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Thin ones. Fht ones. 

All shapes and sizes 
qualifyfor our PAGEANT. % 

Nothing's worse than slimy worms crawling on 
your shrubs, ugly beetles munching on your pines 
and nasty borers blemishing your birches. That's 
why you need new PAGEANT* DF in your tank. 

Any other insecticide has to settle for 
first runner-up. PAGEANT DF is the only tree 
and shrub insecticide that gives you the active 
ingredient chlorpyrifos in a dry, flowable formu-
lation. Its long residual keeps protecting the 
beauty of trees and shrubs long after other 
insecticides have left the scene. And studies show 
that chlorpyrifos is gentle to both applicator 
and environment. 

What's even more attractive is its 
broad spectrum of control. You can 
control everything from beetles 
to borers to worms-all with a 
single insecticide. 

Since it's a dry, flowable 
formulation, PAGEANT DF also 
has minimal odor and less chance 
of phototoxicity. Plus, it goes into 
solution beautifully-no more 

clogged nozzles, or undissolved clumps. Your 
applicators can mix without dust. And without 
the splashing caused by liquid insecticides. 

So much talent in such a beautiful 
package. Almost seems unfair. PAGEANT DF 
not only works better than the competition, it 
also looks better. But that cube-shaped container 
offers more than good looks- it's specially designed 
for easier handling and disposal. 

Each container holds five full pounds of 
insecticide. At a mixing ratio of 1-2 pounds per 

100 gallons of water, PAGEANT DF is ideally 
packaged for larger spray tanks, 

t Why not judge for yourself how well 
PAGEANT DF protects the beauty 
of trees and shrubs? Then send 
a clear message to the insecticide 
you're presently using: hand over 
the crown. To find out more, call 
1-800-373-2DQW. 

• K 

"Trademark of The Dow Chemical Company. 
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SOMETIMES BIG ISN'T BETTER 
Discover The Mid-size Walker Mower 

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

Walker Mfg. Co., 1839 E. Harmony Road, Dept. LC, Fort Collins, CO 80525 • (303) 226-1514 
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EDITOR'S FOCUS 

THE TORO CO. IS ALREADY MAK-
ing good on its fall purchase. 

The Minneapolis-based company just 
announced that it's raising its fiscal 1990 
earnings estimate to "close to $2" a share 
because of lower-than-expected financing 
costs associated with its recent acquisition 
of Lawn-Boy Inc, according to a report in 
The Wall Street Journal. 

Toro, a manufacturer of outdoor main-
tenance and irrigation equipment, also 
said the improved outlook reflects its "in-
creased optimism about the prospects for 
Lawn-Boy achieving its 1990 business 
plan," according to the report. 

Toro purchased competitor Lawn-Boy 
from the Outboard Marine Corp. in Oc-
tober for $85 million. Lawn-Boy's sale 
was the result of an Outboard Marine 
Corp. decision to divest itself of its non-
marine related divisions. 

Prior to the sale of Lawn-Boy, the 
Outboard Marine Corp. sold its Cush-
man group, including Ryan and Brou-
wer, to Ransomes America for $150 
million. 

Toro Vice President/Treasurer Dennis 
Himan said the firm has had a chance to 
become more familiar with Lawn-Boy 
and is more optimistic about its perfor-
mance ability. 

Previously, Toro projected that per 
share earnings for fiscal 1990, ending 
July 31, would approach the "mid-to-
upper end" or about $1.65 to $2. Per 
share earnings for fiscal 1989 were 
$2.10. 

Lawn-Boy which makes mowers, trac-
tors and snowblowers, recorded $153 
million in sales in 1988 and is expected to 
have sales of $120 million in 1989, ac-
cording to Toro. Toro, which manufac-
tures similar products, reported fiscal 
1989 profits of $22 million on sales of 
$643.5 million. 

No changes are expected in company 
name or operation through the coming 
season, according to Himan. 

In other business news, ChemLawn 
recently fired about 1,500 employees in 
what is being called a companywide 
restructuring. 

Only 500 of the jobs were permanently 
cut as 1,000 new employees are expected 
to be hired by the spring season, accord-
ing to Debbie Strohmaier from Chem-
Lawn's public and environmental affairs 
office. 

The cuts were made across-the-board, 
including management and field per-
sonnel. No more cuts and no non-

personnel restructuring changes are anti-
cipated, she said. 

"All systems are in place, it's just the 
people who are delivering it who are 
changing," Strohmaier said. 

The changes are designed to improve 
operating margins through improved pro-
ductivity and cost controls. 

ChemLawn, which has about 2 million 
customers and annual sales of $375 
million, has acknowledged having prob-
lems with consistency. 

To cover the costs associated with the 
restructuring and other related expenses, 
Ecolab will charge $28 to 32 million to 
its fourth quarter revenues. 

Ecolab Inc., ChemLawn's parent com-
pany, recently sold $110 million of Ecolab 
Series A convertible preferred stock to 
Henkel KGaA, Dusseldorf, West Germany. 
The sale is equivalent to 11.8 percent of 
Ecolab's outstanding voting power, Stroh-
maier said. 

Henkel is the world's largest manu-
facturer of oleochemicals and is a lead-
ing producer of metal treatment prod-
ucts. 

Ecolab intends to use the proceeds 
from the sale of the preferred stock to 
purchase its common stock from time to 
time in the open market or in private 
negotiations. 

Strohmaier said the stock transaction 
represented the initial step in establishing 
long-term business relationships, includ-
ing combining respective worldwide 
cleaning businesses. 

A global partnership strengthening the 
positions of both companies as the Euro-
pean market of 1992 draws closer is 
another benefit cited in the sale. — Cindy 
Code 
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NEWS IN BRIEF 

Brickman's McN ature Trail at McDonald's headquarters. 

PERMA-GREEN ACQUIRES GREEN 
SCAPE MAINTENANCE EIRM 

Perma-Green Lawn Co., Boise, Idaho, 
recently acquired Green Scape Inc., an-
other locally based lawn and landscape 
maintenance firm. 

The acquisition won't have any imme-
diate effects on either firm. Green Scape 
will maintain its own identity for at least 
one year, and its employees will be re-
tained by its new parent company, accor-
ding to Perma-Green President Mike 
Spicer. 

In addition, former Green Scape owner 
Ron Hutt has been appointed Perma-
Green's director of landscape services, 
Spicer said. Hutt, who left Perma-Green 
after five years of service to start Green 
Scape, will be responsible for sales and 
marketing at both firms and serve as liai-
son between them. 

Hutt will also be responsible for en-
hanced customer service at each organi-
zation and for integrating mowing and 
landscape maintenance at Perma-Green. 

"We'd like to think of the transaction as 
more of a merger than an acquisition," 
Spicer said. "Aside from relocating Green 
Scape's customer service office to our 
corporate facilities, we will not be mak-
ing any changes to the company. Green 
Scape customers will continue to receive 
the same level of service from the same 
people." 

Perma-Green reported revenues of $4.2 
million in 1988 and projects $4.4 million 
for 1989. 

REINHOLD LANDSCAPE, 
VIDOSH MERGE COMPANIES 

Reinhold Landscape and Vidosh Inc. an-
nounced the merger of their professional 
landscape companies. The merger makes 
Reinhold & Vidosh the largest profession-
al landscape service and supplier in 
Michigan. 

"Reinhold Landscape has always been 
committed to improving itself. We believe 
our merger with Vidosh will enable us to 
strengthen our services on a national level 
while maintaining the same standards of 
excellence that have distinguished our 
company for over half a century," said 
Melanie Reinhold Sawka, president of 
Reinhold & Vidosh Inc. 

The new national headquarters of 
Reinhold & Vidosh is in Pontiac, Mich. 
Operations will expand to regional 

office locations in Michigan, 
Tennessee and Florida. The 
company will retain all cur-
rent levels of staff and mana-
gerial positions of Reinhold 
and Vidosh. 

"The fact that we are our 
own primary source of land-
scape materials, equipment 
and management services 
guarantees our ability to 
operate on an unprecedented 
national level," said Donn 
Vidosh, chairman of Reinhold 
& Vidosh. 

Reinhold & Vidosh clients 
include many Fortune 500 

companies, institutional, retail and multi-
family site developers and historical reno-
vation projects such as the Kresge Foun-
dation headquarters building in Troy. 

Reinhold & Vidosh also specializes in 
state of the art construction of major recre-
ational developments, including more than 
30 softball complexes and golf courses. 

BRICKMAN COMPLETES McN ATURE 
TRAIL AT MCDONALD'S CAMPUS 

The Brickman Group Ltd., Long Grove, 
111., has completed landscape construction 
for a 3,800-foot nature trail at McDonald's 
Corp.'s wooded corporate headquarters cam-
pus in Oak Brook, 111., west of Chicago. 

Brickman laid out the system of five 
paths, consisting of oak meadow, wood-
land stream, marshland, highland and 

prairie paths. The landscape 
firm also cleared and con-
structed the trail, which is 
composed of wood chips over 
a gravel base. 

"Water is a very attractive 
feature of any landscaping 
project," said Mark Hunner, 
regional vice president for 
Brickman. "The McDonald's 
campus has about 10 acres of 
lake and waterways." 

Other landscape work com-
pleted recently by Brickman at 
McDonald's campus includes 
seeding and cultivating a wild-
flower prairie area north of 
Lake Fred, along the northern 
edge of the property. 

Brickman began working on 
the site in the spring of 1981. 
The company also designed 

SUPREME COURT FAILS TO HEAR DOW APPEAL 
THE FAMILY OF A U.S. 
Forest Service employee who 
died of cancer after his expo-
sure to an herbicide can collect 
a $1.5 million award since the 
Supreme Court declined to 
intervene. 

The justices, without com-
ment, refused to hear a Dow 
Chemical Co. appeal aimed at 
winning a new trial in the pro-
duct liability case. 

James Greenhill was expos-
ed to 2,4-D, a Dow herbicide, 
while working for the Forest 
Service in the late 19705. A year 
after he left that job, he was 

diagnosed as suffering from 
Hodgkin's disease, and he died 
in 1986. 

A federal jury in Marshall, 
Texas, awarded the Greenhill 
family $1.5 million in damages 
in 1987. 

During the trial, a physician 
hired as an expert witness by the 
Greenhill family testified that 
2,4-D caused Greenhill's can-
cer. 

According to reports, Dow 
had appealed over an error in 
the physician's testimony. 
Among the records he had sub-
mitted in the case, those of 

another patient, Joseph Moss, 
were mistakenly included. 
When questioned by a Dow 
lawyer, the doctor said he didn't 
know of a Joseph Moss. 

Dow said that because it 
learned, after the trial, that 
Moss was a patient of the doc-
tor, it was entitled to a new trial. 
An appeals court had rejected 
the argument. 

Dow Public Relations Mana-
ger Gary Hamlin said the ver-
dict is ludicrous. "According to 
our attorneys, we would have 
won 99 out of 100 cases like 
this." 
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and installed the landscaping at the com-
pany's original Oak Brook headquarters 
in 1970, maintaining it since. Brickman 
has received five landscape awards for its 
work at McDonald's. 

TECHNICAL CONSULTANTS WIN 
HUNTER ACHIEVEMENT AWARDS 

Irrigation industry technical consultants 
Chet and Wanda Sarsfield of Lafayette, 
Calif., were recently honored with Hun-
ter Industries' 1989 Industry Achieve-
ment Awards. 

"The Sarsfield's positive contributions 
to the irrigation industry have been an 
outstanding example to us all," said 
Gloria Stultz, Hunter district manager. 
"They give tirelessly of their time to our 
associations, and they are well-regarded 
by everyone who has worked with them." 

As owners of a textbook publishing firm, 
Irrigation Technical Services, the Sars-
fields were honored for their educational 
contributions to the field of irrigation. 

Chet Sarsfield's textbook, "The ABC's 
of Lawn Sprinkler Systems," is widely 
used in college landscape design pro-
grams, and is recognized as one of the 

most authoritative publications in the 
field. He has also written many irrigation 
technical manuals for agricultural engin-
eers, ornamental horticulturists and land-
scape architects. 

Recently, Sarsfield worked as a techni-
cal consultant for the East San Francisco 
Bay Municipal Water District in developing 
a community-wide water rationing program. 

Wanda Sarsfield is a partner in the Ir-
rigation Technical Services publishing 
firm and has served as executive secre-
tary for the Northern California Turfgrass 
Council and as the national executive sec-
retary for the American Society of Irriga-
tion Consultants. 

The Hunter Industry Achievement 
Award is presented annually to individ-
uals who have made significant contribu-
tions to the irrigation industry. 

JOINT SEED COATING 
CORPORATION FORMED 

Valley Seed Co., a division of Arizona 
Grain Inc., and Canadian Seed Coaters 
Limited, recently announced the forma-
tion of a joint seed coating corporation. 

The new company, Precision Seed 
Coaters, is located in Roll, Ariz., to 
serve the large bermudagrass seed, leg-
ume seed and other grass production in-
dustry in the area. It has the ability to 
coat all planting seeds. 

Canadian Seed Coaters Ltd., located in 
Brampton, Ontario, began commercial 
production in 1977. Canadian Seed Coat-
ers Ltd. together with its parent compan-
ies — Hodder & Tolley Ltd., Palmerston 
North, New Zealand and Oseco Inc., 
Brampton, Ontario, Canada — make up 
the leading group of seed coating com-
panies in the world with nine wholly 
owned or joint venture coating plants. 

EPA COMPILING INTERIOR 
PESTICIDE HANDLING DATA 

Officials from the Environmental Protec-
tion Agency will visit Creative Plantings, 
Burtonsville, Md., this month to gather 
more information about how pesticide ap-
plications are handled in the interiorscape 
industry. The agency is interested in lear-
ning how mixtures are handled, where 
materials are stored and in seeing pesti-
cide applications. 

Currently, a task force within the Of-
fice of Pesticide Programs at EPA is re-
writing regulations under the Federal In-
secticide, Fungicide and Rodenticide Act 
dealing with pesticide applications, and in 
particular, storage and disposal of pesticides. 

The issue gained public attention in 
1988 after EDB was suspended by EPA 
and was later found to be improperly 

(continued on page 10) 

f | / P cuts paperwork faster 
C o m p u t e r i z e d L a w n I n d u s t r y P r o g r a m * 

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

and billing in minutes per day! 
O t h e r b u s i n e s s m o d u l e s fo r l a w n services Inc lude: 

GENERAL LEDGER, INVENTORY, A C C O U N T S PAYABLE, 
PAYROLL, P U R C H A S I N G , ASSETS PROJECT 

For m o r e i n f o r m a t i o n or t o p lace o rders , w r i t e o r call: 
T O L L a ^ A 4 o a a i ^ i r o a o r 
FREE 1-800-635-8485 

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

18761 N o r t h Freder ick A v e n u e , Sui te A 
G a i t h e r s b u r g , M D 2 0 8 7 9 
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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. 

Only Rubigan 
spans the 

patch disease spectrum. 

Not to mention dollar spot, snow 
mold, copper spot, red thread and 
stripe smut. And this spring is an 
excellent time to begin your preven-
tive program. 

Why take chances controlling 
only part of the patch disease problem? 
Span the spectrum with Rubigan. 
See your Elanco distributor. Or call 
toll-free: 1-800-352-6776. 

Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept E-455. Indianapolis, IN 46285, U S A 
Rubigan® — (fenarimol. Elanco) 
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News 
(continued from page 8) 

stored in a warehouse in Missouri. Fumes 
from leaky canisters injured some local 
safety officials sent to inspect the facility. 

JACKLIN LAUNCHES SUCCESSFUL 
BULK TURFGRASS SHIPPING SYSTEM 

An innovative new system of bulk turf-
grass seed shipping is being tested by 
Jacklin Seed Co., Post Falls, Idaho, a 
move that eventually will save customers 
considerable money on labor, ware-
housing and handling. 

A carefully monitored first shipment in 
500-pound cells from Jacklin's plant in 
Post Falls, Idaho, to O.M. Scott's head-
quarters in Marysville, Ohio, last Septem-
ber was considered a success by both firms. 

Jacklin Plant Manager Ted Dionne, su-
pervised the initial trailer loading, then 
flew to its destination in Ohio. There, 
Dionne, Scott's Marketing Manager Jerry 
Boroff and Plant Manager James Alder-
son observed the unloading and inspected 
the shipment. 

The new shipping procedure has been 
approved by state certifying agencies for 
shipments of certified seed. 

LOFTS DONATES ROYALTIES 
TO RUTGERS TURFGRASS RESEARCH 

Lofts Seed Inc. donated nearly $288,000 
to the turfgrass research program at Rut-
gers University in New Jersey. In what 
has become a tradition, Lofts annually 
donates royalty payments to Rutgers. 

The royalties are generated from sales 
of Lofts' proprietary turfgrass seed var-
ieties. Each year, as sales increase, the 
royalties enlarge proportionally. 

This year's royalty check stems from 
domestic and international sales of the 
following Lofts' varieties: Princeton (P-
104), Mystic, Ram I and 1757 Kentucky 
bluegrasses; Palmer, Repell, Yorktown II 
and Diplomat Perennial Ryegrasses; Re-
bel and Rebel II Ttirf-Type Tall Fescues; 
and Laser Poa trivialis. 

The royalties are used to support sev-
eral research, teaching and extension pro-
grams at Rutgers. 

SMALL BUSINESS LICENSING 
PROGRAM FOR LANDSCAPERS 

Oregon's Metropolitan Service District's 
business license program for small build-
ing contractors expanded to include land-
scapes Jan. 1. 

The business license program is ad-
ministered by Metro, as mandated by the 
state legislature. It enables small building 
contractors to obtain a one year business 
license good for use in all cities in the re-
gion except Portland. 

Since the beginning of the program in 
mid-1988, more than 400 builders have 
obtained "passport" licenses. 

Landscapers were added to the licens-
ing program by the state legislature last 
year. As with builders, they must earn 
less than $100,000 worth of residential 
business in a year. 

The Metro license is optional, but can 
save time and money if business is con-
ducted in several cities requiring separate 
licenses. 

Building contractors and landscapers 
working in the tri-county area can receive 
more information by contacting the Plan-
ning and Development Department, 
Metro, 2000 S.W. First Ave., Portland, 
Ore. 97201-5398.; 503/221-1646. 

NEW TURF MANAGEMENT 
NEWSLETTER FROM CYAN AMID 

American Cyanamid recently introduced 
the premier issue of For Your Image, a 
quarterly newsletter for turf professionals. 

MARKING 
FLAGS 
tor PESTICIDE 

APPLICATION 

BLACKBURN 
The world's leading manufacturer! 

• 9 flag colors • Plastic or win staff 
7 Ink colors 
3 flag sizes 

Custom print 
available 

ORDER FACTORY- DIRECT TOLL-FREE 
West of Rockies 
P.O. Box 276 
Cambria. CA 93428 

800 /552-FLAG 
Fax: 805/927-1601 

East of Rockies 
P O. Box 86 

Neligh. NE 68756 

8 0 0 / 9 4 2 - 5 8 1 6 
Fax: 402/887-5171 

ASPHALT SEAL 
COATING VIDEO 

VHS 
Covers all phases 
Profits 
Equipment needed 
Investment 
Prep and procedure 
Mixes used 
Material cost 
Coverage per gaL, etc 
Shows actual job 

Please send. . Seal Coating Video(s) 
at $79.95 each plus $3.00 handling. 
Allow 4 to 6 weeks for delivery 

Add« 

City 

Zip 

. State 

Phone 

Amount check enclosed S 

Center Educational Video 
PO Box 11136 
St Petersburg. FL 33733-1366 
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For Your Image is designed to provide 
lawn care, landscape, grounds mainte-
nance and golf course professionals with 
helpful turf management news and infor-
mation. 

• 

• 

• 
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SUv» Safe 
Pesticide Handling 

The name of the newsletter makes ref-
erence to Image® herbicide, introduced 
by Cyanamid in 1987. Image can be used 
for control of certain difficult-to-control 
and unsightly weeds, like purple nut-
sedge, wild garlic and wild onion. It is 
labeled for use on all warm-season turf-
grasses except Bahiagrass. 

The newsletter features articles devoted 
to helping turf management professionals. 
It contains research results, new product 
and new label information, and testimon-
ials from peers who have solved tough 
vegetation-management problems. 

For a free subscription to For Your Im-
age call or write on company letterhead: 
American Cyanamid Co., P.O. Box 8459, 
Spartanburg, S.C. 29305-8459; 803/ 
582-1908. 

NEW GROWTH STRATEGY 
PLANNED FOR PRO-LAWN 

Pro-Lawn Products Inc., a subsidiary of 
Agway Inc., has designed a growth plan 
to provide a higher degree of personalized 
service to its customers in the Northeast. 

The growth plan, centering around a re-
organization of the sales management net-
work, is now in full operation. ProLawn's 
swift growth necessitated the new strat-
egy, according to John Butenko, manager. 

"Pro-Lawn needed to upgrade our ser-
vice capability in order to sustain that 
growth as well as to continue to serve our 
customer base," Butenko said. 

The company has also added five 
salespeople to its force to improve sales 
and service to professional landscape 
and turf managers throughout the 
Northeast. 

F o r 20 years Grasshopper has 
advanced outfront zero-turn-radius mower 
technology, mowing efficiency and the 
standards for durability. And, today's 
Gemini Series Grasshoppers represent the 
Newest standards for toughness, 
reliability, and time-saving productivity. 

The Gemini direct drive hydrostatic 
system was developed specifically for 
mowing. It delivers extended service life 
and years of low-maintenance operation. 
Dual-lever steering with automatic 
neutral-return safety provides instinc-

tively natural control by putting total 
command of the mower in the palm of 
your hand. Zero-turning-radius and 
outfront deck design combined, deliver 
superior visibility, trim capability 
and maneuverability. 

If you need a proven mowing system 
with strong dealer support, select from 
the versatile Grasshopper lineup. Six 
models, 11 to 21 hp, deck options 
from 35" to 72" and year-round attach-
ments. Time will tell you've made the 
right choice! 

The Ultimate Time-Cutter 

The Grasshopper Company t \ \ J if NY Telephone 316-345-8621 
One Grasshopper Trail V P V t V " <M\ l l F A X 316-345-2301 
P.O. Box 637, Moundridge, KS 67107 / ^ 1 L 

OUTFRONT SINCE 1970 

GRASSHOPPER 
GRA-4-90 YOUR NEXT MOWER ©1990, The Grasshopper Company 

Time Will Tell 

Proven by the test of time. 
Grasshopper delivers rock-
solid durability that cuts 
downtime — mowing 
efficiency that boosts 
productivity. First to 
finish...built to last! 
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ASSOCIATION NEWS 

THE AMERICAN ASSOCIATION OF 
Nurserymen is meeting with other na-
tional horticultural associations in an attempt 
to develop a unified horticultural position 
after two major pieces of legislation have 
been introduced to amend the Federal 
Insecticide, Fungicide and Rodenticide Act. 

Congressman George Brown (D-Cal-
if.) is sponsor of H.R. 3153 and House 
Agriculture Committee Chairman Kika 
de la Garza (D-Texas) is sponsoring 
H.R. 3292. 

Both bills would overhaul the nation's 
pesticide law by tinkering in part with 
registration and cancellation regulations. 
Preliminary hearings were heard in Oc-
tober. Also, in late October President 
George Bush announced the Administra-
tion would soon propose legislation ad-
dressing similar pesticide and food safe-
ty issues including a more speedy pesti-
cide suspension process. 

A new videotape from the Professional 
Lawn Care Association of America 
titled "The Value of Turf — For Today 
and the Future," is now available. 

The 10-minute tape premiered at the 
PLCAA annual trade show and conven-
tion in Las Vegas, Nev., in November 
and is available through the Education 
and Research Foundation of the assoc-
iation. 

Proceeds from sales of the tape will 
go toward the PLCAA's work with edu-
cational and research-based programs. 
The program is sponsored by Ciba-Geigy's 
Turf and Ornamental Products division, 
which funded initial production and dup-
lication of the tapes for the foundation. 

The tape features interviews with 
three top turf researchers: Tom Watsch-
ke, The Penn State University; Harry 
Niemczyk, The Ohio State University; 
and Marty Petrovic, Cornell University. 

As an incentive for donations to the 
education and research foundation, the 
videotape is being offered as a premium 
to those pledging $100 a year for three 
years, said Barry Troutman, PLCAA's 
director of education. But it can also be 
bought outright for $50. 

A new exhibition for the machinery in-
dustry will take place near London next 
year. 

The International Professional Lawn, 
Garden and Outdoor Power Equipment 
Exhibition will run from Sept. 2-4 at 
Kempton Park, a race course and exhibi-
tion venue 15 miles from central London. 

The show is a joint venture between 
the Garden Machinery Association and 
Interbuild Exhibitions, a member of the 
Andry Montgomery Group. Another 
member of the group, Andry Montgom-
ery and Associates Inc., is organizer of 
the Louisville Expo — North America's 
Lawn, Garden and Power Equipment 
Exhibition. 

At the end of September 1989, nearly 
130 companies had reserved space at 
Kempton Park including Black and Deck-
er, Ford New Holland, Honda (UK), 
Massey Ferguson, Perkins and Ransomes. 

Products on display will include all-
terrain vehicles, chainsaws, compact 
tractors, forestry equipment, garden ac-
cessories and tools, mowers, motorized 
carts and vehicles, sprayers, spreaders 
and seeders. 

Debra Dennis, a 10-year veteran of the 
Associated Landscape Contractors of 
America, has been selected the new ex-
ecutive director of the association. 

During her tenure with ALCA, Den-
nis has served in a variety of positions 
and has developed a 
thorough under-

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

PLCAA 
1000 Johnson Ferry Rd. NE 
Suite C-135 
Marietta, Ga. 30068-2112 
800/458-3466 

GMA SHOW 
Interbuild Exhibitions 
11 Manchester Square 
London, WIM 5AB 
01-486 1951 

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

APLA 
221 Morris Rd. 
Ambler, Pa. 19002 
215/868-1376 

FCAC 
405 N. Washington St. 
Suite 104 
Falls Church, Va.22046 
703/534-5268 

standing of the office and the member-
ship, according to Ron Kujawa, ALCA 
past president. 

As new executive director, Dennis said, 
she wants to strive for better communi-
cations between ALCA, the leadership, 
the membership, the press and consumers. 

"I want to help improve the image of 
the landscape contracting industry," 
Dennis said. "If we strive to improve 
the image it can only help bring more 
people into the profession." 

Rene Gautschi will be the keynote 
speaker at the Association of Profes-
sional Landscape Designers' Fourth 
Annual Symposium and Resource Fair 
on landscape architecture and design, 
"Leaving No Stone Unturned IV" Feb. 
23 and 24 in Bethesda, Md. 

As vice president of architecture, 
planning and design for Marriott Corp., 
Gautschi has more than 25 years exper-
ience in creating effective landscapes for 
Marriott resorts and hotels worldwide. 
He will also share his knowledge of 
marketing these services. 

Also speaking at the symposium will 
be Henry Cathey, director of the U.S. 
National Arboretum. 

The Foliage For Clean Air Council 
recently signed an agreement with the 
American Horticultural Marketing 
Council to act as the promotion export 
council for the U.S. horticultural industry. 

The Associated Landscape Contrac-
tors of America formed the FCAC last 
year to interpret and distribute to the 
horticulture industry findings from the 
National Aeronautics and Space Admin-
istration that show plants can help clean 
the air in indoor environments. 

News of the NASA findings spread 
quickly throughout the industry, as the 

FCAC made it possible for in-
dividual companies to use this 
information in their marketing 
programs to generate excite-
ment among their customers 
and to increase sales. 

Overwhelming enthusiasm 
in the United States prompted 
the FCAC to extend member-
ship outside the country. 

Membership in the council 
provides sponsors with many 
marketing tools to raise public 
awareness about the use of 
plants as clean air machines 
and increase industry sales. • 
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There is a big difference in manufacturing techniques, materials, and 
quality. When selecting the best long range answer to your new spray 
tank needs, make sure that you aren't comparing "apples and oranges." 

When choosing a tank manufacturer, are you considering the best 
design? The best quality? The best price? 

T U F L E X built quality reflects uncompromising standards in design, 
materials, and craftsmanship which are often copied but never 
duplicated. This assures low cost future maintenance. 

Today's lawn care professional demands and deserves "Total 
Performance" capability. It takes a team of experienced professionals 
with backgrounds that include all phases of tank fabrication to best 
attend your specific needs. 

When you consult T U F L E X , you will get answers based on successful 
applications with the world's leading lawn care organizations. 

Tuflex Manufacturing Company, 1406 S.W. 8th St., Pompano Beach, FL 33060 

If your immediate or long range needs include consultation, 
design or sales, call 

1 - 8 0 0 - 3 2 7 - 9 0 0 5 1 - 3 0 5 - 7 8 5 - 6 4 0 2 
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There is some turf even 
DURSBAN carft protect. 

' ' f t 

k 

Granted, DURSBAN* Tlirf 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 musc le 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 t ough 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 -
and 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-
"Trademark of 

The Dow Chemical 
Company 
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FOCUS ON: 
SEEDING 

•VARIETY NOT STATED ' NO DEFENSE FOR UNLAWFUL 
A FEDERAL DISTRICT COURT IN 
Eugene, Ore., recently ruled that a per-
son does not avoid liability under the 
Plant Protection Variety Act by selling a 
proprietary grass seed as "Variety Not 
Stated." 

The case was brought to court by Great 
Western Seed Co., Albany, Ore., after a 
farm owner who previously rented land to 
farmers growing Rebel Tall Fescue for 
Great Western continued to harvest the 
seed and label it VNS after terminating 
the growers' lease. 

The case does not put an end to VNS 
labeling. Rather it states that a company 
must have relinquished its rights to the 
seed. If a grower harvests a certain pro-
prietary grass for a seed company, and 
that company decides it doesn't meet 
quality standards, the grower may then 
label it VNS. 

The Plant Protection Variety Act was 

enacted by Congress in 1970 to give plant 
breeders the exclusive right to market 
new varieties. 

The contract between Great Western 
and Roger and Larry Ruckert, owners of 
G & R Seeds, called for all seed grown 
and harvested by the two to become the 
property of Great Western. 

As VNS controversies occur more fre-
quently, the seed industry has wondered 
whether a person can avoid liability for 
buying or selling proprietary varieties by 
either leaving them unlabeled or by simp-
ly marking them VNS. 

The court held that labeling of the seed 
was irrelevant in determining liability un-
der the act. 

George Edwin Keech, the defendant, 
unsuccessfully argued that his rights to 
the seed grown on his land were para-
mount to those of the variety owner, es-
pecially where the protected variety was 

SALE OF SEED 
planted by a previous tenant farmer under 
seed production contracts without his 
knowledge or consent. 

As a result of that case, G & R receiv-
ed the seed crop from the 1987 growing 
season. 

Following the court decision, in early 
to mid-1988, Great Western inquired 
whether Keech intended to raise Rebel 
seed from the plantation established on 
his property by G & R. The company of-
fered to purchase any such crop on the 
same terms it paid other growers. No 
agreement was made between the two. 

Later that year, Great Western learned 
that Keech had harvested and transferred 
a quantity of seed to a farmers coopera-
tive for processing and sale. 

Great Western filed the suit claiming 
Keech had sold, offered to sell, delivered 
for sale and transferred possession of the 
Rebel tall fescue seed. • 

T h i s Is W h a t P G M S Is D o i n g 
F o r T h e G r o u n d s M a n a g e r 

r a j 

i P R l 

If you haven't checked out the Professional Grounds Management Society recently, then you're in for a surprise. We're offering a bundle of 
new benefits that make joining PGMS more rewarding than ever! Here's what we've been up to and how you can benefit: 

ANNUAL CONFERENCE AND TRADE SHOW-The yearly forum bringing 
together grounds managers, top speakers, and suppliers for the sharing of 
knowledge and ideas. 

NEWSLETTERS - A newsletter is mailed monthly to keep members current 
on the affairs of the Society and the latest developments critical to successful 
grounds management. 

CERTIFICATION - Voluntary peer review of acceptable competence to 
enable you to become a Certified Grounds Manager. 

RETURN OF DUES PROGRAM - All renewal dues will be credited to your 
return of dues account. Upon retirement all renewal dues paid by you will be 
refunded. 

INSURANCE - Included in your membership fee of $5,000.00 accident and 
dismemberment insurance. 

AWARDS - Members are recognized for outstanding achievement in grounds 
management. Annual Grounds Maintenance Awards Contest. 

GROUNDS MAINTENANCE ESTIMATING GUIDE 

GROUNDS MAINTENANCE MANAGEMENT GUIDELINES 

GROUNDS MANAGEMENT FORMS & JOB DESCRIPTIONS GUIDE 

WORKSHOP TRAINING - Management skills covering all aspects of 
grounds management. Available to all sections of the country. 

DISCOUNTS - Members receive discounts on Hertz, Avis and Alamo Rental 
Cars as well as discounts on a complete line of horticultural publications. 

No matter how large or small your operation, P G M S is your source for the best, most meaningful grounds management information and help. 
Your membership investment goes to work for you immediately — that's the PGMS promise. Join now and grow with us' 

Clip and mail to: 
PROFESSIONAL GROUNDS 
MANAGEMENT SOCIETY 
12 Galloway Avenue 
Suite 1E 

Cockeysville, Maryland 21030 

(301)667-1833 

Send me more information on what PGMS can do for me. 

Name 

Company 

Street 

City & State 

Zip . Phone . 
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AQUAGRO 
TURNS PROBLEMS 

INTO PROFITS. 
Lawncare and landscape profes-

sionals all over the country are using 
AQUAGRO® soil wetting agents on their 
problem lawns. They're applying it on a 
regular basis to move water deep into 
hydrophobic and compacted soils, slopes 
and through thatch. And as a bonus they're 
seeing a dramatic improvement in overall 
turf quality, with reduced irrigation. 

their customers see it too, and are 
willing to pay for the difference 
AQUAGRO makes. 

Here's whit three AQUAGRO users 
have to say. 

Christopher Sann 
Complete Lawn Service 
Wilmington, Delaware 

"I first used AQUAGRO about 
seven years ago on a bluegrass lawn with 
thatch-bound roots. Over a three year 
period I saw a 50-75 percent reduction in 
the thatch layer from the bottom; the 
roots penetrated the soil about three 
inches and I eliminated the hot-spots. 
About 90 percent of my customers are on 
an AQUAGRO program, which 1 often 
combine with verticutting. As tough as this 
summer was, the difference in appearance 
between treated and untreated lawns was 
obvious...and that keeps my customers 
happy." 
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Joseph Broyles 
Lawn Doctor of Oyster Bay-
Syosset 
East Norwich, New York 

"The soils I deal with are heavy loam 
often with a compacted layer below the 
surface. AQUAGRO alleviates compaction 
by getting water to penetrate this layer. 
Eliminating standing water helps cure a 
major cause of fungus diseases.J've been 
offering AQUAGRO Liquid as an optional 
service for four years; recommending two, 
sometimes three applications a year. It's 
been a solution to a lot of problems, and 
in some cases helped set me apart from 
my competitioa" 

Max Todd 
Fairway Lawn Service, Inc. 
Sunnyvale, California 

"I am using AQUAGRO Spreadable on 
about 80 percent of my jobs. Drought con-
ditions have made my customers more 
interested in products that can both 
reduce water use and keep their lawns 
alive. It's clear to me that the wetting 

agent increases the efficacy of fungicides, 
soil insecticides and fertilizers....! am able 
to sell the application as a companion to 
aerating and my customers recognize that 
the cost is offset by reduced water use and 
not having to pay for replanting." 

Getting More Water to 
the Root of the Problem. 

o. Rainfall June 12 
ó event 2.25 cm 

July 2 
2.75 cm 

Sept. 24 
0.40 cm 

AQUAGRO moves even the briefest 
rainfall or irrigation deeper into the soil 
profile so less is lost to evaporation and 
run-off Deeper water penetration also 
stimulates deep root growth for greater 
drought resistance. 

The Difference Between a 
Good Lawn...and a Great One. 

Discover why golf course superintend-
ents around the world have used AQUAGRO 
for more than 30 years to solve their water 
related problems. 

Used as directed, AQUAGRO is non-
toxic to plants and animals and is 
biodegradable. 

To Unci out how you can turn 
problems into proñts and make your 
customers' lawns the en\y of the 
neighborhood..and your competition. 
Call us. 

1-800-257-7797, in NJ. (609) 665-1130 

riAQUATROLS 
The Water Management People 

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



FOCUS ON: 
LANDSCAPE 

LANDSCAPES RECOGNIZED FOR QUALITY WORKMANSHIP, DETAIL 

Pacific Water Art Inc., Mountain View, won the 
Special Effects Award. 
THE CALIFORNIA LANDSCAPE 
Contractors Association presented land-
scape awards during its annual covention 
in November. The 1989 awards attracted 
217 entries from throughout the state. 

This annual competition is different 
from others because judges actually visit 
all the project sites rather than judging solely 
from photographs, said Larry Rohlfes, 
CLCA's director of communications. 

"Our judges literally spend three weeks 
driving up and down the state," he said. 

"It's an exhaustive process, but a very 
thorough one." 

All entries are evaluated on a point sys-
tem. The three categories are: quality 
workmanship, which counts 60 percent 
toward the total; quality of landscape con-
struction detail, counting 20 percent tow-
ard the total; and quality of landscape 
materials, also counting for 20 percent of 
the total. 

Judges were: Walter Bray, Advanced 
Drainage Systems; Ray Swanson, super-
visor of parks and buildings for the city 
of Saratoga; and Lyle Fredrickson, Car-
ducci & Associates. 

The tentative entry deadline for the 1990 
contest is Aug. 1. Entrants must be CLCA 
members in good standing. An entry fee 
of $100 is required along with six horizontal 
color slides of the project being entered. 

For renovation categories, three "be-
fore" photos are required in addition to 
the stipulation that 40 percent of the ori-
ginal job is still remaining. 

Following is a list of the 1989 major award 
winners. 

Winner of the Sweepstakes Award for 
best overall entry in the contest was Eco-
systems Imagery Inc., Encinitas, for work 
performed on the Fairbanks Estate in 
Rancho Santa Fe. This project also took 
first place in the Residential /Commercial 
Irrigation category for any manual or 
automatic irrigation system. 

The winner of the President's Trophy 
for best entry from all residential cate-

MOORE LANDSCAPES WINS ILCA GOLD AWARD 
MOORE LANDSCAPES 
Inc., Glenview, 111., has been 
named a 1989 Gold Award Win-
ner by the Illinois Landscape 
Contractors Association. 

The firm won ILCA's top 
honor for grounds maintenance 
at Mission Hills Country Club 
Village, an exclusive, 160-acre 
condominium and townhouse 
community with an 18-hole golf 
course in Northbrook, 111. 

Maintenance at Mission Hills 
poses special problems. These 
include an increased mainte-
nance requirement caused by 
maturing tree and over planting. 

Also, plants are forced to com-
pete for 1 ight and water because 
of excessive shading on the 
property. 

Creating a more efficient use 
of water involved mulching trees 
and planting beds with shredd-
ed hardwood, using wetting 
agents and increasing the mow-
ing height of turf to three inches 
during the summer, said Victor 
Moore, the company's vice 
president. 

The ILCA awards are pres-
ented to landscapes who beaut-
ify the environment and whose 
work represents high industry 

standards, according to Gary 
Borgman, chairman of the ILCA 
awards program committee. 

This is not the f i s t time 
Moore's work at Mission Hills 
has been singled out for rec-
ognition. In 1975, the Ameri-
can Association of Nursery-
men presented Moore an award 
for the landscape installation of 
the community's initial phase. 

Moore Landscaping was 
formed in 1948 and has a wide 
range of clients including of-
fice and industrial complexes, 
parks, zoos, shopping malls, 
military bases and schools. 

gories was R & D Landscaping/Irriga-
tion, Anaheim and Beverly Hills, for its 
work on the Humble House of the But-
terfly Tile, Beverly Hills. The project 
designers for R & D were Louis and 
Carmen Warschaw. 

The Special Effects honor for best use 
of unique methods or materials, and/or 
special artistic effects was awarded to con-
tractor Pacific Water Art Inc., Mountain 
View, for its work at Plaza Park in San 
Jose. Design for the project was per-
formed by Hargreaves & Associates, San 
Francisco. 

The Judges Award for best landscaping 
under $50,000 went to Pacific Coast Land-
scape, Cambria, for the residence of Juan-
ita Hitch. The project designer was Lloyd 
Gracey. Pacific Coast also won in the 
Small Residential category for any single 
family residence with landscaping costs 
not exceeding $10,000. 

Redwood Landscaping, Santa Rosa, was 
honored with the Ben Slade Memorial 
Award for best landscape maintenance 
from the eight maintenance categories. 
The project was The Lakes at Santa Rosa 
Corporate Center designed by Wilson 
Hentzen, Orange. 

The Jeff Driscoll Award for best entry 
from all commercial installation categor-
ies was received by Collishaw Construc-
tion Inc., San Jose, for the Santa Clara 
Convention Center. 

The Excelsior Award is intended to rec-
ognize the special talents of someone who 

has been a CLCA member for 
less than one year and shows 
qualities of striving higher. 
The winner was Terrain Inc., 
Glendale, for the Donald C. 
Tillman Water Reclamation 
Plant, Van Nuys. The designer 
for the project was Koichi 
Kawana, Environmental De-
sign Associates, Santa Monica. 

Humanitarian Awards are 
given for any project in which 
more than 50 percent of the 
total labor and materials for 
landscaping are donated. This 
year two entrants in this cate-
gory received awards. 

The first recipient was the 
Los Angeles/San Gabriel 
Valley Chapter of CLCA for 
work done at the Henry Soto 
Water Conservation Garden, 
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Arcadia. This project was designed by 
Robert Cornell, Cornell & Wiskar Land-
scaping Inc., Los Angeles. 

The second winner was the Sacramento 
Valley Chapter of CLCA for landscaping 
at the Sacramento Vietnam Veterans' War 
Memorial. 

In the regular categories, the Medium 
Residential honor — for landscaping costs 
between $10,001 to $20,000 - went to 
Adler Rand Landscapes, Folsom. The 
winning project was the George Martin 
III Residence, Elk Grove. Design was by 
landscape architect David Gibson, Sacra-
mento. 

In the Large Residential — costs from 
$20,001 to $50,000 — the winner was 
Koyama Landscaping, Temple City. The 
project was the Sasaki Residence, Pbmo-
na, with design by Takeo Uesugi & Asso-
ciates, West Covina. 

For the Custom Residential category — 
$50,001 to $85,000 - Western Landscap-
ing, San Mateo, received the honor. The 
company was contractor and designer for 
the Behar Residence in Hillsborough. 

In the Residential Estate category — 

Best residential landscape under $50,000. 

$85,001 to $150,000 — Lehmann Land-
scaping Co. Inc., San Mateo, took first 
place for the Olivier residence, Hills-
borough. Design was by Cliff Jones, Red-
wood City. 

The award for Residential Estate Un-
limited went to Southwinds Landscaping, 
Fountain Valley. The project was Las 
Cascadas, Santa Ana, with design by 
Stephen Schwartz & Associates, Lake 
Elsimore. 

Three awards were presented for com-
mercial/industrial landscaping. 

The first award was the small category 
for landscaping costs under $125,000. The 
winner was Heritage Landscape Inc., 
Granada Hills, for the Cusumano Plaza 
work in Burbank. Fong & Associates, 
Costas Mesa, designed the project. 

For Medium Commerical/Industrial — 
costs from $125,001 to $300,000 - Todd-
co Landscape Co. Inc., Venice, won first 
place. The winning project was the Los 
Angeles County Museum of Art — Pavi-
lion of Japanese Art. 

Winning the Large Commercial/Indus-
trial award was B.L. Cohen Landscape 
Inc., San Jose, for landscaping at A.T.T. 
Western Regional Office, Pleasonton. • 

A new innovation 
inturfc 

TILT-FORWARD SEAT AMD 
TILT- BACK. CATCHER. 
PROVIDE COMPLETE 
MAINTENANCE ACCESS 

EASY-TO-
OPERATE 
STEERING 
WHEEL 

The new Exmark Explorer™, winner of 
Lawn & Garden Mewketingb Innovative 

Products Award, provides unmatched 
maneuverability and two-sided trimming 
capability making quick work of mowing 

tightly landscaped areas. 

Todays demanding mowing conditions call 
for a truly versatile riding mower that can 
handle extensive landscaping and turf 
contouring. The new Exmark Explorer™ 
1800 masters these challenges, and more. 

This compact, mid-size rider simply out-
maneuvers the competition. True zero 
turning radius with twin hydro pumps 
provides superb tr imming ability to let you 
finish jobs in less time. The Explorers 44-
inch floating cutting deck follows the 
contours of even rugged terrain, providing a 
smooth, professional cut every time. Setting 
new standards in operator comfort and 
mowing performance, the innovative 
ExmarkExplorer™ 1800 is one more reason 
why we say: Exmark — Better, over the 
long run. 

For more information on this 
exciting new product and the 
dealer nearest you, call today: 
402/223-4010. 

e X m 
MFG. CO. INC. 

® The mark of excellence. 

BOX 748, BEATRICE, NE 68310 FAX 402/223-4154 
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A Dose of New Cash Bolsters 
Barefoot's Growth Plans 

MAINTAINING A 
strong, third-place 

hold in sales revenues for the lawn 
maintenance industry behind 
ChemLawn and TruGreen respec-
tively, Pat Norton knows his com-
pany will never be the biggest, but 
he's confident it can be the best. 

Soaring to revenues of $49 
million in 1989, a 20 percent 
growth from 1988, Barefoot Grass 
expects to expand into at least nine 
new markets during 1990. 

And that's not all. With a strong 
dose of new cash, Barefoot hopes 
to complete several acquisitions 
this year. 

"We're real pleased with what 
we've accomplished. We've 
grown consistently and want to 
maintain that as long as possible," 
said Norton, president of the Wor-
thington, Ohio-based company. 
"There's an awfully big lead out 
there. I don't think we'll be 
number one, but I think we'll be 
the best." 

Barefoot, a privately held com-
pany, sold the majority share of 
its firm to the Chicago-based in-
vestment firm Golder, Thoma & 

Cressey. Norton is counting on 
the investment firm to provide the 
catalyst for growth into the early 
1990s. 

The sale of the majority share 
was completed in April 1989 after 
Golder, Thoma and Cressey ap-
proached Barefoot management 
in late 1988. 

"Their intent is to make the 
business grow in order to make 
their money," Norton said. "It 
gives us the financial firepower 
to compete with the large corpora-
tions in the industry." 

Sixteen employees still main-
tain an interest in the company 
now owned by the $400-million 
private investment firm. 

"We thought it was a good op-
portunity to accelerate our growth 
rate. We worked very long and 
hard on that (the deal), and so far 
are very pleased with the results," 
Norton said. 

Norton wouldn't reveal the pur-
chase price or how much the in-
vestment firm plans to put into 
Barefoot Grass. But Norton said 
the firm is considering the pos-
sibility of taking the company 

public in the coming years. 
Barefoot currently operates in 

47 markets represented by 26 
franchises and 25 company-
owned operations. Size deter-
mines the company's representa-
tion in any given market area: The 
average franchise handles an area 
with about 200,000 households. 
Anything larger is prime for a 
company-owned operation. 

Barefoot offers its services na-
tionwide, but is best represented 
from Denver to the East Coast. 
Anticipated expansion may widen 
its scope. 

Norton wouldn't elaborate on 
which markets the company in-
tends to expand into, nor would 
he indicate where acquisitions 
would take place. 

Barefoot emerged in the early 
1970s as a division of O. M. Scott 
& Sons Co. It came into its own 
in 1975 and was sold to The Toro 
Co. in 1979. Two years later, Toro 
sold out to a group of Barefoot 
managers. 

In 1979, the company reported 
revenues of $2 million, but as it 
moved out of the M idwest and in-

BAREFOOT GRASS 
Headquarters: Worthington, Ohio. 

Founded: Began as a division of O.M. Scott & 
Sons Co. in the early 1970s. Later owned by Toro 
before selling to current management. 

Owners: The Chicago-based investment firm 
Golder, Thoma & Cressey holds majority interest. 

Primary Services: Lawn maintenance includ-
ing fertilization, weed control, insect and disease 
control, aeration, seeding and tree and shrub care. 

Employees: 500 year-round. 

1989 Sales: $48 million. 
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to the national arena, revenues 
grew rapidly reaching $22.4 
million in 1986. 

The next two years brought 
revenues of $30.9 million and 
about $40 million in 1987 and 
1988 respectively. Most of the 
revenues are derived from resi-
dential services; commercial bu-
siness represents about 10 percent 
of total revenues. 

In 1981, Barefoot began with 
33,069 customers. The company 
followed in 1982 with a 22.6 per-
cent growth reaching 40,555 cus-
tomers. The next seven years saw: 
1983, 50,402 customers a 24.3 
percent growth; 1984, 71,277 
customers a41.4 percent growth; 
1985, 100,311 customers a 40.7 
percent growth; 1986, 130,103 
customers a 29.7 percent growth; 
1987, 172,776 customers a 32.8 
percent growth; 1988, 205,595 
customers a 19.0 percent growth; 
and 1989, 235,464 customers a 
14.5 percent growth. 

Norton came to Barefoot Grass 
10 years ago as director of finance 
and administration. He was part 
of the management team in 1981 
that bought Barefoot from Toro. 
He became president about five 
years ago. 

Far removed from the lawn 
maintenance industry, Norton 
previously worked for Arthur 
Anderson in Cleveland, Ohio. 
Although he didn't have a back-
ground in the green industry, Nor-
ton said, he sees a number of 
similarities in the two fields. 

"I think public accounting is 
similar to lawn care in that there's 
lots of CPA firms that are basically 
offering the same service," he 
said. "Being successful in public 
accounting is based on your peo-
ple, as well as what you offer and 
deliver. I guess some of that back-
ground has helped me in lawn 
care." 

Norton said he left the huge ac-
counting firm to go to a company 
where he could have more of an 
impact. 

"Basically I've gotten every-
thing I've wanted and more out 
of making the switch," he said. 

Like other companies, Norton 
has followed the green industry's 
diversification trend with great in-
terest. Unlike others, however, he 
has no current plans to jump on 
the bandwagon. 

"We think there's still good 
growth opportunities in lawn 
care," Norton said. "We offer our 

customers a number of additional 
services, but we have yet to test 
mowing. It's a totally different 
business. That's not to say we 
won't ever." 

Barefoot Grass franchise and 
company-owned operations use 
granular products for fertiliza-
tion, preemergents and insect 
control, but use liquid products 
for weed control. 

"We feel that's what the con-
sumer wants and what we know 
how to deliver," he said. "We like 
dry products and feel that over 
time if you apply the right pro-
ducts at the right time in the dry 
form, you're going to get better 
performance." 

Employing nearly 500 workers 
year-round throughout company-
owned operations, employees 
complete marketing, routing, 
training and maintenance work in 
the off-season. 

The company has adopted a ter-
ritory managerial system, rather 
than a crew system, in which each 
manager is responsible for treat-
ing a specific region. Within that 
territory, each manager handles 
the selling, treating and most of 
the problem solving or service 
calls. 

Barefoot Grass hopes to expand 
through additional franchises and 

company-owned operations. 
Photos: Todd Yarrington. 
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BAREFOOT GRASS 
COMPANY-OWNED OPERATIONS 

The territories vary from mar-
ket to market. The more mature 
the market, the bigger the territory 
as far as number of customers. 
The size of the territory, however, 
is based on the number of cus-
tomers an individual can reason-
ably treat within a normal cycle 
period of about seven weeks, ac-
cording to Norton. 

Pay varies dramatically from 
one part of the country to another, 
but it's designed competitively 
and filled with bonus, overtime 
and profit sharing opportunities, 
probably raising it higher than the 
industry average. 

"What we're looking for is peo-
ple that want to grow with us and 
contribute to the profitability of 
the company, and over time build 
up a significant profit sharing base 
for their personal goals," Norton 
said. 

In the following interview, Nor-
ton shares his insights on the role 
of Barefoot Grass in the green in-
dustry. 

Q : How do you plan to grow 
with your current lawn mainten-
ance services? 
A : W e expect to add additional 
customers throughout the coun-
try. We're still growing in mature 
markets where we've been for 15 
years. Obviously not at the same 
percentage rate as you would grow 
in a brand new expansion market, 
but we're still growing. 

So we look forward. We've got 
a portfolio of cities, some are go-
ing to be new in 1990, some are 
two years old, some are three 
years old, some 15 years old and 
so on. We see different growth 
patterns for different branches, 
but we still think that all of those 
cities still have growth oppor-
tunities within them. 

Even in Columbus, Ohio, 
which is obviously a very mature 
market with ChemLawn and 
Barefoot both being based here. 
Although we've both been here 
a long time, we're still growing 
in this market. We're pretty pos-
itive on the across-the-board 
growth throughout the country. 
Q : You seem to sell your ser-
vices to the affluent homeowner. 
How do you attract them to your 
services? 
A : We're selling quality and 
results. The way you get results 
is quality people and quality pro-
ducts. That's what we're selling. 
We sell the consumer on the fact 
that we're going to put down the 

CITY 
Columbus, Ohio 
Lincoln/Omaha, Neb. 
Denver, Colo. 
Chicago, 111. 
Cleveland, Ohio 
Minneapolis/St. Paul, Minn. 
Washington, D.C. 
Milwaukee, Wis. 
Atlanta, Ga. 
Philadelphia, Pa. 
Indianapolis, Ind. 
Houston, Texas 
Baltimore, Md. 
Kansas City, Kan. 
Tampa, Fla. 
Dallas, Texas 
Cincinnati, Ohio 
Pittsburgh, Pa. 
St. Louis, Mo. 
Ft. Lauderdale, Fla. 
Newark, N.J. 
Long Island, N.Y. 
Boston, Mass. 
Harrisburg, Pa. 
Toronto, Canada 

right products at the right time to 
get the desired result which is the 
same for everybody — a thick, 
green lawn. 

We hire, train and retain peo-
ple that can do that for our cus-
tomers. I think that's what ser-
vice businesses are all about. 
We're selling the same thing as 
everybody else in the industry, but 
they're buying our people, our ex-
pertise and the products and ser-
vices that we deliver. So you try 
and be consistent, not only with 
your advertising message, but 
with what you deliver to the con-
sumer. We work real hard at that. 

We offer the prelawn inspec-
tion like most people in the in-
dustry. I just think we do a good 
job of marketing, selling and ser-
vicing. It all goes together over 
time to help your company grow. 
Q : Do you offer just one pack-
age or a variety? 
A : Different types of programs 
vary in different parts of the coun-
try, but essentially, we would pro-
bably offer two alternatives in a 
given market — usually one with 
a little more service. 

In a given market, we might of-
fer aeration as an additional treat-
ment. We have what we call the 

YEAR OPENED 
1975 
1976 
1977 
1977 
1979 
1981 
1983 
1983 
1984 
1984 
1984 
1985 
1985 
1986 
1986 
1986 
1986 
1986 
1986 
1987 
1987 
1987 
1987 
1989 
1989 

basic program which might in-
clude fertilization, weed control, 
insect control and preemergents. 
And then the option, the deluxe 
program, which might include an 
additional aeration treatment as 
part of that program. 
Q : Are you offering mowing 
services in various test markets? 
A : Mowing hasn't been a high 
priority for us. That's not to say 
it won't be, but we don't see it as 
an important part of our growth 
at this point in time. 

We don't get a lot of requests 
for it, quite honestly. It's a little 
bit surprising. We make recom-
mendations for those inquiries we 
do get based on our knowledge 
of who's good or bad in a given 
operating market. 
Q : Would you ever consider 
subcontracting for mowing ser-
vices? 
A : We feel more comfortable 
making recommendations. If it's 
not our employee, if we don't have 
control over the service perform-
ed, we don't want to collect from 
the customer in our name and have 
someone else responsible fordo-
ing it. That's not consistent with 
what we think is important. 
Q : Does the lack of qualified 

workers have any affect on future 
mowing possibilities? 
A : That hasn't really factored 
into it. We just think it's a different 
business, as opposed to aeration 
or seeding and those types of 
things which we feel are add-ons 
to the existing lawn care business. 

There's a lot more mechanical 
expertise, knowledge and pro-
blems that we just don't current-
ly feel comfortable knowing how 
to solve all those. And rather than 
go in and try to figure all that out, 
we figure that as long as the 
growth is available in lawn care 
that's where we're going to go. 

Several years from now it may 
be different and we'll take a long, 
hard look at those kinds of things. 
We'll probably look at expansion 
through acquisition as opposed 
to trying to figure out everything 
by ourselves. 
Q : To what do you attribute 
your 20 percent growth last year? 
A : Quality of service and our 
ability to do a good job of mar-
keting are the main reasons that 
we've achieved that kind of 
growth. 
Q : Do you expect your 20 per-
cent growth rate to continue in the 
1990s? 
A : We'd like to try and keep it 
at that level. The main thing that 
would increase it would be ac-
quisitions. If we accomplished 
significant acquisitions, obvious-
ly we could accelerate that growth 
rate. 

When you're growing as rapid-
ly as we have, there's lots of op-
portunities for people to move up 
quickly within the company and 
to become managers as opposed 
to applicators. I want to keep that 
opportunity available as long as 
possible. 

I think one of the important 
things that we offer is the ability 
to either grow within the company 
or to become a franchisee. Most 
of our franchisees are former 
employees. That's a really ex-
citing opportunity to offer. 

There's two different career 
paths for the new applicator or 
the new territory manager within 
our company. So if you've got an 
entrepreneur that's 22 years old, 
he can work for us for three years 
or so, get the experience and then 
go out on his own. Or if he says 
I want to grow within the com-
pany, he has the opportunity ob-
viously to move rapidly through 
the management of company-

(continued on page 26) 



"The first year we used 
TURFLON, we realized 
a $1,200 savings on 
service call costs:-
Tim Doppel, president 
Atwood Lawncare, Inc. 
Sterling Heights, MI 

Keeping a lid on expenses be-
comes more and more important 
as your business continues to 
grow. Do things right, and pro-
fits will rise whilelhe cost of 
servicing each new customer 
falls. If that's the kind of lawn 
care firm you want to run, 
maybe it's time you moved 
up to TURFLON* herbicide. 
When more is less. 
"Even though the product costs 
more, I still end up saving money 
by using TURFLON," explains 
Tim Doppel. And he has three 
years' worth of documented 
results to prove it pays to 
broadcast spray TURFLON 
at about $9.50 per acre. "The 
first and foremost advantage 
of using TURFLON is its effec-
tiveness. It works." 
Reducing callbacks and 
cancellations is the key. 
"The first year we used TURFLON, 
we had a 20 percent reduction 
in callbacks and that has held 
steady over the years," Tim 
says. "We've also seen an in-
crease in customer retention in 
the three years we've been using 
TURFLON." 
And using TURFLON has one 
more advantage, Tim adds. It's 
the reason he's been able to 
reduce callbacks and cancel-
lations: "My customers are 
happier." 
Isn't it time you moved up to a 
better herbicide for better weed 
control? Call us to find out more. 
1-800-373-4DOW (4369). 

Move up to TURFLON 

•Trademark of The Dow Chemical Company 

23 Circle 20 on reader service card 
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B a r e F o o t 
(continued from page 24) 

owned operations. 
Q : What goals do you have for 
your company in the next three 
to five years? 
A : Our long term goal is to hit 
$100 million in total revenue, and 
to see how quickly we can do that. 
I'm sure that over time we will 
do that, but the sooner we can 
achieve it, the more successful 
we'll feel we've been in growing. 

If we grew at 20 percent a year, 
it would probably take us between 
four and five years. But depen-
ding on our acquisitions, it would 
be nice to do that within a three-
year period. You'd have to make 
some good acquisitions along the 
way to make that happen. 
Q : How much untouched 
business do you think there is in 
the industry? 
A : I think there's a lot. What 
I compare the industry to is the 
situation right here. When I came 
down to Columbus from Cleve-
land 10 years ago, the lawn care 
industry was much more domi-
nant or mature in Columbus than 
in Cleveland at the time. 

In Columbus, a huge percen-
tage of people use a lawn care ser-
vice in most upper- or middle-
income neighborhoods. I don't 
think that any cities have reached 
the saturation point, but I don't 
see any reason that they can't all 
reach mature levels over time if 
the industry continues to do a 
good job of servicing the needs 
of the consumer. 
Q : So would you say there's 
unlimited growth potential? 
A : I think unlimited is probably 
a little bit bold. There's a lot of 
cities where 80 percent to 90 per-
cent of the target customers aren't 
even close to being covered. I 
think there's a lot of growth still 
to be achieved, but we've got to 
solve customers' problems and 
satisfy their needs, and if we do 
that, then we'll get to that kind 
of density in every market. When 
we do as an industry, you're go-
ing to see some continued good 
growth. 

Q * How has traditionally low 
industry pricing affected Bare-
foot? 
A : We'd prefer that it didn't ex-
ist, but we've seen it over the years 
enough to realize that it's just part 
of the business. That's part of the 
competitive framework. 

I think most consumers are in-
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telligent enough that they can 
make their decision based on 
comparative shopping. If they talk 
to Barefoot and ChemLawn and 
find two firms who are going to 
treat their lawn for $35 and 
someone else says they're going 
to do the same thing for $20,1 don't 
think that most consumers believe 
that. I don't think I believe it. 
Q : So you would never lower 
your prices just to compete with 
another company in the area? 
A : We have a strong policy to 
maintain our pricing structure. 
That's real important to us. We 
think the most important thing to 
growing the company is deliver-
ing the quality that we're adver-
tising. If we meet them (com-
petitors) on price, we wouldn't be 
able to deliver that quality because 
we spend more on products than 
those types of companies do. 

We're going to continue to of-
fer our quality services, and we'll 
continue to charge a fair price. 
Q : What advice would you of-
fer an operator who's having trou-
ble raising his pricing structure? 
A : Price it fairly. Communicate 
that to your existing and potential 
customers. Let them make the de-
cision. 

If you compete w ith other com-
panies on price, then you win 
some of those and you lose some 

CITY 
Lima, Ohio 
Madison, Wis. 
Rockford, 111. 
Logan/Athens, Ohio 
Canton, Ohio 
Lake Geneva, Wis. 
Detroit, Mich. 
Lexington, Ky. 
Warren/Youngstown, Ohio 
Appleton/Green Bay, Wis. 
Des Moines, Iowa 
Toledo, Ohio 
Raleigh/Durham, N.C. 
Charlotte, N.C. 
Winston-Salem, N.C. 
Richmond, Va. 
Colorado Springs, Colo. 
Austin, Texas 
Fort Collins, Texas 
Roanoke, Va. 
Louisville, Ken. 
Memphis, Ten. 

of those. And you end up not be-
ing able to deliver the quality that 
the consumer wants and you lose 
over time. 

If you have the lowest price in 
town, you may have a lot of 
customers for a given year, but 
we haven't seen anybody that's 
successfully competed on price 
as their primary method of com-
petition. We compete in enough 
markets that we've seen lots of 
people try that. That doesn't mean 
that that's not effective for a short 
period of time. Consumers, I 
think, eventually make the right 
decision and make that decision 
based on quality, not on price. 
Q : How do you figure a profit 
into your pricing structure? 
A : We have a fairly complex 
budgeting process, of which ob-
viously, product pricing, equip-
ment and labor costs are the most 
significant components. Based on 
that, as well as factoring growth 
into it, we make a pricing de-
cision. 

If we can grow more rapidly 
to increase efficiency and labor, 
we'll avoid a price increase. We 
haven't historically done lots of 
price increases. We price fairly 
when we go into a market and then 
improve our margins by becom-
ing more efficient and getting 
more customers, which is, I guess 

YEAR OPENED 
1977 
1978 
1978 
1978 
1979 
1979 
1981 
1983 
1983 
1985 
1986 
1987 
1987 
1987 
1987 
1987 
1987 
1988 
1988 
1988 
1989 
1989 

a different strategy than most 
companies. Some companies will 
come into a market very low, try 
and build a customer base and 
then raise prices. We don't think 
that's the way to do it. 
Q : When you enter a new mar-
ket, do you start with the price 
that you want to keep consistently? 
A : Essentially. Obviously,you 
can never know long-term what's 
going to change or what's not go-
ing to change. But it's our intent 
to price it fairly. 

We look at the pricing of com-
petitors and use that as a gauge. 
If all the major companies in a 
given market are much higher 
than what we're used to, then 
we're going to look at raising our 
prices to meet them. Or if 
everyone is lower than what we're 
used to, we'll take a look at it and 
usually find a reason for it. 

If you have a much higher labor 
cost in a given part of the coun-
try, you're going to have to charge 
more money for your services. If 
there's an awful lot of insect pro-
blems or whatever in a given part 
of the country, you're going to 
have to apply expensive products 
to control those insects and you're 
going to have to charge a fair price 
to be able to pay for that. 

If a given market has very few 
insects or weed problems, that 
might justify a lower price than 
some other markets. Those are 
the kinds of things that we look 
at when we do pricing. 
Q : How accountable are the 
franchise owners to Barefoot? 
A : It's very tightly bound. We 
think that the use of our name is 
real important and we're not go-
ing to have someone out there us-
ing the Barefoot name that isn't 
doing a quality job, using quality 
products, being environmental-
ly sound and all those sorts of 
things. The requirements of the 
franchisee are fairly significant 
that they follow the guidelines 
established by us. 
Q : How do you intend to 
market franchises in the 1990s? 
Is it something that's becoming 
more appealing? 
A : I think it's a good growth 
opportunity for us and for poten-
tial franchisees. We've had some 
really good success stories in 
which people have worked for us 
and then gone out on their own, 
but retained the affiliation with 
Barefoot through a franchise. 
They find themselves growing 

(continued on page 28) 
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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, you 
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 wild violets. 
These are the prob em weeds 
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 

'Trademark of The Dow Chemical Company 
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r TURF 
FEEDER. 
WEED 
EATER. 

Lebanon Pro 25-4-8 
with 

TRIMEC 
Now you can save time and money by applying 

both fertilizer and herbicide in one operation. We've 
combined a 2 5 - 4 - 8 fertilizer base (blended with 
10 percent coated, slow-release urea nitrogen from 
sulfur-coated urea) with Trimec, a patented combi-
nation of three herbicides: 2,4-D, MCPP and 
Dicamba. It will control such lawn weeds as dande-
lion, chickweed, knotweed, plantains, henbit and 
spurge. So now you can provide a balanced feeding 
for the growing season and control a wide range of 
broadleaf weeds. Only from Lebanon - your source 
for premium quality turf products. 

Lerari non 
TOTAL T U R F CARE 

A division of Lebanon Chemical Corporation 

800-233-0628 
TRIMEC* is a Registered Trademark of PBI/Gordon Corporation. 

Bare Foot Grass was featured as one of Inc.'s fastest growing companies. 

B a r e F o o t 
(continued from page 26) 

their own business very success-
fully. 

Right now our main focus is not 
to actively market the franchises 
because we've gotten enough in-
terest from two groups: our em-
ployees and existing franchises. 
We've been growing rapidly in the 
franchising area without market-
ing it. 

That's not to say that at some 
point in time we wouldn't do that, 
but our preference would still be 
to sell it to someone with ex-
perience in the business. We think 
lawn care is different enough from 
other businesses that the exper-
ience in handling chemicals, deal-
ing with customers, solving lawn 
problems, etc., is real important. 

We think it's tougher when you 
go out and mass market franchis-
ing in the lawn care industry and 
then try and train someone on 
what their supposed to do. It's 
easier to say to someone that's 
been in the business for say five 
years, here's the way we think you 
should do it in a particular market 
as opposed to here's how you treat 
a lawn, spray a lawn or whatever. 
We think we have a very effective 
system of doing business. We 
think it's most successful when 
someone already understands the 
basics. 
Q : Why hasn't Barefoot at-
tacked the commercial market 
more aggressively? 
A : We're consistent from re-
sidential to commercial in that we 
continue to offer the quality alter-
native at a quality reasonable 
price. That's not consistent with 
how most commercial buyers 

make their purchasing decisions. 
A lot of them seem to make their 

decisions just based on price. 
There's always going to be so-
meone that can do it less expen-
sively than you. We don't want 
to get into bidding wars and we're 
not going to drop our prices to 
what we feel is an inadequate level 
to deliver the kind of service that 
we want to deliver. We get some 
of that business, but we don't get 
huge volumes. 
Q : What issues must lawn 
maintenance operators tackle to 
be successful in the 1990s? 
A : Government regulation 
comes to mind. Just the ability 
to have reasonable regulations. I 
think it's achievable, but I don't 
think it'll be easy. 

We're getting more and more 
involved. We were probably like 
many other companies, just 
waiting to see what was going to 
happen and feeling like we 
couldn't influence regulation. 
Now we've dec ided we have to get 
involved and try and help the sit-
uation. So we're getting more in-
volved with PLCAA and other 
groups to try and be part of a group 
effort to solve the problems that 
are going to continue to prolif-
erate. 

I respect the consumer and if 
they've got a question we, as a 
responsible company, will answer 
that question and provide any in-
formation that they require. But 
when the government mandates 
what that should be, the vast ma-
jority of the public out there 
doesn't want to know. I think the 
industry has to police itself. If we 
do a good job of that, it will help 
to make regulation reasonable. 

(continued on page 67) 
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"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-
bicide," says Bob Kapp. "Cost 
las never been a deciding factor 
in the products we use. The extra 
504 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 
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POSTING UPDATE 

Proactive User Groups 
Curbing Harsh Regulations 
THE ISSUE OF POST-

ing and prenotification 
for pesticide treatments continues 
to receive radically different re-
ceptions in various states. 

A Pennsylvania bill, for exam-
ple, calls for 18- by 24-inch post-
ing signs and would allow each in-
dividual on the state's central reg-
istry to refuse an application be-
ing made within a 1/2-mile radius 
three times a year. In New York, 
where the first real controversy 
arose, appeals are still pending. 

But in other states, such as Con-
necticut and Florida, pesticide ap-
plicators and environmentalists 
(often characterized as "hyper-
sensitive" by the green industry) 
have combined efforts to produce 
regulations acceptable to both 
sides. 

Jim Wilkinson, executive direc-
tor, Pesticide Public Pblicy Foun-
dation, said the formation of state 
user groups and alliances, and 
their proactive responses, is vital 
to obtain reasonable regulations 
and legislation. 

"In states like Indiana and 
Washington, the user groups have 
put together what they would like 
to see included in regulations and 
then basically ask that that be 
adopted," he said. "That makes 
it relatively easy to live with." 

Two factors prevail in explain-
ing such drastic attitudes toward 
proposed regulations indifferent 
states, he said. The first is how 
fast the industry becomes a part 
of the process. An already existing 
alliance of operators will be much 
more effective. 

The second is the intent of the 
regulators and how much they will 
allow the industry to get involv-
ed. If the intent is to create reas-
onable and safe regulations, co-
operation between the two is more 
easily accomplished. But if the 
intent is to severely limit oper-
ators, industry input will be de-
30 

layed or ignored. 
"There is a definite move 

toward groups becoming more ac-
tive," he said. "When that hap-
pens the chance of getting fair 
legislation is always better." 

One tool that has been helpful 
to user groups is a set of model 
regulations developed by the 
American Association of Pest 
Control Operators. 

"The AAPCO model provides 
a good starting point," Wilkinson 
said. "Legislation doesn't have to 
copy it exactly, but it's a rational 
set of standards that can be chang-
ed. It can help in starting a ra-
tional discussion." 

While the green industry is hav-
ing more success in getting reas-
onable laws and regulations pass-
ed, those opposed to pesticides 
still take an active interest. Within 
about four years, Wilkinson said, 
probably 40 states will have 
posting and prenotification laws 
or regulations in effect. 

The pesticide foundation assists 
individual state organizations, but 
Wilkinson said, it's better for the 
foundation to remain behind the 
scenes. 

"We'll provide the user groups 
with whatever we can to help, but 
it isn't wise for us to be visible 
in the state," he said. "It doesn't 
look good to legislators to have 
an outside group barge in and tell 
them what to do in their state." 

Following is a state-by-state up-
date of posting and prenotifica-
tion activities from the past year, 
and those that are expected to take 
place this year. 

COLORADO. 
Steve Day of the Colorado Pesti-
cide Applicators for Responsible 
Regulation is on the committee 
reviewing proposed language for 
posting and prenotification. 

The major breakthrough, ac-

cording to Day, is the fact that a 
new statewide law would preempt 
any previously enacted local or-
dinances. This is vitally impor-
tant because the city of Boulder 
has enacted tough posting and 
prenotification ordinances. 

A Federal District Court judge 
recently struck down the city's re-
quirements for indoor applica-
tions, but left the door open for 
the city to enforce its outdoor laws. 

Boulder requires the posting of 
a 12- by 12-inch prenotification 
sign on the property to be treated 
at least 24 hours in advance. After 
the application, a standard 4- by 
5-inch sign is required to be posted 
for 24 hours. 

The committee, with represen-
tatives from the Colorado Mu-
nicipal League, Sierra Club, lawn 
applicators, agriculture and the 
state, has drafted a bill that will 
now go to the legislature. 

It calls for written prenotifica-
tion to all customers and 24-hour 
posting after an application. Signs 
will probably be the standard 4-
by 5-inch size. 

It also calls for a central registry 
which chemically sensitive peo-
ple can have their names placed 
on for a fee. 

"Anytime you get a consensus 
out of a task force like this, the 
legislators look favorably at it," 
he said. "If all varied interests 
represented on the task force are 
satisfied, they aren't going to 
argue with it." 

CONNECTICUT. 
The atmosphere in New York's 
neighboring state of Connecticut 
is much more tranquil. A posting 
law passed in 1988 and schedul-
ed to take effect last October has 
been delayed until sometime this 
year. 

The holdup is because the state 
Environmental Protection Agen-

cy has not written the regulations 
scheduled to be included in the 
law, said Don Kiley, executive 
director, Professional Pesticide 
Users of Connecticut. 

It's the first in the country to 
include posting provisions for 
homeowners and amateur appli-
cators. Results of a 1988 survey 
indicated that more than 60 per-
cent of all pesticide applications 
in the state were made by non-
professionals. 

Another first in the law is the 
creation of a central registry that 
does not require a doctor's doc-
umentation that the listed person 
is sensitive to chemicals. 

Anyone wanting to know when 
applications will be made with-
in 100 feet on abutting prop-
erty can be placed on the regis-
try. 

To sign up for the registry, one 
has to provide the name, address 
and telephone number of all 
neighbors who have pesticides 
applied to their property and the 
applicating company's name, ad-
dress and phone number. 

The major issue the EPA has 
to tackle in writing the regulations 
is the exact wording of the signs. 
Kiley said it is hoped the regula-
tions are written and finalized 
before the spring season gets 
under way. 

The law was the result of a 
joint effort between pesticide 
applicators and state environ-
mentalists, and satisfies the 
concerns of both sides, Kiley 
said. 

"We had negotiated the entire 
agreement before taking it to the 
legislature, and it passed essen-
tially unchanged," Kiley said. 
"We feel extremely good about 
that. It blew the legislators' minds 
to have the environmental con-
cerns and the professional ap-
plicators walk up to them and say 
kWe agree on this.'" 
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FLORIDA. 
Two bills were signed in-
to law last summer, but 
an exact date of 
when they will go 
into effect has not 
been set. 

One bill created 
a central registry. The 
other called for posting 
and prenotification for 
all customers and neigh-
bors requesting it. 

Posting provisions call 
for standard size signs to 
be left at the property for 
24 hours, and include the 
universal symbol for the 
family — an adult, a 
child and a dog standing 
on grass with a cross 
through the drawing. 

Prenotification to cus-
tomers will be made 
upon request. For the 
central registry, the burden of 
proof is left with registrants. They 
will have to pay to be on the reg-
istry and have a doctor's proof that 
they are actually chemically sen-
sitive. 

GEORGIA. 
The major objection to a posting 
bill now in committee is the 6-
by 8-inch sign, according to Tom 
Delaney, director of state govern-
ment affairs for the Professional 
Lawn Care Association of Ame-
rica. 

The legislation calls for the 
signs to have 3/4-inch letters 
reading "Caution. Pesticide ap-
plication." It should also include 
the name and telephone number 
of the applicator. 

The bill also calls for providing 
the common name of the pesticide 
and phone number for the nearest 
poison control center to the cus-
tomer at the time of applica-
tion. 

The bill is expected to make it 

LAWN CARE APPLICATION 
PLEASE KEEP OFF 
DATE:. 

to the Senate floor again sometime 
this year. If the industry and 
PLCAA are unsuccessful in re-
ducing the size of the sign, they 
may introduce another bill, De-
laney said. 

ILLINOIS. 
A lawn posting bill went into ef-
fect the first of this year. All lawns 
are required to be posted for 24 
hours with standard size signs 
reading: "Lawn care application. 
Stay off grass until dry." 

Prenotification is mandatory 
for all customers. The same in-
formation will have to be provid-
ed to abutting neighbors request-
ing the information. This will in-
clude the name of applied pesti-
cides, application rate and con-
centration. 

Another provision to be phas-
ed in by January 1992 will call 
for the retention of wash water. 
Jay McNalis, TurfTreet Lawn 
Service, Crystal Lake, said the 
rules will be fairly easy to com-

-TIME:. 

Please remove 
day following 

application 

ply with. 
While the user associations do 

not exist in the state, several lawn 
maintenance individuals did take 
part and had input when the rules 
were being written. 

It is hoped that these statewide 
rules will curb municipalities' in-
terest in passing their own ordi-
nances regulating pesticide ap-
plications to lawns. 

Several cities have passed such 
ordinances. Oak Park's law calls 
for 72 hour posting. Also there 
is to be one sign per every 50 feet 
of frontage. Franklin Park has 
passed an ordinance prohibiting 
any pesticide application on city-
owned property. This includes 
parkways fronting residential 
homes. 

Chicago has introduced a sim-
ilar piece of legislation. It was 
shelved after pressure from 
several groups and operators, but 
may resurface at any time. 

State rules do not supersede 
local regulations in Illinois. 

"The city of Chicago would 

never accept that," McNalis 
said. "They want to retain their 
autonomy and will not give up 
their right to regulate at the local 
level." 

INDIANA. 
Regulations being written by the 
State Chemist calls for a 4- by 5-
inch sign. Its background and let-
tering should be in contrasting 
colors, and it's to read: "Lawn 
care application. Keep off until 
dry." 

Unlike most states, the appli-
cating company's name and logo 
may appear on the signs. 

Notification at the time of ap-
plication includes: Business name 
and telephone number, name of 
licensed applicator or registered 
technician, the common name 
and concentration of each active 
ingredient and any label precau-
tions after application. 

It's the customer's responsibili-
ty to remove the sign after 24 
hours. 
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The rules include no provi-
vions for prenotification of neigh-
bors. 

IOWA. 
Rules written by the Agriculture 
and Land Stewardship Depart-
ment went into effect Dec. 20. 

The posting section of the rules 
calls for standard size signs to 
stay up for 24 hours after an ap-
plication. They should be posted 
between two and five feet from 
a sidewalk or street and read: 
"This area chemically treated. 
Keep off. Do not remove sign for 
24 hours." 

The rules call for all custo-
mers to be given prior notifica-
tion. A central registry may be 
created and maintained by in-
dividual cities. People on the 
list would have to be notified 24 
hours before an application is 
made on adjacent property. 

For cities that choose not to 
maintain a central registry, abut-
ting residents may contact the 
applicator themselves and provide 
name, address and telephone 
number. The applicator will then 

have to notify those people. If they 
cannot be reached during business 
hours the day before the applica-
tion, the operator may leave a 
written notice at the time of ap-
plication. 

MICHIGAN. 
Currently regulations are in the 
process of being written by the 
Department of Agriculture. 

Tim Doppel, Atwood Lawn 
Care Inc., Sterling Heights, said 
specific posting and prenotifica-
tion provisions were kept out of 
the law, giving the industry more 
input with regulations. 

Using the AAPCO model has 
been discussed and, Doppel said, 
he expects the final regulations 
will follow the model closely. 

The Professional Lawn Care 
Association of America recent-
ly scored a victory over one of 
three Michigan municipalities 
attempting to enact posting and 
prenotification laws. 

The U.S. District Court over-
ruled the city of Milford's harsh 
regulations which included pay-
ing an annual $15 fee to operate 

in the city, a 90-day decal posting 
for businesses, 24-hour prenoti-
fication to chemically sensitive 
neighbors and 72-hour posting 
after applications. 

Two other cities, Davison and 
Livonia, have started working on 
legislation. It's hoped the ruling 
in Milford will have a chilling ef-
fect on the advancement of these 
regulations, Doppel said. 

MINNESOTA. 
A law calling for the use of con-
tracts for pesticide application 
went into effect this year. The con-
tracts should contain basic infor-
mation including the number of 
applications, cost, pesticides to 
be used and the starting date. 

Compliance should be fairly 
easy, according to Terry Ambroz, 
executive director, Minnesota 
Pesticide Information and Edu-
cation. 

"It's not all that earth shatter-
ing," she said. "It's something a 
good number of companies are 
already doing." 

Exact dates are not required as 
in New York, just an approxi-

mate date of when the first ap-
plication will be made in the 
spring. 

St. Paul's city council has 
established a Toxic Chemical Task 
Force to make recommenda-
tions about the possible banning 
of all non-organic chemical fer-
tilizers and pesticides in the city. 

The composition of the task 
force is stacked against the in-
dustry. It includes two environ-
mentalists, two lawn mainte-
nance professionals, an agricul-
tural education representative, a 
recycling program representa-
tive and two St. Paul youth. 

The group will meet through 
February before making a final 
recommendation to the council. 

During its first few meetings, 
the group was aggressively anti-
lawn care, said lawn care rep-
resentative Reid Anderson, Fer-
tilawn Lawn Care, Bloomington. 

"They're taking shots at the in-
dustry based on misinformed opi-
nions and poor and incomplete 
information," Anderson said. 
"They're more interested in leg-
islation to completely ban her-
bicides and pesticides, rather 
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than being educated about safe 
and proper use of the mater-
ials." 

NEW YORK. 
The latest news.in the saga of the 
New York battle is that enforce-
ment was scheduled to begin Aug. 
15, but an appeal is still pending. 

According to Marilyn DuBois, 
director of the New York De-
partment of Conservation Bur-
eau of Pesticides, all the provi-
sions of the law are being enforc-
ed. DuBois said she doesn't yet 
have a report on how many 
operators have been cited. The 
fine for a first time citing is $500. 

Oral arguments were heard 
Nov. 1 in the New York Appeals 
Court. 

"I expect it won't be long before 
we get an opinion," DuBois said. 
"But no matter what the decision, 
one side is going to be dissatisfied 
and there is one more opportuni-
ty for an appeal." 

Operators thought they had a 
victory earlier this year, but that 
was quickly rescinded when 
Judge Paul Cheeseman changed 
his ruling. 

While the legal battles drag on, 
operators are trying to conduct 
business as usual. Most are com-
plying to parts of the law, but it 
is proving to be a costly endeavor. 

The cost of complying to all 
the provisions could range from 
$20 to $40 per lawn or even 
higher, said Don Burton of Lawn 
Medic in Bergen, N.Y. 

As written now, the New York 
law imposes several new burdens 
upon lawn care operators: 
•Written customer contracts must 
provide "approximate" dates of 
chemical applications as well as 
alternative dates in case of incle-
ment weather. Cover sheets must 
be provided with specific infor-
mation on the pesticides being 
applied. 
•Signs posted within 75-foot in-
tervals should be 5l/i by 8Vi in-
ches; within 100-foot intervals 
must be 8x/i by 11 inches; and 
within 150-foot intervals must be 
12-by 12-inch signs. All signs must 
read "Do not enter this proper-
ty" in 36-point type, and they are 
to be posted for 24 hours after the 
application. 

Regulations covering cover 
sheets and decals warning of pes-
ticide use are under injunction, 
DuBois said. 

The most objectionable provi-

sions, according to Burton are the 
approximate dates and the wor-
ding of the signs along with the 
varying sizes. 

For the coming season, the state 
has agreed to let operators offer 
customers a contract waiver that 
would allow a contract to be sign-
ed without the dates being spe-
cified. But customers would still 
have to be notified by telephone 
within 24 hours of an applica-
tion. 

But just because operators are 
complying to the law doesn't mean 
they're giving up the fight. Bur-
ton is spearheading a legislative 
lobbying effort to get a new, less 
stringent law passed. 

"The legislators we've con-
tacted so far share our concerns 
and have voiced a feeling for 
changes," he said. "But we don't 
know how widespread that feel-
ing is. The important thing now 
is to convince some of the key 
legislators so they can help us." 

OHIO. 
The rule for posting went into ef-
fect in June, but applicators had 
a grace period until the first of 
this year to conform to exact size 
provisions. 

The rule calls for posting a 4-
by 5-inch sign and written cus-
tomer notification that the sign 
should be removed after 24 hours. 
The signs must be posted within 
5 feet of the access point and can-
not have a company logo or other 
advertising displayed on the sign. 

The rule also calls for the owner 
to be notified in writing on or 
before the date of the application. 
This notification should include: 
brand or common name of appl ied 
pesticide; chemical type; maxi-
mum end use concentration and 
rate of application; special label 
instructions applicable to cus-
tomer; applicator's name and tele-
phone number; and date and time 
of application. 

If a written request from an 
abutting property owner is made, 
the applicator must make a reas-
onable attempt a business day 
before appl ication to prov ide that 
person with his company name 
and telephone number and ap-
proximate date and time of ap-
plication. 

PENNSYLVANIA. 
Two radical bills introduced to the 
legislature last year seem doom-

ed for failure. These called for 18-
by 24-inch posting signs, pre-
posting48 hours in advance, writ-
ten contracts, pesticides to have 
a discernible odor and the crea-
tion of a central registry that would 
allow individulsto refuse applica-
tions within Vi-mile of their pro-
perty up to three times a year. 

Bill DeHaven, regional tech-
nical manager for ChemLawn in 
Philadelphia, said even though 
the bills were reintroduced last 
year, a lot of their supporters have 
backed off. 

In the meantime the Depart-
ment of Agriculture is working 
on regulations to implement the 
Pest Control Act passed in 1987. 
Expected to go into effect some-
time this year, the regulations do 
not address posting, but do call 
for the prenotification of neigh-
bors upon request. 

A less controversial posting bill 
was referred to the House Ag-
riculture and Rural Affairs Com-
mittee in September. This bill 
calls for 24-hour posting of stan-
dard 4- by 5-inch signs reading 
"Lawn Care Application: Keep 
off grass until dry." 

It also calls for the signs to be 
placed at 50-foot intervals along 
the boundary of the property 
where a public sidewalk, right-
of-way or public property abuts 
the application site. 

The main thing operators would 
want changed in this bill is the 
50-foot interval, DeHaven said. 

RHODE ISLAND. 
Posting began here in 1987, and 
complying has not been much of 
a problem, according to, Paul Mc-
Donough, Tru-Green, Warwick, 
R.I. 

The law requires posting signs 
at points of entry for 72 hours after 
an application has been made. 
Signs are 4- by 5-inches and read 
"Lawn chemicals applied. Keep 
posted for 72 hours." 

Also under the law, abutting 
neighbors may request to be pre-
notified of applications, and that 
must be done 48 hours in ad-
vance. 

The law is fairly easy to comp-
ly with, McDonough said. His 
only complaint is the 72-hour 
posting. The number was arriv-
ed at arbitrarily and is too long 
of a period. 

"It really has nothing to do with 
any of the materials we use," he 
said. "Nothing we use has any-

thing close to 72 hours for recom-
mended re-entry to property." 

Also, a lot is left to chance with 
the long posting period, but he 
claims the Department of En-
vironmental Management is fair 
when it receives a complaint. 

"Once you post, there's not 
much you can do. It's out of your 
hands," he said. "Anyone can 
come along and take the signs 
down, whether it's the property 
owner or kids out having fun. 

"Fortunately the DEM realizes 
that, and when they do get a com-
plaint they're basically looking to 
find out if signs were posted in 
the first place." 

VERMONT. 
The posting bill being considered 
was patterned closely after the 
AAPCO model. 

It calls for standard 4- by 5-inch 
signs to be posted for 48 hours 
along the perimeter of the area 
where pesticides will be applied. 
The signs are to stand at least a 
foot from the ground. 

Exact wording is not specified 
in the bill. That would be includ-
ed in the rules the Department of 
Agriculture would write to pro-
mulgate the law when it is passed. 

The bill also calls for written 
contracts between applicator and 
customers. The contract should 
include: 
•Number and approximate dates 
of applications, total cost, brand 
and generic names of active in-
gredients. 
•Any warnings that appear on 
the pesticide label, any informa-
tion provided by the U.S. EPA that 
identifies potential hazards of the 
used pesticide. 
•The company name, address and 
telephone number. 

All of the above information 
must also be provided to abutting 
neighbors at least 48 hours be-
fore applications. 

WASHINGTON. 
Regulations written by the De-
partment of Agriculture last year 
cover posting, prenotification and 
the creation of a central registry 
system. 

Posting will be for 24 hours 
with 4- by 5-inch signs reading 
"Keep off until dry." Signs should 
be placed at the point of entry. 
Regulations permit the applica-
ting company's logo to appear on 

(continued on page 70) 
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PLC A A '89 

Show Attendees View 
Latest Industry Innovations 

THE ODDS OF A LAS VEGAS CONFERENCE AND TRADE 
show being a success is definitely a tossup — judged most 

often by whether you leave the city a winner or loser. 
Despite seemingly overwhelming odds, most exhibitors and atten-

dees were satisfied with what they learned and viewed at the 10th An-
nual Professional Lawn Care Association of America conference and 
trade show. 

More than 1,300 attendees and 167 exhibitors were on hand at 
Cashman Field to see the latest industry innovations. They were also 
part of an enjoyable 10th anniversary celebration which included a 
slide presentation to the sounds of "Yesterday," and a recount of the 
infamous June 14, 1979 meeting at Fort Mitchell, Ky., where 34 in-
dustry representatives turned out to form what is now the PLCAA. 

EXHIBITOR'S DEMONSTRATION COURSE DRAWS CROWD AT PLCAA 
santo representatives and a display house, 
Monsanto created the "Overcome your 
Obstacles with Expedite" course. 

The course enabled trade show guests 
to put the system on their backs and 
spray demonstration fluid around plants, 
mailboxes and landscaping. The fluid 
fell on a black formica floor, showing 
exactly where the applicator sprayed and 
how much fluid was applied. 

The exhibit was a success, according 
to Kolley. 

"We were busy all of the time," she 
said. "People enjoy a challenge and the 
obstacle course provided one for the 
visitors. Once we got the first group of 
people to try the system, the flow never 
stopped." 

A promotional campaign also helped 
draw guests to the booth, Kolley said. 

"We sent invitations to PLCAA 
members at their homes and followed 
up by delivering a flyer to their hotel 
rooms in Las Vegas. That reminded 
them to visit our booth." 

Actually using the product gave visi-
tors a better understanding of what it 
can do for them, Kolley said. 

"It's difficult for people to ask ques-
tions because they've never used the 
product," Kolley said. "The design of 
the booth and the fact the customers ac-
tually got to try the system helped them 
ask questions meaningful to their busi-
ness." 

DESIGNING A DISPLAY THAT WILL 
demonstrate your product's features and 
attract excited customers is every trade 
show exhibitor's goal. It's not easy, but 
it can be done. 

Like other vendors, Jo Ann Kolley 
faced that dilemma as she prepared for 
the Professional Lawn Care Associa-
tion's trade show in Las Vegas. 

Kolley is the trade show coordinator 

for Monsanto Co., maker of Expedite,™ 
an advanced directed-spray applicator 
that combines uniform droplet techno-
logy with a gravity-fed delivery system. 
It was Kolley's task to create an exhibit 
which would draw trade show visitors to 
the booth to learn about the system. 

She supervised the design of a booth 
that would exhibit all of the features of 
Expedite. After brainstorming with Mon-

Attendees participate in Monsanto demonstration course. 



; shop and compare products at the outdoor demonstration. 

"All in all it was another excep-
tional conference and show," said 
Jim Brooks, executive vice presi-
dent of the PLCAA. "We had par-
ticularly good comments about 
the educational sessions." 

While attendance was positive, 
newly elected President Rick 
Steinau said the location of the 
exhibit hall in relation to the hotels 
was a drawback, forcing dimin-
ished attendance at the trade show. 

"Some exhibitors were disap-
pointed, while others who went 
for clever interaction had banner 
conventions, picking up tremen-
dous business," he said. Steinau 
is also president of Greenlon 
Lawn Care, Cincinnati, Ohio. 

Trade show hours and educa-
tional session hours did not over-
lap this year, giving exhibitors 
about 10 exclusive trade show 
hours. 

As is the case every year, the 
association received mixed re-
views from exhibitors, according 
to Brooks. He is encouraged, 
however, by the overwhelming 
response to next year's Green In-

WHERE IT ALL BEGAN: 
PLCAA'S FOUNDING FATHERS 
ON JUNE 14, 1979, 34 INDUSTRY REPRESENTATIVES 
met at Fort Mitchell, Ky., to discuss the development of 
one national group to represent the fast-growing lawn care 
industry. At the time, the industry was growing in leaps 
and bounds, but it suffered from an identity problem. 

What resulted from that historic meeting was the forma-
tion of the Professional Lawn Care Association of America. 
Beginning with 162 members in 1979, the association now 
has 1,247 members. 

Following is a list of those who attended the organiza-
tional meeting and wherever possible, where they are today. 
Paul Hairston, Vitalawn Inc., Jeffersontown, N.Y.; Pat Lore 
and Stan Weber, formerly of Lawn-A-Mat Chemical & 
Equipment Corp., Westbury, N.Y.; Jerry Amstutz, formerly 
of Spray-A-Lawn Inc., Orrville, Ohio; Paul D. Schnare, 
Ph.D., Accu-Grow, Cape Girardeau, Mo.; Ronald D. 
Baker, Doug Baker, Doug Halterman and Harry Sloan, 
Leisure Lawn Inc., Dayton, Ohio.; Bob Kautzman, Lawnco 
Inc., Brooklyn Heights, Ohio; Howard L. Evers and John 
Hayes, both retired from Tru Green Corp., Atlanta, Ga.; 
Rick White, Service Master, Memphis, Tenn.; Jerry Faulr-
ing, Hydro Lawn, Gaithersburg, Md.; Dave Murphy, Green 
Valley Co., Shawnee Mission, Kan.; Gordon L. Ober, Dav-
ey Lawnscape, Kent, Ohio; Ron Giffen, retired from 
LESCO, Rocky River, Ohio; Ronald W. Collins, formerly 
of R.W. Collins, Satellite Beach, Fla.; Joe O'Donnell, 
Sunbelt Seeds, Norcross, Ga.; Tom Brune, formerly of At-
wood Lawn Care, Sterling Heights, Mich.; Fred Rowley, 
Rollins Lawn Care, Atlanta, Ga.; Ronnie L. Zwiebel, 
LESCO, Rocky River, Ohio; Jim Kelly, Excel-A-Lawn, In-
dianapolis, Ind.; J. Martin Erbaugh, Lawnmark Associates, 
Hudson, Ohio; John Latting, Farm Land Industries, Kansas 
City, Mo.; Steve Derrick, Orkin Lawn Care, Atlanta, Ga.; 
Don Burton, Lawn Medic, Bergen, N.Y.; Larry Brandt, 
formerly of Spray-A-Lawn, Cincinnati, Ohio; Will Schulze, 
deceased, Finn Equipment Co., Cincinnati, Ohio; John L. 
Cruse Jr., Easy Lawn Care Co., Kettering, Ohio; Jim Dun-
can and Rick Eldred, formerly of A-Perm-o-Green Lawns 
Inc., Austin, Texas; Bill Fischer, deceased Spring-Green 
Lawn Care Corp., Naperville, 111.; Richard J.W. Foster, 
President, Lawn and Landscape Maintenance, Cleveland, 
Ohio; and Bob Early, Group Vice President, Edgell Com-
munications, Cleveland, Ohio. 

From left to right: Joe O'Donnell, Steve Derrick, John Cruse, Mar-
ty Erbaugh, Richard Foster, Paul Hairston, Bob Earley, Jim Kelly, 
Ron Giffen, Ron Collins, Paul Schnare, Dave Murphy, Jerry Faulr-
ing, Rick White, Doug Halterman and Doug Baker. 

dustry Exposition — the result of 
an alliance among PLCAA, the Associated Landscape Contractors 
of America and the Professional Grounds Management Society. 

GREEN INDUSTRY EXPO. The three associations have agreed to 
a two-year deal which will see their two separate trade shows — 

LAWN & LANDSCAPE MAINTENANCE • JANUARY 1990 35 



Kent Hahn from Hahn Inc. demonstrates the company's new boom system 
for its Multi-Pro 418 and Maxi-Pro 435 spray systems at PLCAA's outdoor 
equipment demonstration. 

PLCAA and the Green Team 
Conference and Trade Show — 
merged into one. The board of 
directors from each group voted 
on the concept before it was 
finalized. 

The three associations have 
discussed the possibility of a mer-
ger for more than three years, but 
only in the past year have specific 
negotiations been going on. 

The 1990 show will be held in 
Nashville, Tenn., and the 1991 
show will be held in Tampa, Fla. 

The Green Industry Exposition 
will be admistered by a nine-
member board consisting of three 
representatives from each of the 
associations. PLCAA was named 
show management and will han-
dle all details of the trade show, 
but will answer to the board. 

Each of the three associations 
will continue to hold separate 
educational sessions during the 
show — only the trade show por-
tion of the conventions are being 
merged. 

"We're coming together in the 
best interests of the professional 
associations and the industry, but 
we don't want to lose the auto-
nomy of each group," said 

Brooks. "In the future there may 
be some cross-over (in educa-
tional sessions) because obvious-
ly there's some cross-over in our 
memberships." 

A minimum of 50,000 net 
square feet of space will be 
available in the Nashville conven-
tion center, a slight increase over 

the 40,000 net square feet of space 
PLCAA had available in Las Ve-
gas. The Green Team conference 
used about 14,000 net square feet 
in St. Louis. 

Together, the group hopes to at-
tract 200 to 250 exhibitors in 1990, 
according to Allan Shulder, 
PGMS executive director. It's al-

so expected that the size of some 
exhibitor booths will increase. 

Although the show won't im-
mediately appear twice as large, 
it will be more representative 
bringing all aspects of the indus-
try together, said Doug Moody, 
PLCAA deputy executive director. 

Shulder said he envisions the 
Green Industry Exposition as 
eventually being a good alternate 
to the substantial golf course 
show held annually. 

Specific details concerning 
registration fees, exhibit space 
and speakers have yet to be deter-
mined, but the three associations 
are working on a Green Industry 
Exposition logo and promo-
tional pieces. 

Most exhibitors were obvious-
ly pleased with the prospects of 
a bigger and better trade show. But 
a number of attendees, who feel 
the association is broadening its 
range too much, are taking a wait-
and see-attitude about next year's 
trade show. 

Steinau, however, doesn't see 
how they can lose. 

"It's an opportunity for us. If 
it doesn't work, it doesn't. We're 
just investigating ways to increase 

A MODEL FOR FULL-SERVICE LAWN MAINTENANCE EXPANSION 
NO ONE CAN DENY THE SERVICE 
industry trend toward higher quality. 
Customers hold their lawn and land-
scape maintenance contractor more ac-
countable, and contractors want to im-
prove their bottom line through diversi-
fication. 

Companies choose to expand their 
business operations for a variety of 
reasons including: increased profits, 
growth, more control over customers 
landscapes, 12-month income flow and 
customer retention. 

But before expanding, a maintenance 
contractor must determine if it's the 
right step for his company, said Phillip 
Christian, a consultant with All-Green 
Management Associates, Columbus, 
Ohio. 

Some expansion theories to consider 
before diversificaton include: 

• Does the new service really fit your 
company? 

• Does your company have a compet-
itive advantage in the area being con-
templated for expansion? 

• What about your existing 
customers? Do they serve as a platform 
to catapult your new service? 

• Is chemical expansion really going 

to be needed? 
One area to consider before expan-

ding is the nationwide labor shortage. 
It's estimated there will be seven million 
fewer workers in the 1990s. 

"McDonalds is doing a better job 
than we are. They train them quicker 
and faster. We are competing with Mc-
Donalds," Christians said. 

Why hasn't expansion worked before? 
•We questioned the need from our 

specialty corner of the industry. 
•Absence of a dominant national role 

model. 
•Less than a professional image. 
•We didn't understand how to com-

municate with our customers and in 
some cases still don't. 

•We had and still have a problem 
with pricing. 

With the 1990s representing an era of 
general rather than specific service 
needs, more firms are deciding now is 
the time to select expansion services. 
Operators have any number of options, 
but mowing is the most obvious and 
most often discussed. 

Mowing has a high frequency rate — 
30 to 40 visits a year, but it's also the 
most unforgiving. Missing a cycle by 

two weeks can lead to disaster. 
Mowing activities also require more 

athletic ability, must be done on a 
schedule at the correct height and with 
sharp blades. But, Christians said, he 
feels the industry is ready to tackle 
diversification. 

"The lawn service industry brought 
professional image to the green scene. 
Not just image, but substance," he said. 
"We were first on the scene with opera-
tional and production skills. You are the 
model." 

The biggest, single problem Chris-
tians perceives is the lack of a consis-
tent quantitative measuring system. In-
stead, each operator uses his own sys-
tem — square feet, yards, etc. As a re-
sult, there's no way to convert the num-
ber of properties maintained throughout 
the industry. 

Other areas in need of understanding 
are what percent of revenues is profit 
and how overhead relates to revenue, 
Christians said. 

Christians' advice to the industry: No 
matter what you plan to expand into, 
operate it as closely as possible to your 
currently successful services. Don't fall 
backward. 

[wayifi^ 
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funds," Steinau said. "As an at-
tendee, you won't know the dif-
ference. It's not prudent to remain 
the same old association and hope 
the exhibitors don't leave us. I 
don't see any harm. It'll be very 
positive." 

Steinau's immediate goal for 
the next year is to increase 
member participation and to help 
make PLCAA an association for 
all companies large and small. 
"Do you want to be a specta-
tor or participant?" he asked 
the crowd. 

"I'm offering you a chance to 
get involved like never before," 
he said. "It's an opportunity of 
a lifetime to shape your future and 
that of the whole industry." 

FUND RAISING. A PLCAA 
fund-raiser to raise money for the 
association's educational and 
research foundation brought in a 
commitment of $138,000 over the 
next three years. 

The foundation is a separate 
corporation set up specifically for 
contributions to support turfgrass 
research and educational projects 
which will enhance the value of 

turf in the urban environment. 
The money cannot be used for 

the association's issues manage-
ment fund, but must be used for 
projects which will benefit the 
general public. 

About $87,000 was pledged to 
the Fisher/Marria fund, a separate 
account within the educational 
foundation. The fund was set up 
in memory of James and Karen 
Marriaand Bill Fisher. The Mar-
rias were killed in a plane crash 
two years ago and Fisher died 

two months later following a bout 
with cancer. 

NEW PRODUCT EXPO. A first 
at the November show was a new 
product expo. An hour each 
morning of the trade show was 
dedicated to five-minute presen-
tations from exhibitors introduc-
ing new products. 

"It's an excellent way to get 
people to the convention site and 
ready to go," said Barry Trout-
man, director of education. "It's 

a good service to our members 
and benefitted exhibitors with in-
creased traffic." 

A strong, three-track educa-
tional program was again a high-
light of the show. Don Aslet, 
chairman of the board of Varsity 
Contractors Inc., delivered an en-
tertaining speech on business 
motivation to a standing room 
only crowd. 

His message was clear: It's 
often easy to forget how great this 
business is. Don't let increased 
governmental regulation get you 
down. 

OUTDOOR DEMONSTRATION. 
The Outdoor Equipment Demon-
stration — always a sure winner 
— drew more than 400 attendees 
and 23 exhibitors. The demon-
stration gave attendees an oppor-
tunity to gain hands-on exper-
ience with mowers, aerators, 
sprayers, asphalt sealcoaters and 
more. 

The outdoor demonstration 
will continue to be held on the 
morning of the last day of the 
Green Industry Expo. The demon-
stration will be part of the Expo 

CompuScapes 
Professional Software for the 

Professional Landscaper 

ATTENTION LANDSCAPERS: 

fôoRCHJS PIP€ 
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T H E U N D E R G R O U N D W A T E R I N G C O N N E C T I O N 1 

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 in fo rmat ion : Porous Pipe, Inc. 
3567 E. 49th St. 
Cleveland, Oh io 44105 

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

If you've been looking for the right software, 
your search is over! CompuScapes Land-
scape Contractor Software is a totally 
integrated approach to solving the unique 
needs of landscape and interiorscape contrac-
tors. Designed specifically for the landscaping 
industry, CompuScapes has the features that 
fit the needs of your business: 

• Est imat ing 
• Workorders 
• Job Cost ing 
• Repet i t ive Invoic ing 
• Accounts Receivable 
• Sales Analysis 

For additional information contact: 
CompuScapes 
2653 Gravitt Road 
Duluth, GA 30136 
(404) 447-5858 

This year's demo drew more than 400 attendees. 
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MAILANDER RECOGNIZED WITH PLCAA'S FIRST PURPLE HEART 
THE PROFESSIONAL LAWN CARE ASSOCIATION OF 
America bestowed its first, and hopefully last, Purple Heart to 
Richard Mailander, Lawn Patrol, East Meadow, N.Y., for his 
role in the association's New Orleans convention. 

Mailander was shot in the left side by an armed robber 
while he was entering the lobby of the Hyatt Hotel. The Hyatt 
served as headquarters for the 1988 PLCAA convention. 

Several operations later, Mailander is almost completely 
recovered from the gunshot wound. 

At the time of the shooting, PLCAA Executive Vice Presi-
dent Jim Brooks and then Past President Russ Frith visited 
Mailander in the hospital and handled various arrangements 
while the family waited at the hospital. 

The shooting occurred when Mailander, his wife Bonnie, 
and four other family members were headed to PLCAA's Early 
Bird reception, held the first night of the convention. 

A man in his twenties approached the Mailanders and de-
manded Bonnie Mailander's purse. The man grabbed the purse 
before firing point blank at Mailander with a 9 mm pistol. 

Witnesses said the gunman fled down the street in a waiting 
get-away car. The gunman has never been caught. 

Last year's shooting didn't keep the Mailanders from atten-
ding this year's conference and show. Both Mailanders publicly 
thanked the PLCAA for their support, and said they hoped 
other association members realized what a quality organization 
they belong to. 

trade show, not the PLCAA con-
ference, and will be open to all 
exhibitors. 

SILENT AUCTION. The second 
annual silent auction drew bids 
of more than $20,000, slightly less 
than last year, according to 
Brooks. 

Funds from the silent auction 
will go to the association's issues 
management fund — a fund which 
benefits the whole industry as it 
strives to promote the services of 
lawn and landscape maintenance 

operators in a positive light. 
Boards are placed at each par-

ticipating exhibitor booth on 
which bidders wrote their price 
for a particular product. Twenty-
seven exhibitors participated in 
the auction. At the close of the 
show, the highest bidder bought 
the product with proceeds going 
to the PLCAA fund. - Cindy 
Code m 

The author is Editor o/Lawn and 
Landscape Maintenance maga-
zine. 
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PLCAA Officers and Directors (Seated) Neal DeAngelo, Joe Win I and, Rick 
Steinau, Dave Fuller, BobParmley, John Robinson. (Standing) Denny Unnell, 
Tim Doppel, Pat Nibler, Bill Culpepper, Daryle Johnson, Rick White, EdCoia, 
Jerry Faulring. 
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SPREADER 
Keep Fertilizer Dry and 

Prevent Costly Spills with the 
'SHOWER CAP" by Lawn Tech 
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Prevents Clogging • Stops Streakin" 

• 100% filtering 
of product 

• Assures free flow of 
all granular products 

• Increases production 

o n l y $ - | ß . 0 0 

plus $2.00 shipping charge 
and sales tax where applicable. * Leseo & Scotts spreaders only 

A MUST FOR ALL GRANULAR APPLICATIONS 
# Tool 

faun 
order write or call: PO B o x 4 5 4 6 3 

Westlake, OH 44145 
(216)835-4166 
(216)937-5517 teck 

$14.95 
plus $2.00 shipping 
charge and state sales 
tax where applicable 

• Durable, see-thru vinyl cover 
fits most professional quality 
spreaders 

• Completely waterproof and 
spillproof 

• Easy to attach — just slip it 
onto spreader 

• Secure f i t prevents spills — 
avoids burnout and product 
loss 

• Simple, 1-piece construction 
• Folds up for convenient 

storage 
• Limited 1-year warranty 

Call or write: (216) 937-5517 

A o f / j r ) . a P.o Box 45463 
L ^ I Westlake, OH 

J k l / 1 44145 



Introducing 
Gallery." 

Nothing's more terrifying than to hear a 
customer say, "They're back." Dreaded 
broadleaves. Costly callbacks. You want 
to scream. 

Your nightmares are over at last. 
Elanco introduces the unique preemer-
gence broadleaf weed control for turf-
grass—new Gallery 75DF. Featuring an 
advanced new chemistry, it casts broad-

leaves into the dungeon and throws away 
the key all season long. 

Your customers won't be haunted by 
spurge. Or oxalis. Or white clover. Or 41 
other tough broadleaves. And you'll be 
haunted less by costly callbacks. 

Yet turfgrass has nothing to fear. 
New Gallery is actually more tolerant 
on your turf than other herbicides. So 
there's no risk of off-site damage to 
nearby ornamentals, gardens and trees. 

Put an end to the horror of broadleaves. 
Instead of hearing "They're back," start 
saying, "They're gone." With new Gallery. 
See your Elanco distributor. Or call 
toll-free: 1-800-352-6776. 
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Elanco Products Company 
A Division of Eli Lilly and Company 
Lilly Corporate Center 
Dept EM-455. Indianapolis. IN 46285, U S A 
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ELECTRONIC TECHNOLOGY 

Matching a Suitable 
Computer to Your Business 

IT S MIDWINTER, WITH 
snow or rain falling outside, 

a large pile of paperwork inside 
and you're trying to get a handle 
on your past season's business 
performance — not to mention 
plans for the new season. 

After hearing other mainte-
nance contractors praise the ad-
vantage of computers in their 
organization, you have decided 
it's "time to buy a computer and 
straighten out the mess." How-
ever, there is more to just buy-
ing a computer. 

Most of us know that a com-
puter is a type of electronic device 
capable of rapid mathematic cal-
culations and efficient data 
storage. A computer is also a tool 
that can be used to enhance, make 
easier or replace various tasks that 
are part of the business. 

Therefore, as with any other 
tool, you should ask yourself 
"What do I want to use this 
machine for?" In fact, a good 
computer dealer or salesperson 
will not sell you a computer until 
this question is answered. 

So before talking to vendors at 
this winter's trade shows or walk-
ing into the loal computer busi-
ness, a first step is to take a good 
look at your business. 

This is accomplished by list-
ing all the tasks in your business 
that can be performed with a com-
puter. Customer record keeping, 
accounting practices and writ-
ing/typing are some of the tasks 
that have been adapted to com-
puterization. (Table 1). 

These tasks often represent the 
bottlenecks in many business or-

ganizations. Even if you are not 
sure if a task can be handled by 
a computer, list it anyhow. 

While looking over your busi-
ness, take a critical look at your 
manual system. If you aren't or-
ganized and fairly efficient with 
a manual system, a computer will 
not "miraculously solve the prob-
lem of inorganization." In fact in 
many situations, it can compound 
the problem. 

In establishing your list of tasks 
and activities you want to com-
puterize, be as detailed as pos-

SOFTWARE DESIGNED SPECIFICALLY FOR THE GREEN INDUSTRY 
FOR LESS THAN $2,000, MOST 
lawn and landscape maintenance profes-
sionals can provide their company with 
a basic computer and software system. 
But more often than not, these contrac-
tors aren't getting systems specifically 
designed for them. 

Green industry professionals do, how-
ever, have a number of options when it 
comes to buying green industry specific 
software with options ranging from pay-
roll and accounting procedures to full 
financials, as well as routing, automated 
scheduling and posting. 

In the last six years, industry-tailored 
software options have increased drama-
tically. On the average, experts estimate 
only 25 percent to 30 percent of the in-
dustry actually benefits from the advan-
tages of a computer system. Numbers 
are, however, on the increase. 

Prices have remained fairly consistent 
over the last year, with system capabi-
lities running about 10 times faster than 
before. 

Services provided by computer 
manufacturers include several or all 
of the following: software, hardware, 
training, follow-up support and main-
tenance. 

Because software packages vary, 
maintenance professionals should have 
a good understanding of their indi-

vidual needs before approaching a par-
ticular company. 

Maris Frank, Practical Solutions, 
said potential buyers may want to visit 
companies already using the system they 
are considering buying to see how the 
computer works in a real work environ-
ment. 

Users of larger computer systems 
should consider multi-user options vs. 
system networking, according to Linda 
Kerdolff, marketing manager, Thornton 
Computer Management Systems. A 
multi-user system runs off one central 
processing unit providing more power to 
all terminals. 

Although costs and options vary from 
system to system, the pay off value of a 
complete computer system can come as 
soon as two years, depending on how 
quick the system is up and running, ac-
cording to Joe Kucik, president, Real 
Green Computers. 

* * * 

Below is a sampling of companies of-
fering software and hardware which has 
been designed specifically for the green 
industry. 

Comp-U-Green 
3718 Antioch Court 
Cincinnati, Ohio 45241 
513/733-0969 

Complete software package for the lawn 
maintenance market, especially those 
offering multiple services. 

CompuScapes 
2653 Gravitt Rd. 
Duluth, Ga. 30136 
404/447-5858 
Landscape contractors. Bidding, invoic-
ing, job costing and receivables. 

Data Enterprises 
P.O. Box 9078 
Trenton, N.J. 08650 
609/298-8112 
Chemical applicators, maintenance op-
erators, landscape contractors. Main 
emphasis on accounting and billing; 
other options available. 

Data Base Software 
6 Dunnigan Dr. 
Pómona, N.Y. 10970 
212/302-2250 
Complete software package for the lawn 
maintenance market. 

Datasphere/Control Data Corp. 
6443 Beaverton Hillsdale, Suite 305 
Portland, Ore. 97221 
503/297-9035 
Complete software package for the lawn 
maintenance market. 
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sible. Also, collect all the forms 
that you use in your business, par-
ticularly if you want to continue 
using those forms in your com-
puterized operation. 

As you are completing your list, 
start thinking about a tentative 
budget. Decide what you can af-
ford to avoid any unexpected sur-
prises. In addition, talk to your 
accountant to determine the best 
method of purchase for your busi-
ness. In some situations, leasing 
is better than buying a compu-
ter system. 

Based on current prices, plan 
on spending between $2,000 and 
$8,000 for each independent 
workstation (hardware) such as 
a desktop or personal computer 
with a printer. 

Computer hardware pricing is 
becoming similar to car pricing. 
Usually as the price of hardware 
increases, the performance, qual-

ity and support increases. The 
tasks and software will also dic-
tate hardware price. 

Software will cost anywhere 
from $500 to $10,000. Software 
costs will be determined by how 
much work you want done with 
a computer. The more activities 
done with a computer, the higher 
the cost. 

Usually $1,000 to $2,000 is 
needed as a starting software cost. 
Figure in an additional $500 to 
$1,000 for accessories and mis-
cellaneous items or services. 

Once you've established what 
tasks and activities are to be com-
puterized and an estimated budget 
is developed, you can start search-
ing for a computer system — both 
software and hardware — for your 
business. 

WHERE TO BUY. Computer 
systems can be purchased from 

Labb Systems 
6018 E. Osborn Rd. 
Scottsdale, Ariz. 85251 
602/481-9710 
Grounds management software for 
parks/recreation, universities, muni-
cipalities and golf courses. Graphics 
and weather database options available. 

Lawn-Wright 
18761 N. Frederick Ave., 
Suite A 
Gaithersburg, Md. 20879 
301/330-0066 
Software systems for all maintenance 
work. Geographical routing, auto 
scheduling, auto posting and payroll 
package. 

McCollum Systems 
6143 Jericho Turnpike 
Commack, N.Y. 11725 
516/499-8890 
Software for the landscape maintenance 
professional. Complete billing and ac-
counts receivables, contract or individ-
ual services and optional sales tax and 
finance charge features. 

Nova Electronics & Software 
3564 Central Ave., Suite 2G 
Riverside, Calif. 92506 
714/781-7332 

Chemical lawn care, landscape mainte-
nance. Routing, invoicing, billing, ac-
counts receivable. 

PC Supply 
24175 Telegraph Rd. 
Southfield, Mich. 48034 
313/353-0351 
Complete software package for lawn 
and tree care management. 

Pèststar Software 
519 South 100 East 
Jerome, Idaho 83338 
800/869-7741 
Complete software operations package 
including routing, invoicing, mail labels 
and accounts receivable. 

Practical Solutions 
7100 N. High St. 
Worthington, Ohio 43085 
614/436-9066 
Software and hardware designed for 
lawn maintenance, chemical applica-
tors, tree care and grounds maintenance 
professionals. 

Real Green Computers 
3130 Crumb Rd. 
Walled Lake, Mich. 48088 
800/422-7478 
313/669-1118 (In Michigan) 

Complete software for the lawn and tree 
care industry. 

Synetics Group (formerly Cado) 
4434 Carver Woods Dr. 
Cincinnati, Ohio 45242 
513/984-9040 
Software specializing in full financials 
plus routing, scheduling, estimating and 
proposals. 

The Systems Co. 
10495 Latting Rd. 
Cordova, Tenn. 38018 
901/323-9802 
Software and hardware mainly for chem-
ical lawn care. Routing, scheduling and 
business management systems. 

Thornton Computer 
Management Systems 
424 East U.S. 22 
Maineville, Ohio 45039 
800/543-7249 
800/582-6129 (In Ohio) 
Complete software and hardware for land-
scape contracting, nursery/wholesale, 
landscape maintenance and interiorscape. 

Editor's Note: If your company does not 
appear in the above list and you would 
like to be considered for future articles, 
please contact us. 
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a variety of vendors which offer 
varying levels of prices and sup-
port . Vendors can be grouped in-
to several categories: mail order, 
department stores, computer 
dealers, value added resellers 
(VAR) and custom services/ 
consultants. 

Mail order companies and de-
partment stores with computer 
sections are similar in operation 
to mail order nurseries and de-
partment stores with a gardening 
section. 

The customer has the primary 
responsibility of selecting, pur-
chasing, setting up and support-
ing the computer system. These 
vendors usually offer little or no 
service or support during or after 
the purchase of the computer 
system. 

Over the past few years, there 
has developed many levels of 
computer dealers with some be-
ing equivalent to "computer 
supermarkets" while others are 
closer to being value added 
resellers in some market areas 
such as- CAD and desktop 
publishing. 

However, computer dealers are 
similar to lawn maintenance 
equipment/materials suppliers or 
garden centers as they specialize 
in computer products and ser-
vices. 

Usually, the sales personnel 
will assist in the selection of hard-
ware and software. Many will also 
offer initial training and support 
after the purchase, some level of 
hardware service and repair in 
order to maintain a dealership 
with a particular computer manu-
facturer. 

TASKS THAT CAN BE PERFORMED BY A COMPUTER 
0 , J Information Management 

Record keeping 
Inventory 

Point of Sales 
Equipment 
Materials 

Financial 
Budgeting 
Cost Estimating 
Accounting 
Billing 
Analysis 

j—yrPlant Information 

I 1 Project Planning 
Scheduling 
Route Management 

0 

Table 1 

Most computer dealers will not 
have any expertise in a specific 
vertical market such as lawn and 
landscape maintenance. Value 
added resellers are businesses 
who target a specific vertical 
market such as the maintenance 
industry or nursery management. 

Using off-the-shelf hardware 
and customized application soft-
ware, they develop a computer 
system tailored to a particular 
market. They also provide a fair 
amount of support and service 
after the sale. Some VARs will 
provide software only with com-
puter hardware being purchased 
by the customer from a computer 
dealer. 

Other VARs sell both software 
and hardware. Most of the com-
panies advertising computerized 

Word Processors 

0 , 

Writing/Publishing 
Business Communicat ions 

Letters 
Contracts 

Articles 
Brochure/Flyer/Catalog 

J Design 
Landscape Design 

^ I r r i g a t i o n Design 

HLJ Equipment Control 
Irrigation System Control 
Greenhouse Environmental 

Control 0 Communicat ions 

green industry systems are of this 
VAR category. 

A customer service or consul-
tant develops a specialized system 
based on an analysis of your busi-
ness. You might perform a man-
agement practice that no other in-
dustry contractor performs and 
cannot be found in the more gen-
eralized maintenance packages. 

A developer, as they are also 
known as, can add very specific 
custom features to a system to 
meet your particular needs. Along 
with analyzing your company and 
developing custom software, 
some consultants may also take 
on hardware purchases, installa-
tion of systems and complete 
training of you and your staff. 

As one goes from mail order 
to custom service, the amount of 

TYPES OF SOFTWARE APPLICATIONS 
Writing/Publishing 

Record keeping/Accounting Data Managers 
File Managers 
Relational Systems 

Spreadsheets 

Business Graphics 
Charts and Graphs 

Budgeting/Calculations 

Numerical Analysis 

General Graphics 
Painting Programs 
Drawing Programs 

Computer Aided Design 

Desktop Publishing 

Telecommunications 

Table 2 

Publishing/Landscape Design 

Landscape/Irrigation Design 

Brochures/Catalogs/Publishing 

Communicat ions/Information Exchange 

work required by you to effective-
ly implement a computer system 
decreases. However, the cost of 
implementation will usually in-
crease. 

Unless you or an employee has 
a large amount of time and/or ex-
pertise with computer systems, it 
is recommended to avoid major 
purchases of hardware and soft-
ware from mail order houses or 
department stores. Even though 
these businesses are valuable in 
providing low cost merchandise, 
they don't or can't offer the ser-
vice and support needed to estab-
lish a business computer system. 

A recommended starting point 
would be to contact and v isit both 
a computer dealer and a value add-
ed reseller. 

MEETING YOUR NEEDS. There 
are many good computer systems 
on the market. However, if a par-
ticular system doesn't have soft-
ware available to meet your needs, 
the hardware is useless. Any com-
puter dealer who attempts to sell 
you hardware without first in-
vestigating possible software sol-
utions should be given a thanks, 
but no thanks to your business. 

An advantage of a VAR over a 
computer dealer is the focus 
toward a computer system to meet 
your particular lawn and land-
scape maintenance needs. 

A good VAR will have had some 
experience in the vertical market 
they are addressing. Many times 
a VAR started in that particular 
market such as lawn maintenance 
through a need to computerize 

(continued on page 44) 
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WHIN YOU TREAT 
YOUR CUSTOMER'S LAWN 

IKE YOUR OWN ... 

YOU VEGOT ACUSTOMER FOR LIFE 
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 

The Ä » 
Andersons 

We'd like the chance to prove 
ourselves to you. We think 
you'll find we're good people 
to do business with. 
Call us toll free, 1-800-225-
ANDY for a comprehensive 
full-line Selection Guide or 
for the name of 
your nearest 
distributor. 

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 
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Computers 
(continued from page 42) 

their own business. 
When selecting software, it is 

important to remember that soft-
ware programs are tools in them-
selves. You should try to match 
the right tool to the job. (Table 
2). There are several questions 
that should be asked during your 
contact with computer dealers and 
VARs. 

Does the software match your 
particular tasks? A software pack-
age should have all the features 
and functions necessary for you 
to accomplish your defined tasks. 

Try to avoid software with ex-
tra features that may not be used. 
High powered software is ana-
logous to a high-powered sprayer, 
it may be too powerful for the job 
at hand. 

EASE OF USE AND TRAINING. 
The more time spent in training 
yourself or an employee to use a 
software package, the more mon-
ey that has been actually spent on 
the software package. 

Ask for actual demonstrations 

of the software. Try to obtain some 
hands on experience to get an idea 
of the time spent in learning how 
to use the software before you or 
your employees will be produc -
tive. 

What are the support and ser-
vice factors? As with other types 
of maintenance equipment, sup-
port and service are important 
considerations. 

Is there compatibility with other 
software packages ? Because there 
are many interrelated tasks being 
performed with computers, it is 
important to look at software com-
patibility. The software package 
should allow for data to be im-
ported or exported into other soft-
ware packages. 

A good example of software 
data integration is the ability to 
pull customer names and addres-
ses from a record keeping system 
for merging with a letter in a word 
processing program to generate 
personalized follow-up letters. 

This should be accomplished 
without having to retype all the 
customer information into each 
letter. 

Depending on the software to 

be purchased, the selection of 
hardware can range from very 
easy, because there is only a spe-
cific brand of hardware that can 
run the selected software, to very 
difficult, because there are several 
different brands that can run the 
selected software. 

When selecting hardware the 
following questions should be 
answered: 

What other software is avail-
able besides the selected soft-
ware? Even though the main goal 
may be to do accounting on a com-
puter, one may want to start do-
ing word processing at a later date. 

It is important that the computer 
being selected can run word pro-
cessing software. Otherwise, 
another computer will have to be 
purchased that is probably incom-
patible with the existing com-
puter. 

For most small businesses, 
broad software availability for a 
particular computer is more im-
portant as they have the greatest 
potential of doing a multitude of 
tasks on one or two machines dur-
ing the work day. 

Larger businesses which have 

many departments doing one or 
two tasks in each department on 
a day long basis do not have to 
be as concerned about the number 
of software applications available 
for the selected hardware. 

Where is the computer dealer 
located and what type of service 
and support is offered by the 
dealer? As with major landscape 
maintenance equipment, the 
closer the dealer, the quicker ser-
vice and support can be obtained 
in case of problems. 

Ask if the dealer is a fully 
authorized dealer. Fully authoriz-
ed dealers usually have full back-
ing from the manufacturer in 
the areas of service and support. 
This includes both factory train-
ed technicians and immediate 
spare parts availability. — Robert 
Boufford • 

The author is a grounds manage-
ment instructor at the Agricultural 
Technical Institute at The Ohio 
State University, Wooster, Ohio. 
Previously, Boufford was a part-
time support technician and 
trainer for a computer dealer in 
Mt. Pleasant, Mich. 

Our zero-turning radius Turf Tracker puts you in control. 
^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ The compact design and full hydrostatic drive provides 

complete maneuverability. It is capable of spreading and 
spraying 40 ,000 sq. ft. in less than 6V2 minues. The 

ic nnQQihh; thp nrP̂ tPQt 

Z l R l U R F l R A C K E R labor-saving machine in the green industy. 
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C & S TURF CARE EQUIPMENT. INC. fef ^ ^ ^ 
3425 Middlcbranch Road N.E. 

Canton, Ohio 44705 v W i P 
(216) 453-0770 1-800-872-7050 ^ ^ E ^ 
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For the long run 

Introducing a powerful new 
force in riding rotary mowers. 

Now there's more to Cushman® 
Front Line® Mowers than top 
cutting performance. More power. 
More operator comfort. More 
endurance. 

Now there's the new diesel-
powered model Cushman 807. 

Its totally integrated power 
train and new hydraulically-
powered steering gives you un-
matched performance over the long 
run. The 807 dispatches thick, 
wet grass on tricky maneuvers 
around obstacles without losing 

ground speed. No other rotary 
mower gives you a cleaner cut. 

At the heart of the new, 
four-wheel 807 is a powerful 
21.5 horsepower, 3-cylinder 
Kubota 950 diesel engine. We've 
also included a heavy-duty 
Donaldson air cleaner and a new, 
heavy-duty Cushman PTO clutch to 
keep your new Cushman Front Line 
running longer. A complete family 
of Cushman Front Lines and a wide 
range of accessories are avail-
able to meet all your needs all 

year 'round. 
Choose a 3 or 4 wheel design 
with 60- or 72-inch side or rear 
discharge mower deck. Or add the 
exclusive Cushman Grass C a d d y ® 
system, which lets you cut, catch, 
and hydraulically dump 16 
bushels of clippings without 
leaving the seat. 

For a convincing demon-
stration contact your Cushman 
dealer today. Or call toll-free: 
1-800-228-4444. 

CUSHMAN 
B U I L T TO L A S T 

4015 Cushman, P.O. Box 82409, Lincoln, NE 68501 
© Cushman, Inc. 1989. All rights reserved. 
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BUSINESS STRATEGIES 

How Property Managers Select 
Landscape Maintenance Firms 

Editor 's Note: One of South Flo-
rida 's oldest and largest land-
scape maintenance companies, 
Pompano Beach-based Land De-
sign Systems Inc. has satellite of-
fices in Dade, Broward, Palm 
Beach and Collier counties. The 
14-year-old firm offers complete 
landscape maintenance and in-
stallation programs for large res-
idential communities and com-
mercial properties, employing ad-
vanced computer technology and 
management techniques. 

AS A FORMER CHIEF 
operating officer of a na-

tional asset and property manage-
ment company and as owner of 
one of the largest landscape 
maintenance firms in South Flo-
rida, I have experienced the needs 
and objectives of both sides of the 
fence in our business. 

By understanding our custo-
mer's needs, objectives and lim-
itations, we can increase our sales 
effectiveness and customer sat-
isfaction tremendously. 

I hope this article helps you 
understand your present and pro-

LAND DESIGN SYSTEMS INC. 
Headquarters: Pompano Beach, Fla. 

Primary Services: Complete services for large residen-
tial developments (150-unit minimum), office and in-
dustrial parks, shopping centers, golf courses and wet-
land preserves. Includes ground maintenance, plant in-
stallations, plant management and fertilization, insect and 
pest control, on-site quality control inspections, written 
reports and tree maintenance. 

Employees: 80 to 100 (seasonal) full-time laborers, 
supervisors, clerical and management personnel. Fifteen 
experienced maintenance and installation crews, plus 
full-time equipment mechanics. 

Projected 1989 revenues: $3 million. 

1988 revenues: $2.5 million. 

spective clients a little better, and 
maybe give you new ideas in the 
marketing and performance of 
your services. 

QUALITY PROGRAMS. We've 
all heard the saying "first impres-
sions count." That old cliche 
holds more truth than ever in to-
day's highly competitive real es-
tate market. The first impression 
— the curb appeal — of the prop-
erty can be critical to its success. 

Maintenance professionals 
know an integral part of that ap-
peal is properly designed, well-
maintained landscaping. Yet all 
too frequently, maintenance of the 
property's lawn, shrubbery, trees 
and flowers takes last priority dur-
ing our customers' budget and 
management planning. 

Basic needs such as grass cut-
ting and edging usually make their 
way into the budget, but equally 
important services such as fer-
tilization, mulching, weed and in-
sect control, irrigation and mat-
erial replacement are overlook-
ed until they take on emergency 
status. 

Additionally, we see fragmen-
tation in the selection of contrac-
tors, who are assigned to handle 
these tasks on an as-needed basis, 
resulting in wasted time and dol-
lars. 

Potential problems such as 
these can be handled by complete-
ly understanding the needs of our 
customers, coordinating a com-
prehensive plan and an all-en-
compassing budget. 

UPFRONT PLANNING IS KEY. 
Before interviewing a prospective 
landscape contractor, the proper-
ty manager evaluates his land-
scape maintenance objectives 
with these questions: 

• How much money am I will-
ing to allocate toward this ex-
pense? 

• What do I want the landscap-
ing to accomplish? (The more 
specific the property manager is, 
the easier it will be for the main-
tenance firm to fulfill the needs. ) 

• Are these expectations reas-
onable in light of the allotted 
budget? 

• Is it a "fire drill" situation? 
Must all the objectives be accom-
plished immediately, or can they 
be staged over time? 

During the initial interview, we 
should become aware of our 
client's objectives, financial ca-
pacity and timing requirements 
as all of these will play a critical 
factor in the development of our 
cost estimate, work schedule and 
sales presentation. 

By developing a package that 
meets these factors, we will have 
a tremendous advantage over the 
competition and establish imme-
diate credibility with our prospect. 

PREPARING THE BID. After the 
property manager establishes the 
landscape maintenance budget 
and objectives, a bid package is 
prepared to be presented to can-
didate firms. 

You may be able to develop pro-
ject specifications from the 
maintenance manual prepared by 
the landscape architect at the time 
of initial planting. If this is not 
available, we need to evaluate the 
property and make our own rec-
ommendations. Reputable, pro-
fessional organizations will be 
happy to provide this service. 

ESTABLISHING CREDIBILITY. 
As the interview process begins, 
it's important to establish the 
credibility and qualifications of 
your firm. 

• Provide a list of reference pro-
perties you are currently servic-
ing. Make sure some are simi-
lar in type and size to the proper-
ty you are bidding on. 
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• Present an insurance certi-
ficate naming the carrier company 
and outlining liability insurance 
coverage. At the minimum, ex-
pect liability and property damage 
coverage of $500,000, preferably 
$1 million. LDS carries $1 million 
in liability insurance. 

• Have ready a copy of your oc-
cupational, chemical and pesti-
cide licenses. 

The following are additional 
characteristics and requirements 
your prospect will be looking for. 

• A financially stable company: 
Credit references and the length 
of time the firm has been oper-
ating. 

• A company with depth: Does 
the firm have enough employees 
to service the property on sched-
ule, with consistent quality? Are 
the maintenance crews experienc-
ed? What is the employee turnover 
rate? What is the worker-super-
visor ratio? 

• A company with in-house 
support to minimize downtime: 
Are there in-house equipment 
repair facilities and mechanics? 
What about spare vehicles and 
equipment? 

Land Design Systems has its 
own full-time mechanics and for-
mal preventive maintenance and 
service record programs. Toro, 
Maruyama and other companies 
test their equipment through the 
company. 

• A quality and customer ser-
vice oriented company: Does 
management provide on-site qual-
ity control inspections and fre-
quent, written client reports? Will 
management call on a regular bas-
is to ascertain your satisfaction? 
Are billing and accounting com-
puterized for efficient service? 

PREPARING THE PROPOSAL 
Prepare each submitted proposal 
carefully: a comprehensive pro-
gram to sustain growth and pre-

serve the beauty of the property 
will incorporate: 

• Mowing: Determine how 
many mowing services the firm 
will provide, how frequently it 
will provide them, the height of 
the cut and how clippings will be 
removed. 

• Edging: The landscaper 
should edge all beds, walkways 
and define plant areas. How fre-
quently will the service be pro-
vided? 

• Weeding: Will the procedure 
be done manually or chemical-
ly? How often? 

•Trimming of hedges and 
ground covers: What method will 
be used? How often? What about 
clipping removal? 

• Tree trimming : The contrac-
tor should ask if the client wants 
limbing or full thinning and crop-
ping. To what degree? How fre-
quently? 

• Mulching: What type of 
mulch will be used? To what 
depth? How often? 

• Fertilization: The contractor 
should mention different types 
for different plant materials — 
grass, hedges and trees. 

• Irrigation: Will the client pay 
on a per service basis or take on 
filli responsibility for the irriga-
tion system's operation? Contrac-
tors should be willing to replace 
any parts broken during servicing. 

• Pesticide spraying and turf 
management: What types of 
chemicals will be used? How 
frequently? 

• Warranties: Does the con-
tractor compensate for plant mat-

erials lost through negligence? To 
what extent? 

• Additional services: The con-
tractor should offer optional ser-
vices, such as clean-up after a 
storm, to be billed on an as-
needed basis. 

THE FINAL DECISION. At this 
point, you've established your ob-
jectives and bid proposal, estab-
lished the credentials of your com-
pany and established their ca-
pabilities. This is solid informa-
tion on which to base your selec-
tion as their landscape mainte-
nance contractor. 

However, your responsibili-
ties won't end once you've made 
the decision: the on-going quali-
ty of your landscape maintenance 
program is a two-way proposition. 

Invest in meeting time with your 
client, especially early in the pro-
gram's implementation. Set aside 
a regular time to update the client 
with new goals and performance 
criteria. With these guidelines, 
you'll have planted the seeds for 
a satisfying relationship with your 
client. — Alex Rey and Gaston 
Ruiz • 

The authors are president and 
vice president respectively of 
Land Design Systems. Rey is the 
former senior vice president 
and chief operating officer of 
Zaremba Management Services, 
from which Rey and Ruiz pur-
chased Land Design Systems in 
1987. Ruiz has been an integral 
part of LDS managementfor more 
than 10 years. 

Employees from Ajax Tree and 
Landscape Service perform 
brick work (above) and tree 

pruning below. 
Photos: Mickey Jones. 
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BUSINESS CONTRACTS 

Written Agreements Can 
Benefit Maintenance Operators 
FOR LAWYERS, A CON-

tract needs five elements 
to be legally binding: the capaci-
ty to contract, a valid offer and 
unconditional acceptance, gen-
uineness of consent, some form 
of payment or consideration and 
a legal objective. 

"But for lawn care operators," 
said James Wilkinson, president, 
Wilkinson and Associates, North 
Kingston, R.I., "agreements usu-
ally consist of verbal offers and 
handshakes. Unlike their coun-
terparts in pest control and tree 
care, LCOs generally haven't us-
ed written customer contracts. 
When problems arise, reputable 
LCOs simply credit the customer 
or supply free service calls." 

Today, however, Wilkinson be-
lieves the situation may be chang-
ing. "Due to abuses by a few 
unscrupulous operators," he ex-
plained, "such as unauthorized 
applications and renewal of an-
nual services without prior no-
tification, New York in 1987 pass-
ed a consumer protection law re-
quiring LCOs to have written 
customer contracts. And just re-
cently, Minnesota developed a 
similar rule." 

As a result, "the best time to 
adopt a written contract system 
may be now," said Wilkinson, 
"before state legislation forces 
you to. That way, LCOs can 
avoid the turmoil of having to 
develop contract procedures with 

limited lead time." 
A second aim of state legisla-

tion is to protect homeowners and 
businesses against unknowing 
exposure to lawn maintenance 
chemicals. In New York state, for 
example, operators must obtain 
signed customer contracts listing 
"approximate" application dates 
for the ensuing year, plus alter-
nate dates for inclement weather. 

"As the law is written," said 
Marilyn DuBois, director of the 
state's Department of Envir-
onmental Conservation pesti-
cide bureau, "included with the 
contract should be cover sheets 
containing specific information 
on the pesticides being applied, 
though that provision is now under 
injunction." 

Given the momentum behind 
New York-style legislation, Wil-
kinson said, "suddenly, LCOs are 
being forced to deal with written 
contracts." Yet he suggests "some 
good can nevertheless be gained. 
Contracts are something you can 
learn to live with — and benefit 
from. 

"Most maintenance operators 
who use contracts agree that ad-
vantages far outweigh disadvan-
tages. Many say a written contract 
gives them a competitive edge 
over LCOs who don't have such 
policies." 

PROPOSAL IS A CONTRACT. 
Ron Kujawa, president of Kujawa 

Enterprises Inc., Cudahy, Wis., 
agreed "in our company at least, 
we're fairly informal about con-
tracts." The company serves the 
metropolitan Milwaukee area 
through commercial landscape 
management and design/build 
services, with a peak employment 
of 75 to 100 workers. 

"Everybody these days is su-
ing everybody else," admitted Ku-
jawa, "so we try to limit our poten-
tial liabilities. But even in our 
design/build division, it's not like 
the construction industry. We 
don't have to worry about any 
structures collapsing." 

In practice, Kujawa has devel-
oped three forms that serve as con-
tracts: a short-form for one-day 
jobs, a standard maintenance ag-
reement, and a design/build pro-
posal that incorporates contrac-
tual elements. 

"Most of our work is obtained 
through negotiation, rather than 
bidding," Kujawa said, "and 
therefore, our proposal is essen-
tially our contract. If our proposal 
is accepted, then we have an 
agreement." 

Among items Kujawa covers in 
his contracts are: Description of 
work, starting and completion 
dates, compliance with health and 
safety regulations, insurance, 
materials, optional services and 
payment terms. 

Kujawa believes "lengthy con-
tracts don't fit our type of busi-

ness. Lawn and landscape work 
is really cut-and-dried. Keep in 
mind, we don't deal with the com-
pany president, but with a faci-
lities or grounds manager. 

"He's there to monitor our 
work, so it's hard to get off track. 
And by working so closely to-
gether, we develop a lot of mutual 
trust. In fact, it's with home-
owners more than with com-
merical accounts that you really 
have to spell things out." 

Developing his customers' trust 
is why Kujawa enjoys a 95 per-
cent renewal rate on his main-
tenance contracts. 

"Pretty much, we just roll over 
our maintenance agreements 
from year to year, with maybe a 
little fine tuning when it's up for 
renewal. As a rule, the client 
just issues a purchase order that 
spells out the terms for that year." 

Though Kujawa has an attorney 
review his contract forms once a 
year, "I've only had two suits in 
20 years — and nothing ever real-
ly came of those, either." 

He believes written agree-
ments are useful, "but where you 
really avoid trouble is being sel-
ective about who you work with, 
and getting to know the customer, 
before any contract is signed. In 
fact, when a customer starts 
demanding all kinds of contract 
documents, it makes me begin to 
wonder." 

To learn more about the main-

WHERE TO GET STANDARD CONTRACTS 
•THE "GROUNDS MANAGEMENT FORMS AND JOB 
Description Guide" (Third Edition , 1989) is available for 
$12 from the Professional Grounds Management Soceity, 12 
Galloway Ave., Suite IE, Cockeysville, Md. 21030; 301/667-
1883. 
•"Landscape Business Forms" is available for $40 from the 
National Landscape Association, 1250 I St., N.W., Suite 500, 
Washington, D.C. 20005; 202/789-2900. 

•The construction industry's most widely used and extensive 
family of standard forms is published by the American Insti-
tute of Architects, 1735 New York Ave., N.W., Washington, 
DC. 20006; 202/626-7300. Write the AIA Documents Division 
for a catalog. 
•A series of standard construction contract forms is also pub-
lished by the Associated General Contractors of America, 1957 
E St., N.W., Washington, D.C. 20006; 202/393-2040. 
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maintenance contract. 

tenance operator's contracting 
practices, Kujawa said, "it's im-
portant to network with others in 
the field and share ideas, maybe 
through a professional associa-
tion." Kujawa cautions that "our 
approach is what works for us, 
but every LCO's situation is dif-
ferent. You've got to look at your 
own business, and do what's best 
for you." 

ONE WAY TO REMEMBER. 
For President Tom Lied, Lied's 
Landscape Design and Devel-
opment Inc., Sussex, Wis., 
"using written contracts has 
become more important as the 
company has grown bigger. 
There is a segment of our 
operation that does work on | 
call. But if nothing else, with 
all the projects we have go-
ing on, contracts are the on-
ly way I can remember what 
I promised to do." 

Lied describes his 45-
year-old firm as a "multi-
disciplinary" company pro-
viding commercial and re-
sidential landscape archi-
tecture, design/build ser-
vices, land planning, land-
scape management and 
nursery retailing. With a 
peak seasonal employment of 
300, the company serves Wiscon-
sin and northern Illinois. 

"We don't have very volumi-
nous contracts," Lied said. "Be-
cause we work as a prime con-
tractor directly with the owner, 
rather than as a subcontractor, 
most of our accounts are nego-
tiated work. Our contract really 
just starts out as a proposal that 
contains some contract language 
in it." 

Lied's contracts include the 
basics — scope of work, duration, 
materials, payment terms — but 
he said, "It's important to plan 
for what could happen during 

the job." 
For example, his company has 

a set policy on change orders, or 
additional work ordered by the 
customer while the job is in prog-
ress. 

"Change orders have to be ap-
proved and the price agreed upon, 
before we proceed," Lied explain-
ed, "because really, we consider 
change orders as a whole new con-
tract." 

The company also makes clear 
whether any subsurface condi-
tions, such as utility lines, must 
be avoided during the work. "That 
way," he said, "if the customer 
didn't specify anything ahead of 

time, then repairs are his respon-
sibility if we unknowingly disturb 
something." 

His advice? "It's good to shake 
hands, but LCOs have also got 
to be business-like and put things 
in writing. Also check your cus-
tomer's credit references, if possi-
ble. And to keep out of trouble, 
never take a job unless you're sure 
you can perform it." 

PUT IT IN WRITING. According 
to Wilkinson, "I hear a lot of 
LCOs ai^ue that written contracts 
require great administrative 
hassles and costs. More work will 
be needed in the office, postage 

and telephone costs will increase 
and productivity will be disrupted 
when customers fail to send in 
contracts on time." 

But he counters that "there are 
significant advantages to con-
tracts." Among the benefits: 

•Operators can reduce prob-
lems with customers who "feel 
they never really authorized an 
application, or only wanted one 
treatment. But using a well-
written contract, signed by the 
customer, an operator can avoid 
this dilemma and cut down the 
number of credits given out." 

•Contracts offer a perfect op-
portunity to promote prepayment 

LAWN & LANDSCAPE MAINTENANCE • JANUARY 1990 49 



MULTIYEAR CONTRACTS 
AN INCREASING NUMBER OF GREEN INDUSTRY 
customers are switching from a single-year to a multiyear con-
tracts. Clarence Davids & Sons Inc., Blue Island, 111., explained 
several of the advantages to multiyear contracts: 
•Costs are fixed (known) for budgeting purposes. 
•No unexpected price increases. 
•Better prices can be offered if required work is known for several 
years. 
•Site commitment is increased as customers increase their 
commitment. 
•Valuable time is saved, since a complete annual re-evalution 
bid isn't needed. 

plans. Since homeowners gen-
erally read contracts pretty close-
ly, more of them will see the pre-
payment provisions and take ad-
vantage of the savings offered. 

In addition, customers can be 
introduced to optional services 
such as core aeration, dethatching 
and lime applications. 

•Phone calls and office time 
may actually be reduced when 
maintenance operators put their 
customer base on contract. 
"Spelling out the terms," Wilkin-
son said, "such as number of 
applications, prenotification, ser-
vice call policy, price, program, 
payment — lets everyone know 
what to expect, so things go more 
smoothly and customers are 
easier to service throughout the 
season." 

After signing a contract, cus-
tomers will better understand 
their own responsibilities for 
mowing, watering-in and thatch 
management. Similarily, custom-
ers will also have a better grasp on 
their rights, as well as limits. 

•"Most LCOs who have always 
used contracts would agree their 
cancellation rates are lower," 

claimed Wilkinson. "With con-
tracts, not only do you sign up bet-
ter customers, but they are al-
so reluctant to cancel during a 
season once they've signed a con-
tract." 

Maintenance operators can al-
so prevent abrupt termination by 
requiring written cancellation 
notices. 

Wilkinson added that "most 
LCOs I know say the impact of 
having to sign a contract is min-
imal on sales. Most people have 
no problem with it. And with a 

little extra effort by the office, 
about 95 percent of customers 
will return their contracts." 

For lawn and landscape main-
tenance operators, the Profes-
sional Grounds Management 
Society has developed a series of 
standard contract documents, 
contained in its "Grounds Man-
agement Forms and Job Descrip-
tions Guide." 

In addition, the National Land-
scape Association has published 
"Landscape Business Forms," 
showing forms currently in use 

by selected contractors. 
For larger landscape design and 

construction projects, many re-
sources are available. 

The American Institute of Ar-
chitects publishes the industry's 
most widely accepted contract 
forms for both design and con-
struction. 

Maintenance operators may not 
need or want an exhaustive form 
such as the AIA's "A-201 Stan-
dard General Conditions" con-
tract . But reviewing such a docu-
ment can suggest provisions or 
language contractors may wish to 
adapt to their own forms. 

Moreover, if customers ques-
tion a particular contract clause, 
operators can demonstrate the 
provision is within accepted in-
dustry standards. 

"Working on a business-like 
basis," concluded Kujawa, "is a 
mark of professionalism. You 
wouldn't accept shoddiness in 
your workmanship. So why 
should you accept it in your busi-
ness practices?" — Mark Ward 

The author is a free-lance writer 
based in Schroon Lake, N.Y. • 

POSTING 
SIGNS 

PROMOTES 
and 

NOTIFIES 

• Custom Signs 
• State-Regulated 

Signs 
• Stock Signs 
• Quality Stakes 

FOR YOUR 
FREE SAMPLE 

AND 
PRICE QUOTATIONS 

PHONE FREE: 
1-800-328-4009 

In MN-1-612-926-1315 

j f l Signs 

4908 West 35th Street 
Minneapolis, MN 55416 
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Iw 
A world of difference— 

SLICE 
Different because the SLICE computer systems were 
designed exclusively for the green industry, offering 
comprehensive solutions that fit your business. 

Different because SLICE is at work today in nearly 200 
green industry businesses in over 30 states and Canada. 

Call today for a larger SLICE of tomorrow's business. 

=1 SLICE 
Thornton Computer Management Systems 
424 East U.S. 22 Maineville. Oh» 45039 
513-683-8100 
National (800) 543-7249 
Oh» (800) 582-6129 
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MOWER PREPARATION 

Recommended Maintenance 
Tips to Keep Mowers Running 
DON'T BE ASHAMED 

to admit it. You're not the 
only one who takes equipment 
for granted. You run your mowers 
like crazy three seasons out of the 
year. You've picked up more 
mowing work in the past couple 
years and you're stretching to 
make the equipment cover that 
additional work. There's nothing 
wrong with that. 

What's wrong is if you're one 
of those people who neglect your 
equipment — one of those peo-
ple who at the end of the season 
puts your mowers in a shed and 
hopes to find them in running con-
dition when spring and thriving 
grass return. 

The treatment mowers receive 
in the off-season will indicate how 
well they will perform during 
peak season; and more important-
ly, how many peak seasons they'll 
perform in. 

If you want to get right to work 
when you pull your equipment 
out of storage in the spring, some 
basic preventive maintenance is 
recommended to keep your 
mowers running throughout the 
season. 

If the equipment has already 
been stored for the winter without 
having basic maintenance per-
formed, now is not too late. Pre-
ventive maintenance will save 
time, and possibly money, as the 
season gets under way. It also 
helps the equipment last longer. 

MAINTENANCE GUIDEUNES. 
Gravely International Inc., Clem-
mons, N.C., recommends its 
customers start with the sug-
gested daily and repeated 25-
hour maintenance guidelines 
printed in the owner's manual. 

These include general lubrica-
tion of moving parts such as pivot 
points and interlock switches; 
checking the adjustment on clut-
ches, linkages and fasteners; and 

checking the air pressure of tires. 
These are general guidelines 

which apply to all equipment 
regardless of manufacturer, and 
are not exclusive to Gravely. 

An essential apsect of caring 
for mowers during the off-season 
is draining the gasoline. When 
gasoline is allowed to sit for an 
extended period of time, it will 
form a sludge that can damage the 
engine, said Joe Smithers, Grave-
ly's customer service manager. 
For this reason, also make sure 
the carburetor is gas-free. 

The best way to drain a gasoline 
tank is to simply let the engine 
run until it's dry. A syphon can 
be used to drain the tank, but this 
should only be done when the 
engine is cool. Otherwise, a hot 
muffler can easily ignite the 
gasoline's fumes. 

The next logical steps are to 
change the oil and to clean or 
change the air filter. Having clean 
oil and air are vital to long engine 
life. Dirty air can cause internal 
engine damage after only five 
hours of operation. Oil keeps the 
engine clean and lubricated. 

If the oil was changed before 
storage, it needs to be changed 
again in the spring before regular 

use resumes. 
"The oil that's in the engine 

while the mower is in storage is 
working," Smithers said. "It's 
keeping the engine lubricated 
and ready, and fresh oil is needed 
when you start running the mower 
again." 

After changing the oil, Smith-
ers recommends removing the 
spark plug and adding several 
drops of motor oil in the spark 
plughole. Afterward, replace the 
plug, but without connecting the 
lead. 

At this point, cranking the 
engine a few times will create a 
thin, protective film around the 
cylinder heads and pistons to help 
prevent rust. 

REPEATED BATTERY CHECKS. 
Charging the battery is the next 
important step. The acid and water 
in a charged battery freeze at a 
much lower temperature than in 
an uncharged battery. In addition, 
the cells of an uncharged battery 
are more susceptible to cracking 
from the cold. 

Through the winter, take time 
to charge the battery every three 
to four weeks, especially if the 
mower is being stored in an area 

that is unheated. 
"This is a simple task that 

doesn't take long, but it really 
helps the equipment," Smithers 
said. 

Finally, some basic cleaning 
and touching up is in order. Keep-
ing power equipment clean should 
be a part of the daily routine, but 
many people skip over it, Smith-
ers said. 

Dirt, grass and grease that is 
allowed to sit on surfaces for long 
periods of time — such as during 
storage — will lead to rust and 
corrosion. 

Using a mild dish soap and 
water is ideal for cleaning painted 
areas. Abrasive cleansers will 
cause more harm than good. After 
cleaning the body, apply touch-
up paint to any scratched areas 
to prevent rust. 

This is important to do before 
storage. If a scratched area is al-
lowed to sit all winter, rust will 
set in and winter's moisture will 
encourage it to spread quickly. 

SHARPEN BLADES. Care of the 
blades shouldn't be overlooked 
while preparing for spring, said 
George Kinkaed, National Mow-
er Co., St. Paul, Minn. 

All mowers need their blades 
sharpened. Reel mower blades 
may need to have the reels 
straightened before another 
season begins. Regular use simply 
knocks them slightly out of line. 

If you own hydrostatic equip-
ment or zero turning radius mow-
ers, there isn't much more that 
needs to be done. In fact, hydro-
static mowers actually require less 
maintenance than other mowers. 

This is because the entire 
system is enclosed, explained Paul 
Jurgens, customer service 
manager, Exmark Manufactur-
ing, Beatrice, Neb. There are no 
chains or belts to wear out or 
replace. Fluid, oil and filter Be sure to tighten all nuts and bolts on the mower. 
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Because gasoline breaks down with time, drain the engine of old fuel before and after winter storage. Change the engine oil and filter. Clean or re-
place the air cleaner element and wipe out the inside cover and base. Install new spark plugs. Finally, some basic cleaning and touching up is needed. 
Dirt, grass and grease that is allowed to sit on surfaces during storage will lead to rust and corrosion. Photos: Clarence Davids & Sons. 

changes are needed only about 
once a year to once every two 
years depending on use. 

"The key to keeping hydrostatic 
mowers in good running condi-
tion is keeping it clean," he said. 
"If you're careless and let dirt or 
clippings get into the reservoir 
track, then you're really asking 
for trouble." 

Kinkaed recommends keeping 
yearly checklists on all equipment 
maintenance so operators have a 
handy source of the mower's 
history. 

In zero turning radius equip-
ment an additional area to look 
out for is uneven tire wear, said 
Don Synnestvedt, vice president, 
Brickman Group, Langhorne, Pa. 
In ZTR mowers, one wheel is 
rotating forward while the other 
is rotating backward. When the 
mower is being driven in reverse, 
the wear pattern is going against 
the tread design. 

"Under proper or normal op-
eration this shouldn't be much of 
a problem until you get some 
cowboy operator on the job," Syn-
nestvedt said. "Someone who 

isn't careful and runs the mower 
in reverse far more than is nec-
essary. You always try to weed 
these people out, but they usual-
ly do the damage before you get 
rid of them." 

MAINTENANCE COSTS. To get 
the best use out of mowers, 
Kinkaed advises his buyers to set 

a fixed percentage of the original 
cost that they are willing to spend 
on maintenance and upkeep. 
When that amount is reached, it's 
time to seriously consider buy-
ing new equipment. 

It goes without saying that well 
cared for equipment lasts longer. 
But it is also more worthwhile to 
make major repairs on such 
equipment, Jurgens said. 

Mowers can last up to five 

years, he said. But some of the 
more major repairs such as re-
placing wheel bearings and crack-
ed decks can typically show up 
in the third year. 

"Really, the first two years are 
crucial," he said. "If they're 
treated well then, it's worth put-
ting some money into it later for 
more maintenance and repairs." 

Equipment needs to be stored 
in a clean, dry place. Placing it 
on wooden blocks or a raised 
wooden platform provides an ex-
tra measure of protection in case 
water leaks in from outside, 
Jui^ens said. Keeping the tires off 
the cold ground will alleviate tire 
rot and cracking. 

Make sure the equipment is 
covered. A fitted plastic cover is 
best, but a large tarp or piece of 

plastic will suffice. 
If the equipment is stored in a 

heated garage or shed, do not use 
a gas heater with a pilot light or 
an open flame. No matter how 
well you drained the gas and 
cleaned the entire mower, gaso-
line fumes still linger for some 
time. It's not gas that burns, but 
the fumes. 

Readying mowers can and 
should go beyond the basic 
maintenance. 

The need to replace an engine 
should not automatically mean the 
mower has outlived its usefulness, 
according to Mike Packer, Bun-
ton, Louisville, Ky. 

"In commercial mowing, guys 
should know that they'll be chang-
ing engines before getting rid of 
the mower," he said. 

Also it's a matter that calls for 
knowing what else is wrong with 
the mower. "When you pay 
$2,000 for a mower, pay ing $500 
for a new engine usually is worth 
it unless other things like bear-
ings and belts need replacing 
along with the engine." 

The goal you should have in 

The first two years are the most 

crucial and will determine if ma-

jor repairs can be made later on. 
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mind at the end of a season is mak-
ing the act of taking equipment 
out of storage in the spring as easy 
as possible. If all of the main-
tenance work was taken care of 
before the equipment was stored, 
all that is needed when spring 
comes around is to clean and put 
in fresh gasoline and oil. Do not 
use gasoline from the year before 
that has has been stored through 
the winter. More stress is put on 
an engine in the first few seconds 
after starting it than from runn-
ing it all day. The first time it's 
started after being idle for several 
months, you want the freshest 
possible gasoline and oil to get 
it through that stress. 

Larry Stutzman, Smithville 
Lawn and Garden Equipment, 
Smithville, Ohio, began providing 
his customers a winter service 
program several years ago. 

"We go over the equipment 
from top to bottom," he said. "We 
take care of the basics and get it 
ready for the next season. Our 
goal is not to see this equipment 
during the peak summer season." 

Providing a service such as this 
is essential because maintenance 

operators do tend to neglect their 
equipment, Stutzman said. 

"Since starting this, I've prov-
ed that taking care of basic 
maintenance in the winter keeps 
problems from happening in the 

middle of the summer," he said. 
"When taken care of, equipment 
will last twice as long." 

From November to February, 
Stutzman picks up the equipment 
from his customers, takes it back 
to his shop for the necessary work 
and delivers it back to the owner. 

"Doing it this way makes it 
easier for everyone," he said. 
"They have their equipment ready 
and waiting to be used and we 
don't get six to eight weeks behind 
in April like we always used to." 

KNOW YOUR EQUIPMENT For 
all operators, the key to good 

maintenance and getting the max-
imum use out of equipment is be-
ing familiar with the equipment, 
Synnestvedt said. 

The way Brickman accom-
plishes that feat is by assigning 

specific equipment to crews so 
operators always use the same 
machinery and become familiar 
with it. 

At the end of the mowing season 
the crews and supervisors com-
pile a detailed analysis of what 
maintenance work each piece of 
equipment needs for it to be in 
good working condition for the 
next year. 

"Because they've dealt with the 
same pieces all season, they get 
pretty savvy at determining what 
can limp through another season 
and what needs immediate atten-
tion," he said. 

The equipment is then turned 
over to one of the company's three 
regional shops where four to eight 
small engine mechanics work 
through the winter taking care of 
basic maintenance and more de-
tailed work such as rebuilding 
engines. 

Synnestvedt agrees with manu-
facturers' assessments that basic 
maintenance work is best com-
pleted at the end of the season 
rather than when the equipment 
is being brought out of storage. 

"Realistically, the goal is to 
have that equipment ready for use 
when the season begins," he said. 
"Crew supervisors have enough 
to do in the spring training new 
people and preparing for the 
season in other ways. They should 
not have to worry about equip-
ment. It should be ready. 

"If the equipment is put to bed 
properly, about the only thing that 
should be done when taking it out 
is filling it with gas and changing 
the oil." — David Westrick • 

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

Being familiar with your equip-

ment is the key to good main-

tenance and receiving maximum 

use of your mower. 
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Should you attend 
a Mauget seminar? 

In a word, yes. Annual Mauget seminars attract 
professionals who are concerned about protecting 
the environment and keeping trees healthy 
Mauget seminars present another dimension to tree 
care. Micro-injection of materials into the tree's sap 
stream is an environmentally sound practice. Because 
it's a closed system, no spraying is needed, and there's 
no drift. 
Over 20 years of research by leading university 
scientists and field trials by well-known tree care 
companies have proven the benefits of Mauget 
micro-injection. 
Seminar topics include micro-injection of insecticides 
and fungicides, correcting nutritional deficiencies, 
wounding, insect and disease control, increasing 
survival rate of transplanted trees, and reducing stress. 
Special emphasis is placed on marketing Mauget 
micro-injection products to homeowners. 
Be prepared to step into the 1990s. Sign up for a 
Mauget seminar today. It's an opportunity that can 
totally change the way you care for trees. 
Seminars are open to all Green Industry firms. 
Dates, cities, and distributor marketing areas are listed 
on the right. Contact your nearest distributor for more 
information about an upcoming Mauget seminar in 
your area. aetVelms 

J.J. Mauget Company 
2810 N. Figueroa Street 
Los Angeles, CA 90065 
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SPLIT APPLICATIONS 

Herbicide Effects on 
Kentucky Bluegrass Rooting 

WARM-SEASON AN-
nual grasses such as 

crabgrass (Digitaria spp.) and 
goosegrass (Eleusine indica) can 
be serious problems in Kentucky 
bluegrass lawns. 

The off-colored and coarse-
textured weeds interrupt the uni-
formity of the lawn. Not only do 
these weeds affect the aesthetics 
during the growing season, but 
their early death following frost 
brings even more complaints 
from the homeowner. 

As with other pest management 
problems, sound turf manage-
ment practices are important in 
reducing annual grassy weed 
numbers. Healthy turfgrass plants 
are good competitors for water, 
nutrients and light. 

A very dense turf shades and 
cools the soil, reducing crabgrass 
germination. In addition, raising 
the mowing height leaves more 
leaf material increasing the 

Rooting studies were run both in 
the field and greenhouse at Iowa 
State University. 

amount of shade. 
Fertilization is another impor-

tant cultural factor. Heavy nitro-
gen fertilization in the spring 
favors the germinating weeds; as 
a result, the majority of nitrogen 
should be applied in the fall for 
cool-season turfs. 

Applications of phosphorous 
encourage the establishment of 
shallow-rooted weeds and should 
be delayed until fall. Daily, 
light irrigation also favors the 
weed species so infrequent, but 
heavy irrigation should be prac-
ticed. 

Good cultural practices are 
helpful in reducing annual grass 
infestations, but are generally 
not effective by themselves. An 
application of a preemergence 
herbicide in conjunction with 
sound cultural practices in the 
spring will control most grassy 
weed problems. 

Success is dependent on ap-
plying the herbicide prior to 
germination of the weed seed for 
they are usually not effective after 
establishment. A large number of 
commercially available preemer-
gence herbicides are very effec-
tive for crabgrass control. 

Often in the same area where 
crabgrass is a problem, goose-
grass is also present. This poses 

a difficult problem for the turf 
manager. 

Preemergence herbicide ap-
plications aimed at crabgrass 
often do not control goosegrass. 
The problem lies in the time lag 
between the germination of the 
two species. Goosegrass germi-
nates four to six weeks after the 
crabgrass and in some areas may 
germinate throughout the sum-
mer. 

One of the reasons that poor 
control of the goosegrass is seen 
with the preeminence herbicides 
for crabgrass is the breakdown or 
inactivation of the herbicide. A 
preemergence herbicide applied 
two weeks prior to the predicted 
crabgrass germination period 
would have to remain active 
longer than six to eight weeks to 
control the goosegrass; and un-
fortunately, most do not. 

The question remains of how 
to handle the goosegrass. Split ap-
plications of preemergence her-
bicides may be the answer, with 
the first application prior to 
crabgrass germination, the sec-
ond just prior to goosegrass ger-
mination and possibly a third ap-
plication where very late ger-
minating goosegrass is a prob-
lem. 

The effectiveness of split ap-
plications of preemergence her-
bicides is still quite variable and 
more research is needed in this 
area to perfect the technique. Re-
search is currently being done at 
Purdue University to observe the 
effectiveness of split applications 
of a number of preemergence 
herbicides. 

A possible future alternative to 
split applications is a tank mix of 
a postemergence herbicide with 
a preemergence herbicide. This 
would be applied while the crab-
grass is still young and non-ob-
trusive, and before goosegrass 
germination. 

The postemergence herbicide 
would control the germinated 
crabgrass whereas the preemer-
gence herbicide would control the 
goosegrass and any late germi-
nating crabgrass. Because there 
are a number of good preem-
ergence herbicides, the poten-
tial of this method depends on the 
development of an effective 
postemergence crabgrass her-
bicide. 

Some postemergence annual 
grass herbicides have been said 
to have a reputation of inconsis-
tent control while often being 
phytotoxic to the turf (2,9). The 
latest arrival on the market, Ac-
claim, has been reported to give 
excellent crabgrass control if us-
ed according to label directions, 
and is quite safe to the turf. 

The control of annual grassy 
weeds in turf can be quite risky 
because we are trying to control 
a grass in a grass. 

The idea is to kill the grassy 
weeds while not damaging the 
related turfgrass species. In order 
to achieve control, the desir-
able turfgrass species may be 
weakened or damaged in some 
way. Thinning, discoloration and 
other adverse effects from her-
bicides have been reported. The 
damage may not be visibly no-
ticeable until the summer stress 
period if it becomes noticeable 
at all. 

A study at Iowa State Universi-
ty observed one of these more sub-
tle plant responses. The effect of 
herbicides on rooting of Ken-
tucky bluegrass was observed 
over a two-year period under a 
variety of environmental condi-
tions. 

Five commercially available 
preemergence herbicides, one 
soon to be released preemergence 
herbicide (prodiamine) and the 
postemergence herbicide Ac-
claim were investigated in these 
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studies. 
In the greenhouse, four-week-

old tillers of Glade Kentucky 
bluegrass were established in the 
polyethylene tubes filled with frit-
ted clay. Herbicides were applied 
at their recommended high and 
low rates 10 days after establish-
ment of the grass plants. 

Treatments included Balan at 
2.0 and 3.0 pounds active ingre-
dient per acre (ai/acre), Bensulide 
at 7.5 and 14.0 pounds ai/acre, 
Dacthal at 10.5 and 15.0 pounds 
ai/acre, Ronstar at 2.0 and 4.0 
pounds ai/acre, pendimethalinat 
1.5 and 3.0 pounds ai/acre, pro-
diamine at 0.5 and 1.0 pounds 
ai/acre, Acclaim at 0.1 pounds 
ai/acre and an untreated con-
trol. 

The herbicides were watered-
in after application, and the tubes 
were irrigated weekly with the 
equivalent of one inch of water 
per week. 

The three dinitroaniline her-
bicides, Balan, pendimethalin 
and prodiamine, were the most 
injurious to roots. Balan at 2.0 and 
3.0 pounds ai/acre reduced root-
ing in the first experiment 53 per-
cent and 47 percent, respec-
tively. 

Pendimethalin reduced total 
root weight up to 44 percent com-
pared to the control. Prodiamine 
at both rates reduced root weights 
by as much as 71 percent in both 
experiments. Acclaim reduced 
rooting 37 percent in the first ex-
periment only to have no effect 
in the second. Dacthal at the 10.5 
pounds ai/acre reduced rooting 
25 percent in the first study while 
the 15.0 pounds ai rate reduced 
rooting 39 percent in the second 
study. 

Severe root inhibition took 
place in the top four to six inches 
of the column, with normal root 
growth below this area. Preemer-
gence herbicides may affect only 

the roots near the soil surface, 
with normal root growth deeper 
in the profile. 

This may be a problem with 
shallow-rooted species or grass 
plants growing in a compacted 
area or in a very shallow soil. 

Prodiamine caused a sharp 
decrease in clipping weights, 
whereas Acclaim and pendime-
thalin reduced clipping weights 
slightly. Even though many of 
the herbicides inhibited root-
ing, very few inhibited the top 
growth of the grass plants. Con-
sequently, healthy top growth 
may not be reflective of the safe-
ty of herbicides to Kentucky 
bluegrass. 

In addition to the greenhouse 
work, repeated field studies were 
conducted at the Iowa State Hor-
ticulture Research Station in 1986 
and 1987. The studies were con-
ducted under both high and low 
maintenance conditions each 
year. 

The high maintenance areas 
received four pounds N/1000 
ft2/yr and were irrigated as need-
ed. The low maintenance plot 
consisted of one pound N/1000 
ft2/yr and no irrigation. The pH 
of the soil was 7.1 with an organic 
matter content of 2.3 percent. 
Treatments were identical to those 
in the greenhouse. 

Rooting measurements were 
taken in late May, late June and 
late July of each year. There were 
no significant differences in 
rooting between the treatments 
on any of the sampling dates of 

both years. 
Even though extensive root in-

hibition was seen in the green-
house, there was no damage ob-
served in the field studies. Pro-
diamine, for example, inhibited 
rooting up to 71 percent in the 
greenhouse only to have no obser-
vable effect under field condi-
tions. 

This observable difference in 
rooting could be explained by 
differences in movement of the 
herbicides. Preemergence herbi-
cides can be very damaging when 
they come into contact with roots 
and rhizomes of Kentucky blue-
grass (4,5,7). This was seen in the 
greenhouse, where the herbicides 
could move through the soil pro-
file and come into contact with 
the roots. 

The coarse-textured media, 
sparse canopy from the single 
tiller, lack of thatch and little or-
ganic matter allowed the her-
bicides to move through the up-
per profile. Root inhibition took 
place mainly in the upper six 
inches. 

The finer-textured field soil 
with 2.3 percent organic matter, 
in addition to a denser canopy 
and a thatch layer, likely prevented 
the herbicides from coming into 
contact with and injuring the 
roots. 

Herbicides may be more dam-
aging in coarse-textured soils with 
low organic matter content than 
in fine, organic soils. These her-
bicides may also be more damag-
ing in very thin turfs where they 

Greenhouse plants were grown 
in fritted clay for increased ease 
and accuracy in harvest. 

can come into contact with the 
roots. 

The reports of root inhibition 
due to herbicides are highly var-
iable (4,6,8). Overall, these her-
bicides are quite safe to the turf, 
but from our work and that of 
others, it is evident that these her-
bicides are capable of root inhi-
tion if conditions exist that allow 
the herbicides to come into con-
tact with the roots. 

It's also clear that these her-
bicides are quite damaging to 
roots when applied at rates higher 
than recommended (7,1,3). One 
might think that higher than rec-
ommended rates would be un-
common in the field, but with the 
hand-held spray guns in use to-
day, overlaps can occur. 

When it comes to annual 
grasses, there are few alternatives 
to using some kind of herbicide 
for effective control. Proper turf 
management practices in com-
bination with judicious and ac-
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curate application should re-
duce the chance of herbicide 
damage while still affording ex-
cellent annual grass control. — 
Zachary ReicherandNick Chris-
tians 

Reicher is a graduate research 
associate working on his Ph. D. 
in the Department of Agronomy 
at Purdue University, West La-
fayette, Ind. He received his mas-
ter 's degree at Iowa State Univer-
sity, Ames, Iowa, while working 
with Christians, who is a hor-
ticulture professor and researcher 

All research for the article was 
conducted at Iowa State Univer-
sity while Reicher was a graduate 
student. Christians splits his time 
at the university between teaching 
and conducting research. 
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Treatment lbs ai/acre Experiment I Experiment II 

Control — 100 100 
Decthal 10.5 75 105 

15.0 81 61 
Ronstar 2.0 111 94 

4.0 91 86 
Bensultide 7.5 91 96 

14.0 97 96 
Balan 2.0 47 80 

3.0 53 77 
Pendimethalin 1.5 68 77 

3.0 56 72 
Prodiamine 0.5 29 37 

1.0 33 48 
Acclaim 0.1 63 88 

LSDO.O5 24 28 

Table 1. Total root weights of the greenhouse study expressed in percent 
of the control. 

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: 

« 414-898-4221 
Circle 44 on reader service card 
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FOCUS ON: 
TREES & ORNAMENTALS 

EDUCATION INCREASING ACCURACY OF LANDSCAPE APPRAISALS 
DEALING WITH THE AFTERMATH 
of Hurricane Hugo and the San Francisco 
earthquake last year, more property 
owners became concerned with the value 
of their landscape plants. 

And that's good news to the Council of 
Tree & Landscape Appraisers, Washing-
ton, D.C., an organization which has been 
educating operators and consumers that 
plants do, in fact, have a monetary value 
that can be assessed. 

Owners can collect compensation for 
trees and shrubs that have been destroyed 
or damaged. The compensation can come 
from the property owner's insurance, a 
tax deduction or from a civil lawsuit if 
the damage was caused by an outside party. 

While natural disasters bring about a 
rash of landscape claims, most plant dam-
age claims result from mechanical dam-
age from accidents involving cars, trucks 
or bulldozers. Damage to trees from gar-
age fires also ranks high on the list, said 
appraiser Ted Collins, owner, Ted Collins 
Tree and Landscape Co., Victor, N.Y. 

The most often-made claim comes from 
wind damage. However, most insurance 
policies will not honor such a claim, said 
Erik Haupt, CTLA chairman. 

No specific training or licensing is re-
quired to appraise landscape plants, both 
men said, but it is helpful to belong to one 
of the five industry associations repre-
sented by the CTLA. Through those or-
ganizations, a lot of information is avail-
able including a landscape appraiser's 
guidebook titled "Valuation of Landscape 
Trees, Shrubs & Other Plants." 

The guide contains listings of practical-
ly every tree and shrub available for land-

scapes and their corresponding values. 
It's updated on an annual basis to keep 
the market values as current as possible. 
Cost is $20 for members and $50 for 
non-members. 

The five member groups are: American 
Association of Nurserymen, American 
Society of Consulting Arborists, Asso-
ciated Landscape Contractors of America, 
International Society of Arboriculture and 
the National Arborist Association. 

Four factors are considered when deter-
mining the value of a tree. 

•Size. Older and larger trees generally 
will have a higher value. 

•Kind. Trees that are hardy, durable, 
highly adaptable and require low mainte-
nance are worth the most. 

•Condition. A healthy and well-main-
tained tree will have a higher value. 

•Location. A tree that makes functional 
and/or aesthetic contributions or is a focal 
point of a landscape area will be deemed 
worth more than one growing in a wood-
ed area. 

Making sure the figures and estimates 
made in an appraisal are substantiated is 
important for collecting the compensa-
tion, Collins said. 

"Insurance companies are extremely 
cooperative when it's obvious you didn't 
just pull your facts and figures out of the 
air," he said. "They don't like being 
gouged, but if you present reasonable, ac-
curate figures there really are no problems." 

Collins said he has filed about 100 
claims with the same insurance company 
without incident. 

One problem that arises when making 
appraisals is the appraiser becoming an 

advocate for the client, Haupt said. Be-
cause appraising plants is not an exact 
science, two appraisals of the same site 
can render drastically different values. 

One case Haupt related involved a con-
tractor who was cutting down trees. He end-
ed up crossing an easement and chopping 
down trees that stood on public property. 

The town hired an appraiser who came 
up with a lost value of $75,000. But the 
contractor hired a state forester who ap-
praised the damage at a mere $57. The 
forester appraised the trees as only having 
value as salvageable firewood. 

A third appraiser was brought in to act 
as an arbitrator and he valued the damage 
to be about $6,000. 

"It's hard to be totally objective, but 
those two were definitely guilty of advo-
cacy," Haupt said. 

Most homeowner insurance companies 
have set a ceiling of $500 for lost land-
scape plants. A natural skepticism does 
exist between the insurance company and 
the appraiser, Haupt said. By involving 
an appraiser, the client — whether the prop-
erty owner or the insurance company — 
will get an accurate value for the lost plant. 

Often people or insurance companies 
will simply call the local nursery and ask 
the value of a specific plant or tree, 
Haupt said. The nurseryman will then 
consult a catalog and give them a base 
price or cost. This is not necessarily a 
value because it doesn't consider the fac-
tors involved in determining the value. 

The requirements for filing a loss as a 
tax deduction have changed in the last 
several years. The amount of the loss has 
to be equal to or surpass 10 percent of 

the person's adjusted gross in-
come for the year. 

So if a large tree determined 
to be worth $4,000 is lost, the 
property owner's income must 
be at least $40,000 for the year. 
All losses can be added to-
gether for a collective figure. 

This change in the tax law 
has eliminated many of the 
smaller and more frivolous 
claims, Haupt said. 

Property owners are more 
aware of the value of trees and 
plants than they were five to 
10 years ago because land-
scaping can easily become a 
major expense, Collins said. 

GATHERING ACCURATE APPRAISAL INFORMATION 
TO KEEP THE PROFES-
sional landscape appraiser 
organized, the Council of Tree 
& Landscape Appraisers 
has created a Field Report 
Form. 

The forms provide a system 
for accurate record keeping 
while work is in progress, en-
ables appraisers a method of 
preparing information that gives 
evidence to clients that a "true 
professional" is at work and ar-

ranges information for quick 
retrieval. 

The form is an 11.75- by 9-inch 
manila file including an area 
for a sketch of the tree or plant 
in question, a guide forjudging 
the condition of landscape 
trees, a location values chart and 
a shade tree evaluation field 
schedule. 

"Our field report form helps 
guide landscape appraisers in 
the collection of the facts they 

need when evaluating trees for 
loss or damage claims and 
presents them in a complete 
and professional way to clients," 
said Erik Haupt, CTLA chair-
man. 

Cost of the forms are $2 each 
(one to 50 copies); $1.50 each 
(51 to 100 copies) and $1 (more 
than 100 copies). Send prepaid 
orders toCTLA, 1250ISt. NW, 
Suite 504, Washington, D.C. 
20005. 
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FOCUS ON: 
IRRIGATION 

SUPPLEMENTAL CONTROLLERS: PROVIDING WATER WHERE IT'S NEEDED 
WHEN IT COMES TO IRRIGATION, 
you can't second guess Mother Nature. 

"Ultimately, there may be enough 
(rain), but you can't schedule rainfall," 
said Don Bulmer, district sales manager 
at The Toro Co., Minneapolis, Minn. 

The way weather varies, agreed A. J. 
Powell, extension professor at the Univer-
sity of Kentucky, it's almost always neces-
sary to have supplemental water for quali-
ty plant life. 

Supplying the proper amount of addi-
tional water is important not only for 
plants, but also because water is such a 
vital and continually shrinking resource 
— one which must be used to its fullest. 

For these reasons, one of the most im-
portant components of an irrigation sys-
tem is a controller. A controller is a time-
keeping device with time- and day-keep-
ing abilities. It allows irrigation system 
owners to schedule when and how long 
their sprinklers will run. 

Most controllers run on seven- or 14-
day cycles. Watering every day or every 
other day for a seven-day cycle, and every 
other day for a 14-day cycle. 

But these schedules may not be flexible 
enough during periods of water restric-
tions or bans, for example. To handle 
these more regularly occurring condi-
tions, the industry offers a system with 
"interval starting days." 

The controllers in the system can be 
programmed for three- or four-day cycles, 
or whatever cycle particular water restric-
tions permit, Bulmer said. 

When programming the controller, there 
are many things to keep in mind. Differ-
ent plants need different amounts of water. 
The sun — more specifically, the number 
of daylight hours — affects évapotranspir-
ation, the amount of water leaving the soil. 

Open turf will require more water than 
shaded areas, Powell said, and differing 
surface and subsurface soil drainage lev-
els need to be considered. 

To find a starting amount, Bulmer said, 
there are charts and books available on 
évapotranspiration which use a history of 
rainfall data to set guidelines for specific 
areas. For residential and commercial 
purposes, however, it's more likely that 
programmers will do their estimating bas-
ed on plant water requirements. 

Brian Vinchesi, Eastern Irrigation Consul-
tants, said an average amount of water for 
lawns in the North is one inch per week, but 

Photo: Buckner Irrigation. 

that amount increases moving southward. 
The amount should be based on the 

precipitation rate of the sprinkler, Vin-
chesi said. Once a programmer figures 
out how many inches per week are need-
ed, he simply divides the time needed to 
provide those inches into whatever sched-
ule he has chosen. 

It has become so easy to apply water, 
Powell said, that one must guard against 
overwatering. Some plants are very sus-
ceptible to overwatering and can be harm-
ed easily. Overwatering may also increase 
weed problems. 

According to Bulmer, there are two 
kinds of controllers: electromechanical 
and solid-state. 

In an electromechanical controller, 
mechanical movement inside the clock 
runs the controller. Solid-state controllers 
are electronic and computerized. 

"They have a keyboard operation, 
much like a calculator and no moving 
parts within the clock," he said. 

Some industry resistance to the newer, 
solid-state controllers resulted in the de-
velopment of a hybrid controller in which 
the memory portion is solid-state and the 
face, where the controller is programm-
ed, is still knobs and dials. 

Controllers range widely in their so-
phistication. In some controllers, the 
sprinklers stop in one station signalling 
the next station to start. It's also possible 
to have independent timing for each zone, 
Vinchesi said. 

Multicycle capability refers 
to the ability to have more 
than one start time per day, he 
said. If there is new seed in 
the ground, users might want 
to run short cycles instead of 
one long one, he said. This 
also may be useful for cycle-
and-soak applications, Bulmer 
noted, in areas with heavy clay 
soil which tends to puddle. 

Both mechanical and solid-
state controllers offer a variety 
of options, depending on their 
make and cost. In general, 
however, "the more electronic 
they are, the more features 
they have available," Vinchesi 
said. Electronic systems feat-
ure water budgeting in which 
a user can decide to run 50 
percent of a schedule at every 

station simply by the push of a button. 
Some clocks are self-diagnostic, he 

said, meaning they monitor themselves to 
make sure there are no problems with the 
wiring. Solid-state controllers are also more 
flexible in that they can be programmed 
down to the minute. Mechanical systems 
are locked into time blocks, like 15 min-
utes or one hour, Bulmer explained. 

Offering more and more control may 
be a challenge to manufacturers, but 
operators must remember the real chal-
lenge — providing the right amount of 
water where it's needed. 

There are, however, methods of testing 
moisture levels and triggering the con-
troller to respond to such levels. There 
are two options, Bulmer said. The first is 
a rain shut-off switch, which consists 
simply of a moisture gathering cup that is 
left exposed to the environment. When 
moisture is gathered, it shorts out the 
common wire to the controller and when 
the moisture evaporates, normal operation 
resumes. 

The other option is a moisture sensor 
buried in the ground to test moisture 
levels directly in the soil. Most of these, 
like the rain shut-off switches, simply 
shut the system down if a certain mois-
ture level is reached, allowing regularly 
scheduled watering to resume when mois-
ture is no longer sensed.— Jyll Johnstonm 

The author is a staff writer for Lawn and 
Landscape Maintenance magazine. 
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FOCUS ON: 
ENGINES 

WELL-MAINTAINED ENGINES PAY OFF WITH STRONGER PERFORMANCE 
SOME THINGS AREN'T FULLY Ap-
preciated until they're gone. So when a 
machine breaks down or won't start, the 
importance of a well-built and well-main-
tained engine becomes clear. 

Virtually every piece of major equip-
ment in the lawn and landscape mainte-
nance operator's inventory can be motor-
ized — mowers, tractors, spreaders, 
seeders, aerators, dethatchers, trimmers, 
edgers. Losing any of these items due to 
engine failure can have a major impact on 
a professional operation. 

"Good performance starts with a 
quality-built engine," said Ron Hansen, 
merchandising manager of Onan Corp.'s 
engine division, Minneapolis, Minn. 
"You may be checking out the engine 
on a new piece of equipment or buying 
a replacement motor," but in either case, 
maintenance operators are advised to 
look for some basic engine features: 

Cylinder block. A single piece alumi-
num block with cast iron cylinder liners 
offers rapid heat transfer away from 
critical components, fewer fasteners 
and no sealed surfaces below the oil 
level. Because aluminum weighs about 
one-third as much as cast iron, the 
horsepower-to-weight ratio is significantly 
improved. 

Fuel system. Pay particular attention 
to the carburetor and check for an "anti-
flood" choke that helps assure steady 
starts, smooth running and consis-
tent calibration across a wide speed 
and load range. Other desirable fuel 
system features include an in-line fuel 
filter and a pulse or electric fuel 
pump. 

Lubrication. The oil pump should pro-
vide both high capacity and positive dis-
placement, so that all oil is distributed 
evenly to critical areas. 

Cooling. To start the action of the 
blower wheel (fan), the engine baffles 
must be designed to direct airflow across 
the engine heads and cooling fins for 
rapid, uniform cooling. The blower 
screen and baffles must be constructed to 
eliminate any clogging from chaff (air-
borne clippings). 

Ignition. The generally preferred sys-
tem consists of a breakerless, solid-state 
electronic ignition which provides a pow-
erful spark down to zero rpm, doesn't re-
quire adjustments or maintenance, offers 
improved cold starting, reduces plug 

Photo: Briggs & Stratton. 

maintenance and extends spark plug ser-
vice intervals. 

For larger horsepower engines, a har-
dened steel pinion solenoid shift starter 
can help provide positive engagement, 
consistent cold starts and enhanced resis-
tance to dust, dirt and chaff. Smaller 
horsepower units generally feature either 
an inertial drive starter or recoil starting 
with an automatic compression release 
for easier pulling and surer starts. 

Alternator. Output available to charge the 
system should provide enough power to 
care for any high-power electrical 
demands. 

Serviceability. Find out whether 
the manufacturer provides easy access to 
regularly serviced parts — even those 
items that are only serviced at long in-
tervals. 

SET-UP AND SERVICE. "To keep your 
engine running like new," Hansen said, 
"you have to know the operating in-
structions, adjustments and mainte-
nance procedures." Even simple things 
are important such as "inspecting the 
engine visually before starting, checking 
for any loose or missing parts and adding 
oil." 

The battery and battery cables used for 
starting an engine should be large enough 
to allow prompt starting, as undersized 
cables shorten the starter system's service 
life. The crank-case should also be filled 
to the correct level using the specified oil 
— but avoid overfilling which can cause 
high oil consumption, high operating tem-
peratures and oil foaming. 

Check the oil level at least every eight 

operating hours, or more fre-
quently on a new or recondi-
tioned engine, since oil con-
sumption is higher until piston 
rings adapt properly. Use the 
same brand when adding oil 
between oil changes, since 
various brands may not be 
compatible. 

Use of clean, fresh, unlead-
ii ed gasoline results in less 

maintenance. Regular leaded 
gasoline may be used (never 
premium leaded) but, if used 
continually, operators must 
be careful to periodically 
remove carbon and lead 
deposits from the cylinder 

heads. Otherwise, the engine will lose 
power. 

Actual operating instructions vary ac-
cording to each engine. However, any 
machine, regardless of design or type will 
perform only in relation to the service it 
receives. 

A common maintenance schedule based 
upon hours of operation: 

Eight-hour cycle. Inspect engine gen-
erally, checking particularly for fuel and 
exhaust system leaks. Check oil level. 

25-hour cycle. Service air cleaner ele-
ment and element wrapper. Change 
crankcase oil for engines without oil 
filters. 

50-hour cycle. Change crankcase oil for 
engines with oil filters and with standard 
oil bases. Check battery electrolyte level. 
Clean cooling fins. 

100-hour cycle. Change crankcase oil 
for engines with oil filters and high-cap-
acity oil bases. Replace oil filter for all 
engine types. 

200-hour cycle. Replace air cleaner ele-
ment and fuel filter. Check valve clear-
ances. 

500-hour cycle. Check or replace spark 
plugs. 

1,000-hour cycle. Clean carbon and 
lead deposits from cylinder heads. 

Neglecting routine maintenance can re-
sult in engine failure or permanent dam-
age. When running the motor under sev-
ere operating conditions, it's recommend-
ed that operators service the various parts 
at even shorter intervals. — Mark Ward • 

The author is a free-lance writer based in 
Schroon Lake, N.Y. 
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PEOPLE 

Shreve Whitehead 

STEVE JACKSON WAS RECENTLY 
hired by Ciba-Geigy's Turf and Ornamen-
tal Division as sales representative in the 
Pacific Northwest. 

Jackson moves to Ciba-Geigy from 
ChemLawn, where he was also in 
sales. 

At Rain Bird Sales Inc., Michael 
Shreve has been named specifications 
manager in north Florida for the turf 
division. 

Shreve's duties include keeping speci-
fiers, contractors, irrigation consultants, 
developers and city and state officials up-

dated on current irrigation products and 
applications. His area will include the 
Jacksonville, Orlando and Tampa areas. 

He has 16 years' experience in the ir-
rigation industry. Previously, he served as 
manager of the pump division for Aqua-
rius II in Atlanta, Ga. 

Jacobsen Division of Textron has nam-
ed Wayne Whitehead national sales man-
ager for commercial products and Ron 
Fettifer regional sales manager for turf 
products in the company's Midwest sales 
area. 

Whitehead is responsible for the pro-
motion and sale of Jacobsen commercial 
equipment throughout North America. 
Previously he was dealer sales manager 
for the company in New England and the 
mid-Atlantic states. 

Pettifer will oversee Jacobsen turf dis-
tributors in Illinois, Indiana, Michigan, 
Missouri, Ohio and Wisconsin. With 
Jacobsen since 1985, he most recently 
was national sales manager for com-

mercial products. 
Judy Brede has been promoted to di-

rector of warm-season grass research at 
Jacklin Seed Co. 

Her breeding program in Southern 
grasses has resulted in the recent release 
of Cheyenne and CD-6.67 seeded bermu-
dagrasses. 

She also directs the company's grass 
breeding nurseries in Arizona, California 
and Texas, and is actively involved in de-
veloping seeded varieties. 

Brede previously served as a warm-
season grass breeder for Jacklin. 

At Becker-Underwood Inc., Daniel 
Holte has been appointed manager of 
research, development and government 
compliance. 

Holte has a solid background in techni-
cal color chemistry in specialty surfactant 
applications. 

The job will have him managing the 
company's expanded research faci-
lity. B 

The professional approach to turfcare 
takes the weight off your back The 

Powered by a unique gear 
pump that is driven by the wheel! 

THE 

PROFESSIONAL 
F R O M C A N A A N I N D U S T R I E S , INC. 

P R E C I S E - M A I N T E N A N C E F R E E -
S I M P L E T O U S E - Q U A L I T Y M A N U F A C T U R E D 

Dealer Inquiry 
Welcomed 

SEND IN CARD 

FREE illustrated literature on the WALKOVER l I 
Professional and full range of Walkover Turf N | 
Care machines sent by return. i ^SSSmftr 

CANAAN INDUSTRIES, INC. | A d d r e s s | 
1101 Headland Avenue. RO. Box 8097 r 
Doth an, Alabama 36304 800-633-7560 I n m i A X » I 

OTHER MODELS 
AVAILABLE 

An Advanced Computer System for the 
Lawn and Tree Care Industry— 

A Way to Grow your Business 
at an Affordable Price 

A COMPLETE SYSTEM FOR ONLY $5995.00 
Samsung SD630 At Compatible Computer 
12MHz 80286 Microprocessor, 640K RAM 

101 Key Enhanced AT Keyboard 
40 MB Hard Disk, 1.2 MB Floppy Disk 

Samsung Monochrome Monitor 
Okidata 321 Wide Carriage Printer 

The Service Solution Software 
Word Processing and Mail Merge Software 

12 Months of Technical Support 
On Site Training (excluding expenses) 

Developed by 

PRACTICAL SOLUTIONS, INC. 
SCHEDULING SOLUTIONS 
FOR THE SERVICE INDUSTRY 

7100 North High Street 
Worthington, Ohio 43085 

1-800-326-7032 
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PRODUCTS 

CRUSADER TURFGRASS MIXTURE 
from Seed Research of Oregon Inc. is 
comprised of SR 4000 perennial ryegrass 
and SR 3000 hard fescue. 

Crusader combines rapid establishment 
and outstanding turf qualities with natural 
resistance to insects and disease. 

Both SR 4000 and SR 3000 contain 
high levels of viable endophyte providing 
resistance to a number of important turf 
insects including: billbugs, sod webworms 
chinch bugs and armyworms. 

Recent research also indicates that high 
levels of endophyte possibly repels certain 
harmful nematodes. 
Grcle 127 on reader service card 

OLATHE MANUFACTURING INC. IS 
offering a compact yet powerful trailer 
mounted 20- or 24-h.p. hydraulic disc 
chipper designed to reduce limbs and 

brush up to 6 inches in diameter quietly, 
efficiently and safely. 

The Model 182 Brush Chipper features 
include an Onan 20-h.p. engine, 170-de-
gree chipper head rotation with 360-de-
gree discharge, 30-inch diameter cutter 
disc and a 12-by-20-inch infeed opening. 
Grcle 128 on reader service card 

LESCO INC. INTRODUCES AVAIL™ 
herbicide with the active ingredient gly-
phosate for systemic control of grassy and 
broadleaf weeds. 

Labeled to control brush, annual and 
perennial grass and weeds, Avail elimi-
nates hard-to-control species such as 

quackgrass, bermudagrass, Johnsongrass, 
nutsedge, poison ivy, multiflora rose and 
honeysuckle with its systemic action. 
It can be used for complete lawn renova-
tions, spot applications, trimming and 
edging. The short residual allows for re-
planting one week after application. 
Grcle 129 on reader service card 

A MORE CONCENTRATED PROD-
uct formulation of Lebanon Pro 20-3-5 
has been introduced by Lebanon Chem-
ical Corp. The formulation contains 1 

, . 
P1 wessionai 

L E B . N O * 

PRODUCTS 
20-3-5 

with 
INSECT CONTROL f> 

PRODUCT SPOTLIGHT 
PAGEANT DF, THE GREEN 
Industry's first dry-flowable 
insecticide formulation devel-
oped by DowElanco specifi-
cally for the tree and shrub care 
market, has received Envir-
onmental Protection Agency 
approval. It'll be available in 
February. 

Pageant is a broad-spectrum 
tree and shrub insecticide dif-
ferentiated from others by its ac-
tivity on worms, scale and 
aphids. 

Chlorpyrifos, the active in-
gredient in Pageant, offers 
broad-spectrum control, proven 
efficacy, longer residual, vapor 
action and an established track 
record that includes extensive 

human exposure studies. 
Pageant combines its water-

dispersible granule technology 
with convenient disposable 
packaging. 

Pageant DF contains 50 per-
cent active ingredient for-
mulated into water dispersible 
granules. This formulation of-
fers improved handling benefits 
such as less dust, less residue 
in the container, excellent pour-
bility, ease of measurement, less 
appl icator exposure and minial 
agitation. 

It mixes well in any type of 
water and contains no solvents. 

The product is available in a 
5-pound cubitainer with a han-
dle for easy pouring and child 
resistant cap. The package is 
collapsible and stackable for 
easy disposal with no need for 
triple rinsing. 
126 on reader service card 

percent active Chlopryifos 
(Dursban) for use on lawns, 
landscapes and other profes-
sionally maintained turf areas. 

Two jobs are accomplished: 
fast green-up with sustained 
feeding as well as surface and 
soil insect control. 

When used as directed, it 
will provide control of chinch 
bus, sod webworms, ants, 
brown dog ticks, crickets, cut-
worms and other surface soil 
insects. 

The fertilizer base contains 
20 percent (four units) coated 
slow release nitrogen from 
sulfur-coated urea combined 
with 1 percent Dursban 
insecticide. 
Grcle 120 on reader service card 

SNAPPER POWER EQUIP-
ment's full-sized, two-staged 
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snow throwers have the power and man-
euverability to get through deep, wet and 
ice-crusted snow. 

The snowthrowers come in three mod-
els: The 8242, with 8-h.p. and 24-inch 
clearing width; the 8262, also with 8-
h.p., but a 26-inch clearing width; and 
the 10302, with 10-h.p. and 30-inch 
clearing width. 

Snapper's friction disc drive allows the 
operator to match the speed to various 
snow conditions by shifting through six 
forward speeds and one reverse speed. 

The adjustable discharge chute gives 
accurate control of discharged snow and 
the adjustable deflector cap controls the 
distance the snow is thrown. 
Grcle 131 on render service card 

A WIDE RANGE OF WINTER AT-
tachments provide year-round productivity 
to Hustler out-front rotary mowers, manu-
factured by Excel Industries Inc. 

Direct drive wheel motors and dual 
path hydrostatic controls give Hustler a 
true zero-degree turning radius. 

The heavy-duty snow thrower is PTO 
driven and hydraulically controlled. An 

A NEW LINE OF TORO CONTROL-
lers called Vision I are precision-engin-
eered, simple to operate and make effec-
tive and efficient use of water resources. 

Available in six-, nine- and 12-station 
models, these water efficient controllers 

open center auger feeds snow to the 
spout. Using controls from the operator's 
seat, snow can be blown in any direction. 

The 60-inch V-blade attaches in sec-
onds to work as a tough, fast-working 
snowplow. The blade is 11 gauge welded 
steel, with two replaceable, reversible 
3/16-inch steel scraper blades. 
Circle 132 on reader service card 

offer internal or 14-day programming, 
three watering start times and one-to 90-
minute or 10-minute to nine-hour station 
run times. 

Settings appear in easy-to-read liquid 
crystal display as they're being made. The 
LCD also lets the user know which sta-
tion is operating and how much run time 
remains. 

The Watering Delay™ lets the user 

The Lawn 
Solution 

State-off-the-Art 
Lawn & Tree Care 

Management Software 
Don Y buy any other system 
until you have seen "The 
Lawn SolutionThe 
advantages wit be obvious. 

FOR MORE INFORMATION CALL 

313-352-3870 
24175 

Telegraph Rd. 
Southflekl , 

C O M P A N Y M^igan 40034 
Circle 49 on reader service card 

Feldmann 
Model 2300 Multi-Purpose Turf Care Machine. 
For the professional lawn care and rental Industry. 
Walk-behind versatility for: core plug aeration, slicing/scarifying for over- , « 
seeding, slicing aeration; tilling/cultivation. / / 
Core aerate at pace operator chooses. Core depth is achieved 
by strategically placed 45-lb. quick-release weight bar. , / 
Soil scarifying penetration via the use of depth stick. 20-lb. quick- / 
release weight bar or operator restraint applied at the handle bars. V// 
Optional accessories—20-lb. quick-release weight bar 
for slicing machine and a 45-lb. quick-release 
weight bar for the plugging aerator. 
Powered by Honda 31/2-hp GX series overhead 
valve 4-cycle engine with oil alert feature. 
Easy starting, maintenance-free electronic 
ignition. Chain drive. Fold-down handle 
for compact storage and transport. 
Lift grip. Weight 128 lbs. 

Feldmann 
M O D E L 2 3 0 0 — 3 . 5 HP Honda 
M O D E L 2 2 0 0 —3.0 HP B&S I.C. 
M O D E L 1800—3.0 HP B&S 

520 Forest Avenue, Sheboygan Falls, Wl 53085-0908 (414) 467-6167 Fax (414) 467-6169 
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turn off the system temporarily for one to 
four days. A blinking light designates 
how many "delay" days are left. Restart 
is automatic. 
Circle 133 on reader service card 

A SOFTWARE PACKAGE FOR LAND-
scape contractors is available from Com-
puSea pes. It will handle every aspect of 
bidding, invoicing, job costing and re-
ceivables and is designed to produce 
maximum output with minimum input. 
Data for all functions has to be entered 
only once. 

Information entered for a bid is used to 
create budgets for the job, a work order 
for the crew and customer billing infor-
mation. 

The software runs on single user IBM 
compatible systems, multi-user Novell 
Networks or multi-user Xenix systems. 
Grcle 134 on reader service card. 

REELCRAFT INDUSTRIES INC. HAS 
introduced a line of motor driven and 
hand crank hose reels that incorporates 
an all-bolted construction. 

The reel frame, spool and drum are 
fabricated of heavy gauge steel and is 
available with electric, air or crank re-
wind mechanisms. The full flow swivel is 
nickel-plated and equipped with viton O 

ring seals. Operating temperatures range 
from 20-degrees below zero to 250-de-
grees Fahrenheit. Working pressure is up 
to 3,000 p.s.i. 
Circle 135 on reader service card 

THE GO-FER CCD™ MULTIPUR-
pose utility vehicle from Salseo Inc. 
transports personnel and equipment 
weighing up to 1,000 pounds. Low to the 
ground, its tailgate/ramp permits easy 
loading of heavy equipment. 

The large 46- by 68-inch cargo area 
makes easy work of most hauling jobs. • 
Grcle 136 on reader service card 

Bare Foot 
(continued from page 28) 

Q : Both ChemLawn and TruGreen 
have been acquired by large service cor-
porations in recent years. As the number 
three lawn care company, were you ever 
approached for acquisition? 
A : Oh we've been approached at dif-
ferent times. We decided, however, that 
what we did (selling majority interest) 
was in the best interest to remain inde-
pendent. 

Through this transaction, we made 
more employees owners, which we think 
is very positive. We didn't want to be 
confused with other businesses at this 
point in time. 
Q : Will the high acquisition rate con-
tinue in the 1990s? 
A : Oh, I don't think so. I think a lot of 
its been accomplished. It just can't con-
tinue at the rate that it did in the 1980s. 
That's really how TruGreen got to the 
size they are, which is a different strat-
egy. There's just not lots of good size 
companies still available. I think that the 
rate of acquisition is by nature going to 
have to decrease. — Cindy Code • 

The author is Editor of Lawn and Land-
scape Maintenance magazine. 

PROGRAM INFORMATION 
59th MASSACHUSETTS 

TURFGRASS CONFERENCE 
AND 

14th INDUSTRIAL SHOW 

DEDICATION 
to 

KENNETH TURNER 
For Outstanding Devotion and Service to 

the Turf Profession 

Civic Center 
Springfield, Massachusetts 

(1-91: Exit 6 from South, Columbus Avenue Exit 
from North) 
Sponsored by: 

'Massachussetts Turf & Lawn Grass Council 
•Golf Course Superintendents* Association of New England 

'University of Massachusetts/amherst 

Circle 50 on reader service card 

An 
event 
forali 
professionals 
in the 
Gieen 
Industry. 

January 15-18,1990 
the Richmond Centre 

F; & Richmond Marriott 
OF m o r e Richmond, Virginia 

information call: 

804/340-3473 
Sponsored by: Virginia Turfgrass Council, Virginia Tech 

& Virginia Cooperative Extension Service 
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CALENDAR 

JAN. 14-17 
Second Annual Landscape Magic Con-
ference sponsored by Walt Disney World 
in conjunction with the Florida Nursery-
men and Growers Association, Lake 
Buena Vista, Fla. Contact: Walt Disney 
World Seminar Productions, P.O. Box 
10,000, Lake Buena Vista, Fla. 32830-
1000; 407/363-6620. 

JAN. 15-17 
60th Annual Michigan Turfgrass Con-
ference, Clarion Hotel and Convention 
Center, Lansing. Contact: Paul Rieke, 
517/355-0266. 

JAN. 15-18 
30th Annual Virginia Tùrfgrass Con-
ference and Trade Show, Richmond Cen-
tre and Marriott Hotel, Richmond, Va. 
Contact: Randeen Tharp, 804/340-3473. 

JAN. 17 
Professional Turf and Landscape Con-

ference and Trade Show, Westchester 
County Center, White Plains, N.Y. Con-
tact: Bill Renzetti, P.O. Box 307, Scars-
dale, N.Y. 10581; 914/636-2875. 

JAN. 17-19 
Sixth Annual Groundskeepers & Growers 
Association Conference and Trade Show, 
Casper Events Center, Casper, Wyo. Con-
tact: Chris Hart, P.O. Box 707, Saratoga, 
Wyo. 82331; 307/326-5905 or 307/326-
8250. 

JAN. 19-21 
Second Annual Sports Tlirf Managers 
Association Convention and Trade Show, 
Wyndham Greenspoint Hotel, Houston, 
Texas. Contact: STMA, c/o R/K Com-
munications Group Inc., P.O. Box 94857, 
Las Vegas, Nev. 89193-4857; 702-735-0000. 

JAN. 19-21 
Mid-America Horticultural Trade Show, 
Hyatt Regency, Chicago, 111. Contact: 

Mid-Am, 1000 N. Rand Rd., Suite 214, 
Wauconda, 111. 60084; 312/526-2010. 

JAN. 22-24 
Midwest Regional Türf Conference and 
Show, Adam's Mark Hotel, Indianapolis, 
Ind. Contact: Jeff Lefton, Executive Di-
rector, Midwest Regional Turf Founda-
tion, Purdue University, W. Lafayette, 
Ind. 47907; 317/494-9737. 

JAN. 23-25 
16th Annual Massachusetts Hort Congress, 
Royal Plaza Trade Center, Marlboro, Mass. 
Contact: Mass. Hort Congress, 715 Boyl-
ston St., Boston, Mass. 02116. 

FEB. 4 
Women in Horticulture Conference, 
"Design 490," Sea-Tac Marriott, 3201 S. 
176tlvSeattle, Wash. Contact: Women in 
Horticulture Conference, c/o Bill Collins, 
18824 93rd Ave. NE, Bothell, Wash. 
98011; 206/485-1283. • 

^^^T 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 B u s h 

BUSH & COOK LEASING, INC. 
185 Park Dr. 

Wilmington, OH 45177 

(513) 382-5502 or 
(800) 766 'BUSH 

WEED WIZARD, INC., P.O. Box 275, Dahlonega, Georgia 30533 Circle 19 on reader service card 
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• V F e e d 
• v i za rd 

Get the all-new Weed Wizard in your store now and 
receive a FREE four-color display! 
• Dealer cost only $15.50 per unit. 
• 12 unit minimum opening order. 

CALL TODAY 1-800-262-5122 

the ultimate solution to 
rotary trimmer line problems 

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

• Easy to install on any 
gas tr immer. 

• Cuts through tough weeds, 
briars and grass. 

• Keeps rotary tr immers in 
the t r imming business. SUGG RETAIL 

A T T E N T I O N ! $ 

Dealers & Distributors: 
^ W E E D 

WIZARD 



CLASSIFIEDS 

RATES 
All classified advertising is 55 cents per word. 
For box numbers, add $1 plus six words. All 
classified ads must be received by the pub-
lisher before the 10th of the month preceding 
publication and be accompanied by cash or 
money order covering full payment. Submit 
ads to: ALA Lawn and Landscape Mainte-
nance magazine, 4012 Bridge Avenue, Cleve-
land, 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, Tru Green Corp., 404/ 
442-8700. Strict confidentiality maintained. • • • 

WANTED TO BUY 
Lawn care companies of all sizes anywhere in 
U.S. wanted to purchase by national corpora-
tion. If interested please respond to: Lawn & 
Landscape Maintenance, Box 329,4012 Bridge 
Ave., Cleveland, Ohio 44113. Strict confiden-
tiality maintained. 

• • • 

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 mAINING 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. • • • 

EQUIPMENT AND CONSULTATION 
Canann Industries announces the Chemtec line 
of sprayers designed for professional lawn care 
use. Custom design sprayers; Professional spray 
consultation, Flo-jet 12-volt pump; Backpack 
sprayers; Hannay reels; JD9CT guns; Glycerin 
gauges; Spray System parts; Hypro and Udor 
pumps and replacement parts; High Pressure 
Cleaners. Call today for Chemtec catalog, 
800/848-8507. 

• • • 

COMPUTER SYSTEM 
Lawn Care Computer System with Software, 
Data General Hardware, Desktop 20 CPU, 75 
MB Hard Drive, 3 Wyse Terminals, Digital 
Printer, 1200Baud Support Modem. CLC1 Lawn 
Care Software with System Support Available. 
Call: 618/632-5296, or write MLS, c/o LB, P.O. 
Box 8068, Belleville, 111. 62222. 

• • • 

IS YOUR BUSINESS SPECIAL? 
We work with business owners to increase 
your profit, build your customer base, im-
prove your systems and carefully plan fut-
ure growth. You receive a complete evalu-
ation that will gauge your strengths and 
weaknesses followed with recommenda-
tions of alternative methods and products. 
A completely confidential way for you to 
upgrade your business by incorporating time 
and money saving ideas that far outweigh 
the associated fee. We can make a difference 
— if you will just take the opportunity. Call 
now 800/462-2308. 
Nick Ahrens, Natton* 
executive vice president ^ ^^iSu"'1* 
25161 Center Rd. * 
Frankfort, 111. 60423 

USED EQUIPMENT 
Used Tuflex tanks. Two 600-gallon rectangular 
tanks with mechanical agitation. Three years 
old. $1,700 each. One 600-gallon rectangular 
tank with three separate compartments and 
mechanical agitation in each. Three years old. 
$2,750. 614/771-0067. 

• • • 

USED SWEEPER 
Parking lot sweeper. 450 hours on 14-h.p. Wis-
consin engine. 3 cubic yard hopper. Excellent 
condition. Call 919/342-1540. 

• • • 

SPRAY TRUCK 
Industrial and/or railroad spray truck. 1977 
Dodge D500 Flat Bed HiRail Truck (18,500 lbs.) 
Engine rebuilt 1988, new clutch 1987, recent 
paint, excellent condition. Comes with mounted 
Stainless Steel FMC 500 gallon spray unit with 
electric start Kohler engine and 20 g.p.m. pump. 
Ready to go on ground or rail for $6,000. Call 
708/798-2727. (111.) 

• • • 

GOVERNMENT FINANCING 
Let the government finance your small busi-
ness. Grants/loans to $500,000. Free recorded 
message: 707/448-0270. (NK8). 

• • • 

LANDSCAPE BUSINESS 
Well-established landscape maintenance and 
construction business in Phoenix, Ariz. Solid 
contracts; excellent reputation; immediate cash 
flow; trucks and equipment; key people; and 
full crew. Terms available to qualified buyer. 
Tony Reid, 602/433-4997. 

• • • 

HELP WANTED 

FOREMAN POSITION 
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. Outstanding 

It pays to advertise in the 

LAWN & LANDSCAPE MAINTENANCE 
CLASSIFIEDS 

To place an order, write to 

LAWN & LANDSCAPE MAINTENANCE, 
4012 Bridge Avenue, Cleveland, Ohio 44113 
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compensation and opportunity. Reply today to: 
Lawn & Landscape Maintenance, Box 325,4012 
Bridge Ave., Cleveland, Ohio 44113. • • • 

SUPERVISOR/SPECIALIST 
Landscape maintenance supervisor/turf special-
ist. Opportunity to supervise turf program for 
landscape maintenance company in northern Il-
linois. Strong background in all phases of turf 
management is required. Horticultural degree 
and experience preferred. Excellent opportuni-
ty with young, aggressive company. Send resume 
and salary requirements to: Andre Otting, Scott 
Byron & Co., 30088 N. Skokie Hwy., Lake 
Bluff, 111. 60044. 

• • • 

POSITION WANTED 
Need a general manager or trouble shooter for 
chemical lawn care? Need growth? Increased 
profits? Need a leaner more productive com-
pany or if you want to add a chemical lawn care 
division or start a new company, call : John, 801/ 
399-2181, ext. 311. 

• • • 

GOVERNMENT POSITIONS 
ATTENTION — Hiring government jobs—your 
area. Many immediate openings without waiting 
list or test. $17,840 to $69,485. Call 602/838-
8885, ext. R13758. 

• • • 

SERVICE MANAGER 
Lawn/tree and shrub care. Northeast, growing 

company needs a take charge person with prac-
tical experience and good communications 
skills. Total responsibility for all aspects of ser-
vice will include team-building, customer sat-
isfaction and budgets. Send resume with ex-
perience and salary history to: Lawn & Land-
scape Maintenance, Box 337,4012 Bridge Ave., 
Cleveland, Ohio 44113. 

• • • 

MANAGER/SALES^ 
Lawn maintenance manager/salesman for award-
winning firm is seeking aggressive individual 
to head grounds management division in a growth 
oriented design/build firm. Areas of responsibili-
ty would include: professionalism, sales, es-
timating, training, scheduling and managing for 
profit. If you are the type of person that enjoys 
hard work and active company growth, please 
submit a resume with a cover letter and salary 
history to: Environ Associates Inc., 6111 Blue 
Stone Road, Atlanta, Ga. 30328. 

• • • 

MAINTENANCE POSITION 
KT Enterprises Inc., a commercial landscape 
management firm servicing the Washington, 
D.C., metropolitan market, is now accepting ap-
plications for employment in their landscape 
maintenance department for the 1990 season 
and beyond. All positions offer excellent salary, 
health benefits, retirement and, most important-
ly, an incomparable opportunity to work in a 
quality organization that will continue to offer 
professional satisfaction. Please send resume 
to: Doug Sevachko, KT Enterprises Inc., 7950-1 
Woodruff Court, Springfield, Va. 22151 if you 

are interested in any of the following positions: 
pruning department supervisor, maintenance 
department supervisor, maintenance department 
manager, pruning department manager, floral 
installation manager, turf and ornamental plant 
specialist. 

• • • 

MANAGER POSITIONS 
As a result of continued growth Ruppert Land-
scape Company is seeking a well-qualified land-
scape installation/design build manager. 
Background should include: sales, design, pro-
duction management, estimating and strong ad-
ministrative skills. 
We are also seeking a talented, well-oigan-
ized individual to fill a top area management 
position. Must have strong horticulture and 
supervisory experience. Individual should 
have excellent customer relations skills as 
well. To learn more about these outstanding 
career opportunities with a fast growing and in-
novative team call or send resume to: Ruppert 
Landscape Co. Inc., 17701 New Hampshire Ave., 
Ashton, Md. 20861. Attn. Mr. Otero, 301/774-
0400. 

• • • 

PRODUCTION SUPERVISOR 
Growing Memphis, Tenn., area firm seeks highly 
motivated maintenance supervisor. BS degree 
in horticulture or related field and experience 
in landscape maintenance desired. Excellent 
salary, profit sharing and benefits for the right 
person. Reply to MorGreen Inc., 885 W. Poplar, 
Collierville, Tenn. 38017; 901/853-9877. • 
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Pesticide Update 
(continued from page 33) 

the signs. 
The regulations clearly state that it's 

not the applicator's responsibility to re-
move the signs as long as the property 
owner has been given instructions to re-
move them. They also state that an ap-
plicator cannot be held liable for re-
moval of signs by unauthorized individ-
uals before the 24-hour period has ex-
pired. These have been major points of 
contention in other states. 

Prenotification is not mandatory under 
these regulations. Rather, they say appli-
cators should be prepared to provide prior 
notification when it is requested from a 
customer. 

This information would include the brand 
name and common name of pesticides ap-
plied and any special instructions from 
the EPA registered label concerning use 
of the property after the application. 

The central registry would be main-
tained by the agriculture department. It 
will contain names and addresses of the 
hypersensitive people and property 
owners who are adjacent to them or 
within 30 feet who have pesticide appli-
cations. Other states use a 100-foot 
standard. • 

A doctor's verification is needed to be 
placed on the list. 

WISCONSIN. 
The Department of Agriculture is in the pro-
cess of rewriting AG29 which regulates the 
registration and use of pesticides in the state. 

Russ Weisensel, Wisconsin Agri-Busi-
ness, said the new regulations should be 
in place for the coming season. Posting is 
called for only on cases where labels set 
a certain time interval for re-entry to the 
property. Those signs will be the standard 
4- by 5-inch size. 

Prenotification will be up to the customer. 
When a contract is made, the applicator 
will notify the customer of the informa-
tion that is available as prenotification: 
brand name, common name, concentra-
tion, application rate and label precautions. 

Also included in the rules will be a 
provision for a 30-day training period. 
New employees will be under direct sup-
ervision from a registered technician and 
will not handle restricted use pesticides. 
Trainees will be able to handle other pes-
ticides, but only under direct supervision 
from the technician. — David Westrick • 

The author is Assistant Editor of Lawn 
and Landscape Maintenance magazine. 
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You need to reseed, but you can't. 
That's the trouble with many herbicides. 
They lock you out of your turf program 
for months. 

Not Balan! It's the preemergence her-
bicide that lets you reseed your turf only six 
weeks after application (or 12 weeks at the 
higher three-pound southern rate). Without 
harming your new seedlings. 

That's how predictable Balan is. Its 
weed-controlling activity is reduced enough 
to permit reseeding. You can even apply 
Balan in the spring to turf seeded last fall. 

What you'll see is turf grass. What 
you won't see are weeds. Problem weeds 
like crabgrass and goosegrass. Balan has 
more than 20 years of experience in pre-
emergence weed control. 

Control this dependable is now easier 
to use—with Balan DF. It's a new dry flow-
able formulation that mixes easily with less 
dust. Just one more way Balan puts you in 
control of your weeds and your turf man-
agement program. Call your Dow Elanco 
distributor. Or for technical assistance, call 
toll-free: 1-800-352-6776. 

ß 

( 

Dow Elanco 
4040 Vincennes Circle — Suite 400 
Indianapolis, IN 46268 U.S.A. 
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Ryan brings quality 
aeration from golf greens 
to green lawns. 

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. 

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 2̂ 2 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! 

RYAN 
B U I L T TO L A S T 
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