the green industry. 

C & S TURF CARE EQUIPMENT, INC. 
3425 Middlebranch Road N.E. 

Canton, Ohio 4 4 7 0 5 
(216) 4 5 3 - 0 7 7 0 1-800-872-7050 



duced better turf with deeper rooting 
grasses and improved overall soil drainage. 

The aerator is powered by a 7-h.p. Ku-
bota power unit and operates at a com-
fortably slow walking pace of 0.8 miles 
per hour. It's working width is 24 inches 
which provides easy access to hard to 
reach turf in lawns and sports fields. 
Circle 135 on reader service card 

JUST A SQUEEZE OF THE CONTROL 
handles is all that's needed to move from 
forward to neutral to reverse with the new 
zero-turn walker from Scag Power Equip-
ment. 

With independent drive control of each 

wheel, one wheel rotates forward and one 
in reverse for true zero-radius turning ca-
pability. Counter-rotation turning also 
means tight turns can be made with no 
grass scuffing. Hillside cutting is also 
controlled, and the drive system provides 
a positive reverse for backing out of tight 
spots or up inclines. 

The cast-iron hydro drive system uses 

two heavy-duty White motors along with 
two Sundstrum pumps, components 
which are engineered to last the life of 
the machine. 

In addition, each component can be 
serviced with a minimum of labor time 
and parts cost. 
Circle 136 on reader service card 

RANSOMES HAS ADDED THE TURF-
trak System to its line of turf products. 
The line offers two four-wheel drive pow-

er units with engine options ranging from 
16.5 h.p. to 24 h.p. 

More than 12 optional attachments are 
available including a mower deck, snow 
thrower, power broom and stump cutter. 
Circle 137 on reader service card 

THE NEW BROUWER VAC 138 IS A 
light, compact and maneuverable unit, 
with a "small tractor" requirement de-
signed for fast clean up of leaves, grass 
clippings and litter. 

Its features include full floating pick-up 
nozzles with height adjusters, high angle, 
hydraulic hopper tilt, 5.1-cubic yard capa-
city and quick detatch blower hose con-
nections. 
Circle 138 on reader service card 

STRONG ENTERPRISES. INC. 
S A L E S • P A R T S • S E R V I C E • A C C E S S O R I E S 

IN FLORIDA CALL COLLECT (305) 235-0967 , OUTSIDE OF FLORIDA -PH: 1-800-228-0905 
n A o r | WE ARE THE ONLY WHOLESALE SUPPLIER OF SPRAYER REPLACEMENT PARTS 
D C d I J DIRECT TO THE LAWN CARE COMPANIES IN THE U.S. CALL US FOR QUOTATIONS 

Piston Pumps 
/ - I 

Hypro 
¿SSSSRS diaphragm 

pumps. 

Medium pressure diaphragm pumps, 
to MO psi ttith outputs to i ) gpm 

ÛI3Û0Û AY 

GLYCERIN 
„ GAUGES 

SWITCHES FOR 
REWIND REELS 

, REWIND MOTORS 
REEL SWITCHES 

y * - - $7.00 EACH 
* " REEL MOTORS 

$120.00 

High pressure diaphragm pumpt, 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 INBOUNO FREIGHT CHARGES 
PRICES LISTED 00 NOT INCLUDE OUTBOUND FREIGHT CHARGES 

W E S H I P T H R O U G H O U T T H E U N I T E D STATES A N D LATIN A M E R I C A 
for comple te details and information wr i te or call: 

STRONG ENTERPRISES, INC 
1 4 0 9 0 S W 1 4 4 A v e n u e R d . , M i a m i F l o r i d a 3 3 1 8 6 

I n F l o r i d a ( 3 0 5 ) 2 3 5 - 0 9 6 7 , O u t s i d e F l o r i d a ( 8 0 0 ) 2 2 8 - 0 9 0 5 

IMLER MEASURING WHEELS 

The 
Professionals' 
Choice 

O R I G I N A L 
W H E E L 

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 



DEPENDABLE TRUCKS FOR 
CHEMICALLY REPENRENT COMPANIES. 

Until customers start bringing their lawns to your chemicals, you have to bring your 
chemicals to their lawns. And that's what brings hundreds of companies just like yours 
to Isuzu trucks. 

Isuzu fuel-efficient diesels are some of the most dependable trucks 
you can buy. Moreover, when you consider their low operating cost and 
maneuverability, they become one of the smartest decisions you can make for 
your business. It's no wonder Isuzu Truck is the #1 selling commercial import 
in America. 

For more information on our full line of trucks, class 3 to 1, or for your 
nearest Isuzu Truck dealer, call 1-800-255-2550. 

Isuzu dependability. You can take it to the bank, whenever you're not using it to 
carry chemicals. 

•isuzu TRUCKS 



CALENDAR 

APRIL 26-29 
11th Annual Menninger Sunbelt Tree 
Conference, Holiday Inn at Sabal Park, 
Tampa, Fla. Contact: Menninger Sunbelt 
Tree Conference, P.O. Box 6524, Clear-
water, Fla. 34618; 813/446-3356. 

APRIL 29-MAY 2 
Chemical Specialties Manufacturers As-
sociation 1990 Mid-Year Meeting, Chi-
cago, 111. Contact: CSMA member ser-
vices, 1913 I St. NW, Washington, D.C. 
20006; 202/872-8110. 

MAY 16 
North Carolina Turf and Landscape Field 
Day, North Carolina State University 
Turf Field Center, Raleigh, N.C. Con-
tact: Joe DiPaolo, P.O. Box 7620, NCSU, 
Raleigh, N.C. 27695-7620; 919/737-2657. 

JUNE 7-9 
Florida Nurserymen & Growers Associa-
tion Annual Meeting, Boca Raton Club, 
Boca Raton, Fla. Contact: Earl Wells, ex-
ecutive vice president, 5401 Kirkman 
Rd., Suite 650, Orlando, Fla. 32819; 407/ 
345-8137. 

JUNE 8-9 
The Playground Design and Safety Sym-
posium, Chicago, 111. Contact: National 
Institute, P.O. Box 1936, Appleton, Wis. 
54913; 414/733-2301. 

JUNE 7-15 
Association of Official Seed Analysts/ 
Society of Commercial Seed Techno-
logists Annual Meeting, Holiday Inn, 
Annapolis, Md. Contact: Maryland 
Department of Agriculture Turf and 
Seed Section, 50 Harry S. Truman 
Parkway, Annapolis, Md. 21401; 301/ 
841-5960. 

JUNE 20 
Fifth Annual Midwest Sports Turf In-
stitute, College of DuPage, Glen Ellyn, 
111. Contact: The Sports Turf Manager's 
Association, 400 N. Mountain Ave., 
Suite 301, Upland, Calif. 91786; 714/ 
981-9199. 

JUNE 26 
The Lawn Institute Annual Meeting, 
Hyatt Regency Grand Cypress, Orlando, 
Fla. Contact: Eliot Roberts, executive di-
rector, P.O. Box 108, Pleasant Hill, Tenn. 
38578-0108; 615/277-3722. 

AUG. 12-15 
CONSERV 90, National Conference and 
Exposition Offering Water Supply Solu-
tions, Phoenix Civic Plaza, Phoenix, 
Ariz. Contact: National Water Well Asso-
cation, 6375 Riverside Dr., Dublin, Ohio 
43017; 614/761-1711. 

SEPT. 30-OCT. 3 
Florida Turfgrass Association Annual 
Conference and Show, Orange County 
Convention Center, Orlando, Fla. Con-
tact: FTA, 302 S. Graham Ave., Orlando, 
Fla., 32803-6332; 407/898-6721. • 

( Buckner 
Modular Controller 

f 

OATS 

Off 

< Buckner' 
FRESNO. CA 

CDEBCDQ • • • • • 

Eliminates the fmstations of: 
0 Limited programming flexibility 
0 Being forced to buy 12 stations when you really need 9 
0 Call-backs because of complicated programming 
0 Costly replacement of "economy" controllers destroyed 

by lightning 
0 Keyboards that take a degree in accounting to understand 

... The Legend Returns 
Buckner, 4381 N. Brawley Ave, Fresno, CA 93722, (209) 275-0500, FAX (209) 275-3384 



Some Things in Nature Were Meant to Have Spots. 
Your Turf JustWasn't One of Them. 

DYRENE® 4 turf fungicide. Effective control in the prevention of leaf spot. 
It keeps your turf, and your reputation, looking good. There's no better way to 
keep your turf spotless. 

Mobay Corporation 
A Bayer USA INC COMPANY 

DYRENE 4 Bayer J 0 ] 
Specialty Products Group 
Box 49t3, Kansas City. MO 64t20 



2,4-D 
(continued from page 31) 

proper precautions are taken, risks are 
substantially lowered." 

FUTURE OF 2,4-D.. Zahm said the re-
sults of the ChemLawn exposure studies 
— about two years away — will tell the 
best story. 

"Initial occupation records seem to sug-
gest protection may be enough, and it's cer-
tainly a cost benefit for farmers," she said. 
"But best exposure levels won't be known 
until ChemLawn results are available." 

Before more studies can be conducted, 
the most accurate methodology must be 
determined. 

"We wouldn't want to start anything 
new until we know the best method," 
Zahm said. 

The controversy will, however, continue 
simply because one link has been estab-
lished, and the NCI has seen some evi-
dence in the Nebraska study. 

"Certainly we recognize public con-
cerns about the product and we want, as 
our users do, to have a safe and effective 
product out there, and I think at this 
point that we do," Hamlin said. "Certain-
ly, further scientific research will con-
tinue and we support that. Over time, I'm 

sure these controversies will be resolved." 
Dahlin, however, thinks significant 

changes are in store. 
"The long-term picture looks pretty 

bleak 10 years from now," he said. "We 
don't have a feel whether it's going to be 
banned or restricted, but the way we use 
it is definitely going to change." 

Dahlin compares the 2,4-D controversy 
to that of chlordane, a popular termiticide 
voluntarily withdrawn from the U.S. mar-
ket by Velsicol Chemical Corp. after 
coming under EPA scrutiny. 

"All it takes is a vocal minority and 
eventually 2,4-D and all phenoxies will 
be in the same boat," he said. 

One of the industry's main concerns is 
that continued use of 2,4-D has become a 
political issue. 

"We don't really know what we're fac-
ing when we're dealing with one's mo-
tives not necessarily driven by what will 
best benefit society," said Russell Frith, 
president of Lawn Doctor, Matawan, N.J. 
"It's a political issue, not a safety issue. 
The EPA has looked at this thing every 
which way but loose. The overwhelming 
evidence says there is virtually no risk." 

Derrick shares the same frustrations. 
"There's no evidence that 2,4-D is a cul-

prit of anything," he said. "It's the kind 
of product we want to use and people 

want on their lawns." 
Despite continued 2,4-D support, Dow-

Elanco recently released Confront, a true 
broad-spectrum, broadleaf herbicide con-
taining no 2,4-D or phenoxy herbicides. 
Confront research indicates the product is 
extremely active in turf at low rates. 

The product was developed in part 
from industry confusion and concern over 
2,4-D. DowElanco has been committed to 
defending the use of 2,4-D in the lawn 
maintenance industry, but wanted to offer 
an alternative for use in issue-sensitive areas. 

"We're still committed to 2,4-D, but we 
believe to be a good industry supplier, we 
need to provide a product choice," said 
Rob Peterson, DowElanco product mar-
keting manager. "We want to make sure 
our customers are comfortable with an 
alternative if they need one." 

Confront contains triclopyr/clopyralid 
and is said to control annual and peren-
nial broadleaf weeds in cool-season 
turfgrasses. 

He added the company has received a 
good response to the new product. 

"We were relatively surprised at the 
level of interest in a year with no major 
controversies," he said. — Cindy Code • 

The author is Editor of Lawn and Land-
scape Maintenance magazine. 
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A New Computer System for 
the Lawn and Tree Care 

Industry which Provides a 
Competitive Advantage 

where it Counts — 
Marketing, Customer Service 
and Production Management. 

Developed by 

PRACTICAL 
SOLUTIONS INC. 

7100 NORTH HIGH ST. 
WORTHINGTON, ON 43085 

1-800-326-7032 

Scheduling Solutions for 
the Service Industry 

CALL 
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To place a classified ad. 
For display advertising 
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Call us. 
We're here to serve you. 

Portable 
and 

Precise 
Sail 

Testing 
Call for complete information 

The easy-to-use 
LaMotte Turf Lab 
incorporates the 
latest technology in 
sample extraction, 
test procedures and 
color comparisons. 
You'll get accurate 
and reliable pH and 
nutrient level read-
ings that will be use-
ful in your ground 
maintenance and 
turf care programs. 

LaMotte Chemical 
Products Company 

PO Box 329, Chestertown, Maryland 21620 
800-344-3100 • 301-778-3100 (in MD) 



CLASSIFIEDS 

RATES 
All classified advertising is 75 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the pub-
lisher before the 10th of the month preceding 
publication and be accompanied by cash or 
money order covering full payment. Submit 
ads to: Lawn and Landscape Maintenance 
magazine, 4012 Bridge Avenue, Cleveland, 
Ohio 44113. Fax: 216/961-0364. 

ACQUISITIONS 

WANTED TO ACQUIRE 
Lawn care companies of all sizes in U.S. and 
Canada being sought by national corporation. 
Complete buy out or stay and grow with us. 
If interested please call me directly: Don 
Karnes, Senior Vice President, TruGreen Corp., 
404/442-8700. Strict confidentiality main-
tained. 

• • • 

mmwjOBUY 
Lawn care companies of all sizes anywhere in 
U.S. wanted to purchase by national corpora-
tion. If interested please respond to: Lawn and 
Landscape Maintenance, Box 329,4012 Bridge 
Ave., Cleveland, Ohio 44113. Strict confiden-
tiality maintained. 

• • • 

CONSTRUCTION/MAINTENANCE 
Want to purchase landscape construction or 
landscape maintenance company in California. 
Serious inquiries, confidential. Cadiz Land-
scape, 4472 Stern Ave., Sherman Oaks, Calif. 
91423. 818/981-0452. 

• • • 

BUSINESS FOR SALE 

WHITE MOUNTAINS 
Landscaping and garden center business. All 
equipment, greenhouse, secured enclosure and 
retail shop available for lease with option or right-
of-first-refiisal on prime Main Street commer-
cial acreage. For financial details, please call 
Dick Reinhold, broker, Franconia, N.H.; 603/ 
823-7700. 

• • • 

TREE FARM 
Developed ornamental tree farm. 46,000 trees, 

in field and containers, to 25 feet, 80 acres, near 
Orlando and Disney World. George Turner, 
manager, 904/429-3639. 

• • • 

LAWN CARE COMPANY 
Lawn care company in Kennewick, Wash. POs. 
cash flow/good customer list. Michael Ay re, 
509/586-7733. 

• • • 

FOR SALE 

LAWN CARE EQUIPMENT 
Hannay reels new in-the-box, E1526s, E1530s, 
$349; lawn spray hose, 275 psi and 600 psi, all 
sizes; original Imler measuring wheels, $48; 
glycerin-filled gauges, 0-60 psi to 0-1,000 psi, 
$19.95; ChemLawn guns, $75.95; lawn spray 
boots, $16.95; lawn spray gloves, $1.75/pair. 
Call Hersch's Chemical Inc. 
800/843-LAWN - outside of Michigan 
313/543-2200 

• • • 

LANDSCAPE TRAINING VIDEOS 
Intermediate mower maintenance field and shop 
repair; efficient/profitable mowing techniques; 
professional shrub trimming, plant installation, 
basic landscape plan drawing, etc. ENGLISH 
AND SPANISH. Write for free brochure: C.D. 
Anderson Landscape Videos, 515 Ogden Ave., 
Downers Grove, 111. 60515; 800/937-0399. • • • 

FREE PARTS CATALOG 

COMPLETE fc§\f 
TRANSMISSION J^f 
Call for Quote 

Other Specials: r 

Part It Description Cost 
JT-DOpt Bobcat Spindle Assembly 51.99 
JT-04pt 48" Bobcat Main Belt (38030) 10.75 
TL-0803pt Trimmer Line 3 lbs .080 dia. 18.50 
JT-129pt Bobcat Trans Kit 99.95 

J. Thomas Distributors 
1-800/828-7980 
1-800/634-5463 

• • • 

HYDROjM£HER 
Finn Hydro-mulcher, 2,400-gallon, excellent con-
dition, modified to accommodate remote con-
trol nozzles. Asking $12,500. Call 616/363-7581. 

• • • 

COMPUTER 
286 AT computer with 40 MEG hard drive, 
printer with cut sheet feeder, Real Greens, Lawn 
Assistant and Money Minder software, set up 
and support available. Take over lease or best 
offer. Call 219/987-3442. 

• • • 

REPLACEMENTPARTS 
Free catalog of top quality replacement blades, 
filters, trimmer lines, pruning tools and more. 
Don't buy anywhere else until you check our 
quality and price. Call today for your free 
catalog. Mow More Landscape Supplies, 1-800/ 
866-9667. 

• • • 

HELP WANTED 

MAINTENANCE FOREMAN 
Top firm needs foreman. Quality conscious 
Texas-based landscape management firm has im-
mediate opening for detail-oriented landscape 
maintenance foreman. If you have outstanding 
professional and horticultural 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. Out-
standing compensation and opportunity. Re-
ply today to: Lawn and Landscape Maintenance, 
Box 325, 4012 Bridge Ave., Cleveland, Ohio 
44113. 

• • • 

FOREMAN 
Expanding Northeast Ohio Maintenance and 
Construction company has openings at the fore-
man level. Fulfill your career goals with a $6 
million company that is still growing. Send 
your resume and salary requirements to Mr. 
Herrmann, RO. Box 438, Rainesville, Ohio 
44077-0438. 

• • • 

MANAGER 
Established multi-million dollar Florida land-
scape contractor seeks experienced manager with 
strong track record to develop a lawn care 
division. Applicant must possess strong people 
and organizational skills and be sincerely in-
terested in a high level of customer service. 
Responsibility through P&L. Ability and de-
sire to build a business a must. Strong salary and 
benefits package. Write Lawn and Landscape 
Maintenance, Box 339, 4012 Bridge Ave., 
Cleveland, Ohio 44113. 

• • • 

It pays to advertise in the 
L A W N & L A N D S C A P E / M A I N T E N A N C E 

CLASSIFIEDS 



LAWN FOREMAN 
Lawn foreman wanted to work with fast grow-
ing organization. Leadership abilities a must. 
Profit sharing. Excellent pay. Benefits. Call 
Mr. Walters - 313/755-3220. 

• • • 

MANAGER 
Ever-Green Lawns, a division of ADT Inc. is 
seeking management personnel for several of 
our major markets. 

Branch Management candidates must be 
degreed with a minimum of 1-2 years of suc-
cess in managing a multi-department lawn 
care branch with sales of over $1 million. Strong 

AgriMart 64 
American Cyanamid* 73 
Andersons* 59 
Aquatrols 5 
Buckner 82 
Bush & Cook Leasing 50 
C&STurf Care 79 
Ciba-Geigy 19 
Cushman 7,75 
Dixon 35 
DowElanco 23,47,49,51,66,67,88 
Echo 63 
Encore 64 
Excel 29 
Green Industry Expo* 73 
Imler Industries 80 
Isuzu 81 
John Deere 38,39 
Knox 43 
LaMotte Chemical 84 
Lawn-Wright 13 
Lebanon Chemical 25 
Metko 56 
Milwaukee Sewerage 65 
Mobay 16,17,30,31,52,53,83 
NorAm Chemical 87 
Olathe 8 
Oldham Chemical 74 

management and communication skills re-
quired along with a desire to offer a quality 
service. 
Tree and Shrub Manager with 2-5 years ex-
perience in sales and production ends of Tree 
and Shrub Program (spring/fall fertilization, 
summer insect and disease control). Pruning 
not part of the program. Horticulture degree 
preferred. 
If you are seeking a responsible and attainable 
growth situation supported by an excellent base 
salary and company benefit program, send res-
ume including salary history to: Corporate Re-
cruiter, Ever-Green Lawns Corp., 1390 Charles-
town Industrial Drive, St. Charles, Mo. 63303. • • • 

PGMS 62 
Porous Pipe 10 
Practical Solutions 84 
RWF Industries 18 
Ransomes 71 
Real Green Computers 9 
Rhone-Pòulenc 57 
Ringer 70 
Roto Hoe 10 
Scag 60,61 
Strong Enterprise 80 
The Toro Co 15 
Trebor 56 
Triazone 37 
Tuflex Mfg 36 
Turf Management 72 
Turfseed 2 
Walker Mfg 9 
Weed Wizard 50 
Wheeler 36 
Yazoo 41 

•Denotes regional advertisement. 

This index is provided to readers of Lawn and 
Landscape Maintenance. The publisher as-
sumes no liability for the accuracy of this in-
formation. 

PERSONNEL 
Major award winning Midwest landscape firm 
seeking a qualified, experienced individual to 
negotiate and sell commercial landscape main-
tenance. Some design experience would be 
helpful, but most of all this individual must 
understand the business side of commercial 
landscape maintenance from initial con-
tact through execution of the work. If you are 
aggressive, self-motivated and are willing to 
work hard for success, send a complete re-
sume along with past work history and salary 
requirements to: Arnold O. Sieg, The Bruce 
Company, 4950 Memco Lane, Racine, Wis. 
53404. m 

• • • 

New Equipment 
(continued from page 36) 

then the dealers will fall into line." 
Another necessary aspect of new pro-

duct marketing, Raney said, "is getting 
your equipment exposure at trade shows. 
Excel takes its products to about 20 to 30 
shows per year, everything from national 
shows to state fairs. It's incredibly expen-
sive, but it's expected if your company 
wants to be a player in the market." 

After two to three years of develop-
ment, and the expenditure of perhaps 
hundreds of thousands of dollars, if the 
product takes off, the manufacturer's job 
still isn't finished, Hammell said. 

"Our company has a follow-up program 
that includes surveying the first 300 to 
400 units in the field to see how they're 
working. We also have a service hotline 
for dealers — direct to the plant — that 
alerts us to any 'bugs' that might need 
working out." 

Through such follow-up, continued 
Raney, "a manufacturer identifies im-
provements, refinements and changes that 
can or need to be made in the product. 
So in essence, soon after a product hits 
the market, the development cycle starts 
all over again." — Mark Ward • 

The author is a free-lance writer based in 
Schroon Lake, N.Y. 

Back issues of 

LAWN AND LANDSCAPE 
MAINTENANCE 

magazine are available for $2,50 each. 
Indicate which issues you want and send a check or money order 

covering full payment to: 

LAWN AND LANDSCAPE MAINTENANCE 
4012 Bridge Ave., Cleveland, OH 44113 

216/961-4130 

ADVERTISER'S INDEX 



M NOR-AM 
NOR-AM CHEMICAL COMPANY 

A Schering Berlin Company 

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

IMPORTANT; Please remember always to read and follow carefully all label directions when applying any chemical. 

Copyright © 1989 NOR-AM Chemical Company. All rights reserved 

The New 
This advanced controlled-release material 
derived from methylene urea polymers is 
the ideal nitrogen source for all your turf 
needs. That's because NUTRALENE™ " 
works two ways. First, it provides a quick-
release nitrogen through hydrolysis. Second, 
NUTRALENE releases nitrogen more slowly 
through microbial action for sustained feeding. 
This dual action (the result of its unique molecular 
structure) makes NUTRALENE the superior controlled 
release nitrogen source. The following points show that 
NUTRALENE meets all the professional's requirements 
for a broad-use nitrogen. 

This quality nitrogen source offers... 
• Quick greenup 

Controlled-release nitrogen feeding for 
up to 16 weeks 

• Both hydrolysis and microbial action— 
not dependent on coating or particle size 

for release 
• Minimal leaching and volatilization 

Consistent release of all nitrogen in one growing 
season, under all conditions, even during cool soil tem-
perature situations 

• Low salt and low burning potentials 
• 40-0-0 guaranteed analysis 



"I was hesitant to try it at first. I 
thought, surely, there would be some 
injury to my flowers. But Surflan 
convinced me otherwise. It didn't harm 
them at all when we sprayed directly over 
the top. 

"Surflan wasn't so gentle to the 
weeds. We used to have a real problem 
with crabgrass. We'd have to go in and 
pull them all by hand. It was so time-
consuming. I figured I was paying close 
to $50 for each thousand square feet 
just for labor. 

"But with Surflan, the job took only 

"Are you kidding? Spray herbicide 
over the top of my flowers? 

minutes. And cost me less than $3.00 for 
what used to cost me almost $50. 

"Surflan also took care of our oxalis 
and chickweed. And many other prob-
lem weeds, too. For almost eight months." 

Prove Surflan for yourself. See your 
Elanco distributor and ask for a free 
Surflan brochure. Or call toll-free: 
1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept. EM-455, Indianapolis, IN 46285. U.S.A. 
Surflan*—(oryzalin, Elanco) Circle 38 on reader service card 


